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map  shows  the  tremendou;  gulf  which  separates  Omaha's 
leading   radio   stations   audience-wise. 

e"d:  Solid  line — KOWH  share  of  audience.  Broken 

— second   station's   share.* 

legend:  KOWH  quarter-hour  averages  run  as  high  as 

i%,  no  lower  than  30.5%.  KOWH  leads  in  36  of  40 
time  quarters.    More  sets  were  tuned  to   KOWH  than  to 

Data     from     latest     available     Hooper     "Quarter     Hour     Averages," 
8   a.m.    to    6    p  m.,    Monday    through    Saturday 

the  other  stations  combined  in  18  periods.  Latest  Hooper: 

(Nov.-Dec.)    KOWH,  46.5%,  second   station,   22.3%. 

This  man-made  gulf  is  created  by  the  Mid-Continent  for- 
mula: engaging  personalities,  spinning  top  tunes,  talking 

good  sense,  handling  the  news  to  Omaha's  taste.  For  a 
tour  de  force,  see  your  travel  agent — the  H-R  man,  or  talk 
to    KOWH    General    Manager,    Virgil    Sharpe. 

CONTINENT  BROADCASTING  COMPANY 
President:   Todd    Storz 

KOWH 
OMAHA 

Represented  by 
John  Blair  &  Co. 

■■ 

irleans 

Represented  by 
Adam  J.  Young,  Jr. 

KOWI 
Represented  by 
H-R,  Reps,  Inc. 
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TV  set  count 
still  under  test 

Major  agency 
executive  shifts 

New  spot   "Iron  Curtain"  surrounding  activities  of  big-time  spenders  in  spot 
data  due   radio  (P&G,  Colgate,  Lever,  Swift,  General  Foods,  et  al. )'  mav  be 

lifted  this  year.   Alliance  has  been  formed  by  Jim  Boerst  ("Factuary") 
and  Duke  Rorabaugh  ( "Rorabaugh  Report  on  Spot  Tv")  to  publish  spot 
radio  quarterly  report  based  on  data  gathered  from  cross-section  of 
stations.   Target  date:  March.   Nielsen  and  Hooper  research  firms  are 

considering  addition  of  spot  radio  data  ("logs"  of  spot  activity  and 
frequency,  ratings)  to  local  measurement  services  (story  page  42). 

-SR- 

NARTB  set  circulation  plan  is  still  undergoing  methodology  test. 

Technique  for  tv  coverage  and  set-count  study  is  being  checked  by 
Politz  in  2  cities  with  work  in  one  city  nearly  complete.   NARTB  hopes 
to  have  methodology  study  wrapped  up  before  April.   Next  step: 

"pilot"  study  of  tv  coverage,  perhaps  by  mid-1955.   Project  will  be 
turned  over  to  NARTB-organized  industry  association  following 
methodology  and  pilot  studies. 

-SR- 

First  of  1955  sees  more  than  usual  crop  of  agency  executive  changes. 

Earie  Ludgin,  William  Weintraub,  Milton  Biow — all  former  presidents 
of  agencies  bearing  their  names — each  became  chairman  of  the  board 
1  January.   New  lineup  of  presidents:  At  Ludgin,  Vincent  R.  Bliss; 

at  Weintraub,  Elkin  Kaufman;  at  Biow  (now  called  Biow,  Beirn,  Toigo, 
Inc.),  F.  Kenneth  Beirn.   Following  death  of  H.  W.  Newell,  president 

of  Lennen  &  Newell,  board  elected  Adolph  J.  Toigo  president.   (Biow's 
John  Toigo  and  L&N's  Adolph  Toigo  are  cousins.) 

-SR- 

Country  and  folk  music,  long  popular  on  radio  networks  (shows  still 

on  include  CBS*  Saturday  Night  Country  Style,  NBC's  Grand  Ole  Opry 

and  Dude  Ranch,  ABC's  Ozark  Jamboree) ,  will  get  full-hour  television 
treatment  late  this  month.   ABC  TV's  Robert  M.  Kinter  has  signed 
with  Ralph  D.  Foster,  president  of  RadiOzark,  for  tv  version  of 

Ozark  Jamboree.   Pact,  reportedly  for  5-year  period,  includes  stars 
Red  Foley,  Jean  Shepard,  Oklahoma  Wranglers.   If  AT&T  can  clear 

lines  for  ABC  TV  in  time,  program  will  debut  from  Springfield,  Mo., 

on  22  Jan.,  9:00-10:00  p.m.  EST.   It  replaces  Saturday  Night  Fights, 
dropped  by  Bayuk  cigars. 

-SR- 

Day  radio  Trend  to  revised  pricing  in  spot  radio  continues.   Avery-Knodel  rep 
costs  more   firm  and  KXYZ,  Houston,  have  launched  pilot  operation  which  will  be 

watched  closely  by  other  Avery-Knodel  outlets  in  tv  areas.   New  ap- 

proach, called  "Realistic  Pricing  Method,"  calls  for  peak  spot  rates 
to  fall  between  6:30  a.m.  and  noon,  and  between  5:00  and  7:00  p.m. 

Old  rate  formula  has  been  tossed  away;  new  formula  is  tied  to  Pulse 

share-of-audience  figures  throughout  day  and  not  to  "total  homes 

using  radio. " 

ABC  TV  plans 
folk  music  show 
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DTN  to  invest   Recent  DTN  changes  seek  to  get  at  heart  of  net's  problem:  Failure  to 
in  programing   clear  enough  stations.   Ted  Bergmann,  managing  director  told  SPONSOR 

cutback  in  use  of  cable  will  free  money  for  development  of  new  pro- 
grams, better  production.   Teletranscriptions  to  be  used  increasingly 

in  lieu  of  cable  are  simply  Du  Mont's  existing  form  of  kinescoping. 
Present  DTN  bill  for  use  of  cable  is  $3  million  annually.   Network 
may  be  able  to  save  half  via  Teletranscriptions. 

-SR- 

Knipe  heads  Following  plans  of  late  C.  E.  Hooper,  research  firm  will  be  headed 

Hooper  firm   by  James  L.  Knipe,  executive, v. p.   Knipe  is  former  sales  manager  and 
director  of  Ball  Brothers  (Mason  jars),  holds  Yale  PhD.  in  economics, 

was  hired  by  "Hoop"  over  year  ago.   Other  executives  in  new  lineup: 
W.  Bruce  McEwen,  v. p.  in  charge  agency  relations;  Dorothy  Behrens, 
v.p.  in  charge  research;  Frank  Stisser,  in  charge  station  relations. 
Fred  H.  Kenkel,  recently  at  Nielsen,  has  rejoined  Hooper  firm.  All 

present  services  will  continue,  Hooper  firm  has  told  agencies.   Firm 

is  also  discussing  re-entering  national  tv  ratings,  with  emphasis  on 
fast  service. 

-SR- 

RAB  to  step  up   Look  for  announcement  soon  of  intensified  spot  radio  efforts  by  RAB. 
spot  activity   By  late  spring  or  early  summer  Crusade  for  Spot  Radio  activities  will 

probably  be  absorbed  by  RAB.   Among  them:  meetings  bringing  together 

agency  executives  and  rep  salesmen  who  call  on  them.   Crusade  was  set 
up  2  years  ago  to  sell  spot  radio  on  industrywide  basis. 

-SR- 
Tv  homes  like  More  than  third  of  New  York  tv  homes  use  radio  and  tv  at  same  time 

radio  news  in  different  locations,  Advertest  study  shows.   Most  of  this  occurs 

after  5:00  p.m.   Over  90%  of  tv  home  listeners  consider  radio  im- 

portant source  of  news;  over  87%  feel  it's  key  source  of  music. 
-SR- 

More  radios  Farm-area  radio  growth  today  continues  in  direction  of  multi-set 
on  farms  homes,  auto  radios  annual  survey  of  Iowa  radio-tv  audience  by  Dr. 

Forest  Whan  reveals.   Radio  home  saturation  has  remained  similar  over 

past  decade  but  number  of  homes  with  2  or  more  radios  has  gone  from 
37.6%  to  over  50f.   Since  1949,  percentage  of  all  families  owning 

radio-equipped  auto  has  gone  from  42%  to  more  than  63%.   Study  is  17th 
consecutive  survey  for  station  WHO,  Des  Moines. 

-SR- 

Heavy  toll  of   Closing  weeks  of  1954  took  greater  toll  of  key  industry  figures  than 

key  figures  perhaps  any  other  period.   Included  in  loss  to  industry  were:  Horace 
Lohnes  (see  editorial  page  112)  ;  Lincoln  B.  Simonds,  West  Coast 
manager  Weed  &  Co.  ;  H.  W.  Newell;  C.  E.  Hooper;  L.  B.  Wilson. 

-SR- 

Ford's  out  front   Ford  and  Chevrolet,  both  with  dramatic  shows  on  tv,  news  shows  on 
says  Ford  II   radio,  also  both  claim  top  spot  in  1954  sales.   Automotive  News  listed 

Chewy  about  10,000  units  ahead  of  Ford  as  of  20  November — but  Henry 

Ford  II  in  New  Year's  Day  telegram  to  dealers  said  "complete"  sales 
data,  available  only  to  1  November,  gave  Ford  the  lead.   When  intro- 

ducing new  models  Ford  bought  1, 800-station  campaign,  aired  100,000 

.innouncements  for  more  than  $500,000.   (For  diary  of  Ford's  "This  Ole 
House"  jingle,  see  page  40.) 

SPONSOR 
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jersey 

covering  82%  of  the  state  plus  a  big  bonus 
in   New  York 

with  aud 

which    has   been   firm   for  the   last   5    years 
and   is  now  better  than  ever 

the  answers 

to    a    New  Jersey    sales    problem   call  your 
waat   man  ...  he  knows  this  market 

waaf 
970    on    your   dial 

1020   Broad   Street,   Newark  1,  N.  J.  Mitchell   2-6400 
575  Madison  Avenue,  New  York  22,  N.  Y.  PLaza  5-1331 
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Ire  tv  commercials  getting  word-lazy? 
BBDO   radio-tv   v.  p.  Art   Bellaire  fools  tv  copy   is   becoming   cliche-loaded,   gives his  suggestions  on  how  to  socle  the  fresh  word 
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10  top  radio-tv  questions  for  lf>.~i.~i 
What  are  the  leading  questions  that  sponsor  and  agency  executives  are  asking 

as  they  look  to  the  New  Year?  In  the  first  of  a  two-part  article,  SPONSOR 
examines  tv  station   rates,  tv  costs,  film  outlook,   radio  commercial   impact 

Diary  of  Ford's  "This  Ole  House"  single 
Here's  the  story  of  the  jingle  used  in  the  biggest  radio  saturation  campaign  of 
1954  in  which  Ford  launched  its  new  models  last  fall  with  more  than  100,000 

announcements  on  over    1,800  stations 

Spot  radio  sprtnliny:  trill  the  "Iron  Curtain"'  lift? 
Report  on  the  new  plans  and  proposals  of  research  and  rating  firms  to  provide 

dollar  figures,  ratings  of  spot  radio  commercials  and  qualitative  analyses  to 

advertisers  and  agencies 

Sunbeam:  front  zero  to  S3  million  on  ft*  iit  2  years 
Virtually  unknown  among  air  advertisers  a  few  years  ago,  the  Sunbeam  Corp. 

now  spends  some  50ff  of  its  $6,000,000  budget  on  tv.  Its  video  ventures  range 
from   daytime-magazine   shows   to   lavish   spectaculars 

W  hat  is  the  audience  to  your  tv  commercials? 
What  percentage  of  the  viewers  of  a  tv  program  can  recognize  one  or  more 

commercials  from  that  show?  A  Starch  survey  for  NBC  TV  shows  shows  that  9 

of   10  viewers  recognize  at  least  one  commercial,  two-thirds  at  least  two 

"ftoflio  never  went  away" 
WJR,    Detroit's,   Worth    Kramer   feels   radio   has    progressed    despite   these   three 
destructive   forces:    (I)    ratings;    (2)    merchandising;    (3)    bad    business   practices 

How  rutlio  forced  distribution  for  cement  routing 

When  retailers  didn't  want  to  stock  Cement  Dus-Top,  a  coating  to  dust-proof basement  cement  floors,  maker  McMillan  Products  Co.  decided  to  sell  the  con- 

sumer direct  via   a   radio  d.j.  show.     In   3   months,   number  of  dealers   rose   400% 

COM  I NC 

10  top  radio  questions  for  IO.~i.~i:  part  II 
SPONSOR  will  look  into  what  the  coming  year  may  hold  for  tv  spectaculars,   tv 

clearances,  use  of  cut-ins  on   network  tv,  changes  in   radio   networks  2  I     'till. 
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don't  "PICK  BLIND" 
IN  SHREVEPORT! 

look  at  KWICHs  HOOPERS! 

KWKH  is  the  favorite  station  in  portions 

of  three  states — yet  we're  the  top-heavy 
local  choice,  too!  Check  our  Hoopers 

for  Metropolitan  Shreveport  against  those 

of  the  four  other  stations  (and  all  three 
other  networks). 

JAN. -FEB.,    1<?54  —  SE-SARE   OF   AUDIENCE 
TIME KWKH 

STAl  ON  B STUION  C STATION  D STATION  E 

tOU    mru 

8  00  A.M      12  00  Noon 

38.1 

19.5 

6.2 

16.0 

19.5 

'.ION     thru   FRI. 

1200  Noon     6.00  P.M. 

44.3 
21.2 

9.2 

6.1 

19.4 

SUN    Ihru  SAT     I'VE. 6:00  p.m.  -  io  :o  P.M. 
54.6 

11.2 

8.5 24.0 

look  at  KWKH  s  SAMS  AREA! 

KWKH  is  tuned  in  by  22.3%  more  homes,  daytime,  than  all 

other  Shreveport  stations  combined!  In  listener s-per-dollar, 

KWKH  tops  the  next-best  Shreveport  station  89.4%!  TEXAS 

KWKH 
A   Shreveport  Times  Station 

I  TEXAS 

SHREVEPORT,  LOUISIANA 

50,000  Watts    •    CBS  Radio 
The  Branham  Co. 

Representatives 

Henry  Clay 

General  Manager 

Fred   Watkins 

Commercial  Manager 
LOUISIANA 

ARKANSAS 



WENATCHEE.    WASH. 

WORLD'S     APPLE     CAPITOL 

This  Apple 
is  a 

plum .  ♦  ♦ 
A   Plum 
that  time  buyers  should  readi- 

ly pluck  when  they  are  con- 

sidering national  or  regional 
coverage. 

286  Million   Dollar   Market 

Sales    Performance 

160''  higher  in  propor- 
tion to  population  than 

national   average. 

I 
I 

Serving      Fastest     Crowing 
Farm  Area 
The  Columbia  Basin  .  .  . 

nearly  500  new  farms 

a    year! 

Per  Capita   Income 
16%  above  national 

average. 

5000  WATTS 

560  K.  C. 

WENATCHEE 

WASHINGTON 

Starting 

Our  26th 

Year 

REGIONAL     REPRESENTATIVES 

Moore   and   Lund,   Seattle,    Wash. 

NATIONAL     REPRESENTATIVES 

Forjoc    and     Co.,     Incorporated 

by  Bob  Foreman 

Television  is  a  woman's  world 

J  hi-  essay  should  be  of  intense  interest  as  well  as  of  grave 

import  to  those  in  advertising — especially  in  television  adver- 
tising.  The  subject  is  women. 

I  dwell  on  this  favorite  topic  because  to  buttress  my  own 

observation,  I  have  at  last  obtained  some  impersonal  evi- 
dence exploding  the  ancient  Teutonic  myth  that  the  Man  of 

the  House  is  lord  and  master  of  all  he  surveys  with  his  off- 
spring clustered  about  his  feet  and  cowering  by  his  side  the 

little  woman  to  whom  he  continually  barks  order-,  recom- 
mends provender  and  selects  the  correct  mode  and  method  of 

pursuing  life. 
The  above  concept,  unmitigated  bushwa  to  those  of  us  in 

the  know,  is  given  the  lie  to  nicely  in  the  following  data  re- 
leased by  the  Institute  of  Life  Insurance  which  knows  more 

about  people  than  anyone  except  perhaps  the  credit  manager 
<>f  your  friendly  jeweler. 

The  publication  which  considered  this  news  sufficiently  fit 
to  print  was  the  masculine  New  York  Times  and  I  doff  my  hat 
to  them  for  their  courage  and  honesty  in  spreading  the  true 

gospel.  I  quote:  HEADLINE,  Women  Take  Hold  of  Home 

Finances;  SUBHEAD.  Study  Shows  More  Wives  Than  Hus- 
bands Write  Check-. 

"\  traditional  male  attitude  that  women  'must  be  protected 

from  complicated  business  matters'  is  nearly  out-moded.  ac- 
cording to  finding-  in  a  recent  study  by  the  Institute  oJ  Lite 

I  ii -ii  ranee. 

"In  a  report  of  a  survey  of  50  banks  throughout  the  coun- 
try the  institute  says  that  more  women  than  men.  particularly 

in  young  families,  mile  the  family  check-. 
Women  .  .  .  generally  accompanied  their  husbands  when 

the)  uenl  to  the  bank  to  discuss  loan-  and  \er\  often  the  ui\e- 

were  better  informed  .  .  ." 
The  hearing  that  tin-  ha-  on  advertising  first  and  telex  ision 

second  is  worths  of  a  sentence  or  two  though  perhaps  such  IS 

superfluous.  It  is  simple,  indeed,  to  understand  thai  the  same 
sex  which  ha-  branched  out  into  and  taken  such  a  linn  hold  on 

the  more  abstruse  financial  mailer-  i-  of  course  the  dominant 

force  when  il  come-  lo  such  minor  decisions  a-  the  -election  ol 

a  brand  of  beer  for  the  refrigerator,  the  cigarette  lor  the  liv- 

ing room  cigarette  boxes  and  the  dream-boal  in  the  family 

garage.     \\\A  anyone  who  doubt-  tin-  i-  either  a  spinster  or 
Bellevue  bait. 

i  Please  turn  /<>  page  66) 

SPONSOR 



...things  are in  denver 

DOMINATES 

TOTAL 

Total 

Exclusive 

1st  Place 

Quarter 

Hours 

79 

BEAMING  BETTER  PROGRAMS  from 

KBTV 
2  to  6  p.  m.           44 

6  to  11:30  p.m.    35 

ATOP  LOOKOUT  MOUNTAIN 

Monday  thru  Friday  KBTV  is  FIRST  with  the  FINEST! 

First  place  quarter  hour  figures  are  based  on  leadership 

by  1  full  point  or  more  in  the  Nov.  1954  ARB. 

THERE'S  A  GOLD  MINE 
ON  CHANNEL  9 

V 

STATION  B 

2  to  6  p.m.  12 
6  to  11:30  p.m.  37 

TOTAL  49' 

Strike  pay  dirt... every  time... on 

NINE!  Not  just  gold,  not  just  uran- 

ium in  mile  hi  Denver... NINE  de- 

livers the  audience!  Double,  triple 

your  client's  impressions  per  com- 
mercial. Top  notch  availabilities  for 

'Fifty-Fivers. ..Come  and  claim  'em! 

STATION  C 

2  to  6  p.m.  2 

6  to  11:30  p.m.   26 

~28< 

STATION  D 
2  to  6  p.m. 

6  to  11:30  p.m. 

TOTAL 

JOE   HEROLD,  Manager  •  Contact  your  nearest  Free  &  Peters  Representativ 

STUDIOS     AND     OFFICES:     1089     BANNOCK     STREET,     DENVER,    COLORADO 



:■■■■■■■■  :■:■:■:■ 

Sale  is  i 

. 

•  Full    Details   Available 

7\Mocia%ul  /4$hi 
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^^^^^^       (No  Matter  Who  Pays  the  BUI)  A 

AND  IN  TULSA... 

Local  sales  are  good  .  .  .  very  good  indeed! 

AND  .  .  . 

Standouts  in  local  sales  are  those  being  made  by  Tulsa  radio 
stations  to  Tulsa  merchants! 

Interesting,  isn't  it!  Local  radio  advertising  in  Tulsa  is  very 
good  indeed. 

Local  station  salesmen  are  experiencing  their  highest  monthly 
gross  in  years! 

WHY? 

Because,  in  Tulsa,  radio  advertising  is  producing  consistent, 

profitable  results.  Local  merchants  who  can  watch  advertising 
results  closely,  day  by  day,  watch  advertising  costs  .  .  .  they 
know  AT  ONCE  what  advertising  pays  off. 

They  know  RADIO  advertising  pays  off.  Their  cash  registers 
prove  it! 

Want  to  know  more?  Want  some  success  stories?  Want  to  know 

how  YOU  can  use  radio  advertising  in  Tulsa  for  YOUR  clients? 
Contact  any  one  of  the  Associated  Tulsa  Broadcasters,  either 

direct  or  through  their  representatives. 

Remember  .  .  .  EYERY  sale  is  a  LOCAL  sale  .  .  .  no  matter  who 

pays  the  bill!  So,  take  a  tip  from  the  men  on  the  PAY  OFF  LINE 

.  .  .  the  LOCAL  buyers  of  advertising  .  .  .  They're  using  Radio 
advertising  in  Tulsa. 

How  about  YOU? 

KAKC   •    KFMJ   •   KOME   •    KRMG 

10  JANUARY   1955 



There's  only  one 

. . .  Niagara  Falls,  the  great  falls  of  the 
Niagara  River,  divided  into  Horseshoe  Falls 
on  the  Canadian  side,  158  feet  high,  and 
American  Falls,  167  feet  high.  Over  Niagara 
Falls,  1,J,00  feet  ivide,  flows  some  212,211 
cubic  feet  of  water  per  second,  and  because 

four  of  the  Great  Lakes  serve  as  its  reser- 
voir, Niagara  has  the  steadiest  flow  of  all 

great  waterfalls. 

tm 

And  there's  only  one... 

...advertising  medium  that  single- 
handed  covers  the  Industrial  Heart 

of  America.  Only  WWVA  Radio  in 
Wheeling,  W  Va.,  reaches  all  the 

100-odd  counties  of  Eastern  Ohio, 
Western  Pennsylvania  and  West 
Virginia  that  comprise  this  Five 
Billion  Dollar  market . .  .WWVA 
blankets  this  entire  area  24  hours  a 

day  with  its  dominating  50,000  watt 

signal,  delivering  the  sales  impact 

of  high-rated  CBS  Network  shows, 
coupled  with  the  homespun  appeal 

of  WWVA's  own  local  personalities. 
With  WWVA  Radio,  you  not  only 
reach  this  market  of  more  than  a 

million  and  a  half  radio  homes,  but 

you  sell  it  completely  with 

•  One  Medium 
•  One  Cost 

•  One  Billing 

©WWVA Wheeling,  W  Va.  •  50,000  watts-CBS  Radio 

National  Sales  Director-Tom  Marker,  118  E.  57th  St.,  N.Y.  C,  EL  5-7690 
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1.     New  on  Radio  Networks 
SPONSOR AGENCY STATIONS 

PROGRAM,  time,   start,   duration 

Amer   Fed   of   Labor,   Wash    DC Furman,   Feiner  &  Co,   NY 
ABC 164 

Edward    P.    Morgan    News;    M-F    10-10:15    pm;    3 
Jan;   52   wks Bankers    Life    &    Casualty   Co,    Chi Crant,  Schwcnck   &   Baker, 

Chi 

MBS 

400 

Gabriel    Heattcr    News;   alt   T   7:30-45    pm;    4    Jan; 
52    wks 

Brown    &    Williamson    (Kool),    Louis- Ted   Bates.    NY NBC full   net Kenneth    Banghart    News;    W,    Th    8:30-35    pm;    6 ville,    Ky 
Jan;    55    season Calgon,     Inc.    Pittsburgh Ketchum,    MacLeod    & 

Grove,    Pittsb 
NBC full   net 

Mary  Margaret   McBride;  Sat   10-10:05  am;  5   Feb; 

55    season Consolidated    Cosmetics,    Chi Frank    Duggan,    Chi CBS 

206 
Bing  Crosby  Show;   M  9:15-30  pm:   3   Jan;   52  wks 

Esso    Standard    Oil    Co,    NY Marschalk    &     Pratt,     NY 
MBS 

Esso   News  Reporter;   M-F  9-9:05  pm;   27    Dec;   52 

Kraft     Five-Star     Newscast;     M-F     10:30-35     am; Kraft  Foods,  Chi NL&B,    Chi MBS 

570 11:25-30   am;    12:15-20   pm;   2:25-30   pm;   5:55- 
6    pm;    3    Jan;    52   wks 

Mutual    Benefit    Health    &    Accident Bozcll    &    Jacobs,    Omaha CBS 

206 
Arthur   Godfrey  Time;   alt   M,   alt  Th,   every   4th    F 

Assoc,    Omaha &    NY 10-10:15  am;  13  |an;  26  wks 
Lewis-Howe  Co    'Turns',  St  Louis R&R,    St    Louis 

CBS 
206 Arthur   Godfrey   Time;    alt  T,   alt   W,   every    4th    F 

10-10:15   am;  28   Dec;   52  wks 
Olson    Rug   Co,    Chi Presba,  Fellers,   Presba,  Chi 

MBS 400 

Gabriel    Heatter    News;    Th    7:30-7:45    pm;    6    Jan; 
4  wks 

Your    Packard    Reporter;    M.   W,   Th,    F   8:25;   9:25; Packard    div    of    Studebaker-Packard R&R,    NY 

ABC 

350 Corp,    Detr 10:25    pm;    17    Jan;    2    wks 
Philip    Morris,    NY Biow,    NY 

CBS 

206 
Tennessee    Ernie    Show;    W,    Th,    F    7:25-30    pm;    5 

Jan;   52   wks Rcxall    Drug   Co,    LA BBDO,    LA NBC full  net Great    Gildersleeve;    T,    W    10:15-30    pm;    15.     16 Feb    only 

Star-Kist   Foods,    Inc,   Terminal    Island, Rhoades  &   Davis,  SF NBC 
full   net Mary    Margaret   McBride;   W    10-10:05   am;    5    Jan; 

Cal 

55   season Vitamin    Corp   of   Amer,    Newark,    NJ BBDO,    NY 

NBC 
full   net Ben   Grauer   News;  T  3-3:05   pm;    1    Feb  only 

Vitamin    Corp   of   Amer,    Newark,    NJ BB30,    NY 

'  BC 

full    net Five    Minute    News;   Th   9-9:05   pm;   20   Jan   only 

2.    Renewed  on Radio  Networks 
SPONSOR AGENCY 

Anheuser-Busch.    St 
Bristol-Myers,    NY 

Louis 
D'Arcy,    St    Louis 
DCSS,    NY 

Cities  Service  Co, NY Ellington    &   Co,    NY 

Dodge   div  of   Chry sler,    Detr Crant,    Detr 

Ford    div   of    Ford 
Mich 

General    Foods,    NY 

vlotors,    Dearborn, 
JWT,   Chi 

Y&R,     NY 

Hall    Bros,    Kans   City,    Mo FC&B,    Chi 

Lever   Bros,   NY 
Liggett   &    Myers    (Chesterfie Id),    NY 

FC&B,    NY 
C&W,   NY 

Thomas   J.    Lipton, Hoboken, 

NJ 

Y&R,   NY 

P.    Lorillard,    NY L&N,   NY 

P.    Lorillard,    NY L&N.   NY 

Philco    Corp,    Phila Hutchins   Adv,    Phila 

Philip    Morris,    NY 
Procter    &    Gamble, 
Procter    &    Gamble 
Procter    &    Gamble 
Procter    &    Gamble 
Procter    &    Gamble 
Procter    &    Camble 
Procter    &    Camble, 

Cinci 
Cinci 
Cinci 
Cinci 
Cinci 
Cinci 
Cinci 

Biow,    NY 
Y&R.    NY 

Compton,    NY 
DFS,    Chi 
B&B,    NY 
Compton,    NY 
B&B,    NY 

Compton,    NY 

R.    J.    Reynolds    (Camelsl,   Winston- 
Salem,    NC 

Sterling    Drug,    NY 
Sterling    Drug,    NY 

W.    Esty,    NY 

DFSS,    NY 
DFSS,    NY 

Wm.    Wrigley   Co, Chi A.    Meyerhoff,    Chi 

Wm.    Wrigley    Co, Chi 
R&R,    Chi 

STATIONS 
PROGRAM,  time,  start,  duration 

ABC 
350 Sports  Today;    M-F    6:30-45    pm;    14    Dec:    52    wks 

CBS 
206 

This  is  Nora  Drake;  T,  Th,  alt  F,  2:30-45  pm;  4 

Jan;   52   wks NBC 
full 

net 
Cities  Service  Band  of  America;  M  9:30-10  pm; 

17    |an;   55   season 
NBC 

full 

net 
Roy  Rogers  Show;  Th  8-8:30  pm;  27  Jan;  55 

season CBS 

485 

Edward  R.  Murrow  with  the  News;  M,  W,  F, 

7:45-8    pm;    27    Dec:    52    wks CBS 
119 

Sunday  Morning  Gathering;  Sun  8:30-55  am;  2 

Jan;    52   wks 

CBS 
206 Hallmark  Hall  of  Fame;  Sun  6:30-7  pm;  2  Jan: 

52   wks 
CBS 

195 

Aunt   Jenny;    M-F    12:15-30  pm;    13   Dec;   52   wks 
CBS 206 Perry  Como  Show;  M,  W,  F,  9-9:15  pm;  3  Jan; 

52   wks 
CBS 163 

Arthur  Codfrey's  Talent  Scouts;  M  8:30-9  pm;  3 

Jan;    52   wks 
MBS 

570 

Queen    for  a    Day;    M-F    11:30-12   noon:   3    Jan;   52 
wks 

Two    for   the    Money;   Sat  9-9:30   pm;   31    Dec;   52 

Breakfast    Club;    M,    W,    F    9:45-10    am;    27    Dec: 

CBS 
206 

ABC 350 

52   wks CBS 

205 

My   Little   Margie;   Sun   8:30-9  pm;   2   Jan:   52  wk; 
CBS 173 Brighter   Day;   M-F   2:45-3   pm;   27    Dec;   52   wks 
CBS 132 Guiding    Light;    M-F    1:45-2    pm;    27    Dec:    52   wk; 
CBS 170 Ma    Perkins;    M-F    1:15-30   pm;   27    Dec:   52   wks 
CBS 

163 

Perry   Mason;    M-F   2:15-30   pm:   27    Dec;   52  wks 
CBS 

143 

Road   of   Life;   M-F    1-1:15  pm;  27   Dec;   52   wks 
CBS 

103 

Rosemary;    M-F   11:45-12   noon;   27   Dec;   52  wks CBS 160 

Young   Dr.    Malone;    M-F    1:30-45   pm;   27    Dec;   52 
wks 

Multi-Message    Plan;    M-F;    1    Jan;    52   wks 

MBS 

570 

NBC full 
net Stella    Dallas;    M-F   4-4:15   pm:   3    Jan;    55   season NBC 

full net Young  Widder  Brown;  M-F  4:15-30  pm;  3  Jan;  Sc. 
season CBS 

194 FBI  in  Peace  and  War;  W  8-8:25  pm;  5  Jan;  5/ 
wks 

CBS 
196 

Gene  Autry  Show;  Sun  6-6:30  pm;  19  Dec;  52  wk: 

3.     Broadcast  Industry  Executives 
NAME 

Harry    Abbott 
Robert    N.    Adams 
Sherman   Adler 
Leslie    Bicbl 
Jacques    Birabcn 
Walter    Brown 

FORMER  AFFILIATION 

KTVQ,    Okla    City,    mgr 
WRC-TV,    Wash    D    C 
WMCT-TV,    Memphis 
WISN,    Milw,    prog    mgr 

WINS,    NY,    nat'l    sis    mgr 
BAB,    NY,    local    prom    stf 

NEW  AFFILIATION 

KCEN-TV.    Temple.    Texas,    mgr 
WTOF-TV,    Wash    DC,    prom    dir 
NBC   Film   Div,   NY,   sis  stf 
WHK,    Cleve.    opcrs    mgr 
Same,   dir  of  sis 
Same,    acct    exec 

In  next  issue:  ISetc  and  Renewed  on  Television  (Network)  ;  Advertising  Agency  Personnel  Changes: 

Sponsor  Personnel  Changes;    Station   Changes    (reps,    network    affiliation,    power    increases) 

John 

Porter    (3) 

Leslie 
Biebl    (3) 

Norman 
Ginsburg    (3) 

10  JANUARY   1955 

11 



10  JANUARY   1955 

JVew  and  renew 

Lee 
LcBlang    (3) 

Norman 
Cash    (3) 

David 
Savage   (3) 

Cody 
Pfanstiehl  (3) 

Cordon    Wil- 
liamson   (3) 

Hal    A. 

Zogg    (3) 

3.     Broadcast  Industry  Executives  ( 
continued) 

NAME FORMER  AFFILIATION NEW  AFFILIATION 

Richard   Buch CBS-TV   Film   Sales,   NY,  acct  exec General   Telcradio.    Atlanta,    Ga,   acct   exec 
John    Buning MBS,    NY,    stn    rels   mgr   in    Southeast WSUN     St    Petersburg,   sis   mgr 
Norman  Cash ABC    Radio,    NY,    Eastern    sis    mgr TvB,    NY,    dir   of   stn    rels 
William    Cathay Olympia    Brewing  Co,   Olympia,   Wash,    mdsg  &   adv   mgr KOMO-TV,   Seattle,   mdsg  &   sis  serv  rep 
Ernesto    Cervera KALI,    Pasadena,    Cal.    prog   dir Same,  comml   mgr 
Ben    Conway Crosley    Bdcst,    NY,    acct    exec Quality    Radio   Group,    NY,   acct   exec Tay    Day 

CBS  TV  Spot  Sales.   NY,  res  mgr Quality   Radio  Croup,    NY,  dir  of  sis  dev 
Robert    Douglas WKNX,    AM,    TV,    Saginaw,    Mich,    tv    sis    prom    mgr WTVH-TV,    Peoria,    acct  exec 

Roy    Drushall KWKW,    Pasadena,   sis  stf KABC.    Hywo.    sis   stf 
Howard    Eaton KTVW,    Seattle,    local    sis   stf Same,    nat'l    sis    rep 
William    Fairbanks ABC    Radio,    NY,    acct   exec Same,    nat'l    sis    mgr 
John     Foley WEWS,    Cleve,    sis    stf Same,    local    sis    mgr 
Mcrl    Calusha WRCB-TV,   Schenectady,   NY,   supvr  of  prodn WCY-WCFM,    Schenectady,    NY,    mgr 

lack   Gilbert KHOL-TV,    Holdrege,    Neb,    asst    mgr Same,   stn   &   opers   mgr 

John    C.    Cilmore WCH,    Norfolk.    Va,    dir   of   sis   prom WVDA-Diehm    Radio    Group,    Bost,    dir    of   sis    prom 
Norman    Cinsburg DuMont    Net,    NY,    adv   tr   prom    mgr Studio    Films,    NY,    dir   of   adv   &    sis    prom 
Ralph    Clazcr KNX-CPRN,    LA,   acct   exec Same,    Eastern    sis   rep 

lay    Grill 
KCO.    SF,    sis    stf KFSD-TV,   San    Diego,    sis   mgr 

Idclla    Grindlay WABC-TV.    NY,    stn    opers    mgr Quality    Kaaio    Groin)      NY,    prog    coord 
Richard  Gurley WTAO.    AM,    TV,   Cambridge,    Mass,    sis    mgr WEbl,    Bost,   sis  stf 
Charles  E.    Haddix KLX.   Oakland,   Cal,   SF   sis  mgr Tracy    Moore    Radio    Rep,    SF,    mgr 
Edward   Hall CBS    Radio    NY,    acting    bus   mgr    of    sis    dept Vitapix,    NY,    vp    &    gen    mgr 
Bill    Harms    |r Ed    Petry,    Chi,    tv    acct    exec Avery-Knodel,   Chi,   tv  acct  exec 
Richard   Hartnett Eastern    Airlines,    Bost WEEI.   Bost,  sis  exec 
Willard    Hasbrook KFXM,    San    Bernardino,    mgr KFSD,    San    Diego,    mgr 
Rollin    Hawkes Romington    Rand    Business    Mach.    Seattle,    sis    stf 

KOMO,    Seattle,    nat'l    sis   serv   rep Erik    Hazelhoff NBC.    NY.    editorial    writer    for   Today Same,    Telesales    dept    mgr 
Richard   Hellyer Vogue-Wright    Studios,    Chi,    adviser    tv   commls WLS,    Chi,    mgr    of    sis    prom 
Charles    Herbert Ward    Wheelock    Adv,    Hywd,    prodr-dir,    acct    exec KOOL-TV,    Phoenix,    prog    sis   coord 
John    Lee    Herbert McCalls,    NY C.    Hollingbcry.    NY,    radio    sis    stf 
Samuel    Hill    Jr KNXT,    Hywd,    acct    exec CBS  Tv  Spot   Sis,    SF,   acct   exec 
Edward    Hitz NBC,   Chi,    mgr   of  Tv  net   sis,   central  div Same,   vp   in   chg   of   net   sis,   central   div 
Wallace     Hutchinson |ohn    Poole    Bdcst   Co,    LA,   prom   &   gen   sis   mgr KNX.    LA.    sis    rep 
George    Hurst CBS    Radio   Spot    Sis,    LA.    mgr 

KMOX,    St    Louis,   nat'l    sis   mgr Allan    Hughes CBS,    NY,    mgr    of    presentations CBS   Radio   Spot   Sis,   Chi,   mgr   sis   dev 
Peter   |ames Weed   Tv,    NY,   mgr   &   dir W|AR-TV,    Providence,    mgr 
Fred    Kiefer NBC,    Pa    &    N)    dist    supvr,    mdsg    dept Same,    NY,    asst   mgr    mdsg   dept Malcolm    Kipp MCA-TV,    NY,    sis   dept ABC    Film    Syndication,    NY,    sis    stf 
|ohn    Klatt McCann-Erickson,    Chi,    media    dir SRDS.   Evanston,    III.   rate  serv  media  rels  dir 

James    Knox 
U.S.    Marines ABC.    Chi,    tv   prodn    coord.    Central    div 

Lee    LcBlang WCBS-TV,   NY,   asst  adv   &   sis   prom   dir Investment    &    Insurance    Counselor.    NY.    estate counseling 

Herman     Liveright WDSU-TV.    New    O'leans.    tv    prodn    mgr Same,    prog  dir 
Roland    McClure KNX.    LA,    sis    reo KNX-CPRN,    LA,    acct    exec 
Thomas    McFadden NBC    Spot    Sis,    NY,    mgr Same,  vp  in  chg  of  Spot  Sis 
)im    McCovern KCTV.    Dcs   Moines,   news  &   spec   events  dir KEYD-TV,     Mpls,    prom    mgr 
John    McCuire KOA-TV,    Denver,    acct    exec John    McGuire   Stn    Rep,    Denver,    owner   &    mgr 
Robert   McKendrick WLOK-TV,    Lima,    Ohio WW|-TV,    Detr,    asst    prog    &    prodn    mgr 
Carroll    McKenna 

BAB,    NY,    nat'l    prom    stf Same,    nat'l   prom   dir Frank    McL.itchy KSL,    Salt    Lake   City,   sis    mgr Same,    mgr   of   sis   dev Lawrence    Menkin WOR-TV,    NY,    prog    dir Guild    Films,    NY,    prog    dir 
Ole    Morby CBS,    Hywd,    Western    div   mgr,    stn    rels Same,    mgr    of    stn    rels 
Caleb    Paine Gen   Electric  Bdcst  Stns,  Schenectady,  NY.  dir  of  pub  scrv Same,    stn    serv    section    mgr 
E Hie    Palmieri Community    Chest,    Cleve,    publicity    hd WDOK.   Cleve,   sis   rep 
Benton    Paschall WNOE,    New    Orleans,    vp    &    gen    mgr KMOD,     Modesto,    Cal.    LA    sis    mgr 
Cody    Pfanstiehl WTOP-TV,    Wash    DC,    prom    dir WTOP    Inc.    Wash    DC.    pub    rel    dir 
John    Porter NBC.   NY,   mgr  of  nat'l  sis  prom Same,    mgr    of    adv    &    prom    dept 
Miller   Robertson KEPO,    El    Paso,   Texas,   owner WTCN,    Mpls,    asst    gen    mgr 
Richard    Roger United    World    Films.    NY,   sis   stf Sterling   Tv,    NY,    sis   stf 
William    Rosensohn Box   Office  Tv,   NY,   exec  vp 

Same,    pres 

Dick    Rutter Television   Aee,    NY.    mng   ed Market   Relations   Net,    NY,    asst   dir   of   pub 
lack    Satterfield WSAZ.    Huntington,    W   Va WLW-D,    Dayton,    sis    dept 
David   Savage 

NBC,    NY,   dir  of   film    procurement Guild    Films,    NY,   dir   of   stn   rels 
Richard    Schutte KING.    Seattle,    local    sis   acct    exec CBS    Radio    Spot    Sis,    SF,    acct    exec 
Newell    Schwin CBS   Central    Div,    Chi,    exec    asst CBS    Radio    Spot    Sis.    NY,    mgr   of   sis   dev 
Hamilton    Shea WRCA,    AM,    FM,    TV,    NY,    gen    mgr 

Same,    vp 

Richard   Simon WOR-TV,    NY,   stf  dir Allied   Tv    Prodn,    NY.    prodr-dir Robert   Smith vVINS,    NY    prog    mgr Same,    admin    asst    to    gen    mgr 
Frank    Soden WRNL,   Richmond,   sis  stf Same,    gen    sis    mgr Richard    Soule NBC.    NY,    tv   net   sis  reo Same,    tv    net    stn    sis    rep 
Bob    Stern lay    Lurye   Assoc.    Duluth.    Minn,    pub    dir WMIN-TV.    Mpls-St    Paul,    prom    mgr 
Thomas    Swafford KNX,   LA,    Eastern   sis  rep CBS   Radio   Spot   Sis.    NY,   acct   exec Edwin   Vane 

NBC.   TV.   coord   tv  net   sis  prom 
Same,    mgr    of    nat'l    sis    prom Floyd    Weidman WEWS,  Cleve,  sis  mgr 
Same,    gen    exec Raymond  Welpotf WRCT-WCY.   Schenectady,    NY,    stn    opers   mgr WRCB,    Schenectady,    NY.    mgr 

Gordon     Williamson WISE-TV,    Ashcville,    NC,    mgr WFMY-TV.    Greensboro.    NC,    opers    mgr 
Robert    S.    Wilson Katz    Agency,    NY KCUL-TV,    Galveston,    Texas,    gen    sis    mgr 
lack    Woolley Searle    &    Parks.     LA,    gen    mgr CBS  Radio  Spot  Sis.  LA,  mgr Hal    Zogg 

KOTA.    Rapid    City,    SD.    acct    exec KUTV,    Salt    Lake    City,    acct    exec 

4.     New  Agency  Appointments 

SPONSOR PRODUCT    (or    service) 

American    Tuck    Co,    NY 
Atlas    Van-Lines 
Campana    Sis    Co,    Batavia.    Ill 
Colden    Mfg,    Newark,    N| 
Roman    Meal    Co,    Tacoma,    Wash 
WOND     Pleasantville    &    Atlantic    City,    N| 

Tape 

Storage    &    Moving    Service 
Ayds 

Fomcd-Hair,    Lace-O-Matic 
Pic    crust    &    muffin    mix 
Radio    Station 

AGENCY 

Grey   Adv,    NY 
Gray   &    Rogers.    Phila 
Frwm.    W^scy    &    Co.    Chi 
Wexton    Co.    NY 

Roy    S.    Durstinc,    NY London    Adv,    Newark 

5.     New  Firms,  New  Offices,  Changes  of  Address 
American    Adv   Bureau;   new  Okla   City   ad   agency;    David    Mill 

head    &    acct   exec 

Ted    Ashley    Assoc    becomes    Ashley-Steincr    Corp;    new    &    Ig 
offices   at    449   S.    Beverly    Dr     Hywd 

Boiling  Co,    r-tv   reps  move   to   247   Park   Ave;   PL   9-8150 
Filmack  Studios  open   NY  office  at  630  9th   Ave 
ro  r   &    Fioie;    new   ad   agency.    128    Mallory.    |ersey    City.    N| 
Hi  shon-Carfield.    new    offices    at    420    Boylston    St,    Boston 

McCann-Erickson.    NY,    merges    with    Marschalk    &    Pratt,    NY: 
effect    1    Jan;    remain   at    535    5th   Ave 

|ohn    L.    McCuiie.    new    r-tv    rep;    Denver 
Procter    Tv    Enterprises  open   West    coast    office 
Victory    Tv    Enterprises,    Inc;    new    firm;    5    E.    Preston    St.    Bait 
Wexton   Co.   new   &   Ig  offices;   11    E.   47th   St.    NY;   Mu  8  4050 
WOL   &   WOL    FM;    new   offices   &    studios   at    2000   P   St.    NW 

Wash.    DC 
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EPETITIO  N 

GETS 

ESULTS! 
and  WCOFs  cost  per  thousand  permits^ 

the  highest  frequency  of 

impression  in  Greater  Boston. 

Persistency  pays.  And  smart  advertisers  know  that  it  takes  fre- 

quency of  impression  to  open  a  market's  pocketbooks. 

In  the  compact  Greater  Boston  market,  WCOP's  one-minute  satura- 
tion plan  provides  the  incredibly  low  cost  per  thousand  of  just 

19?.  Thus  in  America's  second  most  concentrated  market,  WCOP 
provides  more  frequency  of  im pression  and  MORE  RESULTS  per 

dollar  than  any  other  Boston  station. 

Ask  your  station  or  WEED  representative  for  the  fact-revealing  story 

"HOW  TO  SELL  THE  CREAM  MARKET  OF  NEW  ENGLAND." 

Sets  per  dollar  delivered  in  Greater 
Boston  by  Boston  stations,  on  minute 

package  basis: 

WCOP 5,262 

Stat 

Stat 

Stat 

Stat 

Stat 

on  B    3,333 

on  C    2,176 

on  D   1,867 

on  E    1,785 

on  F   1,470 

SS&S BOSTON 
OOOuattson  1150 



GOOD .  .  .    advertising 

,  always  pays  in  the 

'/   /<•■    /,   ■■      /|        I:     \ 
A 
1 

RICH,  GROWING 
NORTH  CAROLINA 

MARKET 

D  C  I  I  E  K  .  .  .  coverage 

than  ever  before  is  yours  with 

RADIO  in  the   

15-county 

Winston-Salem 
NORTH  CAROLINA 

Market 

Dl)I  .  .  .  buy  morning, 

afternoon  and  evening  is 

Represented  by 

HEADLEY-REED  CO. 

/I  rtW 

u 
1 

01/1' 

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

SHOULD  SPONSORS  SELL? 

1  should  like  to  add  my  comments. 

if  I  may.  on  your  recent  forum  feature 
(29  November  1954)  about  sponsors 
as  salesmen  on  the  air. 

Scarcely  a  day  goes  by  that  a  com- 

pany president  doesn't  ask  me  if  he 
can  appear  in  one  of  our  television 
commercials.  This  is  natural,  since  the 

current  SAG  scale  pays  commercial 

announcers  more  than  corporation 

presidents.  If  you  think  I'm  joking, 
look  up  the  scale  for  unlimited  use  of 

film  commercials  on  Class  "A"  time. 
Unfortunately,  I  have  to  tell  them 

that  the  stakes  are  too  high.  And  since, 

of  course,  these  presidents  aren't  cli- 
ents of  mine,  I  can  get  away  it.  Our 

clients  have  better  sense. 

Seriously,  commercial  presentation 

is  a  highly  developed  art.  Even  among 
professed  career  announcers,  scarcely 
one  in  20  can  stand  up  satisfactorily 

to  the  frightening  demands  of  direct 
selling  into  a  television  camera. 

My  only  direct  experience  with  a 
sponsor-announcer  was  the  appearance 
of  Clarence  Francis  on  the  big  General 
Foods  anniversary  show.  Mr.  Francis 

was  an  "announcer"'  on  this  show  only 
in  the  sense  that  he  appeared  briefly 

in  the  opening  as  a  host.  He  did  that 
with  consummate  charm  and  grace 

(really — you  should  see  his  fan  mail 
from  it!)  because  Clarence  Francis  is 

charming  by  nature,  and  television 
tells  few  lies  about  people.  He  did 

not  pretend  to  do  direct  product  sell- 
ing. The  announcer  hired  to  do  the 

product  commercials  (both  for  us  and 

for  Y&R,  who  produced  the  program) 
was  Anna  Lee,  a  professional  actress. 

The  perfect  announcer-president  may 

verj  well  be  right  around  the  corner. 
\l  I  lie  moment,  however.  I  think  it  is 

mure  likely  that  some  fee-fattened  an- 
nouncer will  become  a  president  than 

that  a  president  will  become  an  an- 
nouncer. 

Kn  Shepherd  \Ikad 

Vice  President,  Radio  &  Tv 
Copy  Chief 

Benton  X-  lion  Irs,  Inc. 

LETTER   FROM    HOME 

It's  been  quite  a  while  since  I've 
read  sponsor — not  since  I  left  Man- 

hattan last  March,  in  fact.  KTVW 

just  started  subscribing  to  it,  and  read- 
ing the  November  29  issue  the  other 

day  \\a>  quite  a  pleasure — sort  of  like 
a  "letter   from   home." 

Noticed  the  article  on  your  Tv  Dic- 
tionary Handbook.  With  a  new  set- 

up like  this  is,  it'd  be  a  helpful  item 
to  have  around.  Would  you  let  me 
know  how  much  a  copy  costs? 

One  of  the  things  I'm  still  using  is 
a  copy  of  the  dictionary  you  sent  my 
old  boss,  Chester  MacCracken,  which 

he  gave  me — when  I  was  with  Doher- 
t\,  Clifford,  Steers  &  Shenfield. 

Edna   K.    Hanna 

KTVW,  Seattle 

•        The     Tv      Dictionary/Handbook  for     Sponsor! 
is     being     reprinlcd     in     book     form  and     will     be 
available     15     January      1955.       Cost  is     $2     eaeh ; 
quantity     prices    on     request. 

TELE-LUXEMBOURG 

Jacques  du  Closel  and  Jean  D'Agos- 
tino,  recently  in  New  York  for  Tele- 

Luxembourg,  commercial  French-lan- 
guage tv  station,  have  contacted  sev- 

eral tv  film  producers  to  procure  pro- 

graming for  Europe. 
They  have  asked  sponsor  to  thank 

these  producers  for  their  cooperation 
and  to  affirm  to  them  once  again  that 

no  other  representative  but  Guv  Bo- 

lam,  representative  of  Radio-Luxem- 
bourg in  New  York,  is  allowed  or  au- 

thorized to   deal  in  their  name. 

J  KAN    D'AGOSTINO Director 

Information    <fc    Publicity 
Paris,  France 

TIMEBUYERS  AT  WORK 

The  December  13  issue  of  sponsor 

came  my  wray  this  morning,  and  in  it 
I  found  my  picture  and  comments  in 

your  "Timebuyers  at  Work"  column. 
I  \er\  much  appreciate  your  using  this. 

Already  I  have  heard  several  nice 
comments  from  friends  in  the  adver- 

tising field — which,  naturally,  means 

a  great  deal  to  me  personally.  But  it 
also  shows  that  sponsor  is  a  magazine 
that  gets  read  immediately  by  a  good 

number  of  people  out  here  in  the  wide 

open  spaces. |)o\     \msdi  \ 

Radio  &   Tv  Department 
Mien  &  Reynolds 

Omaha,  Ncbr. 
i  Please  turn  i<>  page  103  I 
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Coverage  fhaf  Counts! 

7  major  Michigan  markets 

for  NBC,  CBS,  and  ABC 

Now     100,000     waffs.1 

Furs  by  Raynord  of  New  York 
Edward  Pttry  ft  Co.,  Inc. 



WAT 
SUP) 



ON-AIR"  AT  WBRE-TV 
>WER    UHF 

This  announcement  marks  another  achievement  in  RCA  high-power 
equipment  leadership.  For  the  first  time,  a  commercial  UHF  television 
station  is  operating  with  an  effective  radiated  power  of  one  million 
watts!  For  the  first  time,  a  UHF  station  is  getting  coverage  close-in 
AND  far  out!  And  best  of  all,  super  television  power„;has  proved  just 
as  easy  to  handle  as  lower  powers.  I    Mg, 

How  do  you  get  started  with  RCA  super  power?  You  begin  with  your 
own  RCA  1-K.W  transmitter.  You  add  the  new  RCA  2  5-KW  amplifier. 
You  install  the  new  RCA  Super  Power  UHF  Pylon  (gain,  46)— and 

you're  set  to  go  with  1  million  watts  ERP.  Power  tubes  in  both  RCA 
high-power*  amplifiers  are  conventional  and  interchangeable  (no 
klystrons  used).  Amplifier  plate  voltages  are  low  (6000  volts,  max.). 

Operating  economy  is  remarkableX  (RCA's  new  Super  power,  high- 
gain  antenna  eliminAtjbs  need  for  hiVti\power  inpyt.  Ojower  tubes  have 

already  set  a  record VoV  "proved-in'\  life). 

on/^t. 
New  RCA  Super  Power 

UHF  Pylon  Antenna. 

Available  Types:  TFU- 
46AL,  TFU-52-A^, 
TFU-60-AH.  SignaT 

Gain,  46,  52  and  60. 

The  answer  for  eco- 
nomical 1-million  watt 

operation. 

proved^fK/daily  commerpal  operation  a*\ WBRE-TV,  tWsper- 
formance  of  RCA's  1-million  \Aatt  UHF  system  isVow  an  established 

record.  Profityby  RCA's  engineering  experience  in  high-power — 
and  KNOW  /ou've  planned  it  right.  Call  your  RCA  Broadcast  Sales 
Representative.  In  Canada,  write  RCA  Victor  Ltd.,  Montreal. 

RCA  Pioneered  and  Developed  Compatible  Color  Television 

-^ — o«i 



V 

For  1955... 

Fresno's  Greatest 
Independent  is  the 

KBIF 
TRANSMITTER  SITE... 

Near  the  center  of  Fresno, 

with  maximum  conductivity. 

TOWER... 

400-foot  "center  loaded". . . 
actually  two  towers,  one  atop 
the  other,  separated  by 
insulator  and  loading  coil. 
Owner  John  Poole, who 

capitalized  on  "salt  water 
co\  erage"  so  successfully 
w  itli  The  Catalina  Station 

KBIG,  has  done  it  again  with 
KBIF.  .  .  increasing  output  by 
209?  with  a  technique  proven 

by  "hams"  but  generally 
overlooked  by  broadcasters. 

COVERAGE... 

Signal  three  times  more 
powerful  in  Fresno  .  .  .  3000 
more  square  miles  of  coverage , 
with  100.000  additional 
listeners,  within  25  MV  area. 

STUDIOS... 

Ground  floor,  Californian 
Hotel,  center  of  downtown 
Fresno  business  and  social  life. 

TALENT... 

Featuring  Big  Four  Disc 
Jockeys  :  Stu  Wilson,  Bob 
Ulrich,  Dave  Maxwell,  Jim 

Bailey  .  .  .  with  "Music  You 
Like  and  Just  Enough  News, 

All  Day  Long!' 
PROMOTION... 

Newspapers,  busses,  bill- 
boards. Great  on-the-air  spots 

by  Artie  Wayne,  The  Crew 
Chiefs  and  The  Bell  Aires. 

Check  your  KB/ 1  representa- 
tive or  Robert  Meeker  contact 

for  the  lull  .story  on  the 
NEW  KBIF. 

FRESNO'S  GREATEST  INDEPENDENT 

900  kilocycles 
1000  watts 

JOHN  POOLE  BROADCASTING  COMPANY 
General  Offices  Californian  Hotel 

Fresno,  Calif.  •  Telephone:  Fresno  6-0791 

.-If fen  Kfriiner,  Friend-Reiss,  New  York,  says 

that   1955   Will   be   the   biggest   \eur   lor  spot   tr. 

"  Man-)   new  and  smaller  clients  are  finding  that  spot 

buys  produce  good  results  for  them:'  Al  told 
sponsor.  "For  one  thing,  the  quality  of  syndicated 
film   shows  has   been  improving  continuously,  to 

the  point  where  a  local  or  regional  advertiser  can 
become  identified  with  a  very  good  show.    Of 

course,  network  branching  out  into  station   time 

does  curtail  availabilities.    However,  it  doesn't 
look  as  though  the  trend  will  continue.  Established 

blue  chip  tv  advertisers  are  going  to  stay  predomi- 
nantly on  network,  making  local  station   time 

somewhat   less   competitive  for   the   smaller   tv 

clients.    Of  these,  many  who  had  previously  bought 

announcement  campaigns  only,  arc  likely  to  sponsor 

film  shows  in  their  major  markets  for  added  impact." 

K«i/  Lloyd.  McCann-Erickson,  Chicago,  has  a 

yardstick  for  buying  daytime  tv  announcements. 

Says  she,  "In  determining  if  daytime  tv  announce- 
ments are  practical  for  an  individual  product, 

three  points  should   be   considered:    (1)    the 

adaptability  of  the  sales  message  to  the  medium: 
(2)    ii  hither  the  budget  allows  for  a  schedule  of 

enough  frequency  for  sufficient  impact :    (3)    the 

percentage  of  tv  penetration  in   the  market.    I 
find  daytime  tv  particularly  good  for  food  accounts 
in  markets  where  there  arc  well-established  tele- 

vision stations.  Often,  cisual  techniques,  well  applied, 

heighten   the  'appetite  appeal'  Again,  of  course, 
no  one  medium  aloru?  is  enough  for  a  successful 

campaign.     When    possible,    a    dm  time    schedule 
should  lie  supplemented  with  other  media  to  reach 

the   mam    working   women    in    each   mar  Let. 

Jan  €iilhvrt,   Bryan   Houston.  \ew  York,  says 

that  the  late  of  supply   and  demand  is   I  cm    strong 

in  radio.    "Take  early-morning  radio  as  an  example," 

she  told  sponsor.  "Some  time  ago,  advertisers 
discovered  that  this  is  a  very  efficient  time  to  sell 

their    products   or  services.     Hence    there    teas    a 
rush   on  early-morning  time  until  it   became  very 

tough   to  cleat   anything.     \  \   morning  time 

is   Still  a  ier\    good   bur  on   radio  and  it's  still  a 
ici\   popular  one.    But  timebuyers  have  been  able 
to  sell  clients  on  the  value  of  some  other  lime 

periods  us   well.     Weekend  radio   was  neglected  for 

a  long  time,  but  it's  now  coming  in    for  all  the 
attention  early-morning  radio  got  about  a  war  ago. 

on    network,   weekend  radio   has   been   under- 

going a  renaissance,  probably  as  a  result  of  studies 

showing  the  sue  of  the  out-of-home  audience." 
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"COVERAGE"? 

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 

oure  half  naked  in  Nebraska  coverage  if  you 

don't  reach  Lincoln-land — 42  counties  with  202,200 
families — 100,000  unduplicated  by  any  other  station! 

Lincoln's  population  is  110,000 — in  the  same  bracket 
with  Lancaster,  Pa.,  Schenectady  or  South  Bend,  Ind. 

The  KOLN-TV  tower  is  75  miles  from  Omaha!  This 

LINCOLN-LAND  location  is  farther  removed  from 

the  Omaha  market  than  is  Cincinnati  from  Dayton, 
Buffalo  from  Rochester  or  Toledo  from  Detroit. 

KOLN-TV COVERS   LINCOLN-LAND— NEBRASKA'S   OTHER   BIG  MARKET 

10  JANUARY  1955 

CHANNEL  10     •     316,000  WATTS     •     LINCOLN,  NEBRASKA 

ABC  M2M   dum0NT 

c4very-fCnoael,  Snc,  CxcluHve  ̂ National  tf\epreAentative& 

,V4 

.ire. 
4EW  YORK,  IV.  Y, 



By  John  Cohan 

California  sales  are  important.  We 

know  thai  ̂   <»l  .  as  a  bus)  time  Inner 

are  besieged  b)  stations  that  you  can- 
not consider  because  of  a  tight  budgel 

We  appreciate  this  problem,  but  would 

like  to  call  these  facts  t<>  your  atten- 

tion concerning  the  stations  you  buy 

in  California  to  reach  the  great  ex- 

panding  Western   market. 

KSBW-TN  .  Channel  8,  Salinas-Mon- 

terev.  is  a  7  town  bu)  with  a  population 
that     exceeds 

markets. 

mam      metropolitan 

W  hen  vou  consider  covering  Cali- 

tornia,  please  remember  our  state  is 

over  800  miles  long.  KSBW-TV  is 
107  miles  south  of  San  Francisco,  in 

the  rich  Central  Coastal  Counties,  sur- 

rounded by  mountains.  YOU  CAN- 
NOT COVER  THIS  MARKET  UN- 

LESS  YOU  USE  CHANNEL  8, 

Salinas-Monterey. 

The  channel  8  transmitter  is  3,777 

feet  above  sea  level.  Coverage  includes 

10  counties  (422.709  tv  sets,  over 

90,000  of  which  are  unduplicated) . 

However,  our  rate  is  based  on  four 

count)  coverage.  In  fact,  KSBW-TV 

has  the  lowest  cost  per  thousand  in 
California. 

Retail  sales  in  Monterey,  Santa 

i  in/.  San  Benito,  Santa  Clara  and 

Merced  '  iounties  total  ovei  TO  1  million- 

dollars.  We  would  appreciate  \our 

consideration  when  you  sel  your  bud- 

gel  foi  advertisers  interested  in  Cal. 
Sales. 

^  our  I  lollingbei  \  man  can  give  j  ou 
the  facts  al.out  KSBW  T\ .  Salinas 

Monterey,  California. 

<  Its.  MM.  ABC,  III  MONT 

20 

By  Joe  Csida 

Jiichio  Gleason's  "SI  I  million  deal" 

It  was  during  the  war.  on  the  lot  of  one  of  the  major 
Hollywood  film  studios.  I  was  more  or  less  minding  my 

own  business,  when  tin-  cheery  voice  yelled  "Hey,"  and  1 
looked  around  and  saw  a  small  soldier  coming  toward  me 

with  his  bald  head  gleaming  in  the  sunshine.  George  Dur- 

gom.  better  known  as  "Bullets"  opened  up  a  rapid-fire  con- 
versation,  which  didn't  seem  to  make  much  sense,  but  some- 

how added  up.  Bullets,  while  playing  the  clown  to  just  the 
degree  that  would  make  any  average  guy  want  to  be  with 
him,  was  then,  and  is  now,  a  good  talent  manager. 

A  few  years  later,  when  the  war  was  over,  Bullets  was 

managing  a  singing  group  who'd  been  recording  for  RCA 
Victor,  where  I  was  then  the  artist  and  repertoire  boss.  The 

group's  contract  ran  out,  and  I  studied  their  sales  figures  and 

recordings  at  great  length.  They  just  weren't  selling,  and  I 
was  going  to  drop  them.  Bullets  came  in  for  a  meeting  at 

three  o'clock  one  afternoon  and  I  regretfully  informed  him 

of  the  decision.  To  make  a  long  fable  short,  at  one  o'clock 
the  following  morning.  Bullets  gave  up  and  resigned  himself 

to  the  fact  that  he  wasn't  going  to  be  able  to  hold  this  group 
on  RCA  Victor.  He  had,  by  that  time,  pulled  out  342  jokes, 

tricks  and  reasonably  serious  arguments,  plus  five  dog-eared 
clippings  showing  that  the  group  had  won  the  Downbeat 
and  Metronome  poll-. 

Ml  iln-  i-  .i  long  preamble  to  vsli.it  a  small,  bald-headed 

gentleman  with  a  sense  of  humor,  a  totally  irrepressible  na- 
ture and  a  lot  of  bras-  can  do  to,  for  and  with  advertising 

agencies  and  sponsors.  It  was  Bullet-,  of  course,  who  planted 
the  stories  on  the  front  page-  of  virtually  every  newspaper 

in  the  country  to  the  effect  that  Mr.  Jackie  Glea-on  was  -ci- 
ting $1  l.OOO.OOO  from  Buick lor  do ing  The  Honeymooners 

as  a  half-hour  film  show  for  the  nexl  three  years.  I  wouldn'l 

be  unhappy  if  Gleason  wa-  gelling  S22.<)()0.000.  but  I'm 
quite  sure  he  isn't  gelling  c\cw  half  ol  the  I  I.  Actually,  a 
good  pari  of  thai  figure  includes  time  costs  for  the  show.  1  m 

also  sure  thai  Buick  is  getting  from  him  main  considera- 
tions, which  are  importanl  to  their  advertising  and  selling 

activities,  which  were  never  mentioned  in  the  stories. 

Vs  greal  as  the  talent  involved  ma)  be,  I  have  always  bad 

the   feeling  thai   those  multi-million  dollar  contract   stories 

make  advertisers  look  a  little  like  m   nic  Fori  Knoxes.    Ii  - 

even  possible  thai  some  prospective  automobile  purchasers 
i  Please  linn  to  page  7  1  i 

SPONSOR 
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WBTV-WBTW  combination  creates 

market  comparable  to  nation's  8th  largest 

in  the  industry-mushrooming  Carolinas 

JEFFERSON  STANDARD  DROADCASTING  COMPANY 

Advertisers  have  a  rich 

stake  in  what's  happening 
in  the  Carolinas. 

The  Carolinas  are  on  the 

march  economically,  and  two 

top-power  stations— WBTV 
and  WBTW— now  service  this 

upsurging  selling  market. 
c 

WBTV  and  newcomer  WBTW 

can,  as  a  combination, 
deliver  50%  of  the  people 

in  North  and  South  Carolina. 

Together,  WBTV  and  WBTW 
create  a  market  of  3,375,000 

people,  over  $3^  billion  in 

buying  power  and  $2'/^  billion 
in  retail  sales-a  TV  market 

comparable  to  the  eighth 

largest  in  the  nation. 

See  the  ensuing  pages 
for  the  full  dimensions  of 
this  market  and  how  WBTV 

and  WBTW  truly  measure  up 

to :  "dominance  doubled 

in  the  Carolinas." 



WBTV  COVERAGE  AREA  SWARMING  WIT! 
Steady  pace  of  industrial  growth  for  past  30  years   has   catap 

ultcf 

The      Carolinas      account      for      almost      half      of      all 

•     hosiery     produced     In     the     U.     S      Charlotte     itself     is 
site     of     the     famed     Hudson     and     Belvedere     brands. 

The  cure  of  \\  BT\  "s  impressive 
market  st<>r\   is  this: 

The  pace  of  industrial  expansion 

within  W  BTV's  coverage  area — the 
Piedmont  Carolinas — has  been  of  such 

steadfast  character  the  past  30  years 

as  to  turn  the  area's  occupational  ratio 
upside  down.  Well  over  twice  as  main 

people  now  work  In  industry  as  on  the 
I  arm. 

Since  W  orld  W  ar  II  the  trend  ol 

industrial  wealth  in  the  Piedmont 

Carolinas  has  been  tremendously  ac- 

celerated. And  there's  every  indica- 
tion that  this  level  of  expansion  will 

he   maintained    for  years  to  come. 

For  W  BTV  the  great  shift  in  the 

area's  economy  represents  an  audience 
thai  is.  b\  a  very  wide  stretch,  pre- 

dominant1.)   non-rural. 

Long  regarded  for  its  leadership  in 
ihe  manufacture  of  textiles,  tobacco 
and  wood  furniture,  the  Piedmont 

Carolinas  have  become  the  scene  of 

man)  new  and  diversified  industries. 
These  include  the  electric  and  elec- 

tronic industries  with  representation 

ol  most  of  the  major  firing  in  this  field 

paper  products,  machine  parts,  syn- 
ihetic     \ain-.     -emi  -plastics,     pre-fahri- 

cated   metals  and   processed   foods. 

Electric   powei    is  accepted   b)    eco- 

nomists a>  about  the  best  indicator 

of  a  community  or  area's  growth  or 
the  composition  of  industrial  commu- 

nities. Well,  here-  what's  happened 
powerwise  in  the  Piedmont  Carolinas: 

The  customers  ol  the  Duke  Powei 

Co.,  which  services  the  area  exclusive- 

ly, used  in  excess  ol  In  billion  kilowatt 
hours  last  year.  In  recent  years  Duke 

has  -pent  $300  million  on  the  expan- 
sion ol  electric  capacit)  and  service 

facilities.  \i  presenl  it  is  embarking  on 
a  plant  which  will  produce  1,000,000 
kilowatt-  at  Belmont,  Y  C,  located 
near  Charlotte. 

Stemming  from  this  power  expan- 
sion i>  anotlici  fact  especiall)  inter- 

esting lo  appliance  manufacturers  and 
distributors.  Well  over  80$  of  the 
farms  in  the  area  are  now  electrified. 

This  80$  of  the  159,400  farm  homes 
in  the  area  represents  over  95$  of 

all    gross    farm    income. 
The  Piedmont  Carolinas,  and.  de- 

cidedly, the  vast  area  of  which  Char- 
lotte   is    the    huh.    offer    a     population 

distribution  characteristic  which  has 

made  quite  an  impression  on  market- 
ing experts.  Instead  <>f  population 

being  concentrated  in  one  dense  area, 
here  it  is  spread  out  among  main 

closeh      neighboring      medium     sized 

rvtushroomin^  importance  o 
distributing  center  is  typ 

parts     pldnl       rr-.tin^     well 
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UMEROUS,  DIVERSIFIED  INDUSTRIES 
ying  power;  over  twice  as  many  employed  in  industry  as  on  farms 

towns.    Many   of  these  towns   actually 
run  back  to  back. 

In  other  words,  it's  a  massed  popu- 
lation spread  out  in  clustered  commu- 
nities. There  are  more  than  160  cities 

and  towns  of  noteworthy  size  within 

the  48-county  area.  This  circumstance 
has  been  of  special  significance  in  the 

industrial  expansion  of  the  area.  Man- 
ufacturers   are    now     inclined    to    get 

awaj  from  congested  centers  and  settle 
in  smaller  communities.  In  the  WBTV 

area  a  large  portion  of  this  labor  sup- 
ply owns  its  own  little  farms;  hence 

these  workers  have  two  sources  of 
income. 

This  unique  population  distribution 
— scores  of  sizable  towns  located  with- 

in a  relatively  short  radius  of  a  big 

city — tends  to  invalidate  the  standard 

What  the  "true"*  CHARLOTTE  Metropolitan  Area  gives  you 
COUNTY                                               POPULATION      FAMILIES           BUYING  INCOME  RETAILSALES 

NORTH   CAROLINA 

MECKLENBURG                216,400          59,000          $364,307,000  $216,722,000 

GASTON                   .....        121,000          31,200            150,586,000  176,384,000 

CABARRUS     .                        66,200          17,500              84,087,000  60,390,000 

r.\l(}\                                     43,700          10,700              36,744,000  33,103,000 

LINCOLN                                28,400            7,000              24,125,000  17,027,000 

SOUTH    CAROLINA 

YORK                                         76,000           18,700               90,466,000  62,820,000 

METRO   TOTALS              552,000        144,100          $750,585,000  $566,446,000 

SOURCE:     1954     Sales     Management     "Buying     rower."      "Considered     as     a     30-mile     radius     around 
Charlotte,     normalized     to    county     lii  es 

metropolitan  area  formula  as  far  as 
Charlotte  is  concerned.  OlniousK.  it 

is  neither  sound  noi  practical  in  mea- 

suring Charlotte's  metropolitan  area. 
Charlotte,  itself,  is  referred  to  as 

the  "Spearhead  of  the  New  South." And  here  are  some  of  the  reasons: 

1.  The  industrial  boom  in  and 

around  Charlotte  itself  is  not  related 

to  one  or  two  types  of  industries  but 
many  types. 

2.  Charlottes  stature  as  a  distribu- 
tion center  has  grown  remarkabl)  in 

recent  years.  All  the  major  appliance 

brands  are  now  represented  In  distrib- 
utors, and  for  the  past  several  \  ear- 

some  of  these  appliance  distributors 

have  consistent!)  won  lop  increased- 
sales  awards  on  national  and  sectional 

bases.  Ford  took  recognition  ol  this 

distribution  importance  by  establish- 

ing a  massive  parts  division  and  Fire- 
stone Tire  and  Western  Electric  by 

expanding  their  facilities  in  a  big  way. 

3.  Chaiiotte  ranks  as  one  of  the  na- 

tion's largest  trucking  centers. 

4.  The  Army  is  embarking  on  an 

expenditure  of  $16  million  to  renovate 

and  equip  the  old  Charlotte  Quarter- 
master Depot  for  the  production  ol 

the  guided  missile     N  1Kb. 
5.  Another  major  post-war  develop- 

ment lias  been  Charlotte's  growth  as  a 

steel  distributing  and  fabricating  'fil- 
ler. Il  is  also  the  largesl  distributing 

center    of    agricultural    equipmenl 

the   Atlantic   seaboard. 
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Paper  products   manufacturing   plants  abound   in   tne    ■ 

I  WBTW   area.     Sonoco   Co.   operates  at   Hartsville,   S. 

!  C.    largest    textile    cone    making    mill    in    the    world 

Indication  of  textile  industry's  expansion  in  WBTW 
area  is  the  new  Arthur  Wellman  wool  processing 

mill,     costing     $3,000,000     at     Johnsonvillc,     S.     C. 

,f    Carolinas    served    by    wbiw    arc    aiso 

important     synthetic     textile    plant     sites.       <^^ 
t  duPont's  Orion  factory  at  Camden,  S.  C.       i&J 

Sections    of    Carolinas    served    by    WBTW 

becoming 

Scene  is  a 

Within  WBTW  primary,  two  counties  alone  last  year 

grossed  over  $50-million  from  tobacco.  Here's  a 
typical  auction  at   Mullins,   S.  C.'s  No.   1   tobac  mkt 

Seaboard  is  building  a  SI 0,000,000  service  center 
at  Hamlet,  N.  C,  including  diesel  repair  shop  and 

vast     transfer     yards.       Will     employ     over     2,500. 

INDUSTRY  ZOOMS  WITHIN  WBTW  AREA 
Balancing  economy  in  section  where  gross  farm  income  ranks 

among  highest  in  nation;  factory  products  diversified 

The  economy  of  the  area  served  by 
WBTW  has  richly  benefited  from  the 

expansion  of  industry  in  the  Carolinas 
the  past  seven  years. 

Agriculture  is  still  predominant  in 
the  eastern  Carolinas  hut  the  spread 

of  industry  has  been  of  such  propor- 
tions as  to  create  the  sort  of  balanced 

economy  that  national  advertisers 
favor. 

A  substantial  portion  of  the  many 
millions  of  dollars  invested  in  new 

Carolina  plants  was  channeled  into 

eastern  South  Carolina,  of  which  Flor- 

ence is  the  hub.  This  burgeoning  in- 
dustry is  of  a  decidedly  diversified 

character  and  includes  textile-process- 

ing both  natural  and  synthetic — 

lumber  products,  paper  products,  elec- 
tronics,   clothing,    rugs    and    minerals. 

Reducing  the  area's  industrialization 

story  to  specifics,  here's  a  thumbnail 
sketch  ol  what's  going  on  industry- 
wise  in  some  of  the  many  communi- 

ties thai  .in-  clustered  within  a  65-mile 
radius  of  \\  BTW: 

Bennettsville:  a  booming  center  for 

textile  ami    furniture  plants. 

Darlington:  Buzzing  with  textile. 
paper  ami  furniture  manufacturing. 

I  'ill'  hi  :  I  amed  I H xiana  cotton  mills 

and  wood  products  factories  stabilize 
communit] . 

Georgetown:  International  Paper. 

lumber  and  chemical  plants  carry 
thousands  on  their  payrolls. 

Florence:  Rail  and  trucking  focal 

point.  Major  employment  in  wood 

products  and  clothing. 
Hartsville:  Sonoco  Paper  Products 

mills  the  largest  of  many  diversified 
industries. 

Lumberton:  Expanding  lumber  and 
cotton  factories  has  this  town  hum- 

ming. 

The  agricultural  econom)  within 
W  BTW  s  coverage  area  ranks  among 
the  richest  in  the  nation.  Following 
are  some  facts  about  that  cconoim  : 

1.  The  26  counties  served  1>\  WBTW 

had  in  1953  a  gross  farm  income  of 
$334,629,000. 

2.  Horry  Countx.  which  in  L953 

rated  as  one  of  the  country's  top  farm 
producers  (with  a  gross  of  $33,786,- 
000),  sold  its  tobacco  crop  that  year 

for  over  $25,000,000.  Florence  Coun- 

ty,  with  a  gross  farm    income  ol    $29,- 
260,000,    took    in    about    $15,000,000 

from   tobacco. 
3.  While  tobacco  is  the  WBTW 

an-a  s  No.  I  mone)  crop  topping 

Maine  and  Rhode  Island's  combined 
farm  income  in  L953  and  cotton  runs 

second,  the  li\ e  -lock  ami  dairj  indus- 
tries  are  making  big  headway . 

Manufacturers  of  lumber  products  have  plants  dotted 

Sail    over    this   area,    including    prefabricated    housing. 

v,  typified   by  the  American  Co.   at   Lumberton,   N.  C. 
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BLANKETS  OVER  50%  OF  ALL  PEOPLE  IN  CAROLINAS 
By  using  the  \\  BTV  and  \\  BTW  markets  in  combination 

the  advertiser  creates  for  himself  a  potential  TV  coverage 

that  gives  him  more  than  one  out  of  every  two  people 
living  in  North  and  South  Carolina. 

In  combination  \\  BTV  and  WBTW  deliver  a  buying 

power  of  well  over  S31.,  billion,  which  is  close  to  54% 
of  the  net  effective  income  for  the  Carolinas. 

Retail  sales   for  the   W'BTV   and   WBTW  coverage  areas 

total  close  to  >L"  ■_•  billion,  which  is  53$    of  the  retail  sales 
credited  to  all  of  North  and  South  Carolina   for   1953. 

The  Piedmont  Carolinas  (with  Charlotte  as  the  hub) 
and  the  Pee  Dee  area  (centered  around  Florence  i  are  in 

the  midst  of  a  dynamic  economy,  with  population  and  in- 
come skyrocketing.  WBT\  and  WBTW  blanket  not  only 

these  two  areas  but  service  a  vast  portion  of  the  also  pros- 
perous Carolina  Low  Country. 

\     e   •    «    «  0    i    i.      V  '""""'— r- «A  ?»»T»ie«\        »      I      «     »      '       ,       ■  iTTtWN 

VIRGINIA  <   i   

NORTH     CAROLINA 

FLORENCE'S    <WBTW)    PRIMARY 
COVERAGE    TOPS    THESE   MAJOR 

TELEVISION    MARKETS 

CHARLOTTE 

2.   ATLANTA 

EW  ORLEANS 

iilRMINCHAM 

.  RICHMOND 

■I     CITY  I    75  MILES   EXCLUSIVE  OF  CITY   ABBA 

Its   139.300  -f   1.011.800.— 2.  City  333.500  +   1,416.800.— 3.   CitJ 
.00     -f.      1,311.300.-4.     City     328.400     -f      1.331.000.— 5.      Cm 

237.300    +    1,128.600. 
SOURCE:    1050    Census 

\     c    o   i    I    c    t    o    a      I,         '- \ 
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Basic  market  data  on  IVBTV  and  IVBTJV  coverage  areas 
COUNTIES 

POPULATION 
FAMILIES NET     EFFECTIVE 

BUYING      INCOME 
RETAIL     SALES FOOD    SALES  GENERAL    MDSE AUTO    SALES        DRUG    SALES 

MKTV.  CHARLOTTE.  COVERAGE  AREA 1.1;  viii    "A"  &  "B" 

ALEXANDER,    N.    C.  15,000  3,600  $11,112,000  $6,375,000  $1,370,000  $692,000  $2,182,000 
ALLECHANY,    N.    C.  8,100  2,100  5,577,000  2,921,000  452,000  514, D00  308,000 
ANSON.     N.    C.  26,600  6,300  18,424,000  14,275,000  3.057,000  1,715, 000  4.768,000 

AVERY     N     C  13  400  3.200  8,307,003  3,796,000  1,018,000  716,000  242,000 
BURKE,    N.    C.  48.600  11.500  44,279,000  21,094,000  4,802,000  1,778,000  4,774,000 
CABARRUS     N.    C.  66  200  17,500  84,087.000  60,390,000  16,799,000  3,446,000  12,509,000 
CALDWELL,    N.    C.  46  400  11,200  43,159.000  25.442,000  7,454,000  1,961.000  6.776,000 
CATAWBA      N.    C.  66  200  17,500  77,919,000  54,120,000  12,626,000  5.519.000  14,351,000 
CHEROKEE      S.     C.  35.300  8.700  32,655.000  19,051,000  5,320,000  1,997,000  3.184,000 
CHESTER      S     C.  32  500  8,200  32,281.000  21,529,000  6,839,000  2,049,000  4,067,000 
CLEVELAND     N.    C.  67  000  16,500  67,548.000  44.064,000  9,923,000  7,462,000  9,763,000 
DAVIDSON      N.    C.  66  200  17,100  74,328,000  47,736,000  11,340,000  3,487,000  11,086,000 
DAVIE      N.    C.  15  800  4,000  15,917,000  6,880,000  1,661,000  781.000  1,635,000 
fairfield,  s.  c.  21,200  4,900  16,085,000  9,202,000  2,271,000  2,268.000  1,879,000 
forsyth    n    c.  158,800  44,000  231,746.000  128.940,000  27,132,000  17,407,000  25,531.000 
gaston.   n.  c.  121.300  31.200  150,856,000  87,298,000  23,137,000  7.955,000  20,463,000 
greenville    s.  c.  178,000  49.600  258,496,000  176,384,000  37,269,000  22,236,000  42,120,000 
henderson    n    c.  32,900  9300  33,311,000  25,670,000  6,195,000  2,098,000  5,186.000 
iredell    n.  c.  58.500  15,400  60,249,000  43,497,000  11,130,000  4,365,000  10,395.000 
•lancaster,  s.  c.    38  100  9,200  40.486,000  27,787,000  7,196,000  3.633,000  6,896,000 
laurens.  s.  c.  47,900  1 1 .900  52,025,000  27,502,000  7,578,000  2,803,000  5.574,000 
lincoln,  n.  c.  28  400  7.000  24,125.000  17,027,000  3,607,000  1,881,000  4.848,000 
Mcdowell,   n.   c.  27200  6.700  26,276.000  15,403,000  4,132,000  1,614,000  3,272,000 
mfcklenburc,  n.  c.  216  400  59,000  364,307,006  261.722,000  49,296,000  36,855,000  53,382,000 
mitchell    n    c.  15  000  3,600  9,737,000  6,243,000  1,101,000  1,304,000  1,846,000 
•montgomery    n    c.  17  800  4,400  14,647,000  10,979,000  2,956,000  926,000  3,604,000 
POLK     N     C  11800  3,200  11,222,000  5.508,000  2,030,000  150,000  911,000 
ROWAN.    N.    C.  78300  21,300  101,271,000  57,240,000  15.244,000  5,896,000  13,298,000 
RUTHERFORD,    N     C  46,700  12,000  41,133,000  30,629,000  7,144,000  4,655.000  7.295.000 
SPARTANBURG.    S.    C.  154,200  40,900  186,463,000  137,663.000  31.277.00L  17,017.000  32.308,000 
STANLY,     N.     C.  39,300  10,800  43,459,300  27,178,000  6,188,000  2,436,000  5,670,000 
SURRY,    N.    C.                                        47.600  12,000  48,510,000  37,224,000  7,274,000  4,821,000  8,202,000 
UNION,    S.    C,  31,200  7,700  31,352,000  18,147,000  5,502,030  2,297,000  3,210,000 
UNION.     N.     C.  43,700  10,700  36,744,000  33,103,000  5,799,000  3,208,000  11,912,000 

WATAUGA,    N.    C.  18,500  4,300  11,002,000  7,522,000  2,101,000  350,000  2.085.000 
WILKES.     N.     C.  46,600  11,200  32,669,000  23,297,000  4,201,000  1,672,000  6,996.000 
YADKIN,     N.     C.  23,000  5,700  18,639,000  7,360,000  1,465,000  504,000  2,341,000 
YANCEY,     N.    C.  16,200  3,703  9,335.000  5,834,000  1,046,030  728.000  696,000 
YORK,    S.    C.  76,000  18,700  90,466,000  62,820,000  16,501,000  6,199,000  11,429,000 

GRADE    "A"    &.    "B"    TOTALS       2.101,800 

$102,000 49,000 

358,000 
102,000 

570,000 1,782,000 665.000 
1,220,000 
465.000 

545.000 
869,000 974,000 

234,000 

254,000 3.883,000 
2.517.000 

5,059,000 718,000 

1,177,000 737,000 

758,000 

100.000 

564,000 7,024,000 139,000 
200,000 
91,000 

1.861.000 
881,000 

3,150,000 
684.000 1,186,000 
637,000 
646,000 

291,000 

550,000 
81,000 
60,000 

1,525,000 

516,200        82,  ll.il.llll  I. (Kill 1 .618,852.000 

,433,000 

I  02. 395,  OOO 

S367.491.00O 

I42.708.O0O 

Plut      HID     u,     m 

ASHE,     N      C. 
BUNCOMBE,     N.    C. 
CHESTERFIELD,    S     C. 

22,100 
128,700 
36,200 

5.200 35.000 
8,300 
7,700 

8,500 10,400 
14,200 

10,400 

3,900 

$12,298,000 
163.^26,000 
24,303,000 

25,595,000 32,184,000 
41,832,000 

57,544,000 
46,644,000 
14,738.000 

$7,042,000 116,440.000 

20,937,000 
18,061,000 
23,629,000 
22,372,000 
36,380,000 

35,099,000 

9,991,900 

$1,308,000 24,225.000 
4,484,000 

5.306,000 6,286,000 

7,068,000 
3,362,000 

10,107,000 
2,361,000 

$816  000 
17,199,000 

2,082,000 2,188,000 

2,632,000 
1,700,000 

3,665,000 
4,134,000 
442,000 

$1,794,000 
21,878,000 
6,031.000 
4.204,000 

5,015.000 
4.192,000 

9,656.000 
7.315,000 

1,848,000 

$105,000 
4,121,000 

621,000 

•KERSHAW,     S.     C. 
NEWBERRY,    S.    C. 
PICKENS,    S.    C. 
RANDOLPH,    N.    C. 
RICHMOND,    N.    C. 

TRANSYLVANIA,    N.    C. 

32,000 

32,400 
40,000 

53,400 40,800 
16,300 

478,000 

745.000 
733,000 

1,013,000 755.000 

350,000 
WBTV     GRAND     TOTALS    ... ?  503  700 649,800        82.879.508.000        $1,908,803,000 

WBTW,  FLORENCE,  S. 
6,300               $18,424,000               $14,275,000 
8,300                  24,303,000                  20,937,000 
6,700                   17,165,'jOO                   11,107,000 

12,200                  39,858,000                   33,598.000 
12,400                  43,174,003                   33,955.000 

6,800                  21,452.000                   11,070.000 
20,300                  70.035,000                   6/, 673, 000 
3,400                    9,028,000                     6,030,000 

14,100                  49,516,000                   39,134,000 
7,700                  25,595,000                   18,061,000 
4,000                   11.230,000                     7,527,000 
7,900                   24,348,000                  21.486,000 
7,100                   19,669,000                   17,432,000 

10,400                  46,644,000                   35,099.000 
20,300                  68,607,000                   58.357,000 
6.300                   19,817.000                   17,348,000 

14,400                  51.400.000                  38.316.000 
9.300                  22.980,000                  20,468,000 

8440,940,000            8227,653,000            8429,427,000 

C.  COVERAGE  AREA 
$3,057,000                 $1,715,000                 $4,768,00C 
4,484,000                    2,082,000                    6,031.000 
2,724.000                     1,794,000                     3.202,000 
6,542.000                     4.022.000                     9,643,000 
8,939,000                    5.672,000                     6.493.000 
4,401.000                    1,522,000                   3,534,000 

15,532,000                   8.933, u  o                  14.180.000 
1.485.000                       523.000                      835,000 
3.456,000                     6,212,000                     8.807.000 
5.306,000                     2,188,000                     4.204,000 
2,274,000                        983.000                     1.338,000 
4.841,000                     2.730,000                     3.409,000 
4.715,000                     2,721,000                    2,281.000 

10,107,000                     4.134,000                    7,315,000 
11,075,000                   11,682,000                   12,931,000 
3,932,000                     3,135.000                     2.993,000 
9,523.000                     6,236.000                     7.541.000 
5.111,000                     2,370,000                       5.132,00 

(.11  VDE    "A"    &    "B" 

•ANSON,     N.    C. 
•CHESTERFIELD.    S.    C.      
CLARENDON,    S.    C. 
COLUMBUS,     N.     C. 

26,603 
36,200 

32,400 

52,700 
$358,000 

621  000 
309,000 
909,000 

DARLINCTON,    S.    C. 
DILLON.     S.     C. 51,500 

31,100 

790,000 
436,000 

1  500  000 FLORENCE,    S.    C. 83,500 
16,100 HOKE      N.     C. 94.000 

1,369,000 478,000 
282.000 
742.000 441.000 

755.000 
1,611,000 367,000 

1 ,066,000 419,000 

HORRY,     S.     C. 
KERSHAW,     S.     C. 

LEE,    S.    C. 
MARION,    S.    C. 
MARLBORO,    S.    C. 
RICHMOND,    N.    C. 

62,300 

32.000 
22,700 
34,200 

30,900 
40  800 

ROBESON,     N.    C. 92,600 
SCOTLAND,     N.     C. 
SUMTER,    S.    C. 
WILLIAMSBURC,    S.    C. 

27.500 
61,000 
44,800 

GRADE       A''    «.      'B"    TOTALS 
583,2  15, OOO $178.37.1.000 

1 1  I  2,50  I. ooo 

■  lo  (,637,000 

$12.5  17.  OOO 

riu IIHI     ut    m 

BLADEN.     N.     C. 
CALHOUN,    S.    C. 
CUMBERLAND,     N. 
GEORGETOWN,    S. 
LANCASTER,    S.    C 

-MONTGOMERY,    N.    C. 
MOORE,    N.    C. 
'UNION,    N.    C. 

C. 
c. 

30,600 
14,500 

115,900 
33,400 
38,100 
17,800 
33,800 

43,700 

6.800 
$19,811,000 $14,463,000 

3,400 
8,428,000 4,720,000 

24,100 158.747,000 37,399,000 

7,900 
28,139,000 20,291,000 

9,200 
40.486,000 27.787,000 

4,400 14,647.000 10.979,000 

8,600 
33,296,000 25.822,000 

10,700 36.744,000 33,103,000 

$3,365,000 
1.402.000 

18,347.000 

6,038,000 
7.196.000 

2.956  000 
6,257.000 

5,799.000 

$2,762,000 
661.000 

12.541,000 

1,514,000 

3,633,000 
926,000 

1,886.000 

3,208.000 

$4,991,000 1.184,000 

19.494.000 

5,395.000 6,896.000 
3.604.000 
4.525.000 11,912.000 

$319,000 

142.000 

2,363.000 640,000 

737.000 
200.000 

807.000 646,000 

WBTW     GRAND     TOTAI  S 1 .  106,700 2r.  1 

200 

.^'i-M .r,  li  OOO 

8702,937,000 
8  1  63,86 

.ooo 

895,785,000 
9  162,638,000 

1 1  a.  KM  .ooo 
•7-COUNTY     DUPLICATED     TOTAL 235,200 

.-.7 

ooo 8206,8  13,000 

1 160,2  1 1  .ooo 838,90! 

,000 

1 1  7,886,000 81 1,730,000 

83,795,000 WBTV    WBTW      UNDUPLICATED 
COMBINED       TOTALS 3,375,200 

;i  it 
ooo 1  1,596,268,000 82,  151,  199.000 

8565,89' 

I  105,552,000 85  17,335,000 
866.  2.15, 0(M) 

bOUHOl.     . . [lzod  ]  '"i  Heated    coudI  Li  i 



SUCCESS    STORIES 

IBTV 

S2 "    hH",o,,« 

PROMOTION 

WBTV'S  SALES  EFFECTIVENESS  CONSISTENT 

Few  things  are  as  rewarding  to  a  station's  management  and  staff  as  when 
an  advertiser  writes:  "Yours  was  the  loin's/  cost  pei  order  we  hare  hail  on 

any  to  station  we  have  used."  This  theme  has  ran  through  hosts  of  let/eis 
that  hare  come  to  H  BTl     during  the  past   lire  years  anil  the  people  of 

Jefferson  Standard  Broadcasting  are  confident  that  advertisers   will  he 

shortly  saying   the  same  gratifying  things  about    WBTW. 

Here  tire  a  tew  samples  ot  WBTV  success  stories: 

Southern  Appliances:  Clyde  .McLean, 

the  "Weatherman,"  with  a  smoked  turkey 
a-  prize,  asked  viewers  to  guess  what  the 
temperature  was  at  the  Charlotte  airport 
that  day.  In  three  days  there  were  5,606 
letters  and  cards,  for  a  total  of  about 
15.  1)00   in   three    weeks. 

Hickory  Auto  Parts.  Inc.:  1'nion  Oil 
Co.  (if  California  reported  to  this  distrib- 
Utor,  which  used  WBTV  exclusively  for 
it-  advertising,  that  over  period  of  a  year 
Hickory  topped  all  distributors  in  the 
country  in  the  increased  sales  of  Royal 

Triton  Motor  Oil.  Hickory's  increase  was 102%. 

Orderest  Mattress:  \-  direct  result  of  a 
fevi  -put-,  sales  not  only  boomed  with  es- 

tablished dealers  but  three  new  dealers 
were  added  in  Charlotte  and  two  other 
dealers  in  the  WBTV  coverage  area  ap- 

plied   for   franchises     all   in   one  week. 

Baby  Butler:  Boettiger  &  Summers,  agen- 
cy for  regional  distributor  of  this  juvenile 

furniture,  wrote  that  client  "received  so 
many  leads  from  his  two  spots  per  week 
on  WBTV  that  his  salesmen  have  more 

business  than   the)    can  handle."  and  hence 

was  forced  to  halt  furthei  advertising  un- 
til thej  caught  up.    Sold  98$    of   inquiries. 

Coca-Cola:  Viewers  wen-  offered  a  cow- 
bo)  handkerchief  for  a  coupon  attached 
to  six-bottle  carton  of  Coke  plus  25c  on 
kit  Carson  Show.  Response  was  average 
over    1,300   quarters   per   uk.   for    13   wks. 

Mars,  Inc.:  Sponsors  "Story  Painter" 
with  Gil  Stamper.  On  recent  idler  of 
three  ball-pens  over  WBTV,  agenc)  re- 

ported: "^   •  show    ha-  dime  outstanding 
job  tm  ii-  .  .  .  offer  pulled  over  7.500  re- 

turns .  .  .  proportionately  better  than 
I'm. -inn.  I  ii-  Angeles  or  Providence  .  .  . 

the  other  place-   where   offer   was   made." 

Tube  Rose  Snuff:  Arthur  Smith  and  his 
Crackerjacks  Show  in  two  announcements 
totalling  a  minute  offered  hand  fans  with 
ri  plica  i if  Tube  Rose  can  made  of  card- 

board. \\  I!T\  received  requests  for  over 
50,000  of  these  fans. 

Belli  Stores:  When  this  client  terminat- 
ed Gene  Autry  tv  film  series  after  six 

month-'  run  \VBT\  asked  viewers  on 
final  show  whether  they'd  like  series  con- 

tinued. Response:  2.790  pieces  of  mail 
(some  lengthy  petitions)  and  229  com- 

pleted   phone   calls. 

Merchandising  that   is  tailored  iiif/fiiioiivJi/  to  client's  needs 

HIS   BIACKCA1 
  MfANS 

COOD    LUCK    F 

I 
uibtv-s   ««■  «/ 

WBTV 
&uumt£3 CI  MIOTIC.   I.   (. 

.   jEWtl  SH0RU
NINQ 

lou 

Xf  OF 

VOL'S  NEW  EMPLOYES 
ON  THf  SACK 

what  fMPio.r 

'Hf  ONE  SEUING      i_ OVElo 

OF  COURSE' 

11:00  P.  M.  NEWS 
with    Jirn   Patterson 

SOILAX 

-Add  life- 

Fridays  at  11  p.  m. 

WBTV  SPARKLES  WITH 

ALL-AROUND  PROMOTION 

\  prime  tenet  in  the  Jefferson 

Stand. ml  Broadcasting's  system  of  op- 
eration is  that  an  advertiser  should 

receive  the  support  of  a  many-faceted 

and  up-to-date  promotion  department. 
Also,  that  each  project  undertaken  l>\ 
this  department  should  be  tailored  to 

the  special  needs  of  each  client  and 
the  product. 

In  Charlotte,  alone,  the  extensive 

promotion  operation  includes  the  ser- 
vices of  Hi  people,  who  work  under 

ihe  supervision  of  .1.  Robert  Coving- 
ton, vice  president  in  charge  of  sales 

and   promotion. 

The  department's  responsibilities 
include  sales  promotion,  merchandis- 

ing, audience  promotion,  research  and 

publicity. 
In  merchandising,  the  department 

is  equipped  to  furnish  letters  and  elab- 
orate color  jumbo  card  mailings  to  re- 

tailers, counter  cards,  stuffers,  win- 
dow streamers,  shelf  talkers  and  vari- 

ous other  types  of  point-of-sale  promo- 
tion. The  class  and  amount  of  mer- 

chandising is  determined  by  the  gross 

expenditure  of  the  advertiser. 

WBTV's  qualit)  audience  promo- 
tion— reflected  in  the  station's  ex- 

tremely high  ratings  receives  a  ma- 

jor portion  of  the  department's  budget and  attention. 

Publicity-wise,  111  newspapers  in 

the  W'BTA  area  devote  am  where  from 
three  columns  to  two  full  pages  to 

stories,  pictures  and  schedules  of  that 
station.  In  addition,  a  striking  total 

of  67  newspapers  run  the  \\BI\  pro- 

gram schedule. 
Other  audience  promotion  includes 

newspaper  ads,  movie  trailers,  hill- boards  and  window   displays. 

\  full-time  research  director  coor- 
dinates data  from  authoritative  na- 

tional and  regional  research  and  rating 

services     including   set  count. 

Although  \\  l!T\\  has  its  own  pro- 
motion department,  \\  BT\  promotion 

staffers  are  also  utilized  to  help  the 
Florence  outlet  maintain  the  unusual!) 

high  promotion  standards  ol  the 
company . 



PROGRAMING 

/.    Unusual  and  unpredictable,  "/links/age 
Studio"  has  an  enviable  daytime  record 

2.     Susie   Mclntyre's  "Carolina  Cookery"  is 
No.  2-ranked  cooking  show  in   nation 

.'{.  "Junioi  Rancho,"  with  Fred  Kirby,  pulls 

2_'-2.">  ratings  and  perks  sales  for  sponsors 

I.  "Man    {round  the  House,"  </itiz,  fashions, 
et(  ..   is   (iiin!il\    matinee   entertainment 

.».      The  Arthur  Smith  troupe's  theatre  ilati  s 
are   as   sensational  as   its   television    ratings 

"COMMUNITY  SERVICE"  IS  NOT  JUST 

"LIP  SERVICE"  WITH  WBTV:  IT'S  REAL 
\\  111  V.  like  its  sister  outlet,  WBT, 

has  been  much  kudoed  as  one  of  the 

great  qualit)   stations  of  the  nation. 

Among  tin-  things  thai  have  con- 
tributed to  this  accolade  are  these: 

1 .  \\  I!  I A  -  strict  adherence  to  the 
■  Kilo  that  a  station  exists  to  serve  the 

communit) . 

2.  \  programing  structure  of  local 

origin  thai  not  onl)  keep-  this  obliga- 
tion in  mind  hut  caters  to  the  di- 

versified tastes  of  tin*  people  in  the 
communit) . 

3.  Maintaining  a  standard  of  local 

production  thai  i-  on  a  par  with  the 
finest   in  national  telecasting. 

I.  I  he  i  reating  oi  program  con- 
cepts and  developmenl  of  talent  thai 

widened   into  national  recognition. 
\\  Pi  I  \  backs  up  the  awareness  of 

ilk  obligation  to  the  community   l>\  the 

quantity  and  quality  of  the  live  shows 
it  turns  out  weekly  and  the  judicious 
choice  of  network  programing. 

WBTV's  local  programing  provides 
for  every  cultural  level.  Regardless  ol 

the  typo  of  program  homemaking, 
news,  audience  participation,  country 
music  or  serious  music  the  elements 

ol  showmanship  and  qualit)  of  pres- 
entation are  such  as  to  assure  wide 

regional   appeal  and   esteem. 

rypical  of  thai  esteem  is  this  quote 
from  a  letter  l>\  Don  Shoemaker,  edi- 

tor   of    the     \-he\  ille    (  jli/en.    alioiit    a 

\\  I!  I  \  -produced  ( Ihristmas  show  : 

"Wherever  the  kudo-,  land.  1  just 
want  to  sa)  the  production  was  ter- 

rific The  usual  phrase  i-.  this  was 

'of  network  quality,'  hut   what   network 
could  have  duplicated  it?  M\  wife  ami 

I  sal  enhanced." 

WBTV's    Stalwarts    of    Information 

"Your  Esso  Reporter"  and  "The  Weatherman," 
back-to-hack  five  evenings  a  week,  serve  as 

crack  examples  of  the  station's  touch  for  in- 
vesting each  show  with  the   best  in   production 



PROGRAM      HIGHLIGHTS 

WBTV'S  OWN  SHOWS 

LEAD  RATING  PARADE 

WBTl  has  been  consistently  and 

conspicuously  successful  in  the  num- 
ber of  local  live  shows  sold  to  national 

advertisers.  The  reason  is  three  fold: 

(1)  They  bear  the  unmistakable  stamp 
of  quality  plus  prestige.  (2)  Most  of 

them  can  match  ratings  with  top  net- 

work  shows.  (3)  They  produce  su- 
perior sales  results.  Here  are  a  few 

samples  from  WBTV's  roster  of  lo- 
cally produced  programs: 

Arthur    Smith    ami   his    Crtteker- 

jacfes:  A  troupe  of  folk  music  enter- 

tainers who  not  only  excel  as  instru- 
mentalists and  singers  but  as  top-rank 

comedians.  An  inkling  of  why  thev've 
had  a  waiting  list  of  sponsors  for  a 

long  time:  the  act's  Tuesday  night 
program  had  a  Pulse  November  1954 
rating  of  49.8. 

Doing  It  Yourself:  A  sprightly  and 

cleverly  devised  charade  on  the  self- 
ingenuity  and  hobby  themes,  with 
Alan  Newcomb  and  the  beautiful  and 

resourceful  Cath)  Haines  presiding. 
The  November  Pulse  was  39. 

Esso  Reporter:  He's  Doug  Mayes, 
a  Carolina-bred  personality,  whose 

stvle  of  delivery  has  gained  him  recog- 
nition as  one  of  the  most  popular 

newsmen  in  both  Carolinas.  Novem- 
ber  Pulse:   35.6. 

The  Weatherman:  Comes  at  6:45 

p.m.      Clvde    McLean's    authoritative 
and  instructive  handling  of  his  data 

combined  with  top-notch  production 
I  sec  picture  on  opposite  page  I  makes 
this  item  a  model  of  its  genre.  It 
turned  in  a  35.2  November  Pulse. 

Story  fainter:  Gil  Stamper  is  the 

story-teller  for  an  audience  that  seems 
to  be  of  even  age  group,  though  the 
show  comes  at  5:15.  The  Imaginative 

sketches  that  accompany  his  narrative 

are  preth  much  of  a  show  in  them- 
selves. The  November  ratings  was  21.5. 

PROGRAMING 
PROGRAMING 

(TepTiurtX/ 

WBTW  GEARS  PROGRAMS  TO  ENTIRE  AREA 

\\  BTW's  programing  stall'  are  grad- uates of  WBTV.  the  oldest  and  most 

experienced   station   in   the   Carolinas. 
This  staff  brought  with  it  to  WBTW 

not  only  a  sharply  precisioned  know- 
how  but  a  philosophy  of  operation; 

namely,  that  the  greatness  of  an  area 
station  is  measured  by  the  way  it 
serves  the  diversified  needs  of  all  the 

(•(immunities  that  come  within  the  sta- 
tion's orbit. 

While  WBTW  is  making  every  ef- 
fort to  give  balance  to  its  program 

structure,  the  staffs  thinking  and  plan- 
ning has  been  conditioned  to  the  fact 

that  WBTW  is  not  a  metropolitan  sta- 
tion but  rather  an  area  station. 

\\  BTW  serves  a  number  of  large 

and  small  cities  throughout  a  26- 
county  area  extending  into  and  over 
the  two  Carolinas — an  area  which, 

though  predominantly  agricultural,  is 

undergoing  rapid  and  sizeable  indus- 
trialization. It  recognizes  that  even 

the  towns  people  and  those  in  the  ex- 
panding industrial  areas  are  largely 

dependent  on  the  farm  population. 
With  these  factors  in  mind.  WBTW 

has  geared  its  programing  to  a  diversi- 
fied population  over  a  wide  area  and 

in  its  local  live  programing  aims  to 

serve  the  needs  of  a  people  spread 
over  26  counties. 

For  example,  on  such  programs  as 

"Southeast  Almanac,  '  a  farm  show 
headed  l>\  Charles  G.  Newton.  Jr..  and 

''Editorial  Page,  a  panel  discussion  by 

newspaper  editors,  the  guests  will  in- 
clude farm  agents,  agricultural  spe- 

cialists and  newspaper  editors  from 
throughout  the  area  and  not  jusc 

\\  B  I  \\  "s  home  city  of  Florence. 

"Southeast  Vlmanac"  is  the  station's 

lop  locally  produced  show  and  WB'I  \\ considers  itself  fortunate  in  having 

obtained  the  full  cooperation  of  Clem- 

son  College  Extension  Service  in  pro- 
viding information  and  personalities 

for  the  show. 

WBTW  regards  "Southern  Hospi- 
tality'' as  another  of  its  elite  local  live 

programs.  This  show's  format  pro- 
vides for  both  kitchen  and  livingroom 

sets  and  a  broad  range  of  interests  and 
themes:  recipes,  homemaking  tips, 

fashions,  interviews  and  film  clips  on 

topical  area  events  and  whatnot.  JoAnn 
Hodge  comes  handsomely  equipped 

for  the  versatile  roles  the  program  en- 
tails. For  vears  she  served  as  Home 

Demonstration  Club  Agent  in  North 
Carolina  and  as  home  economist  for 

the  Carolina  Power  &  Light  Co.  in 
Florence. 

WBTW's  No.  1  daily  live  public 

service  feature  is  "Lift  Up  Thine 

Eyes,"  a  vespers  program  that  is 
scheduled  in  choice  time. 

Good  cooking  ami  progressive  farming  are  major  interests  in   the    ITRTIF  area.    These 

interests  are  expertly  satisfied   by  "Southern   Hospitality,"   starring  JoAnn   Hodge, 
iiml  "Southeast  Almanac"  conducted  by  Charles  G.  Newton,  Jr.   (interviewing  farmer) 



PERSONALITIES- 

WXk 

THEY  TYPIFY  WBTV'S  REPUTE  FOR  TOP-NOTCH  TALENT 
Phil 

\gresta 

A  top  sports  per- 

sonality in  the 

Carolinas;    also 

very  apt  at  news, 

special    events, 

panel    programs 

Fletcher 
Austin 

Top-flight    m.c. 
with  any    type  of 

Inch    shot:      hi: 

background:  slum 
hiz    and    radio 

Bob 

it <-ii it 

A    real    pro    and 

wit    on    variety 

and    in  ten  ten 

slums;     pails 

lots    of    grass- 
roots   sin  I  \ 

Betty 

Feezoti 

She   I nmi  s    hou 

to  injet  i   rare 
touch    smartness 

and    showmanship 
into  any 

homemah  1 1     sAi  u 

l>«»rri.v 

llualfr 

I  hi    i  harm    and 

arm  iousness 

blend   per  (ei  il\ 

into   "The    Man 
Around    the 

linn  i       shou 

Cathy 

Haines 

Combines   a    ver- 
satile talent 

for    emceeing 

women     programs 

with    flair    for 
salesmanship 

Fret! 

Kirbtf 

Sl  i  ii  rnmed  folk 

music  on  many 

top  radio  sta- tions lie/ore  lie 

registered  hig 

with    youngsters 

Susie 
iff  cl  ii  t  y  re 

Developed    her 
a  hi  m     chatty 

style    of    recipe 
demonstration     as 

travelling    rep 

lor  pmeer  company 

Man 
ISeweonta 

His    mastery    of 

the  ad  /Hi   in 

radio,     aplomb. 

gave    him    solid 
pan     nt    plops 

for   ti    m.e.ing 

(ill 

Stamper 

Fits    pally    into 
mi  t    111 .1 .   role 

panel,    musit     01 
liilllii/h  :    stars 

also  iis   story- 

teller     to     llliippi  Is 

Clyde 
McLean 

Although    handy    as 

music    commenta- 

tor,   he's    best I. noun     to    area 

ior     his    daily 

"II  eatherman" 

Doug 

Mayes 

A      until  e      hi 

Tennessee     who's 
made  his  mark 

as  a  top  news 

announcer    in 

the    Carolinas 

Jim 
Patterson 

I  eleinn      lien  s- 
man    with    W  BTl  . 

holding    late 

night    spot,    and 
n     smooth     salesman 

Boh 

Kuilin  <l 

Suave,    easy- 

going and  an 
ingratiating 

pun  litionei of   the   ad-lib 
nit/i    pop    music 

William     1. 
Ward 

Kuril, ed    high     as 

spot  Is      onnoiiin  ci 

around   the (  hi  oli  uas    and 

has    "tin"    gift 

tor   interviewing 

I 



^PUBLIC    SERVICE 

MATURE 
MUSEUM       * 

Many     kudos     have     been     accorded     this    28-32     rating     weekly     stanza,     now     in     its     third     year 

PUBLIC  SERVICE  PROGRAMS  WITH  STATURE 

n 
Dr.    George    Heaton 

WBTV  has  car- 
ried on  the  dis- 

tinguished record 

for  public  serv- 
ice that  has  been 

^^^^^00^^  associated       with 

f^^\  fi|  ̂  BT  the  |>ast  30 

years.  It  has  rec- 
ognized its  soc  ial 

responsibilities  as  a  great  area  station 

b)  providing  not  onlj  its  facilities 

ltut   guidance  and    fiscal   help. 

\\  BT\  lias  geared  its  sense  of  re- 

sponsibility to  a  unique  policy  and 

pattern  of  action.  In  manner  of  think- 
ing or  planning  there  arc  no  lines  <>l 

distinction  between  commercial  and 

public  service  programing.  The  level 

of  production  and  expense  is  as  high 
for  one  as  the  other.  Bui  what  is  even 

more  noteworth)  is  this:  most  of 

\\  BT\ *s  public  service  programs  are 
spotted  in  valuable  prime  station  time. 

Here  are  a  few  examples  of  how 
WBTV  treats  its  public  service  debt: 

1.  WBTV  won't  sell  time  for  re- 
ligious broadcasts  but  it  does  recog- 

nize the  strong  religious  consciousness 

of  the  people  within  its  area.  It  long 

ago  set  aside  as  a  permanent  "must" 
10  minutes  of  highly  saleable  earl) 
evening  time.  Monday  through  Friday, 

for  a  religious  message — "Vespers"- 
with  the  periods  allocated  among  min- 

isters of  different  faiths.  In  addition, 

there's  a  weeklv  inspirational  series 

conducted  bv  the  station's  religious 
<  ounselor.  Dr.  George  Heaton. 

2.  During  political  campaigns  it  sets 
aside  prime  evening  time,  entirelv 

gratis,  for  opposing  candidates  to  con- 
dur  I   debates. 

3.  WBTV  devoted  around  $50,000 

worth  of  prime  time  to  its  "Conserva- 
tion Story"  series,  produced  in  coop- 

eration with  state  authorities. 

4.  Scheduled  in  mid-evening  time 
are  two  13-week  series  of  half-hour  se- 

rious music  programs,  featuring  mem- 
bers of  the  Charlotte  Symphon)  or- 

chestra. 

Examples  of  other  public  service 

programs  that  WBTV  is  trulv  proud 

o|  are  "Communit)  Affair"  and  "Na- 
ture Museum."  Both  shows  have  rat- 

ings in  the  2d  s.  "Communit)  Affair" 
is  boundless  in  scope  and  format.  One 

week  it  ma)  bring  representative  citi- 

zens together  for  discussion  of  a  topi- 
cal municipal  problem  and  the  next 

week,  join  the  local  dailies  in  celebrat- 
ing newspaper  week  by  putting  on  a 

\\  BTV-ftlmed  documentar)  showing 
how  these  dailies  put  out  an  issue. 
Laura  Owens,  director  of  Charlotte  s 

Nature  Museum,  conducts  the  other 

program  and  her  mail  pull  is  excep- 
tionally and  consistently  big. 

The  following  excerpt  from  a  letter 

apl)  reflects  how  community  leaders 
feel   toward    WBTV    on   this   subject: 

"I  have  been  amazed  at  the  amount 

of  time  your  station  and  its  people 
have  been  willing  to  give  to  public 
service.  .  .  .  Another  thing  that  amazes 
me  is  how    willing  vou  give  it! 

PERSONALITIES PERSONALITK 

n*v 

WBTW'S  STAR  NUCLEUS 

Charles  C». 
X  etc  ton,  Jr. 

II  I  IT  II  farm 

editoi  >v/  asst. 

count)    agt  ni . sei 1  i'il    I   ,S.    abroad 

as    agrii  ultural field   rep 

Jo  Ann Hodge 

II  iih     emphasis 

on   cooking,  she 
M7 1  ed    us    home 

economist    foi 

(  milium     I'ou  i  i 

Go.  in  Vim  i  in  e 

Charlie 

Mitchell 

Unit    eight    yrs. 

nilli    top   stations 

II  UK,    ami    II  I'll-: avocation :    acting 

in    Little    Theatres 

.Jim 

Playvr 

t  a  ic-minded, 

five-yeai  vet- eran in  broad- 
i  asting;    former 

II  IIH     staffer 

Dicle 

Taylor 

Did  jack-oj-all- trades    nnnoum  ing 

on    <  arolina    sta- tions,   including 
II  SJS-TV, 

II  hi  stun  Salem 



UJBTV      UJBTU) 
CHARLOTTE  FLORENCE  »C 

OSEPH    M.    BRYAN  CHARLES    H.    CRUTCHFIELD 

'resident    o£    Jefferson    Stand-  Executive    vice   president   and 
ini  Broadcasting  Co.  ;  purchased  seneral   manager;    25    years   in 
VBT  in   1945;   pioneered   in  "a    radio;    22    rears    with 

iith   WBTV   in  '49  WBT;    general  mer  since    194! 

I     ROBERT    COVINGTON 

\  ice    president    in   charge  of 
&    promotion  ;    developed 

^    p  departments  to  among  na- 
tion's    finest    in    8    yrs.    with    co. 

KENNETH    1.    TREDWELL,   JR. 

V.p.   in   charge  of  programs 
and    public    relations;    ranked 
i-   leader   in   local   live 

opment 

C.    KENNETH    SPICER 
Controller    and    as 

ry;    authority    on station    financing    and 
accounting    managemeut 

THOMAS     B      HOWARD 

Engineer- ing :    28   yrs.  in   field : 

ling   "ii    ,i SBC's n  -ion    &    development 

WALLACE    |.    IORCENSON 
General  sales  mans 
11    yrs.    in    broadcasting; 
has    keen    understanding 

ad   ertisers'  problems 

M     |-    MINOR 
l  !. .  I    engineer :    here 
23    years :    supervised 
technical   installations 
of    WBTV   &   WBTW 

PAUL    B.    MARION 

WBTV   sa'es   manager 
in   radio,    tv   seven   yrs; 

previously    supervised WBT   &    WBTV   promotion 

|.    WILLIAM    QUINN 
WBTW  managing  director; 

eight  yrs.   in   radio,    tv; 

promoted    here    from    WBTV's program    supervisor 

LACY    S.    SELLARS 

WBTV  program  » 1 1  -  ■     toi 
upped    from    film    room 

supervisor:    former 
professor    of    pi 

SAMUEL    C.    ZURICH 

WBTV    productioi 
pervisor;    spent 
in    radio 

|OHN     P      DILLON 

Promotion    super 
visor;    advertisers 
like   his    creative 

.s    and    follow    tlirn 

CHARLES    B.    SEWARD 

WBTV    film    editor 
ind   in    pro 

din  in-    do-    inn" 

tional    films 

|ACK    BURNEY 
■  i  tor ; 

1 1  it. i 

tact 

0     N     BURGESS.    |R. 

Puhlicit)    din 
«ra<  I  i  bbcr 
with    Will 

in  ari  ■  per* 

WBTV-TRAINED  STAFF  BRINGS 
WEALTH  OF  SAVVY  TO  WBTW 

Referring  to  a  television  station  as  "a  chip  off  the  old 

block"  may  sound  odd,  but  in  the  case  of  WBTW  the  phrase 
(its    like  the  proverbial   glove. 

\  I  Hint  the  only  thing  new  in  connection  with  WBTW1 

going  <m  the  air  was  its  equipment  and  facilities.  Everything 
else  bore  the  mark  of  full-grown  maturity. 

Both  management  and  staff  came  WBTV-trained  ami  experi- 
enced, bringing  with  them  an  operational  pattern  that  has 

gained  WBTV  countrywide  recognition  as  among  the  best. 

\\  111.  forerunner  to  WBTV  and  WBTW.  i~  both  the  pioneer 
station  <>f  the  South  and  the  third  oldot  station  in  the  nation. 

W  BT\  was  the  first  l\  operation  in  the  Carolinas,  going  on 

the  air  commercially  in  mid-Julv.   1049. 

WBTW  started  off  with  an  audience  <>f  100,000  set-owning 

families.  It>  new  building  in  Florence  i-  but  a  smaller  edition 

<>l  the  18.000-foot  showplace  that  now  houses  WBT\  and 
WBT.  Basicall)  CBS,  WBTV  and  WBTW  are  affiliated  with 
all  four  networks. 

«H 

\iitniiiiil   Miles   representati ves  CBS  TELEVISION  SPOT  SALES 
NEWYORK         CHICAGO         DETROIT         LOSANGELES  SAN    FRANCISCO         ATLANTA 

re \  son     I  HI  SENTA1  IONS      INC       ill  Ii 
v,  D  i  '■  IVBTW        Detlgncd    h< 

MELVIN    PURVIS 

Station  mgr;  13  yrs. 
radio  operation:  law 
office  in  Flori 
formerly    with    FBI 

ROBERT    L     RIERSON 

Program    and    Produc tion    din. tor;    six j  rs.    «  itta   companj  ;    pp 

for    \'a\\     also 

EMIL    A     SELLERS 

Chief  engineer;  ex- asst  supervisor  in 
\\  B T\   -    irii 

12    yrs.    in    radio.    t\ 

|OHN    H     BROCK 
Sali  s  manage!      u  pped from    WBT\        lies    stall 

i  ion 

manager   of    WIS 

WHITEFOORD     SMITH 

Promotion     director ; 
w  KT\   trained  .    I 

OP   staff   writer;    also 

covered   Bports 

HARRY    B     HUGHES 

Film  director:    was 

producer  direi  tot at    WSJS-TV,    W 

Salem      WBTV-trained 



WKRC-TV 
316,000  watts 

on  Channel  12 

CINCINNATI,  OHIO 

AXIMUM  POWER 

WTVN-TV 
100,000  watts 

on  Channel  6        columbus,  ohio 

Don  Chapin                                                                                                                      Ken  Church 
Mgr.  New  York  Office,                                                                                             National  Sales  Manager 

550  Fifth  Avenue 

REPRESENTED  BY  THE  KATZ  AGENCY 
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BILL  BRAMHALL,  one  of  WEMP'S  fa- 
mous air  salesmen,  emcees  two  great 

shows  daily.  His  homespun  style  is  all 

his  own,  yet  fits  like  a  glove  in  the 

WEMP  family.  One  thing  is  sure,  il 

Bill  says  it's  good,  they  buy  it.  Some  of 
his    national    advertisers    are: 

Coca-Cola,  Oxydol,  Omar,  Simonize, 

Robert  Hall,  Household  Finance, 

Miller  Brewing  Co.,  Halo  Shampoo, 

Musterole,  Howard  Johnson,  Blu- 

tone  Fuel  Oil,   Nesbitt. 

WEMP    delivers    up    to    twice    the    Mil- 

waukee    audience     per     dollar     of     Mil- 

waukee   network    stations.*      Call    Head 

ley-Reed! 

'  Based      on      latest     available      Pulse 
ratings  and  SRDS  rates. 

WEMPWEMP-FM 
MILWAUKEE 

HUGH  BOICE,  JR.,  Sen.  Mgr. 

HEADLEY-REED,  Natl.  Rap. 

HOURS  OP  MUSIC.  NEWS,  SPORTS 

IripiiF 
r7tc*ft<f<>f  J.  I  till itici n<« 

Advertising   manager,   Package  Division 
Oalute   Products.   New  York 

When  Mike  Cullinane,  Oakite  Products'  ad  manager  of  the  package 

division,  spins  around  in  his  swivel  chair,  he's  within  easy  reach  of 
six  sample  packages  of  Oakite  and  one  portable  radio. 

"And  that's  no  coincidence,"  says  he.  "In  1954,  radio  was  our 
major  advertising  medium.  Over  60%  of  our  total  budget  went  into 

announcements,  the  remainder  into  newspapers  and  store-distributed 

magazines." Oakite's  major  problem:  using  the  firms  modest  advertising 
appropriation  effectively  enough  to  cut  down  the  margin  between 
Oakite  sales  and  the  sales  of  richer  competitors  like  Spic  and  Span. 

"The  way  to  do  this,  we  feel,  is  to  concentrate  on  our  best 
distribution  area,  concentrate  on  media  suited  to  our  purpose  and 

concentrate  on  one  major  copy  theme,"  Cullinane  sa\s. 

The  current  copy  theme  for  Oakite  is  "Tougb  on  dirt.'"  but  "so 
mild  for  your  hands."  This  claim  is  in  line  with  the  firm's  effort  to 
attract  the  younger  housewife. 

"The  older  folks  in  our  distribution  areas  remember  us  anyhow," 
adds  Cullinane.  Oakite's  best  sales  areas  are  the  Eastern  Seaboard 

and  California.  It  is  in  these  areas  that  the  firm's  1954  year-'round 
radio  announcement  campaign  was  concentrated.  Oakite's  agenc\  is Calkins  &  Holden. 

"On  10  January  we're  launching  a  new  radio  announcement 
campaign  in  our  four  most  important  sales  areas — New  York,  New 

England.   Philadelphia  and   Los  Angeles." 
Oakite  generally  uses  20-  and  60-second  announcements,  including 

a  musical  jingle.  In  major  areas  and  during  the  spring  and  fall 

<  leaning  seasons,  Oakite  uses  up  to  2(>  announcements  a  week.  In 
similar  markets,  the  firm  tends  to  use  an  average  ol  three  to  five 
announcements  weekly. 

Cullinane.  who  got  into  advertising  "through  the  backdoor  —sales," 
keeps  the  Oakite  distributors  and  retailers  :<>nstantl\  informed  of 

ihe  (inn's  advertising  efforts,  emphasizes  heavj  merchandising  in 
the  eternal  fight  For  shelf  space. 

When  not  attending  sales  meetings  or  directing  ad  strategy  from 

downtown   New    >oik.  Cullinane  (.in   be  found   in  hi-  Wantagh,  L.   I.. 

home,   "puttering   around."   a  generic  term   thai   he  says   includes 

everything  from  building  things  to  gardening.  +  *  ■*■ 
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Storer 

Broadcasting 

Company 

announces  the  appointment  of 

as  national  representative  for 

WJW 

Cleveland 

* 

effective  January  /,  1955 * 



IOW  . . .  the  Pacific  Northwest 

joins  the  Storer  scene 

KPTVi  Portland's  first  TV  station  and  the  channel 

consistently  ahead  in  sales,  takes  its  plan  as  a  member  of  the  broadcasting 

industry's  best-known  organization.  The  Storer  picture  has  always 
been  the  most  profitable  one  for  advertisers.  Gel  the  ex<  iting  stor) 

that  goes  with  this  picture  now.  Call  KPTV  or 

your  local  NBC  Spoi  Saks  representative  today. 

Oregon's  MOST  POWERFUL  TV  giant   
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lO    JANUARY     1955 

I.    Illlims    KRUGMAN  '>.    (  (il  (.  \  I  I   S  I.ABODA 

Admen  pose  top  radio- 
li  questions  for  1955 

SPONSOR  provides  answers  to  questions  asked 

by  admen  (their  pietures  appear  at  right) 

M W 

I  l\ AS     STEWART 

I   4.  SIM. I  R  s   MORTON 

,.   SI  I  \I  \Vs   WINOKUR 

M  he  10  questions  listed  at 

the  right  were  winnowed  from 

a  survey  of  sponsor  and  agency 

executives,  all  key  figures 
in  the  radio-tv  business.  Each 

adman  was  asked  to  name 

one  question  which  he  felt 

would  be  of  outstanding  con- 
cern in  1955.  While  more  than 

10  executives  were  asked  to 

pose  a  question  and  more  than 

10  questions  were  asked,  it 

was  arbitrarily  decided  to 

limit  the  final  questions  to  10. 

Five  of  the  questions  are 
answered  in  this  issue  and 

the  other  five  will  be  answered 
in  the  next  issue. 

ANSWERED  IN  THIS  ISSUE 

Are  spot  tv  rate  increases  entirely  justified  by  additional  viewers 

or  are  they,  in  part,  based  on  the  long  list  of  advertisers  who  seek  spot 

availabilities?      Lester   Krugman,    advertising    manager,    Bulova    Watch    Co. 

2  What's  the  outlook  for  syndicated  film  in  1955?  George  T.  LaBoda 
radio  and  tv  director,  Colgate-Palmolive  Co. 

3  Is  there  any  chance  that  tv  network  advertisers  will  be  able  to  add 

network  radio  in  non-tv  markets  only  so  as  to  get  100%  U.S.  coverage 

with  one  network  buy?  Donald  W.  Stewart,  advertising  manager,  The  Texas  Co. 

4.  Are  rising  costs  freezing  out  the  small-  and  medium-sized  advertiser 
from  tv?     H.  H.  Horton,  director  of  advertising,  Singer  Sewing  Machine  Co. 

5.  Do    radio    commercials    today    have    the    same    impact    as    before    tv? 

Samuel  Winokur,  vice  president,  Seeman   Bros. 

COMING  NEXT  ISSUE 

A  How  can  spot  radio  be  made  more  exciting  to  an  advertiser's  sales 
force  and  dealers?     Dr.  Seymour  Banks,  media  mgr..  Leo  Burnett  Co..  Chicago 

7  What  one-  and  two-station  markets  of  importance  will  receive  addi- 
tional  tv  stations   in    1955?     Adolph  Toigo,  president,  Lennen  &  Newell 

g_  Will  there  be  any  drastic  changes  in  network  radio  operations  in 

1955?     Lee   Mack   Marshall,   advertising   manager,   Continental    Baking   Co. 

9a  Will  the  use  of  network  tv  cut-ins  be  more  prevalent  in  1955  in  order 
to  assist  in  spreading  the  production  cost  of  the  network  show  over  a 

variety  of  products  or  to  underwrite  new  product  testing  in  regional  and 

spot  markets?  Donald  Cady,  vice  president  in  charge  of  general  advertising 

and  merchandising  manager,  The  Nestle  Co. 

10.  Will  the  tv  network  spectaculars  be  continued  next  season?  Dr. 
Wallace    II.    Wulfeck,    chairman,    executive    committee.    \\  illiam    Esrv    Co. 
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1 Are  spot  tv  rate  increases  entirely  justified  by  additional  viewers 

or  are  they,  in  part,  based  on  the  long  list  of  advertisers  who  seek  spot 

availabilities?     Lester  Krugman,  advertising  manager,  Bulova   Watch  Co. 
2. 

The  methods  t\  stations  use  to  set 

spol  rate-  cannot  be  easily  described. 
\-  a  matter  of  fact,  main  ol  those  fa- 

miliar with  Hie  subject  sa\  that  no  two 
stations  go  about  it  the  same  wa) . 

I  lure  is.  of  course,  a  relationship 
between  rates  and  sets  in  the  area  or 

rates  and  the  station's  audience.  But, 
as  in  all  businesses,  the  balance  be- 

tween tlic  supply  of  the  product  (tv 
time)  and  the  demand  for  it  is  bound 
to  have  some  effect  on  the  price.  And 
there  are  other  factors,  too. 

To  get  some  idea  of  the  connection 
between  rates  and  set  circulation,  spon- 

sor asked  Ward  Dorrell,  research  di- 

rector  of  Blair  Tv,  to  pinpoint  the  re- 

lationship in  graphic  form.  (The  re- 
sulting chart  is  shown  below.  I 

In  explaining  how  he  went  about  it. 

Dorrell  said:  "Obviously,  there  should 
be  some  relationship  between  circula- 

tion and  cost  per  program  or  spot. 

I  veryone  concerned  with  buying  or 
selling  time  would  probably  like  to 

have  a  mathematical  relationship  to  de- 
termine the  cost  of  the  bin  they  are making. 

"To  show  the  relationship  between 
rates  and  circulation — and  by  circula- 

tion I  mean  the  number  of  tv  sets  in 

the  station  area,  not  audience  as  shown 

b\  syndicated  audience  measurement 

reports — I  set  up  a  scatter  diagram. 
Tv  circulation  is  on  the  vertical  scale 

and  the  20-second  Class  "A"  or  "AA" i  in  uncement  rate  is  on  the  horizontal 

[Please  turn  to  page  106) 

IS    THERE    A    RELATIONSHIP    BETWEEN    TV    RATES,    CIRCULATION? 

Chart  below  was  made  by  Ward  Dorrell,  research  director,  Blair  Tv,  to  find  correlation 

between  rates,  tv  sets  in  area.  Each  dot  represents  one  or  more  of  150  mature  tv  stations 
covered  in  study,  shows  intersection  of  announcement  rate,  potential  circulation.  If  rates 

varied  exactly  as  circulation  (that  is,  if  cost-per- 1 ,000  was  same  for  all  stations),  all  dots 
would  lie  in  straight  line.  Dispersed  dots  show  rate  vs.  circulation  varies,  but  tendency  of 

the   dots   to   cluster   around    the    freely    drawn    line    shows    "some''    correlation,    explains    Dorrell 
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What's  the  outlook  for  syn- 
dicated film  in  1955?  George  T. 

LaBoda,  radio  and  tv  director.  Colgate- 
Palmolive  Co. 

Here  are  the  most  frequently  heard 

predictions: •  This  will  be  a  shake-out  year  for 

film  syndicators.  Most  film  executives 
agreed  that  the  big  syndicators  will 
hold  their  own  or  get  bigger  (Ziv,  for 
instance,  will  double  its  yearly  output, 

has  set  a  production  budget  of  $9.5 
million  i.  Some  smaller  firms  may  be 

bought  out  by  bigger  ones  (just  before 
the  end  of  1954  MCA  Tv  bought  Unit- 

ed Television  Programs  for  an  esti- 
mated $1  million-plus).  Some  firms 

will  fold  altogether. 

•  There'll  be  more  syndicated  film 

product  sold  but  the  increases  w:on't be  uniform.  Sales  for  some  may  have 
reached  a  temporary  plateau. 

•  More,  daytime  and  across-the-board 
film  programing  will  be  offered  to 
sponsors,  stations.  Guild  is  launching 

two  new  daytime  quarter-hour  shows 

early  this  year  and  will  offer  more  lat- 
er; Official  is  announcing  a  new  dailv 

15-minute  soap  opera;  Sterling  will 

offer  complete  across-the-board  pro- 

gram packages. 
•  Syndicators  will  emphasize  qualitv 

programs  rather  than  quantity  of  pro- 
duction the  next  12  months.  TPA,  for 

instance,  plans  to  exploit  the  calibre 

of  its  shows,  stressing  plot  and  ston  - 
line.  Screen  Gems  says  syndicators 

must  turn  out  products  comparable  to 
the  best  network  shows. 

Along  with  these  expected  trends, 
which  will  embrace  the  whole  industry, 

there  are  one  or  two  sidelights.  One 

is  the  emergence  of  station-owned  or 
controlled  film  buying  offices,  centrallv 
located  and  similar  to  the  New  York 

department  store  "resident  buyers" 
who  buy  for  retailers  all  over  the  coun- 

try. Main  objects:  (1)  Lower  prices 
for  films  via  volume  purchasing  and 

(2)  ending  the  present  pricing  prac- 
tices whereby  stations  in  markets  of 

similar  size  and  set  saturation  pa)  dif- 
ferent rates  for  film.  And  syndicators, 

rather  than  trekking  out  to  ever)  t\ 

Station  in  the  country,  can  make  sales 
to  a  number  of  stations  within  one 

centrally-located  buying  olfice. 
Two  of  the  film  buying  linns  are 

Station  Films,  Inc..  and  TV,  Inc.,  both 

located  in  New  ̂   <>rk.  There  are  oth- 
ers in  Baltimore  and   New    Haven,  and 

others  are  in  the  formation  sta^e. 
Station     Films.     Inc.,     which     buys 
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product  for  a  select  list  of  20  outlets, 
has  bought  $2  million  worth  of  film 
in  the  past  18  months  and  predicts  a 
substantially  higher  volume  for  the 

next  year-and-a-half  period. 
TV,  Inc.,  was  formed  last  year  at  a 

meeting  of  tv  station  operators  in  Spo- 
kane, Wash.,  and  now  has  about  50 

members.  It  expects  about  100  mem- 

bers by  the  end  of  '55. 
Another  sidelight  on  production. 

Some  film  people  told  sponsor  there'll be  more  films  made  outside  the  U.S., 

possibly  on  Caribbean  islands,  in  Mex- 
ico or  in  Europe.  Reason:  Lower  pro- 

duction cost. 

The  Jamaican  Film  Centre,  for  ex- 
ample, located  in  Kingston,  Jamaica, 

has  signed  Mona  Kent  to  write  a  day- 
time serial  story.  Miss  Kent,  who  cre- 
ated and  wrote  Portia  Faces  Life  for 

many  years,  will  write  about  an  Amer- 

ican family  in  Jamaica.  It's  expected 
that  the  Jamaica  Film  Centre  will  pro- 

duce film  for  U.S.  syndicators  as  well 
as  its  own  series. 

Here,  listed  alphabetically  by  the 

syndicator's  name,  are  comments  made 
by  some  leading  film  firms: 

(Please  turn  to  page  63) 

3. '■  Is  there  any  chance  that  tv 
network  advertisers  will  be  able 

to  add  network  radio  in  non-tv 

markets  only  so  as  to  get  100% 

U.S.  coverage  with  one  network 

buy?  Donald  W .  Stewart,  advertising 

manager,  The  Texas  Co. 

The  idea  of  wrapping  up  complete 
national  coverage  of  the  United  States 

through  some  kind  of  a  combination 

network  radio  and  television  buy  has 
received  a  lot  of  thought  from  admen, 
network  executives. 

Reports  have  cropped  up  from  time 
to  time  of  the  possibility  of  networks 
someday  selling  combined  radio  and 
tv  networks.  And,  of  course,  there  are 

simulcasts  and  taped  radio  versions  of 
television  programs  on  net  radio. 

It's  rarely  been  considered,  a  possi- 
bility to  route  a  radio  network  around 

to  non-tv  areas,  however,  because  of 

costs.  Said  one  network  official:  "We 
would  have  to  carry  the  signal  through 

such  a  complex  line-up  that  it  just 
would  not  pay  to  put  such  a  show  on 

today.  However,  the  question  does 
suggest  the  possibility  of  a  national 
radio  show  going  out  over  a  fairlv 

complete  line-up  of  stations,  with  spon- 

sorship split  up  between  one  advertiser 
who  wants  to  bu\  non-fri  markets  and 

another  advertiser  who  wants  supple- 

mentar)  coverage  in  television  mar- 

kets."' It  was  a  general!)  held  view 
among  network  people  contacted  that 

routing  a  network  completely  around 
t\  areas  would  be  to  costly  without 

some    form   of   split    sponsorship. 
I  se  of  net  radio  and  net  tv  in  com- 

bination via  the  same  show  is  becoming 

I  Please  turn  to  page   1<>7  i 

I  ■  Are  rising  costs  freezing  out 

the  small-  and  medium-sized  ad- 

vertiser   from    tv?     //.    //.    Horton, 

director  of  advertising,  Singer  Sewing 
Machine  Co. 

The  fear  that  advertisers  with  small 

budgets  were  being  frozen  out  of  tv 

by  rising  costs  has  agitated  advertisers 

and  agencies  since  video  began  ex- 
panding more  than  four  years  ago. 

The  buying  side  of  video  pointed 

particularly  to  network  tv  costs  as 
stations  and  sets  increased  and  lineups 

lengthened.  This  current  season,  as 

program  and  time  costs  reached  new 
peaks  and  the  era  of  spectaculars  was 
born,  the  problem  of  the  freezing  out 
of  the  small  firm  seems  to  some  to  have 

more  point  than  ever. 

One  fact  is  pretty  well  agreed  on: 
The  small  advertiser  who  wants  to  be 
on  network  tv  with  a  show  of  his  own 

is  just  out  of  luck.  The  economics  of 

web  video  just  won't  permit  it.  Even 
some  of  the  better-known  tv  clients  find 
a  full  network  show  a  burden  and  have 

to  fall  back  on  alternate  weeks.  (There 

are,  of  course,  network  tv  clients  who 

buy  two  or  more  alternate  weeks  to 

get  audience  dispersion.) 
However,  the  networks  make  the 

point  that  it  is  no  more  necessary  for 
a  small  advertiser  to  have  a  network 

show  of  his  own  than  it  is  for  him  to 

have  a  full  color  page  in  Life  every 
week. 

Just  as  there  are  plenty  of  advertisers 
who  buy  half  a  column  or  less  in  a 

magazine,  so  there  are  plenty  who  buy 

into  the  low-cost  network  participation 
shows.  These  participation  shows,  the 

nrt works  say,  offer  clients  some  of  the 
advantages  of  a  full  network  show 

(such  as  being  able  to  merchandise  the 

star)  plus  some  virtues  that  cannot  be 
found  in  a  full  network  show. 

The  latter  advantages  can  be  sum- 

med up  l>\  the  term  "flexibility."  \\< 
advertiser  can  bu\  in  at  practicalb  a 

moment's  notice.  He  is  not  limited  to 

the  rigidity  of  a  13-week  or  longei 
cycle  but  can  come  in  and  out  as  often 
as  he  wants.  And  his  station  lineup  is 

more  flexible  than  a  regular  show. 

(For  complete  details,  see  "Network 

t\  participation  shows:  a  buyer's 
guide."  SPONSOR,  29  \o\  ember  1964.) 

The  participation  shows  are  dis- 
tinguished Erom  others  by  the  fact  the) 

offer  minutes  for  sale.  There  are  an 

even  half-dozen  of  them  on  the  net- 

works, four  on  NBC  TV  alone.  These 

are  Today,  Home  and  Tonight,  which 

can  be  bought  as  a  package,  and  Pin  I,  \ 
Lee  Show.  CHS  TV  offers  the  Morn- 

ing Sliou  in  competition  with  Today, 
while  I)u  Mont  sells  Paul  Dixon. 

While  none  of  the  shows  are  in  Class 

"A"  time,  they  offer  the  compensating 
advantage  of  pinpointing  specific  kinds 
of  audiences,  such  as  women,  children 

and  the  whole  family.  Two  additional 

shows  of  this  type,  both  intending  to 

capitalize  on  the  do-it-yourself  trend, 
are  expected  to  materialize  this  year 
on  NBC  TV  and  ABC  TV. 

(Please  turn  to  page  108 1 

5 ■  Do  radio  commercials  today 
have   the   same    impact   as   before 

tv?    Samuel  Winokur,  vice  president. 
Seeman  Bros. 

"On  the  radio,  you  have  your  minute 
and  you  have  your  chance.  The  impact 

you  get  depends  on  what  you  do  with 

these."  So  spoke  one  adman  (Charles 
H.  Ramsey,  Vice  President,  Berming- 
ham,  Castleman  &  Pierce)  recenth  to 
SPONSOR. 

And  this  about  sums  up  what 
SPONSOR  found  in  an  opinion  roundup 

of  agency  and  research  executives  on 
the  subject.  When  meaningful  and 

properly  built,  radio  pitches  can  be 

as  impactful  as  ever,  went  the  con- 

sensus, and  in  some  instances,  com- 
mercials are  considered  more  effective 

today  than  several  years  ago.  (This 

does  not  apply  to  their  circulation 
but  rather  to  effect  on  listeners. 

\\  ith  the  content  (and  the  over-all 

"ear  picture")  of  the  commercials 
agreed  to  be  all-important,  other  factors 

cited  as  affecting  content — and.  in  turn, 

impact — were: 
•  The  unique  position  of  radio  with 

regard   to   the   listener — it-    closeness, 
(Please  turn  to  page  1081 
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How  /W7  admen  composed  "This  Olc  House"  parody  for  Ford  dealers 
Guitar-strummer  Dwight  Davis,  JWT  radio-tv  copywriter,  and  would-be  crooner  Joe  Stone, 

a  Ford  copy  group  head,  wrote  parody  of  "This  Ole  House,"  which  kicked  off  one  of  1954s 
biggest  spot  radio  saturation  campaigns.  Ford  dealers  spent  over  $10,000  for  the  e.t.  and  better 

than  half  million  for  time  on  about  1,800  stations.  It  took  agency  six  months  to  complete  pro- 

duction, as  obstacle  after  obstacle  turned  up.  At  the  last  moment,  mother-to-be  star  became 

ill    and    it    appeared    impossible    to    record.      Recording    was    finally    done    from    a    wheelchair 

40 

The  diary 
Idlers    Sllld    wires    from 

by  Herman  Land 

g   he  Fold  jingle  sung  l>y  Rosemary 

(  loonex  to  tlu-  tune  of  her  "This  Ole 

House"  record  deserves  a  prominent 

place  in  the  "Hit  Parade"  of  1954's 
singing  commercials. 

It  may  have  heen  exposed  more 

quickh  to  more  people  than  am  other 

jingle  of  the  past  few  years  for  it  was 
a  featured  part  of  the  gigantic  Ford 

saturation  campaign  introducing  new 
models  this  fall.  The  campaign  was 

bunched  for  effect  into  two  weeks,  in- 

volved more  than  100,000  announce- 
ments on  over  1,800  stations.  (Time 

cost:  well  over  half  a  million  dollars.) 

The  jingle  has  significance  for  more 
than  the  mere  volume  of  its  audience 
or  the  fact  that  it  was  received  with 

foot-stomping  enthusiasm  by  Ford 
dealers.  It  represents  the  use  of  spot 

radio  in  a  way  which  has  excitement, 

glamor,  word-of -mouth  oarry-over — 
men  handisability  to  a  dealer  force. 

Though  the  singing  commercial 

dates  back  to  the  1920's  (sponsor,  13 
December.  1954,  page  34) ,  some  ad- 
vertisers  have  only  recently  begun  to 
discover  the  extra  excitement  values 

the)  can  create  when  the\  use  music 
and  lyrics  so  listenable  they  become 

accepted  as  popular  songs.  Many  jin- 
gles based  on  original  music  have 

achieved  this  status  (a  Station  Repre- 
sentatives  Association  presentation 

now  making  the  rounds  among  admen 
puts  oxer  a  dozen  examples  on  tape). 

Bui  the  J.  Walter  Thompson-originat- 
ed Ford  jingle  approached  the  same 

problem  through  a  different  route: 
l\\  I  chose  a  record  with  a  well  known 

>inginu  -i.ii  before  it  became  a  hit. 

hired  the  same  stai  to  record  a  com- 
mercial parody,  wailed  expectantly  for 

the  sales  figures  to  come  in  on  prog- 
ress of  the  record. 

By  the  time  the  new  Fords  were  un- 
veiled on  11  November.  Rosemary 

(  looney's  "This  Ole  House"  (on  the 

Columbia  label)  was  No.  2  in  national 

popularity.  Ford  had  ridden  a  winner. It  not  onlv  had  a  commercial  which 

was  itself  bighrj  listenable  but  one 
which  had  already  become  cheerfully 

SPONSOR 



ird's  'This  Die  House"  jingle i oil  story  of  commercial  which  cost  810.000.  look  six  inonllis  to  produce 

familiar   to   the    I  .S.    Listening    public. 

As  to  results  at  point-of-sale:  Deal- 
ers reported  the  greatest  crowds  in 

history  filling  showTooms.  The  gag 

went:  "Please  get  some  of  the  people 
out  of  here  so  I  can  sell  cars." 

To  get  the  story  of  how  the  Rose- 
mary Clooney  jingle  was  put  together, 

sponsor  spent  four  days  at  JWT  in 
New  York  and  at  the  offices  of  Colum- 

bia Records  whose  "Mitch"  Miller  pro- 
duced hoth  original  and  the  commer- 

cial versions  of  "This  Ole  House." 
The  commercial  cost  $10,000 

through  to  the  master,  took  six 

months  of  hectic  planning  and  ar- 

rangement-making from  the  idea  stage 
to   finished  disks. 

Among  the  notable  lessons  to  be 
found  in  the  story  is  that  he  who  seeks 

to  tie  in  with  the  big-time  glamor  push 
name  talent  can  lend  must  be  prepared 

for  hub-ub- — whether  it's  a  tv  show  or 
a  radio  jingle.  Also  significant  is  the 

flexibility  which  tape  recording  plus 

expert  coordination  provide — helping 
to  solve  problems  created  by  tight  tal- 

ent schedules.  In  this  case  there  was  a 

particular  complexity  :  Rosemary  Cloo- 
ney was  expecting  a  baby,  was  con- 

fined to  a  wheelchair  when  the  record- 

ing date  fell   due. 

sponsor  dug  deep  into  the  files  at 
JWT,  has  pieced  together  the  story  of 

the  "This  Ole  House"  jingle  in  terms 
of  the  letters,  and  telegrams  exchanged 
between  New  York,  the  West  Coast 

where  the  jingle  was  recorded,  and  the 
Detroit  office  of  JWT. 

The  jingle  hit  the  air  in  October 

but  it  was  back  in  Ma\  of  1 ').")  1.  that 
the  idea  of  using  Roseman  Clooney 

was  f i  r — t  discussed  seriousb)  at  a  three- 
day  meeting  in  Detroit  among  JWT 
field  reps  on  the  Ford  dealers  account. 

We  pick  up  the  story  with  a  note 

written  b)  Ford  radio-tv  programing 
head  Bob  Ballin  shortly  after  the 
agencymen  returned  to  New  York. 

(Senders  and  recipients  of  corre- 

spondence are  identified  initially  in 
letters  below  which  have  been  edited 

with   J\\  I  g  permi  —  ion.) 

10  JANUARY   1955 

May  16,  1954 

Jack  Reeser  'JWT  a  e  in  Detroit* 
Dear  Jack: 

The  three-day  session  of  our  field 
reps  in  Detroit  was  hectic  and  stimu- 

lating as  always  and  .  .  .  here  are  some 
of  the  highlights  of  current  thinking 

1.  II  will  be  a  saturation  approach 
bunching  a  great  number  of  messages. 

2.  This  office  will  prepare  recorded 

anouncements,  both  singing  and  talk- 
ing, for  you  to  present  to  your  dealer 

committees. 

3.  We  will  make  a  special  effort  to 
get  Rosemary  Clooney,  as  discussed. 
Joe  Stone  is  starting  work  on  this. 

Robert  V.  Ballin  (head  of  Ford 
RADIO-TV    PROGRAMING    AT    JWT) 

»  »  * 

May  18,  1954 
Robert  V.  Ballin,  New  York 
Dear  Bob: 

The  more  we  consider  the  Rosemary 

Clooney  tie-up  out  here  the  better  we 
like  it.  The  dealers  remember  her  out- 

standing job  for  us  in  1952  when  she 
socked  home  the  Ford  version  of 

"Come  On  a  My  House."  We  have  felt 
that  the  technique  of  tying  in  with  a 

popular  number,  either  current  or  re- 
vival, gives  us  plus  values  that  are  un- 

beatable, even  if  not  precisely  measur- 
able. We  had  fine  results  with  the 

Mills  Brothers'  rendition  in  1953  of 
"Glowworm."  Rosemary  Clooney  is  one 
of  the  top  vocalists  in  the  field  today 
and  if  the  right  combination  of  song 
and  production  can  be  attained,  I  have 

a  feeling  we'll  have  a  winner.  .  .  . 
Jack  Reeser 

»       •       » 

May  22,  1954 

Jack  Reeser,  Detroit 
Dear  Jack: 

Status  of  the  Rosemary  Clooney  ne- 
gotiations: We  are  running  into  a 

problem.  Stars  today  are  afraid  to  as- 
sociate themselves  too  strongly  with  a 

particular  product  when  competitors 
sponsor  important  tv  shows.  They  fear 

being  cut  out  of  lucrative  guest  ap- 
pearances. Toast  of  the  Town  is  an 

important  show  of  this  type.  We 
should  be  able  to  assure  Rosemary 
that  doing  a  Ford  commercial  will  not 
cut  her  off  from  this  show. 

Mitch  Miller,  of  Columbia  Records, 

is  going  to  talk  with  Ed  Sullivan.  As 

( /'lease  turn  to  page  97) 

Rosemary  Clooney   recorded    original   version    of   "This    Ole    House,"   which    reached    hit   status 
by  time    1955    Fords   were   unveiled.     Bearded    Mitch    Miller,   Columbia    Records,    was    producer 
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Jilll  Boerstt  Publisher  of  "Spot  Radio  Report"  and 
"Factuary"  plans  to  work  with  Rorabaugh  to  bring  out  quar- 

terly "Spot  Radio  Register"  based  on  questionnaires  to  some 
700    stations.       Report    would    be    basis    for    dollar    estimates 

1%.  C.  Rorabuilffh:  Veteran  fact-gatherer  in  spot  field, 

"Duke"  Rorabaugh  uses  questionnaires  to  survey  250  stations 

for  his  present  "Spot  Tv  Report'  and  dollar  spending  pro- 
jections.     This    tv    success    may    help    new    radio    report 

Spot  radio  spending: 
out  in  the  open  in  1  ? 

Proposed  services  will  provide  dollar  figures,  ratings,  campaigns 

i^linl  radio  is  still  a  tipster's  para- dise, 

tF\  ou  didn't  hear  this  from  inc. 
Jack,  a  rep  salesman  may  tell  an  im- 

portant timebuyer,  lowering  his  voice 

cautiously,  "but  did  you  know  that  a 
certain  new  detergent  you  know  the 

I  mean  has  been  checking  avail- 
abilities in  all  of  the  major  markets 

in  the  East?" 

"^  eah  ?  says  the  timebu)  ei .  rais- 
ing an  eyebrow  in  approved  sp)  thi  ill- 

er  ii adil ion. 
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by  Charles  Sinclair 

"Gol  it  straight  from  their  agency 

(his  morning.  It's  going  to  be  an 
eight-week  saturation  campaign.  After- 

noon disk  jockej  shows.  Mind  you, 

this  is  not  official.  .  .  ." 
\nd  so  it  goes.  Bui  noliodx  seems 

to  <'ii|o\  these  cloak-and»dagger  tactii  s. 

"If  there  s  one  question  from  clients 
I    hale   more   than    an\    other.      was    the 

typical  comment  of  Donahue  S  Coe 

timebuyer  Evelyn  Jones.  "That's  the 
y(>]  question  which  goes  'What  is  our 
<  ompel  ii  ion  doing  in  spol  i  adio? 

(her  and  oxer  again,  in  a  spot  check 

of  leading  agcne\  radio  hmers  in 
\eu  York,  sponsor  heard  such  reac- tions. 

I  he  reason  is  eas\  to  find.  Spot  ra- 
dio, which  hilled  well  over  the  $125 

million  maik  In  L954,  is  still  the  least- 

reported  ol   the  leading   ad   media. 

Want  to  know  who's  Inning  what  on 
the  major  radio  and  l\  networks? 

Check  with  the  networks'  program schedules  and  station  lists.  Want  to 

know  how   much  the  countrj  s  leading 
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clients  spent  last  year  for  magazines 
or  network  shows?  Check  with  P.I.B. 

The  top  spenders  in  new -papers? 
Check  Media  Records.  \\  ho  are  the 

top  clients  in  spot  television?  Check 
with  \.  C.  Rorabaugh. 

Want  spot  radio  data?  Go  hunt  for 
it.  And  be  prepared  to  devote  a  lot  of 
time  to  the  chase. 

There's  still  no  central  source  of 

"activity"  information  in  spot  radio. 
You  can  get  a  certain  amount  of  gen- 

eralized data  from  the  RAB  and  the 

Station  Representatives  Association. 
But  detailed  information  lies  behind 

an  iron  curtain  of  client-imposed  se- 
crecy. 

The  fact  that  spot  radio  information 
has  to  be  tracked  down  cloak-and- 

dagger  fashion  however  doesn't  stop 
people  from  trying. 

"Our  biggest  spot  client,  Procter  & 

Gamble,  doesn't  give  out  any  details 
of  its  spot  radio  campaigns.  But  that 

doesn't  stop  P&G  from  putting  the 
heat  on  us  to  find  out  what  its  com- 

petitors are  doing,"  a  Compton  staffer admitted. 

But  there  are  a  number  of  hopeful 
signs  that  much  of  the  Foreign  Intrigue 

may  be  removed  from  spot  radio  fact- 

finding this  \ear. 
As  this  issue  of  sponsor  went  to 

press,  these  were  major  spot  radio  re- 
search developments: 

•  Spot  Radio  Register:  Jim  Boerst, 

publisher  of  the  monthly  Spot  Radio 

Report  l  which  covers  sonic  300  ac- 
counts at  CO  agencies)  and  the  F actu- 

ary, has  plans  for  a  new  spot  radio 

data-gathering  sen  ice.  As  Boerst  out- 

lined it  to  sponsor,  it  will  be  "a  quar- 
terly report,  from  which  can  be  de- 

termined dollar  expenditures  in  spot 

radio,  based  on  information  gathered 
from  a  cross-section  list  of  some  600- 

700  radio  stations."  In  producing  this 
report,  to  be  called  Spot  Radio  Regis- 

ter, Boerst  will  work  in  conjunction 

with  N.  C.  "Duke"  Rorabaugh,  who 
publishes  his  own  spot  tv  report,  and 
who  used  to  put  out  a  report  on  spot 

radio.  Work  on  the  data-gathering, 

says  Boerst,  will  start  "immediately." 
At  presstime,  Boerst  set  the  tentative 
target  date  for  March  1955.  Cost  to 

agencies:  approximately  830  per  quar- 
terly report. 

•  A.  C.  Nielsen:  With  the  local- 

level  "Nielsen  Station  Index"  ratings 
launched,  the  Nielsen  research  firm  is 
now    considering    the    addition    of    a 

monitoring  and  data-gathering  service 
to  the  NSI  ratings.  Since  early  last 

year,  Nielsen  has  had  a  purchase  op- 
tion on  Broadcast  Advertisers  Reports, 

Inc.  of  Darby,  Pa.  As  outlined  b)  Niel- 

sen executives,  the  additional  service — 
if  it  is  accepted — would  go  like  this: 
Radio  and  tv  outlets  in  New  York, 

Philadelphia,  Chicago  and  Washing- 
ton would  be  monitored  on  tape.  Later, 

the  tapes  —  each  covering  a  week's 
worth  of  broadcasting  —would  be  gone 

over  by  Nielsen  researchers.  Eventual- 
ly, a  list  of  spot  radio  and  tv  activity 

would  be  prepared,  broken  down  by 

advertisers,  then  by  stations  in  the 
market,  then  by  type  of  activitj  and 

frequency.  The  service,  as  a  Nielsen 

executive  voiced  it,  "might  be  expand- 
ed to  cover  all  major  markets — if  the 

clients  want  it."  Target  date:  "not 

definite." 

•  Hooper:  Prior  to  the  tragic  death 
of  the  late  C.  E.  Hooper,  the  veteran 
researcher  had  put  in  motion  a  plan  to 

combine  local  ratings  with  data  on 

spot  broadcasting.  The  plan  is  still  on 

the  books  at  the  Hooper  firm.  As  de- 
scribed to  sponsor,  the  new  service — 

tentatively  titled  Hoopereports — would 
(Please  turn  to  page  104) 

The  ''Big  Money"  ill  spot:  Chart  below,  prepared  by 

N.  C.  Rorabaugh,  highlights  need  for  brand-by-brand  data  on 

spot  radio  spending.  Chart  shows  how  a  number  of  key  brand 

categories  have  increased  or  decreased  spot  radio-tv  spending 

over  15-month  period.  Total  figures  for  period  in  spot  tv 

topped    $25    million;    in    spot    radio,    $11    million.     Figures    are 

net  (not  gross)  for  time  only,  were  computed  by  using  maxi- 

mum frequency  discount  rates  on  stations  used.  Data  was 

gathered  by  surveying  a  cross-section  of  stations  and  reps. 

Brands  in  study  included  those  of  Colgate,  Lever,  P&G,  Mon- 

santo, Manhattan,  Babbitt,  Pels,  Charles  Antell,  Jergens, 

Mrs.     Tuckers,     Swift,     Best     Poods,     Standard     Brands,     Block 

ESTIMATED  EXPENDITURES— NET  FOR  TIME  ONLY 

ST — Spot    tv SR — Spot   radio 
Q    19 

$$m 3RD    Q    1953 4TH    0.    1953 
1ST    ft    1954 

a  i9 
2NDt  j\t!954 

3RD    ft    1954 

TOTALS 
TOTALS 

ST 
SR 

2.963.951 

3,105,566 

4.235.541 

3,105,566 
5,183,224 
2,177,231 6.26-1  S2S 1,767,301 

to  a  r 

DETERGENTS 
ST SR 

874,658 

1,484,199 
1,399,101 
1,484,199 

1.157,160 

1,063,017 
2,327,278 694,824 

1,956.1(10 
580,601 

TOILET  SOAPS 
ST 
SR 

297,242 
338,575 

273,272 
338,575 

240,479 

35,219 

305,530 

95,332 

402,078 

131,620 

SHORTENINGS ST 
SR 

92,946 
97,558 

97,620 
97,558 

158,843 

67,595 

209,014 

56,459 
269.440 

69,686 
MARGARINES ST 

SR 42,942 
318,195 

514,836 
318,195 

1,084,022 
243,569 

722,793 
196,128 

240,816 

69,206 
DENTIFRICES ST 

SR 
569,842 
501,488 

1.024,254 
501,488 

1.597,352 
143,872 

1,612,558 
399,283 1,879,553 308,587 

HOME  PERMANENTS 
ST SR 

663.421 
22,583 

415,415 

22,583 
337,381 

19,117 

699,289 

5,722 

931,765 

5,807 SHAMPOOS ST 
SR 

422,900 
342,968 

511,043 
342.1(68 

607,987 

3(M  sr_» 

388,366 

319.:.."..". 

705,902 311,289 

6,385,654 1,476,796 



Sunbeam:  from  nothing  to 
on  t  v  in  two  years 

Trail  if ionallv    lit»a\  v   magazine   advertiser   now    uses   tv   as    major  medium 

1 

A  I  lew  \car.-  ago  the  Sunbeam  Corp. 
of  Chicago  was  virtually  unknown 

among  air  advertisers.  Today  it  is 

(nit-  nt  i\'-  big  spenders,  its  program- 
ing varying  from  daytime  exposure 

via  The  Home  Shot*  to  the  lavish  and 

.  ostly  Sunday  night  spectaculars  on 
NBC.  Of  an  estimated  1955  ad  bud- 

gel  ol  $6,000,000,  about  509!  is  allo- 

cated to  tv:  30'  '<  In  the  company's 
formerly  dominant  medium,  maga- 

zines:  I.';'  !    i"  newspapers. 
Association  with  such  tv  innovations 

as  a  daytime  magazine  of  the  air  and 

the  $320,000  spectacular     which  it  co- 

sponsors    with    Hazel    Bishop     might 

stem  surprising  for  an  old  conserva- 

tive company  whose  advertising  has  al- 
\\a\s  avoided  the  sensational  in  favor 

of  tin  long-range  approach.  Yet  the 
currenl  tv  pattern  is  quite  in  keeping 

with  the  ad  pattern  worked  out  over 

the  years  in  other  media. 
Here  is  how  the  magazine  approach 

is  applied  by  Sunbeam  to  tv,  accord- 
ing to  \1  \\  iddifield.  \.p.  in  charge  of 

advertising    and    sales    promotion: 

I.  Participations  in  NBC's  Home 
Show  correspond  to  insertions  in  the 

women's    magazines. 

Elliot   Saunders    (r)    director   of    N.   Y.    office    of    Perrin-Paus,    and    associate    Tye    Robinson 

produce   commercials.    They   are   shown   here   during    rehearsal   of   recent    NBC   spectacular 

Tv  color  production  still  in  a-b-c  stage,  is  view  ot  agency  director 
There  U  n<>  royal  road  to  color  production  on  t>.  is  view  of  Elliot  Saunders 

who  co-produces  Sunbeam  commercials  for  Perrin-1'aus.  Il<-  feel-  that  pres- 
ent stage  of  art  means  much  trial  ami  error  before  industry-wide  standards 

are  achieved.  Much  ha-  to  he  learned,  lor  example,  about  color  idiosyn- 
cracies  of  various  foods.  Saunders  lin<l-  that  hamburgers  and  hams  are 

unphotogenic,  while  pork  chops,  chicken  and  bacon  <h>  better  before  the 

i\  cameras.  4gencj  retains  Video  Vitals  to  prepare  dishes  for  i\  use. 

Saunders  estimates  it  takes  about  twice  as  long  as  black  and  white  to  do  a 

eolor  commercial  lixe.  and  i-  much  more  expensive,  though  costs  are  com- 

ing down.  For  best  results  he  advises  working  close!}  with  network  techni- 
cians. I  iloi  presents  other  problems  arising  from  unpredictable  response 

of   t\    system   to   lome   hue-. 

44 

2.  Sponsorship  ol  the  weekly  fam- 

ily-type show  such  as  the  same  net- 
work's Ethel  &  Albert — whose  fate  is 

now  in  question — is  equivalent  to  reg- 
ular appearances  in  the  family-appeal 

publications. 3.  The  NBC  spectaculars  perform 
the  same  basic  function  as  the  color 

spreads  in  Life  and  The  Saturday  Eve- 

ning I'ost:  they  provide  powerful  mer- 
chandising to  the  all-important  dealer-. 

Sunbeams  first  serious  tv  exposure 
did  not  come  until  early  1953  with 

sponsorship  of  Bill  Henry's  Window Out  of  Washington  program.  In 

March,  the  company  became  the  fir-t 
to  sign  up  for  The  Home  Show,  and 
added  Ethel  &  Albert  in  May.  And 

along  with  Hazel  Bishop  Sunbeam  wa- 
in on  the  first  NBC  color  spectacular 

in   September  1954. 

Behind  this  combination  of  long- 

range  consumer  and  high-point  dealer 

promotion  lie  over  50  years  of  experi- 
ence  in  the  "traffic,"  or  small,  appli- 

ance field.  Sunbeam  does  not  expect 

immediate  results  from  advertising, 

hut  is  content  to  let  it  pa\  off  over  a 

period  of  time  hecause  of  what  its 
market    research   has   turned    up. 

The  es-ential  lesson  learned  is  that 

the  company's  products  Coffeemas- 
lei.  Shavemaster,  Electric  trypan,  Bot- 

tle warmer.  Toaslmaster  and  other 

small  appliance-  are  not  impulse 
items.  Nor  are  they  bought  regularly 

to  satisf)  everyday  consumer  needs. 

for  thej  are  in  the  "planned  purchase" class.  They  are  purchased  primarily 

on  "the  gift  Inning  occasion,  around 

(  hristmas,  Mother's  Day  and  other holiday  s. 

\-  loi  the  mosl  effective  form  of 

advertising,  Sunbeam  is  convinced  thai 
word-of-mouth  recommendation  has 
done  more  than  anything  else  to  build 

the  company's  reputation.     I  hese  two 
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Kn* «a'^B  ̂  H" »- 
Sunbeam  Color  Spectaculars  Network  on  NBC-TV 

90  Sli  1954 

OVER  40-MILLION 
VIEWER   IMPRESSIONS 

P£K  SPECTACULAR 

3  Spectaculars  between  Sept  and  Christmas 

1 
3 

Sunbeam   is   a   fervid    proponent   of   merchandising,    works   diligently   to  of    sales    promotion     power    which    is    useless    unless    the    little    dealer 

keep    its    200,000    dealers    across    the    country    well    informed    on    the  reaches    up    and     plugs    into    it.     Tv    in    particular    has    proved    highly 

company's   advertising    programs   through   elaborate    presentations    like  merchandisable,    the    company    finds.     Dealer    response    to    first    color 
the   one    pictured.    Company   thinks   of   ad    efforts   as   a    national   cable  spectaculars  as  special  show-debut  meetings  was  great,   Sunbeam  says 

factors  are  both  reflections  of  the 

firms  emphasis  on  quality,  Sunbeam 
believes.  By  sticking  to  the  quality 

idea  and  never  permitting  its  products 
to  enter  into  price  competition.  Ad 

Manager  Widdifield  states,  the  com- 

pany has  been  successful  in  maintain- 
ing an  association  with  product  su- 

periority  in   the   public    mind. 

Sunbeam's  buying  pattern  presents 
a  tough  advertising  problem.  You 

work  the  whole  year  building  impres- 

sions, hoping  they  will  pa\  off  on  "the 
gift  buying  occasion.  However,  since 

there  are  only  a  few  peaks  in  the  pur- 
chasing curve,  and  they  represent  the 

results  of  accumulated  impressions 
rather  than  of  short-term  intense  cam- 

paigns, how  do  you  determine  wheth- 
er  vour   advertising    is    working? 
Neither  Sunbeam  nor  its  agen<\ . 

Perrin-Paus  of  Chicago,  have  read) 
answers.  Even  though  he  has  been 

associated  with  companj  since  1930. 

Widdifield  is  still  groping  for  accur- 
ate measurements  of  ad  effectiveness. 

"I  n fortunately."  he  says,  ''advertising 
for  us  cannot  be  an  exact  science.  Fig- 

ures, ratings,  and  the  like,  are  helpful, 
but  in  the  final  analysis,  one  lias  to 
fly    by    the   seat    of    the    pants,    so    to 

10  JANUARY   1955 

speak,  and  hope  his  judgment  is 
right.  What  it  comes  to  in  the  end. 

I  suppose,  is  common  sense.  Out  of 
a  mass  of  experience  we  try  to  arrive 
at  a  few  conclusions.  In  the  long  run. 
1  imagine  that  what  we  are  actual!) 

trying    to   build    is   demand   motivated 

Team  that  guides  Sunbeam  ad  program:  left, 

Earl  Perrin,  president  of  Perrin-Paus  agency, 
Chicago,  and   Sunbeam   ad   mgr  Al  Widdifield 

b\     consumer    acceptance    and    good- 

\\  ill." 

That  there  has  been  considerable 

goodwill  created  in  the  past  generation 

i-  evident  from  Sunbeam's  volume  rise 
lion.  $2,500,000  in  1930  to  $80,000,- 
000  iii  1953.  The  companj  claims  to 
be  number  one  in  the  traffic  appliance 

field,   standing    well    in    front   of  Gen- 

eral Electric  and  Westinghouse.  It  es- 
timates that  Sunbeam  appliances  are 

being  used  in  about  25,000,000  Amer- 
ican homes.  Unit  output  is  tremend- 
ous; the  company  expects  it  may  equal 

ibis  year's  combined  total  production 
of  all  U.S.  automobile  manufacturers. 

What  adds  to  the  difficult)  of  evalu- 
ating the  role  of  advertising  in  this 

growth  story  is  its  policy  of  allowing 
sales  and  promotion  to  rise  together. 

Sunbeam  does  not  believe  in  the  spe- 

cial '"splurge'  designed  to  make  a 
quick.  Hash  impression.  Sales  and  ad- 

vertising are  treated  as  two  sides  of 
the  same  coin.  This  is  one  of  the  main 

reasons  why  Sunbeam  is  not  to  be 

found  among  spot  air  advertisers;  in 
addition  it  believes  in  demonstration 

and  regards  the  short  announcement 
period  as  insufficient. 

Still,  Sunbeam  i>  convinced  of  the 
effectiveness  of  tv  and  feels  that  the 

medium  nun  make  possible  a  basic 

change  in  buying  patterns  thai  will 

affect  the  company's  future  develop- 
ment to  some  extent.  Karl  Perrin. 

presidenl  "I  Pen  in-Paus  agenC)  .  H  hich 
has  handled  the  Sunbeam  account  for 

22  years,  states  that  Sunbeam  will  con- 

i  Please  turn  to  page  ')]  i 
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How  big  is  the  audience  for  jour  i 
M  ou  get  a  different  answer  from 
ever)  source  when  you  ask  how  big  an 
audience  tv  commercials  get. 

•  Said  a  drug  firm  v.p.:  "We  figure 
rough!)  thai  50r;  of  our  program 

viewers  see  the  average  commercial." 
•  Said  a  McCann-Erickson  executive: 

"We  make  it  something  like  60%  or 
better — though  wed  rather  duck  the  is- 

sue with  clients,  since  the  yardsticks 

have  been  very  rough." 
•  Said  the  managing  editor  of  TV 

Guide,  Merrill  Panitt:  "Our  reader 
mail  shows  us  that  not  all  viewers  like 

all  commercials  by  any  means.  But 
most  viewers  realize  the  necessity  for 

sponsorship  and  watch  the  commer- 

cials." •  Said  a  media  analyst  at  Benton  & 

Bowles:  "It  depends.  Full-sponsorship 
commercials  probably  hit  almost  all  of 
those  who  tune  six  minutes  or  longer. 

Participations  reach  the  equivalent  of 

the  show's  average  audience. 
•  Said  Oscar  Katz.  research  director 

Is c  o m  e  r  c  i  a 

of  CBS  TV:  "We  assume  that  the  pro- 
gram's audience  is  virtually  the  same 

as  the  commercial  audience  in  most 

cases.  And  most  of  our  CBS  TV  spon- 

sors seem  to  agree  with  us." Last  week  NBC  TV  released  to 

SPONSOR  results  of  a  $6,000  pilot  study 

which  helps  to  answer  the  question. 

Here,  for  the  first  time,  are  its  high- 

lights: 
1 .  The  study  showed  far  more  peo- 

ple were  reached  by  a  network  tv  com- 
mercial than  admen  generally  believed. 

In  the  total  audience  of  a  full-sponsor- 

ship program,  94.4%  of  the  viewers 
were  reached  by — that  is,  remembered 

having  seen  on  tv — at  least  one  of  the 

program's  commercials. 
2.  A  little  more  than  two-thirds — 

67.2  % —  of  program  viewers  were 
reached  with  all  of  the  commercials  in 

the  program.  That  this  figure  is  lower 

than  the  figure  for  at  least  one  com- 
mercial, NBC  TV  feels,  is  largely  due 

to  normal  turnover  in  the  tv  audience 

during  the  show. 

3.  The  average  commercial  in  the 

full-sponsorship  show  under  study 

reached  about  80%  of  the  total  audi- 
ence,   including   those  who   have   only 

watched  for  a  few  minutes. 

4.  Few  people  are  so  thankless  to- 
ward television  advertisers  that  they 

deliberately  used  commercial  segments 

as  an  excuse  to  "take  a  break."'  Only 
2.6%  of  the  sample  interviewed  in  the 

M'.C  I V  study  said  they  avoided  all 
of  the  commercials  in  a  network  t\ 
show. 

The  findings  may  prove  surprising 

to  many — particularly  to  industry  ex- 
ecutives who  have  long  pegged  the 

figures  at  lower  levels  on  the  basis  of 

their  own  "seat-of-the-pants"  conclu- 
sions. 

They  are  likely  to  produce  no  joy 

among  printed  media  salesmen  who 
have  often  argued  that  the  majority  of 

t\  \  iewers  miss  the  advertiser's  expen- 
sive, carefully  produced  commercials. 

Anticipating  discussion  and/or 

counter-blasts,  NBC  TV  has  been  care- 

ful to  label  the  study  "an  experimental. 
'pilot'  job — relating  to  one  broadcast  of 

one  program."  In  addition.  NBC  TV 
has  not  set  about  promoting  the  study 

in  agency  circles  as  the  definitive 

answer  but  rather  as  "a  useful,  inter- 
esting study  that  might  be  the  proto- 

type of  extensive  future  research." 

NEW  CAR  COMMERCIAL -RECOGNITION  AND  RECALL 
FULL  PART  AVERAGE. 

PROGRAM         PROGRAM  ALL 
VIEWERS  VIEWERS  VIEWERS 

7.     Recognized  commercial  90.6%      53.4%     78.9% 
i  u  hen  shown  it) 

2.     Recalled  commercial        68.9%     30.8%     53.2% 
I  without  seeing  it) 

%   by  which  "recognition"  tops  "recalF':  48.3% 

New  car  commercial  in  pilot  study  done  on  DoSoto's 

"You  Bet  Your  Life"  (Groucho  Marx)  scored  almost 

50%  higher  than  in  non-visual  "recall"  technique  when 

film   clips   of  show  were   shown   in   six-city   Starch   check 
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iiiiiiiti  ial  ? More  than  94%  of  viewers  saw  at  least  one  of  test  pro- gram's eoiiimereials,   new    NBC   "pilot"   study   shows 

The  study  is  the  most  thorough  of 
its  type  to  date,  utilizes  a  new  research 
technique  in  evaluating  the  extent  to 
which  viewers  remember  commercial-. 

It's  an  important  guidepost  in  the  not- 
so-new  search  by  admen  for  a  figure 
that  shows  just  how  many  people 
actually  saw  a  tv  commercial. 

(It's  interesting  to  note  that  the 
problem  of  commercial  attentiveness  is 

not  as  pressing  in  radio.  In  fact,  the 

situation  is  just  the  reverse.  As  Har- 
per Carraine.  CBS  Radio  research  di- 

rector, told  sponsor:  "You  don't  have 
to  be  watching  radio  to  be  reached  by 

its  commercials.  Radio  follows  people 

all  over  the  house — particularly  since 
the  trend  to  multi-set  homes  began.  It 

doesn't  matter  if  radio  listeners  are  do- 
ing something  else  while  a  commercial 

is  on — they're  reached  anyway.  Our 
own  experimental  research,  made  over 

a  period  of  time,  shows  clearly  that 

the  'average  audience'  of  a  network 
radio  show  is  the  same  as  'average 
commercial  audience.'  This  is  one  of 

radio's  great  sales  values.") 

Background:  How  many  viewers  see 
commercials  is  a  hot  issue  for  admen 

concerned  with  close  measurement  of 

tv's  cost  efficiencj . 

Former  Borden  ad  manager  Henry 

Schacte,  now  a  v. p.  of  the  Bryan  Hous- 

ton agency,  told  sponsor:  "We  have some  idea  of  viewing  attentiveness  to 

commercials  from  looking  at  studies  \w 

Gallup-Robinson  which  attempt  to 

measure  how  well  viewers  can  'play 
back'  the  sales  points  in  commercials 

a  day  or  so  later.  But  we  don't  really 
have  accurate  figures  on  how  many 

people  altogether  were  reached  l>\ 
commercials — and  we'd  be  most  inter- 

ested in  research  on  this  topic.'' 
A  policy-level  v. p.  of  Young  & 

Rubicam,  1954  leader  in  broadcast 

advertising  billings,  stated:  "If  the 
average  viewer  is  a  'Vanishing 
American'  during  tv  commercials,  we 
certainly  want  to  know  it.  It  affects 
the  balance  necessary  between  video 

and  audio  selling  techniques  in  com- 
mercials we  create  for  our  network  tv 

clients.  Therefore,  we  plan  to  make 

this  problem  a  part  of  our  1955  tv 

research  projects." 
There's  nothing  new  about  the  prob- 

lem, either. 
From  the  earliest  days  of  audience 

Hugh  M.  Beville,  Jr.,  NBC  TVs  Director  of 

Research  &  Planning,  feels  study  provides 

indication  that  very  few  people  avoid  tv  com- 

mercials   and    two-thirds    see    all    commercials 

measurement,  researchers  have  sought 

to  check  on  commercial  listening  and 
more  recently  commercial  viewing. 

Checking  sponsor  identification,  for 

example,  has  long  been  a  feature  of 
the  research  techniques  of  Hooper  and 
Pulse  in  radio,  and  Trendex  and  ARB 

in  television.  For  years  Nielsen  carried 

a  "Commercial  Minute  Rating"  in 
radio,  dropped  it  about  four  years 
ago  since  it  almost  always  equaled  the 

general  audience  level  of  the  show. 
NBC  and  CBS  radio  webs,  Politz  and 

(Please  turn  to  page  93) 

USED  CAR  COMMERCIAL -RECOGNITION  AND  RECALL 
FULL  PART  AVERAGE. 

PROGRAM         PROGRAM  ALL 

VIEWERS  VIEWERS  VIEWERS 

f.     Recognized  commercial  89.3%     68.5%     82.8% 
(when  shown  it) 

2.     Recalled  commercial 
(without  seeing  it) 

80.6%     47.4%     66.7% 

%    by  which  "recognition"  tops  "recall":  24.1% 

Gap  narrowed  on  used  car  commercial,  but  "recogni- 

tion" still  produced  higher  score  than  "recall."  "Rec- 

ognition" average  in  study  is  about  double  average 

"noting"    figure    for    color    print    ads    in    Starch    studies 
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ladio  never  went  awaf 
MJIC's  Worth  Kramer  says  radio's  progress  lias  boon  made  dospito  throo 

destructive*  foroos:   ratings.  merchandising,  bad  business  practices 

Worth  Kramer,  author  of  this  article,   is  v. p.  and 

general  manager  of  W]R,  Detroit.    He's  well  known 
in  industry  circles  for  his  vigorous  opposition  to 

forces  which  he  believes  hurt  radio,  for  his  con- 
structive approach   to   better  radio,   for  his  program- 

ing innovations.    He  opposes  the  use  of  ratings 
and  merchandising  as  sales  tools,   is  equally  vehement 

in   his   opposition   to  off-rate  card  selling—  "bargain 
basementism"  as  he  terms  it.    His  thinking  on  radio 
was  expressed  most  recently  this  summer  in  an  enthusiasti- 

cally   received  talk  which  forms  the  basis  for  this 
article,      \dmen   and  broadcasters  alike  will  find  his 

approach  to  building  radio  on  solid  ground  stimulating 
and  SPONSOR  incites  comment,  pro  and  con.  from  readers. 

»#uring  the  past  few  weeks  in  your 
dailj  contacts  with  fellow  broadcasters, 

agency  executives,  and  advertisers, 
you,  I  am  sure,  have  heard,  as  have  I, 

comments  such  as  these — "Well,  radio 

is  showing  signs  of  reviving,"  or,  "Ad- 
vertisers arc  rediscm  t-iinii  radio."  or 

perhaps,  "Radio  is  certainlj  coming back. 

Kadio  is  roming  hack  ridiculous! 

Radio  the  universal,  radio  the  vital, 

radio  the  "everywhere"  medium,  never 
went  away.  1 1  \  as  hard  as  some  "I 
its  leadership  has  to  send  ii  awa)  to 

give  ii  ■!  nice  quiel  Initial  it  just 

reei  ei  went.  In  its  refusal  i"  be  "bui  ted 
alive,  radio  i  an  \  ei  j  well  be  likened 

to  the  faithful  dog  which,  though  often 
abused   l>\    it-   master,   maintains  con- 

slant  loyalty  to  him,  and  after  his  oc- 
casional heatings,  starts  slowly  wag- 

ging  his  tail,  looks  up  to  him  with 
understanding  eyes,  licks  his  hand  as 

if  to  say,  O.K.,  that's  over,  where  do 
we   go    from   here? 

For  the  past  few  years,  radio  lias  had 
to  fight  three  major  destructive  forces: 
i  1  i  use  of  ratings  as  a  -ales  tool;  (2) 

merchandising;  (3)  had  business  prac- 
tices. Ii  is.  however,  emerging  all  the 

stronger  for  ii-  battles. 
First,  lei  -  look  at  ratings  as  a  sales 

tool,  and  before  going  into  the  subject, 
I  should  like  to  make  it  clear  thai  ii 

a  stud)  could  be  made  which  would 

give  .i  true  reflection  ol  actual  listen- 
ing in  all  the  places  where  radio  is 

listened  to,  I  certainh  would  be  among 

the  first  to  support  such  a  study.  If 
all  of  the  listening  in  living  rooms, 
recreation  rooms,  kitchens,  bathrooms, 

bedrooms,  screened  porches — all  of  the 
listening  in  automobiles,  in  pleasure 

craft,  in  public  places — could  be  truly 

measured,  our  job  as  radio  broadcast- 
ers would  certainly  be  a  cinch. 

As  a  sales  tool  I  consider  ratings 

deadK  indeed,  not  only  to  the  indi- 
vidual station  hut  particularly  to  the 

medium  itself.  Our  hig  job  as  a  me- 
dium is  to  get  allocated  to  radio  its 

rightful  share  of  the  advertising  dol- 
lar. How  can  we  expect  to  accomplish 

this  through  ratings  when  ratings,  by 

their  very  nature,  constrict  circulation 

to  a  factor  of  per-pmgram  or  even 
niinute-b\  -minute  listenership  as  op- 

posed to  the  factor  of  total  circulation 
— the  selling  tool  of  other  major  me- dia. 

Look  for  a  moment  at  outdoor.  I  he 

purveyors  of  outdoor  advertising  sell 
the  medium  h\  pointing  out  the  excel- 
lence  of  their  locations  the  traffic, 

both  pedestrian  and  car-borne,  which 
How-  past  these  locations.  In  other 
words,  they  sell  total  potential  the 

traffic  that  "goes  by" — the  people  who 
are  available  or  in  a  position  to  see 
the  hoard.  The)  certainl)  do  not  count 

the  number  of  cars  which  stop  before 

a  given  billboard  location,  focus  theii 

lights  on  it  and  \  iew  it.  \  et,  radio  has 

trapped  itself  into  doing  the  eipialU 
ridiculous   counterpart  providing, 

through    ratings,  the  supposed   actual V6 
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number  of  people  listening  to  a  given 

program. 

Newspapers  —  how  do  they  sell? 
They  sell  their  total  circulation,  the 

excellence  of  their  features,  the  pop- 
ularih  of  their  writers,  the  freshness 

of  their  comics,  the  excellence  of  their 

all  around  sports  and  news  coverage. 

No  o  ie  has  e\ei  heard  ol  a  new  spapei 

salesman  quoting  the  readership  of  a 
given    ad   on    Page   56. 

Let's  look  at  magazines.  Advertisers 
and  agencies  have  been  conditioned 

awaj  from  Starch's  and  other  reader- 
ship  statistics — they  have  little  or  no 

influence.  I've  talked  with  agency  ex- 
ecutives and  advertisers  who  frankk 

state  that  in  buying  magazine  space 

readership  statistics  are  given  little  no- 
tice— yet  these  same  people  will  de- 

mand ratings  from  networks  and  sta- 
tions and  will  go  on  to  spend  thou- 
sands upon  thousands  of  dollars  using 

ratings  as  one  of  the  principal  justifi- 

cations of  their  purchases.  You've  so 
often  heard  buyers  say,  "Well,  you 
know  we  don't  believe  in  ratings  but 

we'd  like  to  have  them  to  pass  on  to 

the  client.'"  Actually,  then.  m\  point 
is  that  while  advertisers  and  agencies 

have  been  educated  to  give  very  little 

importance  to  readership  studies,  we've 
permitted  them  to  attach  great  and 
significant   importance  to   ratings. 

I  made  it  a  point  the  other  week  to 

check  up  on  how  Life  sells  its  space 
and  was  startled  to  learn  that,  among 

other  things,  they  have  their  salesmen 

point  out  to  advertisers  that  Life  mag- 
azine over  a  13-week  period  influences 

over  62 1/)  million  Americans.  As  a 

salesman  I  tip  my  hat  to  Life — parlay- 
ing a  basic  five  million  plus  circula- 
tion into  the  influencing  of  over  62 

million  people  in  a  13-week  period  is 
a  masterpiece  of  showmanship  and 
salesmanship,  but  again  I  venture  to 

say  that  they  didn't  accomplish  this 
by  even  attempting,  through  reader- 

ship studies  or  ratings  to  show  adver- 
tisers the  number  of  people  who  read 

or  even  saw  a  given  ad  or  a  given  ar- 
ticle in  any  given  issue. 

In  describing  traffic  conditions  ill 

my  home  town  of  Detroit,  one  of  m\ 

friends  the  other  day  termed  it  a  "dog 

eat  dog  operation."  Have  not  we 
broadcasters  been  guilty  of  prettv 

much  the  same  type  of  operation? 
Have  we  not  concerned  ourselves  too 

assiduously  to  the  job  of  selling 

against  our  compering  stations  in  our 

markets  that  we've  overlooked  the  real 

problem — that  of  providing  our  medi- 
um with  sales  tools  that  compare  la- 

vorabl)  with  those  used  b\  other  me- 
dia? We  must  enter  the  offices  of  ad- 

vertisers and  agencies  throughout  the 

countrj  with  sales  tools  that  give  us 
equal  stature  and  equal  opportunit) 
with  other  media.  I  say  again  that  if 

we  broadcasters  permit  ad\ertisers  to 
continue  t<>  attach  great  importance  to 
rulings  as  far  as  radio  is  concerned 

and  yet  demand  no  equally  constric- 
tive statistics  from  other  major  me- 
dia, we  can  be  likened  to  a  man  enter- 

ing the  100-yard  dash  with  a  handi- 

cap of  a  LOO-pound  lead  weight  on  his 
had. 

Some  weeks  ago  I  received  a  pub- 

licity release  from  a  Midwe-t  station 
announcing  an  increase  in  day  rates. 

I  his  pleased  me  no  end  until  I  read 
further.    Now  hold  vour  hats — the  in- 

crease  in  rates  was  based  on  uii 

the  index  of  which  showed  that  Mid- 
west station  some  70 %  better  than  the 

second  station  in  the  market.  My  ques- 
tion is,  Mr.  Anthony,  if  next  month 

that  station's  ratings  indicate  that  they 
are  only  40%  better  than  the  second 
station,  will  they  plan  to  reduce  rates 

proportionately?  Much  as  I  personal- 
Is  admire  the  heads  of  some  of  the 

research  firms,  I  want  to  go  on  record 
that  they  will  not  he  setting  our  rales. 

You've  probably  gathered  that  I 
don't  care  much  for  ratings  but  some- 

times they  do  provide  a  most  amusing 

story  like  this  one  which  emanated 
from  another  Midwest  station.  Per- 

haps you  saw  it  in  a  recent  trade  pub- 
lication. A  representative  of  WCAN, 

Milwaukee,  made  this  contribution  to 

the  discussion  of  ratings  at  a  recent 
(Please  turn  to  page  88) 
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RADIO    NEEDS    these    stimuli    to    continue    growth,    Kramer    believes 

SERVICE:  Best  formula  for  malting  a  station  important  to  its  community  is  operation  in 

accord  with  the  FCC's  regulation:  ".  .  .  that  the  public  interest,  convenience  and  necessity 

will  be  served.  .  ."  It's  one  of  the  best  guarantees  of  business  to  follow,  says  Kramer,  and 

"I   know  of  nothing  keeping   public  service   broadcasts  from   being  sponsored. " 

TECHNICAL  TOOLS  AND  PROGRAMING:  Fundamental  to  progress  are  best  possible 

technical  tools.  Equipment  like  mobile  short  wave  and  minitape  should  be  available  to  take 

advantage  of  radio's  natural  advantage  —  speed.  Good  live  talent  should  be  sought  out  by 
each  station  rather  than  programing  d.j.  against  d.j.  each  using  the  top   10  records  as  a  format. 

IMPROVED  BUSINESS  PRACTICES,  MORALE:  ".  .  .  on  our  station  there  is  only  one  deal 

and  you'll  find  it  there  in  'Standard  Rate  &  Data.'  Good  business  practice  .  i  .  begets  good 

business."  Within  each  station  morale  should  not  be  allowed  to  lag  due  to  diversion  of 
management  interests.    Radio  stations  should   have   exclusive   management   personnel. 

RADIO    IS    HURT    fay    these    three    self-imposed    evils,    says    Kramer 

RATINGS:  Kramer  would  favor  use  of  ratings  —  if  they  measured  radio's  full  audience.  But 
they  hurt  radio  because  they  underrate  its  audience.  Other  media,  he  points  out,  sell  total 

circulation  rather  than  seeking  to  stress  to  the  advertiser  how  many  people  see  individual 

ads.     Radio   should    sell    with    tools   which    give    it    equal    stature    with    other    media. 

MERCHANDISING:  Use  of  special  point-of-sale  and  marketing  tie-ins  with  radio  hurt  the 

medium  because  "...  most  plans  with  which  I  have  come  in  contact,  psychologically  as 

well  as  actually,  place  radio  ...  in  a  secondary  position."  The  salesman  sells  dump  displays, 

choice   billboards,  car  cards  decals.    He's  selling  everything   except  his    product,   radio. 

BAD  BUSINESS  PRACTICES:  Off-rate  card  selling,  talent  concessions,  special  packages  for 

special  advertisers  should  be  eliminated  in  favor  of  rates  based  on  circulation,  programing, 

cost  of  operation.  ".  .  .  let's  make  'Standard  Rate  &  Data'  a  bible,  not  the  first  book  of  a 

continued    mystery    story."    (See    text   for   full    expression    of    Mr.    Kramer's   views.) 
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How  radio  forced  distribution 

for  cement  coating ::.' 
.  ups  number  of  dealers 

nearly  400%  in  three  months 

JJ  ow  do  \  mi  reach  the  i  onsumei 

with  your  product  when  the  retailers 

don't  want  to  stock  it? 
The  McMillan  Products  Co.  of  Hazel 

Park.  Mich,  found  one  way:  It  went 

directly  to  the  consumer — via  radio — 
and  forced  distribution.  In  three 

months,  they  increased  the  number  of 

their  retail  outlets  400' ,  . 
The  product:  Cement  Dus-Top,  a 

liquid  coating  designed  to  seal  and 

dust-proof  cement  basement  floors  to 
end  the  tracking  of  cement  dust  into 
the  house.  McMillan,  an  industrial 
floor  contractor,  had  converted  this 

product  from  an  industrial  to  a  con- 

sumer item,  had  repackaged  and  re- 
named it  and  launched  it  on  the  mar- 

ket in  October  1953. 

The  reluctant  retailers:  hardware 

dealers  in  Detroit.  McMillan  had  ap- 

proached them  initially  with  an  in- 

tensive direct  mail  and  personal-con- 
tact sales  campaign.  But  by  December 

1953,  only  37  of  them  were  stocking 

Cement  Dus-Top — a  number  far  from 
satisfactory  to  McMillan. 

Something  was  wrong.  Here  was  a 

product  which  solved  an  age-old  house- 
hold problem  (and  also  was  right  in 

line  with  the  current  do-it-yourself 
movement).  There  was  only  one  other 
similar  item  in  the  field.  McMillan 

felt  sure  of  its  consumer  appeal,  felt 

that  retailers  should  have  been  snap- 

ping it  up — but  they  weren't. 
McMillan  president,  Robert  C.  Mc- 

Millan, and  his  sales  manager,  Russell 

case    history 

L.  Simpson  put  their  heads  together. 

Suddenly,  a  spark  from  McMillan: 

"All  right!  If  we  can't  sell  the  re- 

tailer on  Cement  Dus-Top.  we'll  sell  the 
consumer  and  he'll  sell  the  retailer!" 

Once  it  was  decided  to  approach  the 

consumer  directly,  the  next  question 
was  what  was  the  best  way?  The  firm 

felt  it  couldn't  afford  tv.  Several  print 
media  were  discounted,  for  one  reason 

or  another.  What  about  radio?  That, 

somehow,  rang  a  bell  for  McMillan 
and  Simpson. 

It  so  happened  that  both  of  these 
executives  were  fans  of  a  Detroit  disk 

j  ockey  —  Tom  George  —  who  had  a 
daily  afternoon  stanza  on  WJBK..  Ac- 

cording to  the  D.  A.  Marks  agency  of 

Detroit  (McMillan's  agein  \  I .  "the} 
felt  that  his  warm  personality  and 
down-to-earth  sincerity  were  just  what 

they  needed  to  sell  the  public  on  Ce- 

ment Dus-Top."  He  was  the  kind  of 
d.j.  who  ad  libs  most  of  the  com- 

mercial from  a  fact  sheet  on  a  product. 

So  the  Tom  George  SJwu  not  the 

nod.  On  1  January  1954,  Cement  Dus- 

Top's  message  was  launched  on  this 
program — one  pitch  a  day,  Monday 
through  Friday,  in  an  experimental 
four-week  schedule.  The  copy  included 

a  phone  number  and  an  invitation  to 

listeners  to  phone  for  Cement  Dus-Top 
dealer  locations. 

By  the  end  of  the  second  week  on 
the  air,  the  commercials  were  pulling 

{Please  turn  to  page  97) 

Tom  George,  I.,  WJBK,  Detroit,  disc  jockey,  whose  patter 

opened  up  scores  of  new  retail  outlets  for  Cement  Dus-Top  floor 
coating,   pins  up  flag   denoting   another  dealer  for  the   home   product. 

! 
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UP  FROM  YOUR 

Radio  was  used  after  direct  mail,  personal  contact  alone  failed. 

Others  in  photo:  (I.  to  r.),  Bob  McMillan,  president,  McMillan  Prod- 
ucts;   Pete    Allen,    a/e    D.    A.    Maries    agency;    Jim    Johnston,    WJBK 
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portrait 

of  a 

market 
ALBANY,  Capital  of  New  York 

State,  lies  at  the  heart  of  WRGB's 

coverage  area.  As  a  center  of  gov- 

ernment, education  and  commerce 

for  the  Empire  State,  it  is  a  vital 

part  of  the  WRGB  market  area 

that  includes  30  counties  of  New 

York,  Vermont,  Massachusetts  and 

Connecticut. 

Represented  Nationally 

by  NBC  Spot  Sales 
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WRGB 
A  General   Electric   Station 

in   Schenectady 

The   Capital  District's    Only  Full-time   Television  Station 

NEW  YORK   *  CHICAGO   *   CLEVELAND   *   DETROIT   *  SAN  FRANCISCO 

LOS  ANGELES   *  CHARLOTTE*   •   ATLANTA*   *  DALLAS* 
BOMAR  LOWRANCE  and  ASSOCIATES 
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iVeic  developments  on  SPONSOR  slovies 

See: 

Issue: 

"CUMES":  what  ihey  mean  to  radio 

sponsors 
3  May  1934.  page  40 

^     .   .         .      Use   of   cumulative    ratings    as   an    in- 
3lllljet*I.  (jex    0f    a    program's     total    undupli- 

cated  "circulation" 

"l  ou"re  bringing  out  a  new  product  and  you  want  to  tell  as  man) 
people  about  it  as  you  possibl)  can  fast.  Il  would  he  hel[)ful  to 
know  which  stations  will  give  \  ou  the  biggest  unduplicated  audiences 
in  the  shortest  period  of  time. 

Soon  two  services  will  be  available  that  provide  this  kind  of  data, 

including:  a  station's  rating  at  am  one  lime,  its  average  rating  over 
a  period  of  time  and — most  important  in  the  case  outlined  above — its 
total  unduplirated  audience  over  a  specified  period  of  time. 

This  total  unduplicated  audience  or  "cumulative  audience"  is  the 
total  number  of  different  people  reached  by  one  or  more  programs 

or  announcements  over  a  stipulated  period.  In  order  to  get  cumula- 
tive ratings  you  have  to  keep  making  audience  measurements  of  a 

fixed  sample  of  people  (or  homes)  over  a  period  of  time  to  find  out 

how  many  unduplicated  listeners  or  viewers  there  are. 

Over  a  year  ago  A.  C.  Nielsen  Co.  began  issuing  cumulative  audi- 
ence measurement  reports  for  national  radio  programs.  Then  it 

recentlj  announced  that  beginning  next  month  it  would  issue  reports 
on  cumulative  audiences  reached  by  stations  on  the  local  level.  The 

first  two  markets  to  be  so  surveyed  will  be  Los  Angeles  and  Philadel- 
phia, with  more  added  regularly. 

Last  month  The  Pulse,  Inc.,  announced  it  would  initiate  cumulative 

audience  reports  for  advertisers  and  stations  in  24  markets.  Dr.  Syd- 
ney Roslow,  director  of  The  Pulse,  said  the  new  measurement  is 

needed  because  of  the  nature  of  spot  broadcast  advertising. 

"More  and  more  advertisers  are  buying  saturation-type  schedules 

on  individual  stations,"  Dr.  Roslow  said.  "For  these  advertisers  the 
quarter-hour  ratings  are  not  only  inadequate  but  also  frequently  are 
deceplbe  since  they  give  no  indication  of  the  changing  nature  of  a 

station's  audience." 

The  new  report  will  cover  "blocks"  of  time,  six  hours  in  each 
block,  and  will  measure  the  post-midnight  audience  for  the  first  time. 
Information  will  be  gathered  through  personal  interviews  conducted 

at  night.    Reports  will  be  on  a  semi-annual  basis. 
Pulse  calls  its  new  service  Cumulative  Pulse  Audience  (CPAl.  It 

will  include: 

•  The  total  number  of  people  listening  and  viewing  I  both  in-  and 
out-of-home)  for  all  the  tv  and/or  radio  stations  in  markets  reported 
as  well  as  the  total  number  of  people  reached  by  any  one  station. 

•  "Circulation"  data  for  each  radio  and  t\  station.  Figures  on  the 

per<  enl  oi  population  readied  over  two  weeks  could  be  developed. 

These  radio-tv  "circulation"  figures  also  could  be  used  for  com- 

parison with  newspaper  and  magazine  circulation  figures. 
•  Audience  turnover  throughout  the  da\  and  week.  \  station  with 

an  average  rating  of  2..">  ami  a  cumulative  audience  rating  of  L9 
would  have  an  audience  turnover  of  7  or  <">  times. 

•  The  socio-economic  level  of  people  attracted  to  certain  station- 
also  could  be  made  available  to  advertisers. 

"The  field  work  Eoi  Vw  York  ahead)  is  done."  Dr.  Roslow  told 
sponsor,  "ami  our  first  report  will  be  oul  in  a  lew  days. 

I  he  reports  should  make  linn'  buying  easier,  said  Dr.  Roslow,  be- 
•  ause  oi  advertise]  will  be  able  to  pick  exactl)  the  audience  he  want-. 
He'll  be  able  t<>  find  a  solid  core  of  listeners  who  listen  or  view   a 
station  houi  aftei  hour  and  who  he  can    vince  through  repetition. 
iii    on  thi   othei  hand,  he  can  -elect  an  audience  which  is  constantl) 

.  hanging  in  ordei  to  gel  a  dispersion  ol  his  message.  *  *  * 

Safes  and  Service  Wed; 

Sponsor  Blissful 

JUL  News  Wins 
Steady  Renewal 

Station  WRAK,  Williamsport, 

Pa.,  likes  the  number  "13."  One  of 
its  advertisers  has  sponsored  an  AP 

news  program  for  that  many  years. 

It  is  the  station  management's 
opinion  that  this  success  story  of 
consistent  renewals  is  based  on 

(1)  genuine  public  service  and  (2) 
concrete  sales  performance. 

"Confair  News,"  sponsored  by 

the  Confair  Bottling  Co.,  Williams- 

port,  Pa.,  is  broadcast  over  WRAK 
at  12 :15  p.m.  daily,  Monday  through 

Saturday.  Holding  an  audience  day 

in  and  day  out  for  thirteen  years 

has  paid  off  in  the  increasing  busi- 
ness enjoyed  by  this  soft  drink 

manufacturer. 

To  quote  the  sponsor,  Mr.  Z.  H. 

Confair,  President  of  Confair  Bot- 

tling, "We  are  happy  to  renew  each 
year,  knowing  that  we  are  present- 

ing an  invaluable  public  service, 

made  possible  by  the  comprehen- 
sive coverage  of  The  Associated 

Press." And  from  J.  Wright  Mackey, 

Commercial  Manager  at 

WRAK,  this  comment:  "We 
work  hard  to  keep  our  sponsor 

happy  . . .  Associated  Press  is 
a  welcome  aid  in  renewing  a 

satisfied  account." 
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SPONSORS  WARM  TO  AP 

Because  .  .  .  it's  better 
and    it's    better    known. 

"About  100  injured 
Sticking  with  it. 

Will  call  you  back. 

if 

Case  History  No.  4 

Merrill  Morris,  news  director  of 

WMTR,  Morristown,  N.  J.,  had  just 

arrived  home.  It  was  late.  A  full  day 
at  the  station  was  behind  him.  The 

phone  rang.  He  was  told: 

"Bleachers  at  the  Dover  auto 
speedway  have  collapsed.  Looks 

like  a  good  story/' 
Morris  called  The  Associated 

Press,  then  headed  for  the  speedway, 

15  miles  away.  Enroute,  he  picked 

up  a  police  bulletin: 

"All  available  ambulances  needed 

in  Dover.  Urgent!'" 
The  speedway  was  a  scene  of  busy 

doctors  and  ambulance  crews.  Aquick 

check  gave  Morris  the  broad  facts. 

"Looks  like  about  100  in- 

jured," he  reported.  "Sticking 
with  it.  Will  call  you  back." 

Although  WMTR  couldn't  use  the 
news  until  the  next  morning.  Morris 

stuck  with  the  story  all  night . . .  inter- 
viewing doctors,  victims,  relatives. 

Finally  the  story  was  wrapped  up 
and  Morris  went  home  to  bed. 

Even  as  Morris  slept,  WMTR  con- 
tinued to  protect  The  AP. 

Station  Manager  Kenneth  Croy 

and  Nick  DeRienzo  followed  up  on 

the  condition  of  the  injured. 

Once  again,  Station  WMTR  — 
noted  for  being  on  top  of  the  news 

—  had  done  a  top-notch  job  for  The 
Associated  Press  and  fellow  AP 

members  everywhere. 

"We  give  The  AP  the  complete 
story  as  quickly  as  possible  and 
we  hope  other  members  will  do 
the  same.  The  more  all  of  us  con- 

tribute the  better  the  entire  AP 

report  will  be." 

Merrill  Morris,  Kenneth 

Croy  and  ISick  DeRienzo 

are  among  the  many  thou- 
sands who  help  make  The 

AP  better  —  and  better 
known. 

If  your  station  is  not  yet  using 
Associated  Press  service,  your  AP 
Field  Representative  can  give  you 

complete  information.  Or  write— 

Those  who  know  famous  brands... know  the  most  famous  name  in  news  is  Jr 

10  JANUARY  1955 
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Join  the  Ch« 
The  5th  Network-'7  may  *e  thue  HrV9 answer  to  his  TV  problem 

i, 
At's  still  a  seller's  market  in  buying  national 

television  time.  Newspapers  can  add  pages  . . .  mag- 

azines can  add  sections,  but  as  long  as  an  hour  has 

60  minutes  and  a  week  seven  days,  television  will 

remain  a  seller's  market. 

f\  Figure  it  yourself.  Choice  time  is 

>J  V  S)  8:00-10:30  P.M.  That's  5  one-half 
\  j  \  hours  a  day.  Allow  for  the  full-hour 

shows  and  the  multi-product  adver- 

tisers with  several  time  segments,  and  you  can  see 

why  existing  networks  are  limited  to  around  00  or 

70  sponsors  forming  the  "Charmed  Circle." 

Perhaps  we've  been  lucky  because  right  now  four 
Screen  Gems  produced  film  shows  are  racking  up 

enviable  ratings  on  networks.  We  value  our  large 

national  accounts,  but  know  many  advertisers  can- 

not get  network  time,  or  feel  that  the  rigidness  of 

network  control  is  not  in  their  best  interest. 

Fortunately  for  them— and  they  may  be  national 

• 

or  regional  in  scope— the  networks  do  not  havi 

monopoly  on  creative  imagination.  Fine  progra 

are  being  turned  out  in  our  studios  in  Hollywi 

and  New  York,  as  well  as  by  others. 

Advertisers  need  not  be  dependent  on  one  v 

work,  one  time  slot.  Good  spot  time  is  scarce  1 

it  is  not  unobtainable,  and  a  really  "hot"  show  1 
a  faculty  for  clearing  markets. 

E <ir h  advertiser  can  create  a  \ 

kind  of  in  t  irork—The  5th  NetM 

^e=s^=s^J  —his  own.  Born  out  of  the  creatiri 

ability  of  producers  of  film  enttj 

tainment,  and  the  administrative  experience w 

advertising  agencies,  advertisers  can  tailor-malj 

their  own  "network,"  choosing  their  own  marked 

and  time  spots,  and  retaining  the  freedom  to  nnnj 

their  shows  for  even  better  availabilities.  Furthei 

they  have  a  wider  choice  of  programs  and  a  great* j 

degree  of  control  over  format,  talent,  and  material 



med  Circle 
this  method,  national  advertisers  can  get  cov- 

!  in  every  television  market  at  less  cost  than 

ying  those  same  markets  on  a  network.  Where 

dvertiser  prefers  to  limit  his  coverage,  and 

'how  can  be  sold  to  others  in  non-competitive 

L  the  package  producer  can  substantially  re- 

;the  cost  to  the  original  sponsor.  When  a  por- 
)f  these  savings  is  allocated  for  promotion  and 

•handising,  you  can  get  top  audiences  at  lowest 
ber-thousand. 

Though  your  program  may  vary  as 

to  time  or  days,  strong  promotion  as 

used  by  the  film  industry... in  news- 

papers, advertising,  publicity,  and 

handising  tie-ins... can  more  than  offset  the 

tted  value  of  a  uniform  time  period  nationally. 

r 

We  sincerely  believe  that  The  5th  Netivork— your 

own  show,  in  your  own  time  spots,  on  stations  of 

your  selection— is  the  only  way  you  can  join  the 

Charmed  Circle  and  attain  a  satisfactory  rating. 

RATINGS 
We've  done  it  for  The  Ethyl  Corpo- 

ration through  B.B.D.&O.  And  we're 

preparing  a  top-flight,  top-budgeted 
Hollywood  series  now  for  the  Falstaff 

Brewing    Company   through    Dancer- Fitzgerald - 

Sample,  Inc.  at  a  fraction  of  its  production  cost. 

Others,  too,  are  seriously  considering  this  fresh 

approach  to  national  advertising. 

If  you  would  like  to  know  more  about  The  5th 

Network  and  how  it  can  work  for  you,  why  not  get 

in  touch  with  us  now.  We  will  be  happy  to  sit  down 

and  discuss  in  detail  a  plan  to  fit  your  specific  needs. 

TELEVISION  SUBSIDIARY  OF  COLUMBIA  PICTURES  CORPORATION,  233  WEST  49th  STREET,  NEW  YORK  19,  N.Y.  •  CIRCLE  5-5044 

The  only  company  providing  advertisers  with,  Hollywood  and  New  York  custom 
produced  national  shoivs,  syndicated  programming,  and  commercials— all  on  film. 



gmHiiMiiiiiiiiiiiiiiiiii   iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiimiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^    iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^. 

Tv  film  shows  recently  made  available  for  syndication 
Programs    issued    for    national    syndication    since    the    spring    of    7  9 54. 

Illllllllllllllllllllllllllllllllllllllllllllllll^ B 

Show  name 
Syndicator 

Producer Length 
No.  in  series Show  name 

Syndicator 

Producer 
Length        No.  in  strict 

ADVENTURE EDUCATIONAL 

Adventure   Album Interstate Toby   Anguish 

15  rrir. 
Adventures    of    Rin Screen     Gems Screen     Gems 30  mln. 

Tin     Tin 

Confidential    File Guild     Films Guild     Films 30  mln. 

Jet     Jackson,      Fly- Screen   Gems Screen     Gems 30  mln. 

ing     Commando 
Jungle    Jim Screen    Gems Screen    Gems 

30  min 
Jungle    Macabre Radio    4     Tv Radio    &    Tv 15  min. 

Packages    Inc. Packages    Inc. 

Mandrake  the ABC    TV Atlantic    Prod. 30  mln. 

Magician 

Passport  to   Danger ABC     TV Hal    Roach    Jr 30  min. 

Time   for   Tune-0 

AUDIENCE     PARTICIPATION 

al  Alexander 60   min.   or 

30   min. 

CHILDREN'S Adventures  of 

Danny  Dee 

Adventures    of    Rin 

Tin    Tin 

Boy's     Railroad 
Club 

Let's    Draw 

Playtime    with 

Jerry    Bartell 

World    of    Wolo 

Danny    Le« 

Screen     Gems 

Association 
Films    Inc. 

Geo.    Bagnall 
Sterling 

Geo.    Bagnall 

Irwin    Rosee 

Screen     Gems 

Association 
Films  Inc. 

Frank  Webb 

Jerry     Bartell 

New     Albion Films 

15  mln. 

30  min. 

15  mln. 

15  min. 

15  min. 

15  min. 

COMEDY 

Eddie  Cantor 

Comedy     Theatre 

Meet  Corliss 

Archer 

Meet  the  O'Briens 
The    Goldbergs 
The     Little     Rascals 

You     Can't    Take 
It    With    You 

Ziv 

?  I 

Official 

Guild     Films 

Interstate 

Screen    Gems 

Ziv 

Ziv 
Roland  Reed 

Guild  Films 
Hal    Roach 

Screen    Gems 

30  mln. 

30  mln. 

30  min. 
30  mln. 

20  min. 10  mln. 

30  min. 

DOCUMENTARY 

Impact 

Norman     Vincent 

Ptale 
Tenth  of  a   Nation 

This    It  the   Story 
Where    Were    You? 

All    Star    Theatre 

Author's    Playhouse 
Celebrity  Playhouse 
Conrad    Nagel 

Theatre 

Hit    Honor. 
Homer    Bell 

Hollywood    to 
Broadway 

Little  Show 
Man    Behind    the 

Badge 

Mayor    of    the 

Town 
Most     Likely     to 

Succeed 

Mr.    &    Mrs     North 

O       Henry     Tv 
Theatre 

Paris    Pn  elnel 

Bticrlocli    Holmes 
ralfi    of    Tomorrow 
The    Star    and    the 

8tory 

Th.      Whistler 

Natl.    Telefilms 

Guild     Films 

Essex    Films 

Sterling 

UTP 

Herbert    Breg- 
steln 

Guild     Films 

American   News- reel 

Morton    Tv    Prod. 
Blng     Crosby 

60  min. 
15  min. 

15  mln. 

15  min. 

30  min 

DRAMA.    MYSTERY 

Screen    Gems 

UTP Screen     Gems 

Guild    Films 

NBC    TV 
Film 

Atlas   Tv 

Sterling 

MCA 

Advertisers'  Tv 
Program  Service 
UTP 

MPTv 
MPTv 

TeeVr. 
Official 

Screen    Gems 

Morgan    &    Solow 
Screen     Gems 

Andre     Luotto Prod 

Galahad    Prod 

Demby    Prod. 

Sterling 

Procktor 

Gross-Krasne 

Centurlan     Prod. 

John    W.    Loveton 

Gross-  Kraine 

Etolle     Prod. 
Sheldon    Reynolds 
G      Foley 
4. Star     Prod 

CBS    TV    Film  Leslie    Parsons 

m  mln. 

30  mln. 
30  mln. 
311  mln. 

30  mln 

ill  mln 

15  mln. 

30  min. 

30  min 

30  mln. 

30  min. 

30  mln. 

30  min. 

30  min. 
30  min. 

30  mln 

30  mln 

26 

26 

39 

26 

39 

52 

26 

26 

130 

26 

6 

52 

13 

52 

39 

39 

39 

100 

39 

2fi 

M 

52 
26 78 
39 

52 
26 

39 

13 

39 

39 

29 

39 

57 

39 

39 

39 
26 
39 

Popular    Science 

This    is    Charles 

Laughton 

Interstate 
TeeVee Jerry     Fairbanks 

Gregory-Harris 

15  min. 

15  min. 

INTERVIEW 

Spotllte     of     Holly- 

wood 
Geo.    Bagnall 

Hollywood    Spot- 
lite    Newsfllm 

MUSIC 

Connie     Haynes 

Show 

Florlan     ZaBach 

Show 
Frankie     Laine 

Show 

Horace     Heldt Show 

Music    for    Every- 

body 

The    Guy    Lombardo 
Show 

This  is  Your   Music 

Guild    Films  Guild     Films 

Guild    Films  Guild    Films 

Guild    Films  Guild    Films 

Consolidated     Tv      Geo.     Bagnall 

Sterling  Sterling 

MCA  MCA 

Official  Jack     Denove 

Adventure    Out    ef Doors 
Van     Coevering 

Prod. 

Van    Coevering Prod. 15  min. 

All.  American 

Game  of  Week Sportsvlslon Sportsvlslon 

30  mln. 

Big     Playback 
Screen    Gems Screen    Gems 15  min. 

College    Grid 
Classics 

Vitaplx 

Ray    Gordon 

15  mln. 

Greatest    Fights    of 
the    Century 

Mannle    Baum 
Enterprises 

Allan    Black 15  min. 

Pro   Grid 
Classiet 

Vitaplx 
Ray    Gordon 

15  mln. 

Sports     Mirror 
Geo.    Bagnall 

Wlckham    Film 15  min. 

Trlesportt 

Digest 

MCA 
Tel    Rt 30  mln. 

The    Big    Fight The    Big    Fights The    Big    Fights 
60  min 

This    Week     in 

Sports 

INS 

Hearst- 

Metrotone 

15  mln. 

Touchdown 

MCA 

Tel     Ra 
30  mln 

World's    Greatest Fighters      In Action 

The    Big    Fights The    Big    Fights 
15  mln. 

VARIETY 

Bride   &    Groom 

Date   with    a   Star 
Movie   Museum 

Guild     Films  Guild     Films  15  mln. 

Consolidated    Tv       Geo.    Bagnall  15  min. 

Sterling  Blograph  15  mln. 

WOMEN'S 

It's   Fun   to  Reduce 

The    Sewing 

Room 

Guild     Films 

Zahler     Films 

Guild     Films 

Centaur 

15  mln. 
15  mln. 

77 

26 

15  min. 

39 

30  mln. 

39 

30  min. 

39 

30  min. 

26 

30  min. 52 

30  min. 52 

30  min. 

26 

NEWS 

Adventures   In 

the    News 
Sterling                       Telenews 15  mln 26 

PANEL 

Answers   for 
Americans Facts     Forum             Hardy    Burt 

30  mln. 

52 

SERIAL    STORY 

Heart    of     Juliet 

Jones 

Official                          Chas.      Irving 
15  mln. 

195 

SPORTS 

26 

Not    set 

52 

13 

104 

13 

13 

39 

52 

52 

13 

57 

39 

26 

26 

39 

13 

!No   iyn<llf itloi  9PON    0)B  til    Iv    film    symMeators    to    send    Information    on    new    films. 
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Tricks  like  this... are  sure-fire.  They  lift  TV  audiences  right  out  of  their 

seats  —  especially  when  spotted  in  "live"  shows. 
Easy  to  produce,  too  —  entertainment  or  commercial 
—when  you  USE  EASTMAN   FILM. 

For  complete  information — what  film  to  use, 

latest  processing  technics — write  to: 

Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY 

Rochester  4,  N.  Y. 

Coast 
Madison  Avenue 

,ew  York  17,  N.  Y. 
137  North  Wabash  Avenue 

Chicago  2,  Illinois 

6706  Santa  Monica  Blvd. 

Hollywood  38,  California 

Agents  for  the  distribution  and  sal.  of  Eastman  Professional  Motion  Picture  Films: 

W.  J.  GERMAN,  INC. 

Fort  Lee,  N.  J.,  Chicago,  III.,  Hollywood,  California 

HERE'S  A  TIP.  Do  it  in  COLOR. 

Chances  are,  you'll  be  needing  it. 
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I.    ><*ir  stations  on  air* 

CITY  A  STATE 
CALL  CHANNM 

LETTERS  NO. 

'EST  PALM   BEACH, 

Flo.- 

WEAT-TV 
12 

ON    AIR DATE ERP  (kw)'*.   Antenna  NET  STNS. 

Visual  (ft)"'         AFFILIATION  ON  AIR MARKETt       '.    PERMITEE   4    MANAGER 

iOOO)  I 

1     Jon. 
112  320  ABC  WIRK-TV   222   vhf 

WJNO-TV 

WEAT.     Inc 

James    R.    Meachem.   pros. 

&     gen    mgr James      W.      McGaughney. 
v.p. 

E.    H      Cochrane,    v.p. 

Russtll    0.    Morrow,    tres. 

ff.    JVcmj  construction  permits* 

CITY  t   8TATE CALL 
LETTERS 

CHANNEL 
NO. 

DATE  OF 
GRANT 

ON-AIR 
TARGET |ERP  (kw)"    Antenna 

Visual  (ft)"* 

STATIONS 
ON  AIR 

SETS  IN 
MARKETt IOOO) PERMITEE    &    MANAGER RADIO 

REP1 

vIRBANKS,  Aalsko 11 29    Dec. 11 
-51s     KFIF' 

m^a         Northern    Tv    Inc. A.  G.    Hiebert.    pres. 

J.    M    w.ihi.n.    v.p 

B.  J.    Gottsteln.    tres. 

Iff.     \«'n     applications 

CITY    &    STATE CHANNEL  DATE  ERP   (kw)« 
NO.  FILED  Visual 

Antenna 

(ft)"* 

ESTIMATED 
COST 

ESTIMATED 

1ST    YEAR 
OP.     EXPENSE 

TV    STATIONS 
IN    MARKET 

APPLICANT AM 
AFFILIATE 

LO,   Hawaii 

INBURY,   Pa. 

)SEBURG,    Ore. 

9"'    15  Dec.     2  kw 

38     23  Dec.    16  kv 

16  Dec.     5  kw 

302      $33,035      $9,360 

880      $82,000"   $196,000 

740  $100,450  $48,000 

Hawaiian     Bestg.     System  KHBC 

J.    Howard    Worrall,    pres. 

C.      Richard      Evans,     v.p. 
&    gen.    magr. 

Sunbury    Bcstg.    Corp. 
Harry   H     Haddon.    pres. 

Basse    A.    Beck,    tres 

George    S.     Beck.    v.p. 

Southwest    Oregon    Tv Bcstg.    Corp. 

Noble    B.    Goettel.    pres 

John    T.     Pierce,    v.p. 

WROK 

U.S.  stations  on  air,  incl. 
Honolulu  and  Alaska  (1  Jan. 

•55)          
Markets  covered        

420 

252 

BOX  SCORE 

Post-freeze  c.p.'s  granted  (ex- 
cluding 34  educational  grants; 

1  Jan.  '55)   _ 
Grantees  on  air      

583' 

312 

Tv  homes  in   U.  S.    (1   Nm 

'54)      32,262.000§ 
U.S.    homes    with    tv   sets    (1 

Nov. '54)  70.7  "„•: 

oth  new  c.p.'s  and  nations  going  on  the  air  listed  here  are.  those  which  occurred  between 
Dec.  and  1  Jan.  or  on  which  Information  could  be  obtained  in  that  period  St  axioms  are 

sldered  to  be  on  the  air  when  commercial  operation  starts.  "Effective  radiated  power.  Aural 

■  er  usually  li  one-half  the  visual  power.  •••Antenna  height  above  average  terrain  (not 

<ve  ground),  t Information  on  the  number  of  seta  In  markets  where  not  designated  as  being 

o  NBC  Research,  consists  of  estimates  from  the  stations  or  reps  and  must  be  deemed  approil- 

te.  IDats  from  NBC  Research  and  Planning.  Percentages  based  on  homes  with  sets  and 

Bet  In  tv  coverage  areas  are  considered  approximately.  Jin  most  cases,  the  representative  of  a 

lo  station  which   Is  granted  a     c.p.   also  represents   the  new  tv  operation.     Since  ax  presstlxna 

It  Is  generally  too  early  to  confirm  tv  representatives  of  most  grantees.  SPONSOR  lists  the 

reps  of  the  radio  stations  In  this  column  (when  a  radio  station  has  been  given  the  tv  grant). 

NFA:    No   figures    available   at    presatlme   on   sets    In   market. 

iThls  number  Includes  grants  lo  permltees  who  have  since  surrendered  their  c.p.'s  or  whe  have 
had  Hum  voided  by  FCC.  -Station  ais<,  will  be  able  to  cover,  within  Its  Grade  II  contour,  Lake 

Worth.    Palm    Beach,    Port   Lauderdale,   Ilollywnod   and   Miami.    I'la.     »18  *\  •■ 
yet  on  air.     ̂ Station  would   duplicate   i  Kc;Mlt  TV,    Honolulu,     Applicant   operates 

K<:mp.  \m  TV.  "Most  of  equipment  would  he  bought  from  WCHA  TV,  Chamberaburg.  Pa. 

^Station  would  be  satellite  of   KII.W.  TV.   Eugene.   Ore      KVAJ    T\     .ins   Sl^  of  applicant  firm 
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TV  ADVERTISERS  ALL  OYER  THE  MAP  ARE  SH 
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ITTLE  MARKETS,  STATE  and  REGIONAL  AREAS 
F  plus  many  more,  will  sell  with  'The  Eddie  Cantor  Comedy  Theatre' 

[  STORES 
i  Colo. 

I  TINE'S  ALE 
t  Me. 

I),  Me. 
|  ven,  Conn. 

pee,  R.  I. 
i  Mass. 

v  ;hington,  N.  H. 

|.iron,  N.  Y. 
N.  Y. 

\  N.  Y. 

;:tady,  N.  Y. 
e,  N.  Y. 

>ld,  Mass. 

jrg,  Pa. 

»r,  Pa. 
I  phia,  Pa. 
\  Jarre,  Pa. 

I  gton,  D.  C. 

I'.  Va. 
Fla. 

\  rsburg,  Fla. 

SEGO  MILK 

Butte,  Mont. 

Great  Falls,  Mont. 

Boise,  Idaho 

Idaho  Falls,  Idaho 

CONTINENTAL  OIL 

Idaho  Falls,  Idaho 

Butte,  Mont. 

Billings,  Mont. 

DREWRY'S  BEER 
Chicago,  III. 
Indianapolis,  Ind. 

Fort  Wayne,  Ind. 
Elkhart,  Ind. 

Davenport,  Iowa 

Detroit,  Mich. 

Grand  Rapids,  Mich. 

Lansing,  Mich. 

Saginaw,  Mich. 
Toledo,  Ohio 

KULA-TV 
Honolulu,  Hawaii 

KFDA-TV 
Amarillo,  Tex. 

PRICE  CREAMERIES 

WALL  BROKERAGE 

COMPANY 

Greenville,  S.  C. 

ASSOCIATED  GROCERS 

FOOD  STORES 

Salt  Lake  City,  Utah 

DR.  PEPPER 

Roanoke,  Va. 

FT.  PITT  BREWING 

Huntington -Charles- 
ton, W.  Va. 

Wheeling,  W.  Va. 
Steubenville,  Ohio 

Youngstown,  Ohio 
Johnstown,  Pa. 

CROWN  ZELLERBACH 

PAPER  PRODUCTS 

Colorado  Springs, 

Colo. 
Pueblo,  Colo. 
El  Paso,  Tex. 

Albuquerque,  N.  M. 

Honolulu,  Hawaii 

WMIN-TV 
Minneapolis-St.  Paul, 

Minn. 

BLATZ  BREWING 

COMPANY 

Eau  Claire,  Wise. 

Green  Bay,  Wise 

La  Crosse,  Wise. 
Madison,  Wise. 

Milwaukee,  Wise. 

Neenah,  Wise. 
Wausau,  Wise. 

FORD  DEALERS 
Abilene,  Tex. 

Dallas,  Tex. 

Lubbock,  Tex. 
Midland,  Tex. 

San  Angelo,  Tex. 

Temple-Waco,  Tex. 

Tyler,  Tex. 
Wichita  Falls,  Tex. 

JAX  BEER 
Texas 

Oklahoma 
Louisiana 

part  of  Alabama 

COHEN  FURNITURE  CO. 
Peoria,  III. 

JACOB'S  PHARMACY 
Atlanta,  Ga. 

ESTES  DEPARTMENT 

STORE 
Rochester,  Minn. 

GRIESEDIECK  BREWING 
Kansas  City,  Mo. 

St.  Louis,  Mo. 

BROWN  DISTRIBUTE 
Columbia,  S.  C. 

KOB-TV 
Albuquerque,  N.  M. 

SOUTHLAND  PROVISION 

Columbia,  S.  C. 

Charleston,  S.  C. 
Florence,  S.  C. 

ROCHESTER  MILK 

PRODUCTS  ASSN. 

Rochester,  N.  Y. 

FISHER  BROS. 

SUPERMARKETS 

Cleveland,  Ohio 

WIEDEMANN  BEER 

Cincinnati,  Ohio 

Columbus,  Ohio 

Dayton,  Ohio 

Hurry! 

Your  market 

may  be snapped  up 

soon.  So 

write,  wire 

or  phone now! 
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FILM  PREDICTIONS 

(Continued  jrom  page  39) 

ABC  Film  Syndication,  George  T. 

Shupert,  president:  "This  will  be  the 
year  when  the  men  get  separated  from 

the  boys  in  the  film  syndication  indus- 

try. There'll  be  a  great  variety  of 
good  product  available  for  both  day- 

time and  nighttime  use  and  competi- 
tion will  be  the  keenest  ever. 

"We  at  ABC  Film  Syndication  have 
developed  a  production  formula  which 
will  enable  us  to  offer  top  quality  day- 

time programs  at  very  attractive 

prices.  In  addition  we  expect  to  intro- 
duce in  1955  at  least  three  other  new 

properties,  each  of  which  is  distinc- 
tive from  anything  on  the  market  to- 
day. And  we  anticipate  continued  suc- 
cess for  our  top-rated  properties  like 

Passport  to  Danger  and  Racket  Squad. 

"Some  film  syndicators  will  have  to 
close  their  doors  in  the  coming  year 
and  although  we  personally  will  be 
sorry  to  see  them  go  we  know  that 
the  elimination  of  any  but  the  most 
substantial  companies  eventually  will 
strengthen  the  prestige  of  the  entire 
industry  and  help  to  stabilize  it. 

"This  year  will  be  a  hard-sell  year 
but  we  look  forward  with  great  eager- 

ness because  we  know  it  will  be  a  year 
of  great  forward  strides  and  profits 

for  both  our  customers  and  ourselves." *  *        * 

CBS  Television  Film  Sales  Inc.,  Fred 
Mahlstedt,  director  of  operations: 

"This  year  looks  really  good.  Look- 
ing backward  for  a  moment,  I  might 

say  that  1954  was  the  best  year  in  the 
history  of  CBS  Film.  Sales  in  1954 

were  up  more  than  200%   over   1953. 

"This  year  we  plan  for  expansion  in 
our  sales  staff,  promotion  and  public- 

ity operations.  And  we  expect  a  great 
expansion  in  the  number  of  new  pro- 

grams we'll  have  to  offer;  there'll 
probably  be  at  least  four  or  five." 

*  *        * 

Guild  Films  Co.,  Reub  Kaufman, 
president:  "We  look  forward  with 
triple  confidence  to  1955 — confidence 
in  the  increasing  role  of  film  pro- 

graming in  television,  confidence  in 
the  further  expansion  of  the  tv  me- 

dium and  confidence  in  our  own  fur- 
ther growth. 

"All  of  which  adds  up  to  increased 
employment  of  stars,  technicians  and 
related  workers  and  greater  prosper- 

ity for  everyone  in  the  industry. 

"Syndicated  film  now  is  entering  its 
sixth  year.  It  really  went  big  time 

last  year.  It's  now  grown  up  in  every 
respect — programing,  sponsorship  and 
number  of  stations.  It  grew  rapidly, 
but  it  grew  on  a  sound  economic  basis. 

"Our    own    production    budget    for 

1955  has  been  fixed  at  about  $12  mil- 
lion. Our  shows  now  are  telecast  more 

than  500  times  weekly  to  a  cumula- 
tive audience  estimated  at  90  million 

people. 
"Guild  Films'  gross  contracts  with 

sponsors,  agencies  and  tv  stations  grew 
to  nearly  $5  million  in  1954,  compared 

with  $1.7  million  for  1953.  Our  per- 
sonnel grew  to  356  last  year  compared 

with  77  in  1953.  The  number  of  our 
offices  throughout  the  country  doubled 
to  10  last  year. 

"In  addition  to  the  programs  al- 
ready under  contract,  at  least  three 

new  half-hour  shows  and  two  new 

quarter-hour  daytime  shows  will  be 
launched  early  this  year. 

"Our  steady  growth  and  the  growth 
of  the  film  field  is  impressive,  but  it 

doesn't  mean  there's  any  conflict  be- 
tween live  network  shows  and  us. 

There's  plenty  of  room  for  everyone  in 

tv   entertainment." *  *        * 

MCA  Tv,  Ltd.,  David  V.  Sutton,  vice 

president  and  board  member:  "The 
year  1955  will  be  one  of  expansion  and 

leadership  for  MCA  Tv  Film  Syndica- 
tion Division.  Distributing  22  quality 

tv  film  properties — the  largest  catalog 
in  syndication — MCA  Tv  now  has  the 
largest  sales  staff  in  the  television  film 
industry,  working  from  19  offices  in 
the  United  States,  plus  foreign  offices 
in  Canada,  Great  Britain  and  France. 

"New  departments  have  been  set  up 
for  station  program  sales  and  mer- 

chandising licensing  during  1955.  Lo- 
cal and  regional  advertisers  will  be 

serviced  by  a  vastly  expanded  sales 
promotion  campaign. 

"The  MCA  Tv  sales  staff,  with  one 
of  the  most  extensive  and  well-bal- 

anced rosters  of  tv  film  properties  now 

being  offered,  will  make  1955  a  nota- 

ble and  record  year." •  •        • 

Motion  Pictures  for  Television,  Ed- 
ward D.  Madden,  vice  president  and 

general  manager:  "This  year  will  mark 
the  survival  of  the  fittest  in  syndicat- 

ed film  programing.  More  than  250 
different  syndicated  film  programs  are 

on  the  air  and  the  get-rich-quick  film 
producers  may  find  it  almost  impossi- 

ble to  give  away  shows  during  the 
coming  12  months.  In  addition  to  the 

250  film  programs  on  the  air,  sales- 
men for  another  100  shows  are  knock- 

ing at  the  doors  of  prospective  spon- 
sors. The  result:  The  25  best  pro- 

grams— best  in  story,  production,  cast- 
ing— will  continue  to  find  ready  mar- 

kets at  fair  prices  while  the  medio- 
cre-to-poor programs  will  mold  in 

film  vaults. 

"The  pressure  for  new  and  better 
programs  in  1955  will  continue  to 

parallel  the  proved  sponsor-and-audi- 

LjJential 
Co verag,e ! 

UNDUPLICATED! 

WWOR-TV.  CH.   14 

serves  and  sells 
WORCESTER 

COUNTY 

Now,  Over  71,000  UHF  sets 

Receive  the  Best  Picture  on 

Worcester  County's  Only 
TELEVISION  STATION! 

"As   of   January    1,    1955 

see  PAUL  H.  RAYMER  CO. 

WW®  JUT  ̂  
1ST  STATION  IN  NEW  ENGLAND'S  NO.  3  MAKKIT 

A  BC  —  DUMONT 

■■Specialized 

Programming
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10,000    WATTS Transmitter:   Los  Angeles,  California 
Executive  Offices:  Santa  Monica,  California 

National  Representatives: 
Forjoe  &  Co.  New    York,    Chicago, 

Dallas,  San  Francisco 
Dora-Clayton  Atlanta,  Georgia 

GEORGE  A.  BARON,  Gon'l  Mgr. 
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WSAU-Tv WAUSAU,    WISCONSIN 

ABC  •  DuMont 

CHANNEL  7 

89,800  watts 
1,921ft.  above  sea  level 

540,000  population 

$662,899,000 
spendable  income 

152,000  homes 
Represented    by 
MEEKER,      TV. 

New  York.  Chi..  Los  Angeles.  San  Fran 

Stockholders  Include 
RADIO  STATIONS 

WSAU     WFHR-WATK 
NEWSPAPERS: 

Wausau  Daily  Record-Herald 
Marshficld  News  Herald 
Wis.  Rapids  Daily  Tribune 
Merrill    Daily    II.  i  aid 
i;  in  in 'i.i  i  i'ii  i    Dail)   News 
Antigo   Daily   Journal 

OWNED  AND  OPERATED  BY 

WISCONSIN  VALLEY  TELEVISION  CORP. 

ence-pleasing  performances  of  new 
programs  like  Sherlock  Holmes  and 

Janet  Dean,  R.N." 

NBC  Film  Division,  Carl  M.  Stanton, 

v.p.  charge  Film  Division :  "We  look  for- 
ward to  1955  as  the  year  in  which  new 

syndicated  film  programs  of  fine  qual- 
ity— derived  from  both  network  tv  film 

programs  and  from  packages  produced 
especially  for  syndication — will  open 
up  new  opportunities  for  local,  region- 

al and  national  sponsors,  for  the  syn- 
dicators  themselves  and  for  the  tv 
stations   all   over  the   country. 

"I  think  1955  will  probably  be  the 
most  decisive  year  in  film  syndication 
which  in  the  past  two  years  has  grown 
faster  than  it  did  in  its  entire  pre- 

vious  history. 

"While  the  industry  has  grown  up 
it  has  not  really  settled  down — and 
several  major  problems  remain  to  be 
solved  before  it  reaches  a  respectable 
maturity. 

"The  most  urgent  of  these  problems, 
we  of  the  NBC  Film  Division  believe, 
is  the  current  wave  of  price  cutting 
and  short  term  deals  which  threatens 
to  engulf  many  film  syndicators  and 
degrade   their   programs. 

"We  hope  1955  is  the  year  in  which 
this   problem   is   solved." *  #        * 

Official  Films,  Inc.,  Harold  L.  Hack- 
et,  president:  "With  the  tremendous 
upsurge  in  our  business  here  at  Offi- 

cial Films,  we  see  a  new  peak  for  syn- 
dication in  1955. 

"Sponsors  heretofore  confining  their 
advertising  dollars  to  print  media  or 
radio  are  realizing  that  syndicated 
programs  of  top  quality  result  in  great 
sales  impact  for  their  products. 

"Syndication  continues  to  open  big- 
ger and  bigger  markets  for  consumer 

goods  and  services,  resulting  in  an  at- 
mosphere we  feel  will  be  increasingly 

bullish." 

*  *        # 

Screen  Gems,  Inc.,  Ralph  M.  Colin, 
vice  president  and  general  manager: 
"In  1955  the  film  syndication  indus- 

try will  continue  to  expand  and  grow 
in  stature.  Increased  competition  will 
force  improvement  in  the  quality  of 
films  for  television.  This  also  will  be 

the  year  in  which  the  last  of  the  bor- 
derline and  amateur  producers  will 

disappear  from  the  business. 
Tt  will  mark  the  growth  of  Class  A 

film  syndicators  who  will  turn  out 
products  comparable  to  network  pro- 

ductions." 

*  «        * 

Sterling  Television  Co.,  Saul  J.  Tu- 
rell,  president:  "Our  aim  is  to  heavily 
increase  sales  in  1955.  We're  definite- 

ly out  for  a  bigger  share  of  the  market. 

In  order  to  increase  business,  we're  go- 
ing  to  offer  12  separate  ideas,  or  pro- 

grams, to  sponsors  and  stations.  All 
these  shows — which  will  embrace 
women's  shows,  children's  shows  and 
so  forth — are  planned  for  an  across- 
the-board  scheduling.  We  believe  in 
the  across-the-board  concept,  daytime 
as  well  a  '  nighttime. 
"Whal  we'll  be  selling  this  year  will 

be  programing,  not  shows. 
"We  wanl  to  help  stations  solve 

their  programing  problems,  not  with 
one-  hoi  ingle  shows  but  with  a  com- 

plete package  of  program 

Television  Programs  of  America, 
Michael  M.  Sillerman,  sales  manager: 
"The  tv  film  companies  that  deserve 
to  maintain  their  competitive  position 
in  the  field  in  1955  must  offer  a  di- 

versity of  properties. 
"When  a  salesman  makes  a  call,  the 

prospective  client  should  have  no  trou- 
ble in  identifying  the  show  being  of- 

fered from  the  property  he  bought 
three  months  before. 

"We  feel  that  part  of  our  success  is 
based  on  the  diversity  of  our  proper- 

ties— Ramar  of  the  Jungle  is  the  only 
jungle  show  on  the  air;  The  Halls  of 
Ivy  is  notable  for  its  high  level  of 

urbanity  and  sophistication." *  *  * 

Unity  Television,  Arche  Mayers,  gen- 
eral manager:  "A  lot  of  things  are 

going  to  change  this  year.  As  the  last 
100  to  150  stations  which  have  gone 
on  the  air  iron  out  their  problems, 
they  can  see  clearer.  Their  objectives 

won't  be  so  obscure.  They'll  know  what 
they   want   and   need   in   programing. 

"The  second  big  point:  More  and 

more  stations  find  they  can't  live  on 
the  network  rate  card.  They're  buying 
more  film  programing  so  they'll  be able  to  get  100  cents  on  the  dollar  for 

selling  the  show,  rather  than  33'. •. cents  on  the  dollar  they  get  from  the 
network. 

"Generally  speaking,  we  found  an 
improved  sales  position  in   1954. 

"We  set  a  $6  million  sales  objective 

for  1955.    In  the  past   10   days  we've 
gotten  $270,000  in  new  contracts." *       *       * 

Ziv  Television  Programs,  Inc.,  John 

L.  Sinn,  president:  "This  year  Ziv  will 
double  the  total  product  being  distrib- 

uted as  of  the  end  of  1954. 
"And  we're  going  to  sign  more  top 

names  in  the  entertainment  world  to 
star  in  the  new  programs.  The  trend 
in  syndicated  tv  film  today  is  toward 
starring  top  names  in  order  to  pro- 

vide  instant   audience   appeal. 
"In  addition.  Ziv  will  continue  to 

follow  its  policy  of  filming  properties 
such  as  Mr.  District  Attorney  and 
Meet  Corliss  Archer,  both  of  which  are 
among  the  oldest  radio  programs. 

"Ziv's  gross  volume  over  the  past  two 

years  has  increased  two-and-a-half 
times.  At  present  three  Ziv  shows  are 
nearing  the  200-market  point.  Anoth- 

er is  in  170  markets.  Two  others  are 
in  more  than  135  markets  and  the 
Eddie  Cantor  Comedy  Theatre,  al- 

though on  the  market  for  only  eight 
weeks,  has  been  sold  in  more  than 125  markets. 

"An  expansion  in  the  sales  force  is 
being  planned  to  meet  this  increased 
production.  And  we  also  plan  to  great- 

ly expand  our  foreign  distribution. 
"Lastly,  in  order  to  double  our  pro- 

duction in  1955.  we  spent  $1.4  million 
for  American  National  Studios  (for- 

merly Eagle-Lion  I .  in  Los  Angeles. 
The  studios  are  one  of  the  major  pro- 

ducing facilities  on  the  West  Coast. 
"They'll  give  us  more  than  twice  as 

much  space  as  we've  had  with  our 
present  California  studios. 

"Our  1955  production  budget  will  be 
$9.5  million.  New  shows  will  include 
panel  programs,  situation  comedies, 
musical  comedies,  dramatic  programs 

and  science-fiction  pieces."         *  *  * 
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*It's  Navy  tradition  that  a  broom  be  secured  to  the  mast 
of  a  victorious  ship  returning  to  port,  indicating  a  clean 
sweep  of  all  her  opponents. 

The  September,  1954  Telepulse  survey  in  the  Wheeling-Steubenville  market 

gives  WTRF-TV  a  clean  sweep  in  every  category.  Not  only  were  the  top  25  most  popular  programs 

on  WTRF-TV,  but  63.5%  of  the  viewing  audience  between  noon  and  midnight  were  tuned  to  WTRF-TV, 

Wheeling.  This,  Friends,  is  known  as  dominating  a  market,  not  just  slightly  but  so  predominantly 

that  there  can  be  no  question  that  the  only  way  to  reach  this  billion  dollar  market  is  with  WTRF-TV. 

And  here  are  the  reasons  for  this  overwhelming  domination: 

1.  WTRF-TV's  316,000  watts  on  channel  7  delivers  a  clearer,  sharper 
signal  all  hours  of  the  day  and  night. 

2.  NBC  programming,  supplemented  by  ABC  shows,  topped  off  by 

WTRF-TV's  own  programs  designed  especially  for  the  viewers  in  this  market 
are  obviously  what  most  people  want  most  of  the  time. 

3.  Constant  promotion  and  untiring  publicity  keep  reminding  viewers  of 

WTRF-TV,  the  BIG  station  in  the  Wheeling-Steubenville  market. 

If  you  are  interested  in  selling  this  important  market,  call  any  Hollingbery  office  or 

Bob  Ferguson,  VP  and  general  manager  direct  at  Wheeling  1177. 

WTRF-TV WHEELING,  W.  VA. 

CHANNEL  7   •  316,000  WATTS 

NBC  Primary  .  ABC  Supplementary 

Represented  by  Hollingbery 

Robt.  Ferguson  .  VP  &  Gen.  Mgr. 

Telephone  WHeeling  1177 

Now  equipped  for  network  color 
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CHANNEL  (J) 

ROCKFORD,  ILLINOIS 

THE    (tody   STATION 
COVERING   THE 

ROCKFORD-MADISON 

AREA  MARKET 

OVER 

t.000.000 
PEOPLE     IN     THE 

FIRST     g*^   MARKET 
,WEST   OF   CHICAGO 

WRITE   FOR 

WREX-TV 
COVERAGE      MAP 

Showing    this    tremendous 

.non-duplicated  CBS  Coverage 

CBS -ABC   NETWORK 
AFFILIATIONS 

45,700  Watts  E.  R.  P. 

represented  by 

,H-R  TELEVISION,  INC. 

f   WREX-TV 

fH  IS" 
ROCKFORD,  ILLINOIS 

(Continued  from  page  6) 

When  Mr.  Henry  Ford  the  first  made  the  comment,  "They 
can  have  my  car  in  any  color  they  want  just  as  long  as  it's 
black,"  he  had  the  good  fortune  to  be  talking  to  the  sex  that  is 
usually  reticent  to  argue  and  conservative  to  a  fault.  The 

present  two-tone  pastels,  the  rakish  lines  as  well  as  lush  in- 

teriors, can  be  attributed  solely  to  the  ladies  for  that's  what  as 
well  as  who  created  the  demand.  Men  lost  this  battle  the  day 
they  let  women  put  flowers  in  the  vases  of  the  old  Mercer.  So 

today  there  are  car  ads  in  Vogue  and  Harper's  and  the  car 
copy  in  general  books  is  slanted  toward  the  Mrs.  while  dam- 

sels deliver  a  good  many  of  our  tv  and  radio  commercials. 

As  for  the  medium  itself,  from  early  morning  to  the  chil- 

dren's hour  is  ladies'  day  in  television;  this  is  as  true  less  ob- 
viously at  night  but  just  as  surely. 

Other  than  a  few  programs  such  as  Gillette's  Cavalcade  of 
Sports,  Canadian  Football  and  Featherweight  Boxing  Fiestas, 

there  is  hardly  a  show  in  which  women  viewers  do  not  out- 
number the  men.  The  norm  is  about  45%  to  31%,  variations 

depending  upon  the  time  slot,  type  of  program,  feed-in.  Com- 
petition and  so  on.  Whodunit  or  quiz,  comedy  or  musical, 

spectacular  or  unspectacular,  the  weaker  sex  is  there  in  force. 

Thus  if  you  accept  the  premise  that  women  in  addition  to 

doing  the  buying  do  the  deciding  in  the  vast  majority  of  pur- 
chases made;  if  you  have  learned  either  through  statistics  or 

by  slyly  watching  your  wife  that  there  is  scarcely  an  area  in 

which  she  doesn't  cast  the  only  ballot  thai  counts,  it  will 
gratify  you  as  an  advertising  man  to  discover  that  television 
offers  a  predominance  of  this  dominant  sex.  Sir.  do  not  be 
disgruntled  as  you  watch  the  medium,  replete  as  it  is  with 
bumbling  husbands  (Desi,  Ozzie,  Stu,  Barry,  Ray,  Danny, 

Hill  el  al.).  Don't  gnash  your  teeth  or  lose  any  sleep  over  the 
fatale  of  tv  femmes  and  the  wisdom  of  i\  wives.  Just  keep  in 

mind  that  tv  is  a  woman's  world  in  the  very  same  wa\  thai  the 

world  i-  a  woman's  l\  screen.  *  *  * 

Letters  to  Rob  Foreman  are  welcomed 

Do  you  always  agree  with  tin-  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.      Iddress  Bob  Foreman,  c  o  SPONSOR,  40  E.  49  St. 
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T.  WASHINGTON  TV 

"Best  darn  salesman  I've  ever  seen! 

>t 

And  Mt.  Washington  TV  is  "the 
best  darn  salesman  you  've  ever 
seen!"  No  wonder  the  sponsors  of 
Disneyland,  Jackie  Gleason,  Climax 
and  Shower  of  Stars ...  to  mention 

a  few,  have  been  sold  on  the  Moun- 
tain. It  reaches  most  of  Maine,  New 

Hampshire  and  Vermont  at  about 
half  the  cost  of  any  other  3  TV  sta- 

tions in  the  area  combined. 

CBS-ABC WMTW Channel  8 

John  H.  Norton,  Jr.,  Vic*  Pros,  and  General  Manager         REPRESENTED  NATIONALLY  BY  HARRINGTON,  RIGHTER  A  PARSONS,  Inc. 
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BOOK 

SPONSOR:    Viiih    American   Stevens   Co. AG!  \i  \  ;    Direcl 

I  APS1  I  I  I  ASI  HISTORY  :  To  promote  its  car  book  in 

the  Los  Ingeles  area  the  \orth  American  Stevens  Co. 

bought  \S-minute  e.t's  on  Sunday  evenings  for  jour 
weeks.  Orders  started  pouring  in  so  fast  tlmt  one  com- 

pan)  official,  Mi.  E.  Schwartz,  said.  "K\.\  gave  us  our 
lowest  order  costs  of  any  station  used  dining  our  cam- 

paign. Orders  keep  coming  in  even  from  repeats  on  the 

same  time  spots."  Program  cost  $\()i).,)~i  a  neck.  Is  a 
result,  \orth  American  has  started  a  [3-weeft  series  on 

k  \  \    this  month    i  .lanutii •  \  I  . 

k\\.    I  i 
An  J 

FROCK  AM:    !.">    minute   e.t.'s 

results 

KITCHEN   UNITS 
IPONSOR:    Mai Flillllliilli:    C AGENCi  :   Di 

<   APS1  II    I   ASE   HISTORY:  /    guessing    contest   on    ra- 

dio pulled  17..''>  1 2  prospects  for  the  Mabee  Plumbing  Co. 
I  20'OCre  pumpkin  field  was  selected  and  contestants 

were  asked  to  guess  the  number  of  pounds  to  be  har- 

vested from  d.  (dues  were  displayed  in  the  Mabee  shmt  ■ 

room  and  78  announcements  it  ere  run  over  II  I'YA).  Cost 

a  ns  ̂ 7.li.">  an  announcement.  After  the  contest  the  sales 
staff  uent  to  work  on  the  mailing  list  compiled  from  the 

postcard  ansa  as.  Months  later,  sides  are  still  coming 

into  the  \lubcc  Co.  for  their  kitchen  installation  units  as 

a  result  of  the  contest. 

WPEO,    I' III 
FROCK \M:     Announcements 

HOISTS 

SPONSOR:    Harsh    Hydraulic    Hoisl    (  ...  AGEN<  ̂   :    Direcl 

'  APSUL1  <  ASE  HISTORY:  A  VZ-weeh  radio  campaign 

provided  valuable  follow-up  leads  for  the  Harsh  Hy- 

draulu  Hoist  t  ".  /  sing  earl)  morning  radio,  the  com- 

pany scheduled  five  announcements  pa  week,  tnnounce- 

ments  u  •  n  geared  towards  mousing  enough  listenei 

interest   i<<   request   a   booklet   on   hoists.     Farmers   were 
told   that    for    \(»     a    du\    thc\    could   unload   harvest    and 

olhei  farm  products  uitli  the  I  hush  hydraulic  hoist  ami 

</  pick-up,  tiailei    io    tun  I.    (  Company    received  650   "■- 

guests  foi   booklets.    On  follow-up  calls  sin   hoists   were 

sold  ami  3]  jici  sons  indicated  interest,     tverage  •  "\/  per 

hoisl  is  $300;  /<</<//  <ost  <</  sponsorship  mis  $1,625. 

KOA    Denver  PROGB  AM     W.  stern   Bn-.kl  si    B 
inn. .i'ii.  emenl  • 

;      ; 

TRACTORS 

>PO\SOH      Manning-Westbrook    [ruck  AGENCY:    Dimtjl &  Tractor  Co. 

CAPSULE  <   W    HISTORY:        A   single   mention   about  J 

used   tractoi    buy    brought    30    walk-in    inquiries    to    thi 
Manning-ll  eslbrook  Truck  &  Tractor  Co.    The  companyM 
a  local  International-Harvester  dealer,  co-sponsors  a    15  j 

minute  program   of  religious   music  three  times  a   nee}.. 

Program.    Harvest    of    Hymns,    has    brought    numerous 

advertising  and  sales  promotions  successes  to  the  sponsor J I 

com  pain    reports.    Cost  per  program    to   Manning-^  est- 

brook  is    SI.     ̂ i>oiim>i    calls    its    radio   advertising   budget] 

"the  best  money    we  ever  spent." 

W  BAW,  Barnwell,  S.  I  . 
FROCK  AM:  Harvest  of  Hym 

FLOUR 

SPONSOR:  Quaker  Oats  Co. 
I   APS1  I  I    (   VSE  HISTORY  : 

AG!  M  Y:  Clinton  E.  Frank  I  ... 

///  an  effort  to  increase 

sales  for  Aunt  Jemima  Self-Rising  Flour  in  the  Veil 

)  orh  area,  the  Quaker  Oats  Co.  launched  a  radio  cam- 

paign. II  ith  two  daily  programs  on  II  II  l\F.  Dm  \\  heel- 

ei  -  Morning  Spirituals  and  Dr.  }\\e.  in  the  afternoon 
i  three  \S-minute  segments  a  week  each),  sales  soared 

"considerably"  in  a  year's  time.  Cost  was  $250  a  neck. 

WWRL  anil  the  Ouaket  Oats  t  o.  started  a  joint  mer- 

chandising campaign  using  window  displays,  posters. 
counter  cards  and  contests.  In  one  contest  station  re- 

ceived 0.000  requests  joi  a  free  record. 

WWRL,   New    York  PROGRAM:    Do.    Wheeler's   M   
Spirituals;    Dr.   ,li\> 

DRY  GOODS  STORES 

SPONSOR:   Cookeville  Dn   G   I-    Assn. 
\OI  \<  ,i  :    Direcl 

CAPSULE  CASE  HISTORY:  Habits  can  be  changed  H 

radio.    It's  customary   for  the  dry  goods  shops  in  Cooke- 
i  illc  to  close  on  II  cdncsdin  afternoons.  This  year  the 

group  of  stores  decided  to  remain  open  on  the  II  ednes- 
da\  afternoon  before  Thanksgiving.  \nl  Limiting  it  hat 

to  expect,  the  stores  bought  air  announcements  to  run 

only  on  Tuesday  and  Wednesday,  spending  just  $50. 

Fiery  store  in  town  reported  brisk  business.  One  start 

did  five  times  the  volume  of  business  it  had  done  on  tin 

corresponding  II  ednesday  last  year:  another  reported  a 
volume    seven   times   greater. 

Will  H.  CookevUle,  'Fun. 
PROGRAM:    \n 

inn. n<  'i  ■iiu-iil- 

BLANKETS 

SPONSOR:   Crown    Furniture   Store  AGENCY:    Dirfl 

<  APSUL1  <  ASI  HISTORY:  Crown  Furniture  Store  de- 

cided /"  test  radio  pull  with  n  special  Sunt/a\  morning 

telephone  promotion  on  90  blankets  it  hail  in  stock.  Start 
bought  eight  announcements  for  7  \  member .  Blanket 

sob!  for  sT.77  and  were  available  foi  77<  down  and  sl 

a  week,      t  number   .»/  special  operators   were  placet!  in 

the  store   tO   take   calls.     By    afternoon    the   90    blankets   in 

slock  were  completely  sob/  out  and  oo  more  had  to  at 

ordered  from    Itlanta.  Store  also  opened  5  1  ncii  accounts 

ns  n  dual  icsuli  ol  the  radio  promotion.  The  cost  to 

sponsor  was  $36  and  netted  company  $1,398.60  sales in  one  day . 

\\k  AB,    Mi PROGR  AM:     Announcemeii 



UJERD 
ATLANTA'S  TOP  INDEPENDENT 

MOVES  GOODS  FAST  IN  THIS 

$100  MILLION  MARKET 

The  WBRD  listening  audience 

predominantly  made  up  of  the 

290,000  Negroes  in  the  WERD 

coverage  area,  is  responsive, 

loyal  and  partial  to  the 

specially-designed  programming 

of  this  Negro-owned  and  managed 

1000-watt  outlet 

More  and  more  national 

advertisers   are   discovering 

that  the  magic  formula  for  top 

sales  in  one  of  America's 

top  markets  is 

UJERD 
AMERICA'S    FIRST    NEGRO- 

OWNED  RADIO  STATION 

860     kc         1,000     watts 

H'idio   Division — Interstate    United   Newspaper,   Inc. 

Represented   Nationally   By    JOE  WOOTTON 

J.  B.  blayton.  jr..     General  Manager 
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Some  folks  count  sheep. 

Storer  Broadcasting  Company,  however,  counts  years 

of  service  in  the  public  interest.  And 

pledges  to  expend  every  effort  to  make  1 955 

as  memorable  as  the  twenty-seven  Storer  years 

*'  "     / 

that  have  turned  the  bend  of  memory. 
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WSPD  •  WSPD-TV 
Toledo,  Ohio 

WJW  •  WXEL-T 

ROADCASTING   COMPA 
KPTV  WA6A  •  WAGA-TV  WJBK  •  WJBK-TV 

Portland,  Ore.  Atlanta,  Ga.  Detroit,  Mich. 
WSPD  •  WSPD-TV                          KPTV  WA6A  •  WAGA-TV                  WJBK  •  WJBK-TV 

Portland,  Ore.  Atlanta,  Ga.                         Detroit,  Mich. 

'WBRC  •  WBRC-TV  WWVA                      WGBS   •  WGBS- 

■Mrmingham,  Ala.  Wheeling,  W.  V' 
NATIONAL  SALES  HEADQUARTERS: 

TOM  HARKER,  V.  P.,  National  Sales  Director  BOB  WOOD,  Midwest  National  Sales  Mgr. 

1 1 8  E.  57th  St.,  New  York  22,  ELdorado  5-7690     •  230  N.  Michigan  Ave.,  Chicago  1 ,  Franklin  2-6498 

WGBS    -WGBS-TV Miami,  Fla. 

m 



TO  SELL 

JACKSONVILLE 
(and  the  rich  Northeast 

Florida  market . . .) 

WJHP-TV 
Channel  36 

§  §  § 

76,500  UHF  SETS-IN-USE 

§  §  § 

ABC    •    NBC    •    DuMONT 
Television  Networks 

§  §  § 

For  rates,  availabilities,  and  oth- 

er information,  call  Jacksonville 

EX  8-9751  or  New  York  MU 
7-5047. 

§   §    § 

WJHP-TV 
JACKSONVILLE,    FLORIDA 

276,000  watts 
on   Channel   36 

Represented    nationally    by 
John    II.    Parry    Associates 

agency  profile Curt  A.  Peterstm 

V.p.   and    radio-tv   director Marschalk  and   Pratt   Division,    McCann-Erickson,   New  York 

Curt  Peterson  is  a  tall,  silver-haired  man  who  looks  as  though 
he  d  be  at  ease  on  either  side  of  the  footlights  or  a  tv  camera.  And. 
as  a  matter  of  fact,  he  has  been.  Some  30  years  ago,  when  he  came 

to  New  York  from  the  University  of  Oregon,  he  started  out  as  a 
singer. 

"I  studied  voice  in  pretty  good  company.  Peterson  recalls.  "Two 

of  my  fellow  voice  students  were  Thomas  Dewev  and  my  wife." 
Curt  Peterson  himself  married  a  theater  actress,  Ruth  Matteson. 

Mrs.  Peterson,  of  course,  continued  her  acting  career,  including 

numerous  Broadway  and  tv  shows.  She's  currently  appearing  in 
Sailor's  Delight  with  Eva  Gabor. 

"The  show's  supposed  to  hit  Broadway  sometime  in  January," 
Peterson   added. 

Peterson's  own  work  is  entirely  confined  to  the  other  side  of  the 
mike  or  tv  camera  today.  As  head  of  the  radio-tv  department  of 
Marschalk  and  Pratt,  Peterson  has  been  particularly  busy  with  two 

spot   accounts:   Esso   Standard   Oil   and   International    Nickel. 

"To  date,  our  merger  with  McCann-Erickson  has  not  affected  this 

department."  Peterson  explained.  The  merger,  which  occurred  early 
in  January,  is  unusual  in  agency  history  in  so  far  as  Marschalk 

and  Pratt  Division  of  McCann-Erickson  is  expected  to  continue 
operating  independently  at  the  job  of  servicing  the  accounts  already 

within  the  shop.  It's  likely  that  McCann-Erickson  -vn  ill  eventually 
push  some  of  its  own  industrial  accounts  through  Marschalk  and 
Pratt,  since  t lie  latter  is  particularly  heavy  in   industrial  accounts. 

"Biggest  problem  with  spot  radio  and  tv  accounts  is  the  setting 
and  insuring  of  certain  standards  of  performance  on  the  various 

stations,"  says  Peterson.  In  the  case  of  Esso  alone,  this  means 
policing  some  53  radio  and  18  tv  stations. 

Peterson  has  devised  a  system  that  both  the  clienl  and  Nations 

like:  Ever)  station  is  supplied  with  a  booklet  "I  instructions  and 

suggestions,  rhese  booklets  include  the  agency  -  reasoning  behind 
a  certain  approach  to  programing  and  commercials  for  the  client. 

Thej  also  include  instructions  about  the  format  of  the  show  I  four 
dail)  newa  asts  in  the  case  of  Esso),  the  deliver)  ol  the  commercials, 

suggested  camera  angle-  and  emergency  instructions,  props,  sets 
and  color  of  sets,  *  *  * 
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EXCLUSIVE  NATIONAL  RADIO  REPRESENTATIVES: 

EAST 

SOUTHEAST 

WBZ  +  WBZA  Boston  +  Springfield 

WGR  Buffalo 

KYW  Philadelphia 

KDKA  Pittsburgh 

WFBL  Syracuse 

5,000 
50,000 

50,000 

5,000 

Charleston,  S.  C. 

Charlotte 

Columbia,  S.  C. 

Raleigh — Durham 

Roanoke 

5,000 

5,000 

5,000 50,000 

5,000 

P: PREE&  JTETERS 

Pioneer  Station  Representatives  Since  1932 

FOR  LATEST  INFORMATION,  CALL 

NEW  YORK 

250  Park  Ave. 

Plaza    1-2700 

CHICAGO 

230  N.  Michigan  Ave. 

Franklin  2-6373 

ATLANTA 

Glenn  lildg. 

Main  5667 

HOLLYWOOD 

63.il  Hollywood  Blvd. 

Hollywood  9-2151 

DETROIT 

Penobscot  Bldg. 

Woodward  1-4255 

FT.  WORTH 

406  W.  Seventh  St. 

Fortune  3349 

SAN  FRANCISCO 

Russ  Building 

Sutler  1-3798 

MIDWEST 

SOUTHWEST 

WDSM 

WDAY 

W0W0 

KMBC-KFRM 

WMBD 

WBAP 

MOUNTAIN 

AND  WEST 

KGMB-KHBC 

Des  Moines 

Davenport 

Duluth — Superior 
Fargo 

Fort  Wayne 

Indianapolis 
Kansas  City 

Omaha 

Peoria 

Beaumont 

Corpus  Christi 

Ft.  Worth— Dallas 

San  Antonio 

Denver 

Honolulu — Hilo 

Portland 

Seattle 

NBC-ABC 

50,000 

5,000 

5,000 
5,000 

50,000 

5,000 
5,000 

50,000 

5,000 

5,000 
1,000 

50,000 

50,000 

5,000 
5,000 

5,000 
50,000 

50,000 



When  She  Talks... 

They  Listen! 
NINA  WRIGHT 

Packs  her  daily  morning  program  with  a  wealth  ol 
information,  helpful  to  both  urban  and  rural  house- 
wives.  Broadcast  from  her  kitchen,  Nina  places 
major  emphasis  on  the  important  subject  of  food. 
In  addition,  she  trequently  discusses  other  subjects 
of  vital  importance  to  women— fashion,  good 
grooming,  current  events  and  civic  affairs.  Guest 
interviews  are  often  a  part  of  her  interesting  pro- 
grams. 

Several  times  each  month.  Nina  Wright  is  invited 
to  appear  as  featured  speaker  at  area  functions,  or 
to  give  homemaking  and  cooking  demonstrations. 
In  towns  and  cities  throughout  KSOO's  60-County 
(  overage  Area  this  past  summer,  the  average- 
attend,  ime  at  a  Nina  Wright  appearance  was  24% 
of  the  total  population.  The  only  publicity  used  to 
attract  housewives  to  these  events  were  announce- 

ments in  the  "NINA  WRIGHT  SHOW"  itself.  Yes, 
when  Nina  Wright  talks,  homemakers  listen.  And 
when  Nina  Wright  sells  sour  product,  homemakers 

BUY!  This  popular  KSOO  '  Personalis  Show draws  listeners  at  a  low  cost  per  thousand  of 

approximately   *  1  3  cents. 

'  based  on  Nielsen  (overage  Service  Figures 

NINA   WRIGHT    SHOW 

10:25  A.M.— Mon.  thru  Fri. 

4>  Sioux  Falls,  S.  D. 
Nationally  Clear  Channel  1140  KC 

ABC   Radio   Affiliate 

10,000   WATTS   DAYTIME 
5,000  WATTS   NIGHTTIME 

Represented    Notionally    by    Avcry-Knodel,    Inc. 

{Continued  from  page  20) 

may  say:  "Hey,  let's  lay  off  that  Kuick.  They've  got  to  get 

that  $11,000,000  back  some  way,  and  they'll  probably  tack 

it  on  to  the  price  of  the  car." 
Milton  Berle  performed  somewhat  the  same  kind  of  a  ca- 

per when  he  made  his  National  Broadcasting  Company  deal 

a  few  years  ago.  The  general  impression  was  created  by 
stories  Berle  and  his  people  planted  that  NBC  was  giving 
him  the  tube  plant  in  Lancaster,  the  new  studios  in  Burbank, 

the  key  to  General  Sarnoff's  safety  deposit  vault  and  untold 
millions  of  dollars.  Berle  happily,  during  thai  period,  used 

the  gag,  "They're  changing  the  name  to  the  National  Berle- 

casting  Company." 
I  was  on  Billboard  at  the  time,  and  the  then  president  of 

NBC,  Joe  McConnell,  showed  me  the  contracts — off  the  rec- 
ord, of  course.  It  was  a  good  deal  for  Berle,  hut  a  fine  deal 

for  NBC,  too.  Berle's  services  as  a  guest  on  other  show-,  bis 
talents  as  a  producer  and  many  other  elements  were  avail- 

able to  NBC,  all  for  the  one  over-all  price.  When  the  Glea- 
son-Buick  deal  winds  up,  I  imagine  the  same  situation  will 
be  true. 

What  sponsor-  or  their  agencies  can  do  to  check  the  en- 
thusiasms of  fellows  like  my  friend.  Bullets.  I  don  t  knew. 

but  it's  something  worth  thinking  about.  On  the  -ubject  of 
Gleason,  I  wonder  about  one  other  phase  of  sponsor-talent 

relationships.  It  wasn't  too  many  years  ago  that  Gleason 
was  doing  a  show  on  Du  Mont.  I  went  on  his  show  one  night 

to  give  Eddie  Fisher  (whom  we  were  then  kicking  off  at 

l\C\  Victor)  an  award.  It  didn't  take  a  -bowman  genius 
to  recognize  that  Gleason  had  a  fresh,  driving,  tireless  talent, 

which,  properly  developed,  could  give  a  tv  advertiser  a  top 

-bow.  I'm  pretty  sure  Buick,  or  any  other  advertiser,  could 
have  made  a  long-term  deal  with  Jackie  at  that  point,  at  con- 

siderably  less  than  they're  making  the  deal  now.  Even  if  it 
isn't  $1  1.000,000. 

What  I  mean  i-:  Why  don't  advertisers  or  their  agencies 
spend  a  little  more  time  having  people  with  experience  and 

background  canvass  newer,  as  yet  not-at-the-lop  talent,  but 
talent  with  potential  and  build  with  them,  to  the  top?  Con- 

sidering the  importance  of  their  tv  properties  to  the  advert- 

ing programs  of  the  nation"-  biggest  linn-,  il  would  seem  to 
me  this  might  be  considered  a  legitimate  pari  of  their  devel- 

opment program,  even  as  they  develop  -ale-,  manufacturing 
and  other   internal   talent. •  •  • 
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Agency  and  client  • 
behind  closed  doors  • 

chopping  on  the  schedule  • 

your  medium,  your  market 

are  mentioned  •  a  question 

is  raised  •  the  agency  man 

reaches  for  Standard  Rate  . . . 

Brother,  what  a  grand  feeling  to  know  that 

in  a  Service-Ad  near  your  listing. 

For  the  full  story  on  the  values  1.161  media  pot  from  their 

Service-Ads,  see  Standard  Rate's  own  Service-Ad  in  the 
front  of  all  SRDS  monthly  editions;  or  call  a  Standard  Rate 
Service-Salesman. 

Note:  According  to  a  study  of  SRDS  use  made  by  National  Analysts, 
Inc.,  83%  of  all  account  men  interviewed  have  SRDS  available  at 

meetings  in  clients'  offices. 



o  o  o 

a  forum  on  questions  of  current  interest 

to  air  tidvertisers  and  their  agencies 

Should  it  client  worry  if  the  critics  pan  his  show?" 

THE  PICKED  PANEL  ANSWERS 

CRITICS'  PAN  NO  BLOCK 

By  Roland   Martini 
V.P..  Radio-Tv  Director 

Gardner  Advertising.  New  York 

That's  a  little  like 

asking  how  a  fa- 
ther feels  when 

his  son  comes 
home  with  a 

black  eye.  If  it's 
just  a  black  eye 
and  there  are  no 

broken  bones, 
and  the  boy 

shows  no  apparent  psychic  trauma, 
the  old  man  might  ignore  the  whole 

thing  with  a  "boys  will  be  boys"  .  .  . 
or  he  might  stop  long  enough  to  tell 
junior  not  to  lead  with  his  right. 

However,  if  the  boy  has  been  set 

upon  and  beaten  up  so  severely  that 
he  needs  hospitalization,  parental  con- 

cern will  manifest  itself  right  to  the 
local  precinct  for  immediate  action. 

When  a  high  percentage  of  critics 
pan  a  show  during  its  first  two  or 
three  weeks  on  the  air,  the  assault  may 
star!  a  panicky  chain  reaction.  The 

panning  will  bother  the  agency,  the 
'Mint,  the  board  of  directors,  the  star-. 

I  In-  network,  the  time  salesman  .  .  . 

and,  armed  with  this  high-percentage 

report,  the  agents,  packagers,  competi- 
i"i-  will  move  in  like  morticians.  Un- 

der these  unfortunate  circumstances, 
the  whole  business  could  become  a 
rout. 

Happily,  such  a  grisly  thing  rarely 
happens.  Critics,  like  ratings,  display 
\ii\  little  unanimity.  In  some  instances 
when  there  has  been  a  high  percentage 
•  ■I  negative  critical  reaction,  this  has 

not  deterred  the  public,  the  «  lients,  or 
the  networks  from  proceeding. 

A  <  Jassic  example  is  the  Today 
show.      Man)     critics    ridiculed    it    as 

"Weaver's  Folly"  when  it  went  on  the 
air  in  1952.  I  understand  that  Today- 
grossed  about  $9,000,000  in  1954. 
What  a  beautiful  folly! 

The  record  also  shows  a  consider- 

able coolness  on  the  part  of  the  critics 

to  the  spectaculars,  yet  the  Nielsen 

Index  reports  that  each  of  these  spe- 
cial one-shot  programs  has  been  seen 

by  an  audience  of  more  than  31,000.- 
000  viewers,  and  each  has  thus  ranked 

among  the  top  10  programs  on  tv. 
On  the  other  hand,  there  is  a  show 

now  being  sponsored  that  has  consis- 
tently received  high  praise  from  the 

critics.  Beautifully  written,  produced, 

and  acted,  its  rating  is  so  pitifully  low 
that  in  spite  of  the  wonderful  reviews, 
this  show  will  fold  up  its  sets  and 

depart  with  the  new  year.  What  wor- 
ried the  client  here  was  not  the  critics, 

but  the  high  cost-per-1,000  viewers. 
Unfortunately,  the  critics  were  ready 
for  the  show  but  the  viewers  were  not. 

In  fact,  the  warm  praise  from  the 
•  ritics  was  responsible  for  keeping  the 
show  on  the  air  for  over  a  year,  in  the 

forlorn     hope     that     it     would     break 

If  the  critics  say  "Nay!" 
How  important  are  the  crit- 

ics' reviews  of  a  new  air  show 
to  a  sponsor?  According  to 

sponsor's  panel  of  agency  ex- 
ecutives, the  influence  of  the 

radio  and  tv  critics  is  limited, 

though  they  do  play  a  valua- 
ble role  in  the  launching  of  a 

new  program.  Negative  re- 
views won't  ruin  a  show,  the 

panel  agrees;  positive  reviews 
can  help  build  a  show  but 
can  t  make  it  a  successful  ve- 

hicle. Willi  l\.  the  audience 

has  a  chance  to  be  its  own 

critic,  and  in  its  hands  lies 
the    eventual    fate    of   a    show. 

through  to  the  public.     There  w;as  no break. 

But  not  all  is  unpleasantness.  There 

are  happy  occasions  when  the  critics 
and  the  viewers  discover  a  show  simul- 

taneously. The  critics  are  generous  in 

their  praise,  the  public  tunes  in,  the 

client  is  happy,  and  the  cost-per-1,000 
is  a  happy  little  figure.  This  seems 
like  a  dream  situation — but  one  with 
substance.  In  fact,  it  has  a  name:  the 
George  Gobel  Show.  And  happily,  we 

have  something  to  do  with  it. 

CANT  MAKE  OR  BREAK  SHOW 

By  Read  H.  Wight 
V.P,  and  Director  of  Radio  and  7Y 

J.  M.  Mathes  Inc..  ISew  York 

Just  how  worried 

a  sponsor  should 
be  when  critics 

pan  his  show  de- pends on  why 

they  pan  it.  If. 
for  instance,  they 

pan  it  because  it 
is  in  poor  taste, 
then  the  sponsor 

has  reason  to  be  concerned.  But  gen- 

erally speaking,  a  negative  reaction  on 
the  part  of  the  critics  is  not  going  to 

demolish  a  program  or  have  too  great 
an  effect  on  its  eventual  popularity 

lor  lack  of  ill.  Remember  Abie's 
Irish  Rose  and  Robert  Bern  hle\  ? 

A  positive  approach,  on  the  other 
band,  can  be  very  effective  in  building 

a  show.  If  John  Crosby  or  Harriet 

\  an  Home,  for  instance,  say  that  such- 
and-such  a  show  opened  last  night 
and  was  poor.  I  doubt  if  the  average 

viewer  would  be  impelled  to  view  it; 

but  if  Crosby  or  Van  Home  enthusi- 
astically underwrite  a  program  and 

say  it's  great,  it's  realistic,  it  has  im- 
pact, see  it — the  chances  are  you  will 

make  a  menial  note  to  do  so.    Often,  a 
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harsh  attack  on  a  favorite  star  builds 

a  sympathetic  audience. 

The  radio  and  tv  critics  can't  make 
or  break  an  air  show  in  the  same 

sense  as  the  Broadway  show  critics 
can  affect  a  stage  production.  With 
tv,  the  shows  are  there  for  all  to  see, 

and  everyone  is  his  own  critic — with 
the  tune-out  dial  at  his  fingertips.  But 
it  is  a  different  story  when  a  person 

is  considering  spending  perhaps  $15 

for  theatre  tickets — he's  only  going  to 
see  that  show  once  and  he  looks  to 

the  critics  for  guidance  in  helping 
him  make  up  his  mind. 

Some  reviewers,  in  not  liking  a  tv 

show,  actually  help  improve  it.  They 

make  specific  remarks  on  what  they 
did  not  like  about  it.  which  often  help 
the  creators  of  the  show  to  strengthen 

the  weak  spots.  My  Little  Margie  is 
a  case  in  point. 

Actually,  there  is  no  black  or  white 

to  this  question.  Just  as  rating  sys- 
tems are  guideposts,  so  the  reactions 

of  critics  may  be  valid  guideposts  in 

developing  a  show.  A  sponsor — and 

his  agency — can't  ignore  any  straw 
in    the   wind. 

PUBLICS   OPINION    PREVAILS 

By    JSorman    W.    Glenn 
V.P.,    Director   Broadcast    Planning 

Doherty,    Clifford,    Steers    &    Shenfield, 
IS.  Y. 

He  should  worry 

only  if  the  crit- 
ic's taste  coin- 
cides with  that  of 

the  general  pub- 
lic —  which  is  a 

backhanded  way 

of  saying  that  the 

critic's  influence 
on  the  tuning 

habits  of  his  readers  is  minor. 

On  Broadway,  things  are  different: 

the  critics  hold  a  life  or  death  pow- 
er over  new  plays.  The  public  relies 

on  the  judgment  of  play  reviewers 

because  theatre-going  is  expensive  and 
inconvenient. 

But  broadcasting  is  not  Broadway. 

"Catching  a  new  tv  show''  costs  nothing, 
and  if  the  viewer  doesn't  like  it,  he 
can  find  other  entertainment  without 

leaving  the  room.  Nowhere  else  in  the 

entertainment  world  is  it  so  easy  for 

the  public  to  sample  new  offerings  and 
form  its  own  opinions. 

Does   this   mean    that    the   critic    is 

completely     without     influence?      Not 
(Please  turn  to  page  97) 

Sponsors  pile  up  winning  seasons,  one  after  the  other, 

with  WBNS.  We've  got  loyal  listeners  (in  faet  .  .  .  more 
listeners  than  all  other  loeal  stations  combined).  Our  fans 

stick  with  us  through  the  TOP  20  PULSE-rated  programs 

and  follow  through  with  record  purchases  of  WBNS- 
advertised  products. 

CBS  for  CENTRAL  OHIO 
ASK JOHN  BLAIR 

radio 
COLUMBUS,     OHIO 

10  JANUARY  1955 
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1st  Telepulse  in 
Sioux  City,  Iowa 

proves  KYTV  dominance 

Top  10  shows 

Top  23  shows 

24  out  of  top  25 

ARE  ON  KVTV 
All   with   a    rating  of  40  or   better 

The  week  of  November  8-14,  Telepulse  moved  into 

Sioux  City,  Iowa,  and  conducted  the  first  television 

survey  in  this  "2nd  largest"  of  Iowa's  markets.  The 
results    show   clearly   that   KVTV   dominates    completely. 

KVTV  PULLS  A  77 

SHARE-OF-AUDIENCE  RATING 
Throughout  the  test  week,  Monday  through  Sunday, 

6  p.m.  to  midnight,  KVTV  rates  a  spectacular  77  in 

share  of  audience.  Whether  it's  local-live,  film  or  net- 
work,  the   dominant   station    in    Sioux    City    is    KVTV. 

Which  all  goes  to  show 

KVTV  is  the  television  buy  in  Siouxland 

Ask    your    Katz    man    for    all    the    facts. 

SIOUX    CITY,     IOWA 
CBS  ABC  DUMONT 

A  Cowles  station.  Don  D.  Sullivan, 

Advertising  Director.  Under  same  man- 
agement as  WNAX-570,  Yankton  —  in 

the  land  where  radio  reigns. 
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IS  OUR  BUSINESS 

For  COMPLETE 

FILM  PROCESSING 

MOVIELAB  FILM  LABORATORIES,  INC. 
619  West  54th  Street,  New  York  19,  N.  Y.        JUdson  6-0360 Waaam  Oil.   Fi!«*r 



"The  service  with  the  most  subscribers 

PULSE    FOR    DEPENDABILITY 

Do  you  realize  thai  in  radio 

20-30%  LISTENING! 
A  huge  BONUS  reported  seasonally  by  PULSE 

A\Jl       PORTABLES,    beauty    parlors,    barber    shops,  dubs, 

garages,  retail  stores,  etc  .  .  .  ail  add  a 

AUTO 

B  I  G     P LU S \~  ti and  among   the  pluses 

LISTENING 

far  from  being  the  whole  story  as  reported  for  each  home 

PLUS  LISTENING  can  not  be  pro-rated  to  all  stations 

because  they  do  not  achieve  equal  shares  of  the  "PLUS" 

PULSE  rotates  all  "plus 
Special  A.M. A.   award  < 

listening  to  the   HOME?       Pulse   received 
i  far  back  as    1949  for  pioneering  study 

KNOW  THE  FACTS!      31    IMPORTANT  MARKETS 

1  Report  @  $25  -  2  @  $20  -  3  @  $15 
4  and  more  @  $10  for  agency  subscribers 

31    Markets:    ORDER  NOW 
ATLANTA.   GA. FORT  WORTH,  TEX. 

BALTIMORE,  MD. HOUSTON.  TEX. 

BIRMINGHAM.   ALA. KANSAS  CITY.  MO. 

BOSTON.  MASS. LOS  ANGELES.  CAL 

BUFFALO,   N.   Y. MIAMI.  FLA. 

CHICAGO,   ILL. MILWAUKEE,  WIS. 

CINCINNATI.  0. MINNEAPOLIS. 

COLUMBUS.  0. ST,   PAUL,  MINN. 

DALLAS.  TEX. NEW  ORLEANS.   LA 

DAYTON,  O. NEW  YORK,  N.  1. 

DETROIT,  MICH. PHILADELPHIA,   PA. 

PHOENIX,  ARIZ. 

PITTSBURGH,  PA. 

PORTLAND,  ORE. 

RICHMOND,  VA 

SAN  DIEGO,  CAL. 

SAN  FRANCISCO,  CAL 

SEATTLE,  WASH. 

ST.  LOUIS,  MO. 

TACOMA,  WASH. 

WASHINGTON.  D.  C. 

Our  6th  YEAR  providing  vital'  out -of -home  radio  listening 

This  month  throughout  the  U.S.,  1 17,000  homes  are 

being  interviewed  for  next  month's  "U.S.  Pulse  TV" 

ND  URBAN  COVERAGE 

PULSE,  Inc.,  15  West  46th  St.,  New  York  36 
Telephone:  Jadson  6-3316 
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Southern  arithmetic 

This  apparently  zany  addition  is 

by  no  means  meaningless.  Within 

the  far-flung  limits  of  influence 

exerted  by  Atlanta's  radio  station 
WSB  and  television  station  WSB- 

TV  are  a  given  number  of  homes. 

This  is  ALL  the  homes  there  are  in 

this  area.  Use  the  power  of  WSB 

plus  WSB-TV  and  you  reach  them 

all.  In  the  South  no  other  combina- 

tion of  media  reaches  so  many,  so 

effectively  .  .  .  for  so  little. 

W 

$b 
The  Voice  of  the  South 

750  KC 

wsb-fv 
The  Great  AREA  station 

of  the  Southeast 
CHANNEL   2 

Represented  by  Edward  Petry  &  Company  — affiliated  with  The  Atlanta  Journal  and  Constitution 
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Drew  Pearson's  taped  show 
Drew  Pearson,  who  docs  more  pre 

dieting  than  a  ji \  j»s\  fortune  teller,  pre- 

dicted  20  months  ago-  when  his  radio 
show  went  from  a  live  network  produc- 

tion to  a  re  :orded  tape  co-op  show 

that  the  program  would  keep  its  au- 
dience. 

\t  latest  count  last  week  some  270 
radio  stations  from  coast  to  coast  are 

carrying  the  show  and  Pearson  sav- 
ins rating  and  audience  response  is 

greater  than  ever  before. 

Type  of  sponsoi  varies,  hut  the  larg- 

sponsored  on  270  stations 

est  group  are  auto  dealers.  Apparel 

and  department  stores,  banks  and  sav- 
ings \  loan  associations,  insurance 

agencies,  household  appliance  and  fur- 
niture stores  follow  in  that  order. 

Pearson  says  one  example  of  the 

taped  program's  success  is  an  incident 
that  occurred  in  San  Diego.  The  sta- 

tion carrying  the  show.  KCBQ.  an- 
nounced that  the  current  sponsor  was 

retiring  from  business.  The  next 

morning  the  station  received  seven  of- 

fers of  sponsorship.  *  *  * 

Di'parttnent  store  finds  tv  stu 

"More  popular  than  Santa  Claus''  is 
the  wav  one  official  of  Lit  Bros.,  Phila- 

delphia department  store,  described  the 

drawing  power  of  actor  Jon  Hall 

i  Ramar  of  the  Jungle).  The  Television 

Programs  of  America  film  star  at- 
tracted as  main  as  4,000  children  a  day 

between  Thanksgiving  and  Christmas, 

store  officials  happily  reported,  adding 
that  most  of  the  youngsters  wanted  to 
see  Ramar  before  Santa.    A  small  ad- 

r  pulls  us  well  as  Santa 

mission  was  charged  by  the  store.  » 

While  there  is  no  sponsor  tie-up  in 
Philadelphia  between  Ramar  and  Lit 

Bros.  (show:  is  sponsored  there  by 

Good  n'  Plenty  candy),  the  store  spent 
$25,000  in  constructing  an  appropriate 

jungle  setting.  In  the  picture  Jon  Hall 
I  right )  points  out  the  finer  features 
of  a  lion  to  three  moppets  as  two  of 
Halls  white  hunters  and  an  African 

chief  look  on.  *  *  * 

Merchandising   appearance   of   Jon    Hall   drew   4,000   children    daily    into    Lit    Bros.,    Philadelphia 

Tv  stittions  offered  neiv 
weather  foreeast  service 

Irving  P.  Krick  is  doing  plentv 
about  the  weather. 

I  he  Denver  meteorologist,  who  in 

the  past  sold  his  nationwide  weather 
forecasting  mainly  to  private  industry, 

now  is  offering  the  service  to  tv  sta- 
tion-. Kenneth  C.  Raetz,  who  has  the 

unusual  title  of  "director  of  weather 

sales,"  said  the  service  is  unique  in  that 
it  provides  forecasts  for  the  next  seven 

da\s  instead  of  the  customary  24-hour 
forecast.  Raetz  says  tv  viewers  thus 

can  plan  for  outings  and  other  occa- 
sion- a  week  in  advance.  In  addition. 

Krick  can  provide  forecasts  a  month  in 

advance  which  turn  out  to  be  70rj  ac- 
curate— considered  good  by  meteorol- 

ogists. Krick's  tv  service,  besides  the  fore- 
casts, includes  a  variety  of  features.  It 

includes  farm  and  garden  advice  based 

on  the  weather  forecasts,  weather  con- 

tests in  which  viewers  "compete"  with 
Krick  in  predicting  the  weather,  weath- 

er question  and  answer  shows,  graphs, 

charts  and  other  material.  *  •  * 

WBC's  i*aek  moderates 

'creative  sivapshop"  letter 

"  \  creative  swapshop"  is  how  Rich- 
ard Pack,  national  program  manager 

ol  \\  estinghouse  Broadcasting  Co.,  de- 
scribes his  new7  monthlv  newsletter.  He 

sends  the  letter,  called  Program  Cues, 

to  all  the  Westinghouse  stations.  Pack 

also  prints  suggestions  from  program 

managers  of  the  WBC  stations. 
"All  of  us  will  come  up  with  ideas 

that  nun  be  fine  for  one  town  but  won't 

survive  import  to  another  localitv." Pack  reminded  his  program  directors, 
"but  we  want  all  the  ideas  we  can  get 

anv  wav ." 

As  a  follow-up  to  the  first  newsletter. 
Pack  arranged  a  program  seminar  in 

New  York  which  all  WBC  program  di- 
rector- attended.  Theme  of  the  three- 

dav  seminar  was  "programs  are  our 

product."  One  da\  w  as  taken  up  with 
an  analysis  and  review  of  the  five  50 
kw.  WBC  radio  stations,  their  programs 

and  opposition.  *  *  * 

Kriefly  .  .  . 

(.citing  the  listener  into  the  acl  helps 
build  enthusiasm  for  radio,  KRNT. 

Des  Moines,  believe-.  The  station's 
dailv  afternoon  Hill  Rile)  Time  has 

listeners   call    in    with    questions    thev 
8G 

SPONSOR 



have  usuall)  on  cooking,  the  home, 
child  care  or  other  subjects  of  general 
interest.  Riley  announces  the  question 
over  the  air  between  records  and  lis- 

teners phone  in  answers.  Same  tech- 

nique is  used  by  Bailey  when  he's 
interviewing  personalities;  listeners 

phone  in  questions  they'd  like  Rile\   to 
ask  the  guest. 

»        ■*        # 

The  Providence  Advertising  (Hub 

practices  what  its  preaches.  H.  \\  illiam 
Coutlhurst.  IWC  president,  said  the 

club  this  month  is  beginning  sponsor- 

ship of  a  weekly  hour-long  radio  pro- 

gram on  WHIM  which  will  "sell"  ad- 
vertising— to  the  public.  The  program, 

Theatre  of  Melody,  will  feature  whole 

-rores  from  Broadway  plays  and  Hol- 
1\  wood  movies,  plus  some  popular  song 
hits.  Coutlhurst  said  commercials  on 

the  program  will  explain  advertising 

to  listeners  so  they'll  have  a  better  un- 
derstanding of  it.  The  club  also  will 

air  public  service  messages  during  the 
show. 

»        *        # 

Shortly  before  1954  expired.  KOA, 

Denver,  celebrated  its  30th  anniversary 

by  holding  a  children's  Christmas 
party  for  4,000  sick,  crippled  and  or- 

phaned youngsters. 
*  »        * 

At  all  its  station  breaks.  WKNE, 

Keene,    N.    H.,    is   airing    the   slogan: 

"People  on  the  go,  hear  radio." •  *        » 

The  outstanding  Storer  Broadcasting 

Co.  station  of  1954  is  WBRC-TV,  Bir- 
mingham. Annually  Ceorge  B.  Storer, 

SBC  president,  selects  one  station  to 
receive  the  award,  which  is  based  on 

over-all  operation.    In   the   picture.  J. 

Robert  Kerns  I  left  j,  v.p.  &  managing 
director  of  WBRC-TV,  receives  the 

award  from  Stanton  P.  Kettler,  v.p.  in 
charge  of  the  southern  district  of  SBC. 

WBRC-TV  joined  SBC  in  mid-1953; 

since  then  it's  increased  its  power,  be- 
come a  CBS  affiliate  and  moved  into 

new  offices  and  studios. 

For  a   real  Sales   KNOCKOUT 
in   the   Detroit  area 

CKLW-TV  penetrates 
a  population  grand 
total  area  of  5.295,700 
in  which  85%  of  all 
families  own  TV  sets. 

CKLW-TV 
channel  9 

■ 

That's  the  important  thing.  Ratings,  ad- 

jacencies, programming,  network,  don't 
mean  a  thing  if  you  can't  increase  SALES. 

CAN  WJPS  GET  RESULTS? 
Here  are  just  a  few: 

Sterling  Beer  —  Mid-Continent  Petroleum 
—  Coco-Cola  —  Purina  Mills  —  Puffin 

Biscuits  —  Hesmer's  Foods  —  Economy 
Super  Markets  —  P.  W.  Burns  Insurance 
—  International  Harvester  —  Red  Bird 

Gasoline  —  International  Salt  —  and 

many  others  that  we  will  send  upon  re- 

quest. We  would  like  to  "Ring  the  Cash  Regis- 

ter" for  you  because  we  have  the  KNOW HOW. 

Let  us  prove  our  worth  to  you. 

Robert  J.  Mcintosh,  General  Manager 
REPRESENTED    IT 

The   George   P.   Hollingbery   Company 

No  wonder  she's 

SO  POPULAR 
Who    wouldn't    be    with 

Sioux   City   Sue-Land's   proportions — 

effective    coverage 

wholesale    market 

retail sales 

33    counties, 

589,800     people 

34th   in  the   U.S. 

2nd  in  Iowa 

Your    Katz    man    can    arrange    a    date. 

"A  RADIO  IN   EVERY   ROOM" 

Evansville,  Indiana 

Sioux    City,    Iowa 

CBS.     ABC     &     DuMONT 

A   Cowles   Station 
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NEVER  WENT  AWAY 

[Continued  from  page  49) 

meeting    of   the    Broadcast    Executives 

Club.    Recentl)    the  station  -|   sored 
a  program  rating  stud)  in  which  the 
unnamed  research  firm  reported  these 
ratings  lor  the  Arthur  Godfrey  radio 

-how:    5.7   <>n    \\  ednesda)    and    5.8   on 

Friday.  This  was  fine  with  \\C\\ 

except  Foi  one  thinu  due  to  transmit- 
ter trouble  tin-  station  had  not  been 

on  the  air  on  Fri<li\ . 

I  et's  look  at  another  of  the  destruc- 
tive force-  which  failed  to  put  radio 

away. 

Merchandising — it's  a  loose  term  at 
best  so  I'll  simplify  it  by  giving  it  a 

label  "Project-Policeman-  Whistle" — 
or  "Emphasis    on    the    Premium,    not 

the   I'm, In,  i." The  other  day.  in  leafing  through 

one  of  our  trade  publications,  I  ran 
across  a  double  truck  which  carried 

the  headline,  "WXXX  Goes  to  Mar- 
ket." Here  incidentally,  it  is  with  the 

proper  cen-or-hip  exercised.  May  I 

quote  from  it:  "WXXX  Goes  to  Mar- 
ket—  In  super  markets  toda\  it  takes 

something  extra  t"  maintain  fasl  turn- 
over.   That's  \\h\    \\  \  \  \  ha-  added  a 

AMONG    FRIENDS 
Windy  knows  he's  welcome  on  Madison  Avenue — because 

as  lie  puts  it.  "Experienced  time-buyers  Ion"  ago  discovered 
KTVH  reaches  more  folks  in  Central  Kansas  per  TV  dollar." 

Profit  by  what  other  advertisers  have  learned  and  take 

WlNDl  into  your  confidence,  too!  He'll  prove  the  superior selling  job  KTVH  can  do  for  you. 

Start    the   Ball    Rolling.    Today! 

VHF 

240,000 
WATTS 

KTVH 
HUTCHINSON 

CBS     BASIC-DUMONT 
Represented  Nationally  by  H-R  Representatives,  Inc 

CHANNEL 

12 
KTVH,  pioneei  Station  in  rich  Central  Kin -a-,  mi  vc>  more  than  I  1  important 
communities  besides  Wichita.  Mam  office  and  Minima  m  Hutchinson;  office 
and  Btudio  in  \\  ichita  I  Hotel  Lassen  I.  Howard  <>.  Peterson,  General  Manager. 

new  dimension  to  food-store  market- 

ing—WXXX  Super  Marketing."  And 
i  ontinuing,  "Once  you  qualify,  WXXX 

Super  marketing  arranges  for  week- 
long  displays  of  your  product  in  these 
blank  number  of  stores,  stores  which 

account  for  approximately  50' <  of  all 
grocer\  sales  throughout  the  entire  X 
area.  Thus.  \our  product  gets  the 

mosl  effective  two-wa}  advertising- 

plus-merchandising  selling  in  the  X 

area." 

Let  me  read  from  another  merchan- 

dising plan.  We'll  call  this  "XXX  Fea- 
ture Foods  Plan,"  and  here  are  the 

things  which,  once  the  advertiser  qual- 
ifies, the  advertiser  gets:  200  merchan- 

dising and  check  sessions  in  300 

stores;  a  100  check  calls  in  corporate 

chain  stores;  100  one- week  special  dis- 
plays in  super  markets;  50  personally 

attended  bargain  store  promotions;  an 
ellort  to  induce  stores  to  stock  the  ad- 

vertiser's product,  plus  decals,  shelf  ex- 
tenders, shelf  talkers,  display  material, 

et  cetera. 

These  things  I  guess  you  can  term 

merchandising — I  have  to  guess  be- 
cause I  certainly  am  not  an  expert  but 

I  don't  believe  1  have  to  be  an  expert 
hi  order  to  term  merchandising  one  of 
the  destructive  forces  in  radio  today. 

May  I  give  reasons — the  first  and  most 
deadly  is  that  most  plans  with  which 

I  have  come  in  contact,  psychological- 

ly as  well  as  actually,  place  radio — our 
business — in  a  secondary  position,  or 

a  qualifying  position,  if  you  will.  Once 

you  qualify  (incidentally  that  qualify- 
ing is  the  purchase  of  your  station) 

— once  you  qualify,  the  salesman  tells 

the  prospective  client,  "You  get  all  of these  wonderful  things,  dump  displays, 

end  displays,  choice  billboards,  car 
cards,  improved  shelf  locations,  decals, 
etc." — Where  the  hell  does  radio  come 
in? 

Then,  il  by  chance  the  salesman  en- 
counters  -ales  resistance  you  will  find 
him  extolling  the  merits  of  dump  dis- 

plays,  the  prime  locations  of  the  bill- 
boards, the  number  of  street  car  and 

bus  i  idei's.  ilie  circulation  ol   the  papei 

carrying  the  ad  in  short,  he's  selling 
damn  neat  everything  except  his  prod- 

uct, which  is  radio  advertising. 

Merchandising  then  becomes  a  bat- 

tle of  the  giveaways,  costing  the  sta- 
tion iimne\  which  could  and  should  be 

spenl  in  its  primarj  business — the  pro- 
duction of  good  radio  programs. 

I'll  just  quote  part  of  an  editorial 
reccnth    published  by  C.  B.  Larrabee, 
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of  Printers'  Ink,  two  paragraphs  of 
which  are  pertinent  to  this  discussion: 

"The  modern  advertising  medium 
offers  many  services.  Just  as  in  the 

case  of  the  agency,  some  of  these  ser- 
vices are  essential  to  modern  media 

service.  But.  again,  others  can  and 

should  he  performed  hetter  by  the  ad- 
vertiser. 

"It  seems  to  me  that  too  many 
advertisers  are  asking  others  to  do 

jobs  thev  should  do  themselves.  They 

must  realize  that  they  aren't  getting 
these  services  free.  Somehow,  some- 

where they  pay  for  them  in  the  long 

run." 
I  have  just  one  more  brief  comment 

on  merchandising  and  I  think  it's  im- 
portant. With  merchandising  plans, 

many  stations  provide  a  certain  classi- 

fication of  clients — foods  in  the  great 

majority  of  cases — services  in  addi- 
tion to  broadcasting,  which  are  with- 
held from  other  client  classification-. 

M\  question  is  how  this  can  be  justi- 
fied to  those  client  classifications  which 

are  not  receiving  these  extras.  Mv  le- 
gal experience  is  nil  but  I  wonder  if 

the  Clayton  Act  as  amended  by  the 

Robinson-Patman  Act  smiles  upon  such 
inequities.  Even  if  these  plans  are 
legal  in  the  strict  sense  of  the  word, 

is  it  good  sound  business  practice  to 
give  some  clients  services  that  are 
withheld  from  others? 

The  third  destructive  force,  for  want 

of  a  better  term,  we're  going  to  caption 
bad  business  practices.  Under  this 

general  heading  we  can  lump  "selling 
off  the  rate  card," — "talent  conces- 

sions,"— "special  packages  for  special 
advertisers," — "charging  for  five  min- 

utes at  one-third  of  the  15-minute 

rate," — etc. 

Fellow  Broadcasters,  let's  establish 

our  price!  Let's  honestly  evaluate  our 
product,  our  facility,  our  circulation, 

our  programs,  our  believability — let's 
then  establish  our  rate  cards  and  stick 

to  those  rates — let's  make  Standard 
Rate  &  Data  a  bible,  not  the  first  book 

of  a  continued  mystery  storv. 
While  the  three  destructive  forces — 

ratings,  merchandising  and  bad  busi- 

ness practices — haven't  succeeded  in 
burying  radio,  I  believe  I  mentioned 
that  on  occasion  the  industrv  has  been 

stunned  and  here  is  the  most  recent 

blow.  It  s  an  article  appearing  in  the 
August  23rd  issue  of  Advertising  Age, 

and  it  is  titled  "Radio.  1955  Style."  I 
shan't  read  it  all  but  I  shall  read 
enough  to  give  the  idea.  It  starts  out 

as  follows:  "To  look  at  a  current  rat- 

ing book  and  sadly  reflect  on  the  fallen 
grandeur  of  radio,  is  like  viewing  the 

Ruins  of  Pompeii."  It  ends  up  this 
w;i\:  "There  are  a  couple  of  simple 
rules  to  follow  in  usinj:  radio.  Call  in 

the  salesmen  assigned  to  you  from  all 
four  networks.  Give  them  an  exact 

idea  of  the  budget.  Wait  a  few  days 

and  stud)  the  multiple  proposals  built 
to  vour  specifications.  Either  take  the 
best  offer  or  work  up  a  combination 

of  several.  Then  negotiate.  Remem- 
ber, in  these  days  the  first  offer  is  an 

asking  price."  That,  fellow  Broadcast- 
ers, is  what  they're  saying  about  us. 

Even  though  in  this  instance  they  refer 

to  the  networks,  the  unmistakable  con- 

clusion that  anyone  reading  the  arti- 
cle would  gain  is  that  radio  is  selling 

its  merchandise  for  what  it  can  get. 

I  nt i  1  such  time  as  all  segments  of  our 

industrv  firm  up  their  rates  we  can  ex- 

pect to  feel  the  taint  of  bargain  base- 
mentism. 

You  know,  the  tragic  thing  about 
these  three  forces  harming  radio  is 

that  they  are  self-administered.  Yes, 
we,  the  radio  industry,  have  done  it 
to  ourselves  and  I  say  again  that  in 

many  instances  only  the  vitality  of  the 

medium  itself  has  enabled  it  to  go  for- 

ward. Isn't  it  appalling  that  a  medium 
that  reaches  97  to  98%  of  all  the  fam- 

ilies of  the  United  States  has  in  some 

cases  raised  the  white  flag?  Only  re- 
cently a  most  prominent  executive  in 

the  electronic  communications  field, 

spoke  most  discouragingly  of  radio 
and  its  future.  Apparently  those  117 
million  radio  sets,  most  of  which  he 

manufactured,  are  being  used  as  door- 
stops. 

So  much  for  destructive  forces — so 

often  it  is  the  practice  to  criticize,  to 

second  guess,  without  offering  any  an- 
tidote for  the  maladies  which  have  on 

occasion  stunned  us  and  which  have 

assuredly  retarded  our  progress.  What 
are  the  antidotes?  What  are  the  stim- 

uli b\  which  our  industry  not  only 

survives  but  occupies  its  rightful  place 

among  media?  Our  rightful  plate  in 

our  opinion,  is  first  for  the  most  sim- 
ple basic  reason — that  it  will  reach 

more  people  more  times  with  convinc- 
ing effect  for  less  money  than  any 

other  medium. 

Now,  to  those  antidotes.  You  know. 
when  a  fine  football  team  occasionally 

starts  falling  apart,  the  coach  usually 

calls  a  special  practice  session  for  the 

purpose  of  brushing  up  on  fundamen- 
tals, and  that,  incidentally,  usually  does 

the   trick.      Mav  be  some   of   our    mo-t 

HOW  TO  GO 

BIG-TIME 
IN  TV 
WITHOUT 
OWNING 
FORT  KNOX 

Buy   PASSPORT  TO  DANGER  .   .  .  hottest 

property  available  to  local  and  regional 

advertisers!  This  is  a  brand-new, 

bang-up  show,  the  kind  only  the  big 

networks  can  usually  afford  to  put  on  .  .  . 

and  it's  yours  at  a  remarkably  low  cost, 
well  within  the  reach  of  almost  all  local 

sponsors.  Nothing  else  you  can  buy  gives 

you  a  star  like  this  .  .  .  slick  production 

.  .  .  elaborate  foreign  settings.  And 

what  a  promotion  you  can  build  around 

the  magic  of  Romero's  name!  No  wonder 
Blatz  Beer,  Welch  Grape  Juice,  and 

other  "savvy"  advertisers  have  already 

snapped  it  up.  Better  check  your  market 

. . .  contact  one  of  the  offices  below. 

CESAR    ROMERO,    starring    in  .  .  . 

ABC    FILM 

SYNDICATION,   INC. 
7  West  66th  St.,  N.  Y. 

CHICAGO   •   ATLANTA  •   HOLLYWOOD    •    DALLAS 
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powerful  antidote-  are  the   fundamen- 
tals of  "in  business.    I  offei  as  antidote 

No.  1  a  t  j  11  *  >  t  *  -  from  the  rules  and  regu- 
lations ol  the  Federal  Communical 

Commission : 

Section  3.2  !   (h)    I  hat  the  public  in- 
terest,     onvei  !  d    i      essil .    will 

be  served  through  the  proposed  opera- 
tion. 

I  wonder  if  we,  as  broa 

have  looked  at  tliis  licensing  i 

ment  correctly.  !<  it  a  requirement  we 
musl  reluctantl)  live  with  or  is  it  trul) 

a  "formula  for  success"?  1  believe  it's 
the  latter  and  whether  or  not  the  pro- 
pounders  of  this  regulation  realize  it. 

the)  gave  us  a  real  blueprint  which, 
when    followed,    cannot    fail    to    bring 
-II.     i  5S 

John  Patt,  whom  you  all  know  as 

presidenl  of  our  company,  defines  this 

function  in  these  words:  "We  look 

upon  our  station  as  a  giant  mirror  re- 

flecting constantl)  the  needs  and  de- 
-  of  those  residing  in  oui  sen  ice 

.ma."  We  helieve  that  public  service 
comes  first  and  that  doing  a  good  job 

of  public  service  is  one  of  the  best 

guarantees  of  business  to  follow,  "'i  ou 

shall  broadcast  in  public  interest,  con- 

venience and  necessity"  What  hetter 
formula  to  ma' e  your  station  impor- 

tant to  your  community,  and  inci- 
dentally, I  know  of  nothing  keeping 

public  service  broadcasts  from  being 

sp<  msored. 
The  second  antidote,  or  fundamen- 

tal if  you  will,  i-  youi  facility  itself. 

Gi\  in,-  j  our  -tall  the  best  "I  to  hnical 
tools  with  which  to  work;  keeping 

abreast  of  the  latest  technical  develop- 

ments which  we  have  to  improve  qual- 
it\  and  production;  the  provision  of 

mobile,  short  wave  and  minitape  facili- 

ties to  take  advantage  of  radio"-  nat- 
ural   advantage        -peed.      \ll    of   these 
mdai   lal   to   pi  ogre>s. 

The  third  antidote,  or  fundamental. 

i-  your  programs  and  when  you  speak 

of  programs  you  must  in  the  same 
reath  speak  of  talent.  In  our  opinion. 

there  i-  no  dearth  of  good  live  talent 
hut  there  has  been  a  tremendous  laxitv 

on  the  part  of  broadcasters  to  search 

out  that  talent.  How  many  broadcast- 
el-  today  are  conducting  regular  audi- 

tion- in  their  respective  areas?  How 

main   broadcasters  are  taking  the  ea-\ 

way  and  programing  disk  jocke) 

against  disk  jockey,  both  using  the  top 
10  records  a<  their  basic  program 
format? 

There  should  be  no  need  for  the 

third  rerun  oi  the  Beulah  series,  or  the 

second  rerun  of  Skelton,  and  Hope, 

and  Jack  Benny.  We  radio  stations 
should  be  a  continuing  source  of  fresb 
talent  the  talent  is  there,  it  i-  our  job 
to  find  them  and  train  them  and  send 

them  olT  to  bigger  things.  Incidentally, 
the  reruns  of  shows  that  have  run 

their  gamut  are  cheaper.  \s  broad- 
casters we  know  that,  hut  1  must  \  ouch- 

safe  that  the  cheapness  of  these  pro- 

grams  is  not  a  well  kept  secret  -the 
public  finds  it  out  \  er\    fast. 

The  fourth  fundamental,  and  these 

fundamentals  are  not.  please,  in  order 
of  their  importance.  Our  industry 
needs,  individuallv  and  collectively, 

good  sound  business  practices.  We're proud,  and  I  know  main  of  you  are.  to 
be  able  to  make  the  statement  that  our 

contract  file  is  wide  open  for  anyone 

to  peruse  who  wishes  to.  We  maintain 
our  rate  cards,  we  treat  all  clients 
alike.      Granted,    we   like   some  clients 

Who  Buys  Your  Product  in  Omaha? :hild 
(women 

(or  the  entire  family) 

■\ 

WOW-TV  Has  The  Top  Rated  Show  For 
Here's  Proof: 

ARB  October  Survey  of  ALL  Daytime  Programs! 

(Monday  thru  Friday) 

Top  Rated  CHILDREN'S  SHOWS: 
WOW  TV's  children's  programs  placed  First  .  .  . 
Second   .   .   .  and  Third.  Other  station   placed   Sixth. 

First      TRAIL  TIME  43.2 
Second      STAND  BY   FOR   ACTION. ..  .38.4 
Third   SNICKER  FLICKERS     40.8 

Sixth     Other  Station    18.4 

Top  Rated  WOMEN'S  SHOWS: 
WOW  TV's  women's  shows  ranked  Fourth  and  Sev- 

enth .  .  .  Other  station's  women's  shows  placed 
Eleventh  and  Twelfth. 

Fourth      MOVIE  MATINEE   22.2 

Seventh      CONNIE'S  KITCHEN   17.3 
Eleventh      Other  Station     12.4 
Twelfth      Other  Station     11.4 

To&IIYtoir  Product pick  an  adjac 
program  above  that 

TKlinVl/»-i4#\      Fred  Ebener,  Sales  Manager,  \\ infSnfVrilli      tor  availabilities  and  complete  inform 
Max.  Power  •  NBC-TV  •  DuMonf  •  Aff. 

A    Meredith    Station    -        Blair     TV   Rep. 

Affiliated   with   "Better   Homes  and   Gardens" 
and   "Successful   Farming   Magazines. 
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better  than  others  but  on  our  station 

there  is  only  one  deal  and  you'll  find  it 
in  Standard  Rate  and  Data.  Good  busi- 

ness practice,  in  our  book,  begets  good 
business. 

The  fifth  and  final  fundamental  is 

organization  morale.  It  is  no  secret 
that  many  of  us  who  have  found  our 

companies  engaged  in  another  medium 
as  well  as  radio,  have,  because  of  the 

complexities  of  that  medium,  sorely 

neglected  our  radio  station. 

We're  not  the  only  ones  who  have 
noticed  that  neglect.  It  is  quite  possi- 

ble for  our  radio  staffs  to  feel  that  they 

are,  in  effect,  stepchildren.  If  our  sta- 
tions are  to  be  the  vital  organization 

that  we  all  want  them  to  be,  we're  go- 
ing to  have  to  organize  in  such  a  man- 
ner as  to  give  these  stations  exclusive 

management  personnel  who  are  avail- 
able on  a  day-to-day  basis  to  handle 

the  personnel  and  business  problems 
that  arise  from  day  to  day. 

Destructive  forces  —  progressive 
forces;  fumbles  and  recoveries;  mis- 

takes and  corrections — they  are  all  part 
of  the  growth  pattern  of  a  magnificent, 

vital  and  powerful  industry — RADIO 
— the  medium  that  never  went  away! 

SUNBEAM 

[Continued  from  page  45) 

tinue  to  rely  on  the  already  established 

consumer  pattern.  This  means  a  con- 
tinuation of  a  policy  of  concentrating 

major  ad  money  during  the  last  part 

of  the  year.  Sunbeam,  in  short,  is  con- 

cerned with  the  question  of  how  to  util- 
ize the  tv  medium  in  the  most  flexible 

manner  to  allow  this  kind  of  promo- 
tion. 

Along  with  the  other  spectacular 

sponsors,  Sunbeam  has,  for  this  rea- 
son, cancelled  out  of  the  summer 

schedule — the  seasonal  viewer  decline 

is  also  a  factor.  The  company  is  com- 
mitted to  NBC  up  to  May  of  this  year. 

However,  according  to  the  agency, 
there  is  every  expectation  of  continued 
heavy  spending  on  NBC  next  fall,  with 

NBC  President  Pat  Weaver  expected 

to  help  fashion  "timed  programing" 
that  will  carry  on  in  the  tradition  of 
the  spectaculars. 

Except  for  continued  participation 
in  The  Home  Show,  plans  for  next 

year's  tv  campaign  are  still  not  final- 
ly decided.  Despite  trade  rumors.  Sun- 

beam will  not  go  in  for  co-sponsor- 
ship of  The  Martha  Raye  Show  with 

its   spectacular    running    mate    Hazel 

Bishop.  NBC  had  approached  Ha- 
zel Bishop  for  this  single  shol  owing 

to  the  ironic  fact  that  the  network  had 

sold  the  5  December  spectacular  to 
Reynolds  Metals,  which  left  Sunbeam 

without  a  pre-Christmas  slot.  I  he 
Martha  Raye  sponsorship  filled  this 
hole,  and   with   great   success. 

Nor  is  the  Ethel  &  Albert  question 

completely  cleared  up  as  SPONsou  -,n- 
to  press.  Originally  this  family-type 
show  seemed  ideal  for  Sunbeam. 

Somewhat  off  the  beaten  track,  it  was 

adult  and  done  with  a  pleasing  taste 

and  skill  that  seemed  appropriate  com- 

pany for  a  quality  product,  even 

though  the  top  ratings  were  not  ex- 
pected from  the  fairly  low-budget 

showr.  Nor  was  Sunbeam  pleased  with 
the  time  slot,  7-7:30  p.m.  EST.  Still, 
il  went  along  in  the  hope  that  the  show 
would  build  enough  of  a  rating  to 

justify  a  more  desirable  period.  Cur- 
rent Nielsen  figures,  however,  reveal 

that  it  has  not  been  able  to  deliver  the 

ratings  hoped  for.  Not  only  does  the 
show  run  into  the  problem  of  its  time 
slot — out  of  the  Eastern  time  belt  it 
reaches  the  viewer  at  the  less  desirable 

Saturday  late  afternoon  period — but  it 
also  has  to  face  the  serious  competi- 

tion of  Beat  the  Clock  on  CBS. 

It  is  with  great  reluctance  that 
Sunbeam  discarded  the  show  as  of 

the  first  of  the  year.  But  the  need  for 

maximum  coverage  makes  this  un- 
avoidable, according  to  Widdifield. 

This  despite  the  evidence  from  its  own 

spot  surveys  that  among  Sunbeam 
users  the  popularity  of  the  program  is 
greater  than  ratings  seem  to  indicate. 
One  survey  showed  that  nearly  50% 

of  those  who  had  Sunbeam  products 
knew  and  liked  Ethel  &  Albert. 

But  Sunbeam  decided  to  be  guided 

by  the  figures  supplied  in  the  Niel- 
sen  reports. 

There  has  been  talk  that  NBC  is 

trying  to  work  out  a  new  time  slot 

and  an  alternate  sponsorship  arrange- 
ment. At  the  present  time,  however, 

Sunbeam's  1955  plans  do  not  include 
Ethel  &  Albert.  Furthermore,  Widdi- 

field told  sponsor,  decisions  on  shows 

of  this  level  must  await  more  precise 
formulation  of  plans  for  the  major  t\ 

efforts.  The  company  is  now  actively 

engaged  in  examining  various  tv  pro- 
posals for  next  year. 

In  any  case,  there  is  little  question 
that  Sunbeam  will  be  on  tv  with  a 

family-appeal  show  of  one  sort  or 
another.  Nor  is  there  much  doubt 

that   it   will    be   in  there   pitching   via 

WE'VE  BEEN 
SIGNING  UP 

A  SPONSOR 
A  DAY... AND 

THEY'RE STILL 

COMING! 
When   PASSPORT  TO   DANGER  hit  the 

market,  it  was  snapped  up  in  30  cities 

within  28  days  . . .  by  such  big-time 

advertisers  as  Blatz  Beer  and  Welch  Grape 

Juice.  What's  more,  it's  the  first  syndi- 
cated series  ever  sold  on  the  full  CBC 

network.  This  show   must  really  have 

something . . .  and  it  does!  No  other  show 

you  can  buy  boasts  the  box-office  magic 

of  a  star  like  Romero.  He'll  do  your 
commercials,  too  ...  all  at  a  price  that 

fits  easily  into  a  modest  budget.  Orders 

keep  coming  in  to  the  offices  below. . . 

what  about  yours? 

CESAR   ROMERO,   starring  in  .  .  . 

ABC    FILM 

SYNDICATION,   INC. 
7  West  66th  St.,  N.  Y. 

CHICAGO  •  ATLANTA  •  HOLLYWOOD   •  DALLAS 

10  JANUARY  1955 
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-;«•<  1. 1.  u!. ii  -  ..i  their  equivalent  come 
fall.  Sunbeam  is  here  to  sta)  so  far 
as  rv   i-  concerned. 

For  Sunbeam,  in  fact,  i\  bi 
die  ideal  medium,  because  it  allows 

for  straight,  clean-cut  demonstration 
which  i-  in  keeping  with  the  emphasis 

on  quality.  Hard-hitting,  shouting 

cop)  i-  considered  inappropriate  b\ 

the  company,  nor  can  it  offer  the  at- 
traction of  price  or  the  spei  ial  deal. 

I  lie  "qualirj  factor  is  utilized  1>\ 
Sunbeam  to  paj  of!  in  association  val- 

ues. I  he  lii  in  lrlii'\  es  that  nearl) 
everyone    knows    at    least    one    of   its 

products,  feels  therefore  that  each  ben- 
<  lit-  1 1» mi i  association  with  the  others. 

I  in  this  reason  e\er\  -how  contains 

one  commercial  at  the  end  of  the  pro- 

gram, which  is  little  more  than  a  run- 
down of  the  various  Sunbeam  applia- 

ances.  I  p  front  there  is  usually  a 
short  commercial  on  a  product,  while 
the  middle  commercial  is  a  two-min- 

ute demonstration  devoted  to  the  main 

appliance    for   the   show. 
Sunbeam  has  had  many  commenda- 

tions l"i  it-  color  commercials  on  the 

spectaculars,  even  to  favorable  press 
rexiews  that  considered  them  superior 

Gracious,  indeed,  arc  New  Orleans  koines 

— hut  gracious!  Where  are  the  occupants? 

Thanks  to  it-  Deep  South  climate,  New  Orleans  is  an 

outdoor  <it\.  That's  important  to  remember  when  ad- 
vertising to  the  South's  biggest  market.  And  this  makes 

it  a  verj  important  fad  thai  WDSl  has  more  out-of- 

the-house  listenership  than  any  other  New  Orleans 
station. 

Success  in  reaching  its  audience  with  programs  of  greal 
consumer  acceptance  means  thai  sponsors,  too,  have  en- 

joyed greal  success  in  reaching  WDSl  "-  receptive  audi- 
ence with  resultful  sales  messages.  Won't  you  ask  us aboul  availabilities? 

W  DSTJ     K  \IM<>    NeM  Orleans— Vital  To  The  South'a  Biggest   Market 

to  the  shows.  This  has  its  element  of 

irony  .since  the  company  stresses  that 
black-and-white  sets  are  still  the  in- 

struments in  common  use  and  that 

more  is  being  made  of  color  at  the 
moment   than   coverage  warrants. 

If  they  have  nothing  else.  Sunbeam 
feels,  the  color  commercials  have  pro- 

vided the  excitement  needed  in  dealer 

merchandising.  And  to  Sunbeam  how 
I  he  dealer  feel-  is  as  important  as  any 

lacet  ol  its  ad  program.  In  a  sense, 
the  dealer  is  the  foundation  of  the  en- 

tire Sunbeam  system  of  marketing. 

The  company's  widespread  distribu- tion is  based  on  some  200.000  dealers 
who  can  be  found  in  the  smallest  of 

towns.  In  the  long  run.  Sunbeam  is 
convinced  that  it  is  how  these  little 

dealers  in  the  byways  of  America  feel 
that   will  determine  its  sales. 

Sunbeam's  promotional  efforts  are 
likened  1>\  \\  iddifield  to  an  elecrtic 
line  which  runs  overhead  across  the 

entire  country.  It  is  there  to  provide 

sales  "power"  to  the  dealer  in  every 
hamlet.  But  unless  he  reaches  up  to 

that  line  that  passes  just  outside  and 

overhead  and  "plugs  into  it."'  it  is 
doing  no  good.  The  dealer  can  "plug 
in  through  his  own  promotion,  ad- 

vertising and  store  display. 

Sunbeam  likes  to  regard  itself  as 
somehow  but  an  extension  of  this  lit- 

tle dealer,  and  is  proud  of  its  home- 

spun, simple  and  conser\  ati\  e  charac- 
ter. But  it  has  been  doing  remarkabl) 

well  since  its  birth  in  1893  a-  the  Flex- 

ible Shaft  Co.  of  Chicago.  In  1910 
Sunbeam  entered  the  consumer  field 

with  an  earlv  electric  iron  and  has 

been  growing  steadih  since.  \mong 

the  concern's  other  operations  is  the 
largest  lawn  sprinkler  manufacturer  in 

the  country — the  Rainking.  It  pro- 
duces other  garden  equipment,  basing 

just  introduced  a  power  mower.  And 

from  its  inception.  Sunbeam  has  been 
a   |   lucei    ol   industrial   furnaces. 

\n  interesting  sideline  i-  the  hard- 
ware division,  which  manufactures 

'Mr,  o|  the  country's  sheep-shearing 
and  cow-clipping  equipment. 

But  the  major  division  turns  out  the 

-niall  home  appliances.  \nd  ill  this 
field  the  Midwestern  outfit  has  done 

right  well.  Just  prior  to  Christmas 
the  facloix  was  going  three  -hilts,  and 
the    l'dl   sale-   figures  will   undoubted- 

Lj  exceed  the  $80,000,000  racked  up 

the  year  before.  Presumably,  Sun- 
beam will  continue  to  rel\  on  its  con- 

senative  approach  to  produce  even 

better  results  in   tin-  future.  *  *  * 
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COMMERICAL  AUDIENCE 
(Continued  from  page  47) 

RAB  (formerly  BAB)   have  all  looked 
into  the  matter. 

With  tv's  first  big  boom  in  the  early 
1950's,  advertisers  began  to  seek  the 
answer  to  tv  commercial  viewing.  Two 
firms  Daniel  Starch  &  Staff  and 

Gallup-Robinson  —  have  been  their 
chief  sources  of  data. 

Starch  entered  the  field  around  1951, 

utilizing  a  variation  of  the  readership 
studies  it  has  conducted  in  conjunction 

with  print  media  since  the  1930's. 
Gallup-Robinson  began  researching 

print  media  in  the  I940's  and  tv 
around  1952. 

In  both  cases,  the  techniques  are 
somewhat  similar.  Starch  surveys  by 

telephone  in  a  half-dozen  large  cities, 
asking  viewers  within  an  hour  of  the 
telecast  to  describe  the  sales  points  of 
commercials  ( with  occasional  spoken 

prompting  by  interviewers).  Usually, 
somewhere  between  150  and  200  inter- 

views are  completed.  Calls  are  made 
on  a  random  basis. 

The  Gallup-Robinson  technique  goes 
into  more  detail,  although  it  is  basic- 

ally checking  the  same  thing — viewers' 
ability  to  "recall"  a  commercial.  Inter- 

views are  conducted  about  24  hours 

after  telecast  in  10  cities,  as  far  west  as 

Chicago.  The  normal  sample  is  about 
200  men  and  200  women  viewers.  The 

samples,  according  to  G-R  executives, 

are  not  "probability"  (completely- 
representative)  samples.  (Average  G-R 

"recall"  figure,  incidentally,  is  esti- 
mated by  the  firm  to  be  "around 

50%.") 
In  large  measure,  it  was  the  wide- 

spread use  in  the  tv  industry  of  "recall" 
measurements  that  triggered  NBC  TV 

into  making  its  own  checkup. 
The  trouble  as  NBC  TV  executives 

saw  it  was  that  admen  too  easily  con- 

fused the  findings  between  Starch's 

print  media  checkups  ("recognition" 
tests  in  which  readers  are  actually 

shown  the  complete  magazine)  and 

tv  research  I  "recall"  tests  in  which 
there  was  no  visual  prompting). 

A  little  more  than  a  year  ago, 

Starch's  tv  director  —  Jack  Boyle  — 
unwittingly  added  to  the  problem  by 
mentioning  in  a  speech  before  admen 

that  "41  ft  of  the  viewers  of  the 
average  nighttime  network  tv  show  see 

any  given  commercial  within  that  pro- 
gram. Boyle  made  a  quick  comparison 

between  this  figure,  based  on  "recall" studi ies,       and       magazine         noting 

averages  of  40%  for  color  page  ads. 

The  controvers\  was  quick  in  coining, 

i  Sec  "\\  ill  Starch's  new  tv  noting 

figures  upset  buying  strategy?",  and 
"Beware  of  these  misuses  of  Starch  tv 

figures,"  \(>  November  and  30 
November,  1953  issues  of  sponsor.) 

Few  were  more  outspoken  in  their 
criticism  of  these  figures  than  Hugh 

\I.  Beville,  Jr..  NBC's  Director  of 
Research  and  Planning.  Said  Beville 
to  sponsor  at  that  time: 

"Starch  magazine  ratings  employ  the 
recognition  technique.  Every  effort  is 
made  to  re-create  the  circumstances 

under  which  the  respondent  looked  at 

the  magazine  originally.  For  the  tv 

studies,  the  respondent  is  not  shown 

the  program  in  which  the  commercial 

appeared,  or  the  commercial  itself. 

"The  onlv  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." 
That,  perhaps,  should  have  been 

that. 

But  the  comparisons  continued  to  be 

made,  NBC  TV  noted — particularly  by 
print  media  representatives,  such  as 
those  of  Curtis  Publications,  LOOK 
and  the  ANPA.  And,  admen  continued 

to  look  upon  "recall"  figures — in  which 
viewers  "play  back"  the  sales  points 
of  commercials" — as  a  good  index  of 
the  percentage  of  viewers  actually 
watching  those  tv  commercials. 

Accordingly,  NBC  in  early  1954  be- 
gan preparations  for  a  study  designed 

to  measure  the  proportion  of  viewers 
who  see  and  remember  the  commer- 

cials of  a  "typical"  network  tv  show. 
Both  "recall"  and  "recognition"  tech- 

niques were  to  be  used. 
Thus,  NBC  TV  felt,  it  would  knock 

off  two  birds  with  one  research  stone. 

How  the  study  tvag  done:  Hugh 

Beville  and  Allen  Cooper,  NBC  TV 
manager  of  Markets  &  Media,  were  in 

charge  of  designing,  executing  and 
interpreting  the  study. 

From  the  start,  NBC  TV  decided 

that  the  study  was  going  to  be  in  two 

phases: Part  one :  The  study  called  for  a  new 

approach  —  a  viewer  "recognition" 
study  of  tv  commercials,  comparable 

to  the  technique  used  by  Starch  in 

checking  magazine  readership.  With 

a  target  of  250  interviews  (at  a  cost  of 

some  $20  apiece) ,  Starch  researchers 

were  assigned  the  job  of  house-to-house 
interviews.    The   method:   portions   of 

THE  PEOPLE 

YOU'RE 

ON  THIS 
SALESMAN 
Cesar  Romero,  star  of  the  new  TV  hit, 
passport  to  danger,  is  definitely  a 

"hot"  property.  Every  moviegoer  knows 
him,  and  he  is  starring  in  three  new 

pictures  about  to  be  released,  so  you  can 

see  he  needs  no  build-up  to  your  cus- 
tomers. No  wonder  local  and  regional 

sponsors  have  snapped  up  this  show! 

With  Romero,  you  know  you'll  get  an 
audience.  Plus  attention  for  your  selling 

message  . . .  because  he'll  also  do  your 
commercials  and  go  all-out  for  your 

product.  The  orders  keep  coming  in,  and 

someone   else    may  gobble    up   your 

market.  Contact  us  today,  at  one  of  the 

offices  listed  below. 

CESAR    ROMERO,    starring  in... 

TO 

DANGER 

ABC    FILM 

SYNDICATION,  INC. 
7  West  66th  St.,  N  Y 

CHICAGO   •   ATLANTA  •   HOLLYWOOD  •    DALLAS 
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a  tv  program  were  to  be  screened  for 

people  who  said  the)  had  seen  the 
program.  These  portions  were  to 
include  the  commercials  just  as  Starch 

print  media  checks  are  made  on  the 
basis  of  actual  printed  ads.  Then,  a 

depth  interview  was  to  be  conducted 
to  probe  for  the  reasons  why  viewers 

ma)  have  missed  an)  of  the  commer- 
cials. 

Part  tiro:   The  stud)    would   include 

a  larger-than-ordinar)    Starch  "recall 
sur\c\.     The  usual  sample,   according 

to    NBC    TV,    is   "approximatel)     L50 
interviews.'"      To     allow     for     broader 

analysis  and  greater  statistical  reliabil- 
ity this  goal  was  stepped  up  to  350 

interviews  in  the  pilot  study.  The 

usual  procedure  was  to  be  followed; 
Starch  interviewers  would  ask  viewers 

In  phone  to  recall  the  sales  points  of 
commercials. 

Finally.  NBC  TVs  original  plans 
•  ailed  for  a  comparison  of  the  two 
sets  of  findings. 

Vthtu    show    to    tvst?: 

right  show   for  the  video 

Picking   the 

pilot"  studs wasn't  eas\ .  Recalled  NBC  TV  research 
man    Mien  ( iooper: 

The  Hangin'  of  Soddy  Joe On    the   moonless    night   of   October   3rd,    1878,   a   character 

known  only  as  Soddy  Joe  stole  a  horse  from  a  Kansas  farmer. 

Four  hours  later,  a  posse  caught  Joe  just  west  of  Great  Bend 

and   hung   him   from   this  tree. 

That's  swift  action! 

And   if  you  want  SWIFT  SALES  ACTION   for  your  product, 

turn  the  job  over  to  WIBW — the  radio  station  Kansas  farmers 

listen   to  most.        We've  been   hanging  up   sales   records  for 
the  past  30  years. 

•Kansas    Radio   Audience    1954. 

Ben   Ludy,  Ccn.   Mgr. 

WIBW  &  WIBW-TV  in  Topeka 
KCKN   in  Kansas  City 

Rep:   Capper    Publication,    Inc. 

TOPEKA, 

KANSAS 

'"Because  of  the  nature  of  the  studv. 

any  show  we  picked  had  to  measure  up 
to  a  special  sort  of  yardstick. 

*'\\  e  needed  a  show  that  was  on  film. 

That's  because  we  wanted  to  send  out 
an  edited-down  print  of  the  program 

to  field  interviewers  prior  to  the 
telecast,  so  that  they  could  get  started 
on  the  research  without  any  major 

dela\  -. 
"We  wanted  a  show  that  ran  early 

in  the  evening,  so  that  a  Starch 
Immediate  Recall  Survey  could  be 

made  in  conjuction  with  it,  since  we 

wanted  ultimately  to  compare  'recall' 
and  'recognition'  of  commercials.  If 

the  show  was  aired  too  late,  we  wouldn't have  enough  time  left  to  make  telephone 

calls. 

"We  needed  a  show  with  a  fairly 

high  rating  and  wide  appeal.  This 
would  make  it  easier  for  interviewers  to 

locate  program  viewers  during  the 
checkup.  If  a  rating  is  low,  you  have 
to   hunt   harder   for  viewers. 

After  combing  the  roster  of  NBC 

TV  shows,  researchers  came  up  with 

the  answer:  DeSoto's  You  Bet  1  our 

Life,  starring  Groucho   Marx. 
That  the  show  filled  the  bill  on  all 

counts  can  be  judged  from  the  fact 
that  it  usually  pulls  Nielsen  ratings 

in  the  high  40's,  is  on  film  and  appears 
early  on  Thursday  night. 

The  show  also  filled  the  bill  on 

another  score,  too.  The  commercials 

were  fairlv  "average"  in  terms  of  pro- duction frills.  They  were  not,  by  any 

means,  lavish  film  jobs  that  would 
make  a  higher-than-ordinary  impact 
on  the  subconscious  of  the  average 
viewer  of  the  show. 

Having  its  video  guinea  pig,  NBC 

Him     KRIZ     Phoenix     personality — adopted 

by  tribe." 
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TV's  research  project  went  into  high 

gear. 

The  field  work:  Here's  how  the 
study  was  made  in  the  field : 

Recall:  The  standard  Starch  pro- 
cedure of  random  calls  to  viewers  was 

used.  As  soon  as  the  winter-season 
telecast  of  the  Groucho  show  was  off 

the  air.  Starch  telephone  quizzers  in 
six  cities  conducted  interviews  with 

156  men  and  201  women  who  claimed 

to  have  viewed  the  show. 

These  cities  included  Baltimore, 

Cleveland,  Columbus,  Detroit,  Phila- 

delphia and  St.  Paul.  The  sample — 
more  than  twice  the  size  of  the  usual 

Starch  checkup  —  was  big  enough, 
NBC  TV  felt,  to  give  them  some  degree 
of  reliability. 

In  the  "recall"  portion,  a  total  of 
954  calls  were  completed.  Of  those 

responding,  a  little  more  than  93c/o 
owned  tv  sets.  Of  the  tv  owners,  43.2% 

claimed  to  have  viewed  all  or  part  of 
the  program. 

Recognition:    Next  morning.  Starch 
interviewers  started  the  house-to-house 

check  of  "recognition"  of  commercials, 
using  portable  movie  projection  equip- 

I    ment. 

Three  Starch  interviewers  were  used 

in  each  of  the  si\  major  markets 
mentioned  above.  A  total  of  L,385 

persons  were  approached  in  order  to 

complete  232  interview-  II.'!  with men  and  114  with  women.  More  than 

93%  of  the  sample  owned  h  sets; 

46.7%  said  they'd  seen  the  Groucho 
show  being  checked. 

NBC  TV  and  Starch  tried  to  keep 

both  samples  "as  uniform  a-  possible," 
and  reasonably  representative  of  all 
classes  of  tv  viewers.  Pre-selected 

neighborhoods  (upper,  middle  and 
lower  class)  were  used,  mapped  in 
connection  with  real  estate  firms  in  the 

cities  surveyed.  Phone  calls  were  made, 
with  the  use  of  city  directories,  to  the 

same  areas  where  the  "recognition" checks  were  made. 

(Incidental  point:  Starch  inter- 

viewers found  the  "recognition"  portion 
tough  sledding  in  many  cases.  Respon- 

dents often  felt  that  the  movie  pro- 
jector was  part  of  some  sort  of  sales 

device  and  refused  to  allow  an  inter- 

view. Telephone  checkups,  by  contrast, 
were  easy.) 

For  the  personal  interviews  in 

viewers'  homes,  Starch  field  crews  set 
up  the  portable  projectors  and  screens 

and  ran  off  an  edited-down  print. 
Length:     about     seven     minutes.      It 

  tained  the  main  program  title,  and 

the    first    and    second    program    ■ 
menial.-.       Both     commercials     were 

preceded  and  followed  by  a  chunk  of 

the  program,  to  put  the  commercial  in 
some  sort   <>i  context. 

The  first  commercial  featured  new 

cars.     The  second   stressed   used   cars. 

Following  each  commercial  segment 

(and  surrounding  material),  the  pro- 
jector was  stopped.  Interviewer-  asked: 

"Do  you  remember  seeing  this  com- 

mercial, or  any  part  of  it"  The  answers were  noted  verbatim.  Interviewers  also- 
asked  if  the  viewer  had  seen  the  whole 

show,  or  only  part,  and  also  asked 
questions  to  find  out  win  viewers 
missed  commercials  or  portions  of  the 

program. U  Inn  the  study  shoieed:  Part  of 

the  highlights  of  the  study  have  already 
been  discussed.  Others  are  detailed  in 

this  report  in  the  charts  on  pages  46-47. 
The  remainder  of  the  findings  actually 

fill  a  20-page  report  from  NBC  TV's 
research  department  (available  upon 

request  from  NBC  TV's  Hugh  M. 
Beville,  Jr.,  Director  of  Research  & 
Planning,  NBC.  New  York. 

Here  are  other  general  highlights  of 
interest  to  tv  admen: 

DO  THEY  WATCH  WWTV? 

OVER    5000    CHILDREN    FIGHT 

FOR  2700  SEATS  TO  SEE  «n  person, 

RANGE  RIDER  ,„,  DICK  WEST 
TWO  OF  THEIR  WWTV  FAVORITES! 

"The  promotion  of  the  Range  Rider  and  Dick  West  for 

our  client,  Michigan  Bakeries,  Inc.,  was  'terrific'  The 
number  of  children  and  parents  who  came  to  see  these 

two  personalities  were  beyond  our  most  optimistic  ex- 
pectations. I  would  like  to  say  though  that  the  marvelous 

cooperation  which  you  and  your  staff  extended  to  us  in 

making  this  promotion  the  success  it  was,  was  also 

beyond  our  expectations.  I  have  been  in  radio  and  TV 
for  quite  a  few  years  and  have  never  received  more 

enthusiastic  support  than  that  which 

WWTV  gave  me.  Again  many  thanks 

for     a     job     well     done.     Cordially,"     webbe'r  aov    agency 

"I  have  had  some  very  glowing  reports  of  the  wonderful  cooperation  you  and  your 
organization  gave  us  in  connection  with  the  personal  appearance  of  the  Range  Rider. 

May  I  take  this  occasion  to  thank  you  for 

the  fine   job    you   did.   Cordially   yours,'     '   -  .  president    Michigan  bakeries 

FROM    CADILLAC,  MICH. 

CBS-  ABC-  DUMONT 
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Recall:  According  to  NBC  TV,  the 

results  of  the  phone  checkups  unaided 

or  vocally-aided  recall  —  were  fairly 
typical  of  the  general  run  of  Starch 

checkups  on  similar  shows.  The  find- 
ings: The  average  Identification  Rating 

for  each  of  the  two  commercials  m 

the  show  was  around  60%-  -a  familial 

"'recall"  figure,  since  it  approximates 
the  average  of  nighttime  network  shows 

today,  Starch  says.  Other  details: 
76.2^  of  the  viewers  could  recall  at 
least  one  ol  the  commercials;  43.6% 
recalled  both. 

Recognition:     \s  mentioned  earlier. 

"1.1,  of  the  respondents  who  said 

the)  had  seen  the  program  recognized 
at  least  one  commercial;  67.2%  recog- 

nized both.  Average  recognition  for 
each  commercial:  about  80%. 

Since  the  studv  was  designed 

to  be  similar  to  the  Starch  magazine 

readership  checkups,  the  comparison 

between  print  and  tv  figures  is  reveal- 
ing. According  to  Starch  executive  Jack 

Boyle  (who  has  made  the  statement 
on  several  occasions),  the  average 

"noting"  figure  I  those  who  recognize 

a  print  ad  even  if  they  can't  identify the  advertiser )    for  color  page  ads  in 

"KXLY-TV  'CO-OP'  BUILDS 
100^,30^,23%  SALES  GAINS 

FOR  CARNATION  PRODUCTS!" Excerpts  from  letter    
"On  October  21st,  we  started  the  Tele- 
market  Special  on  Canned  Friskies.   Our 
sales  for  a  three-week  period  almost 
doubled  any  other  similar  period  in  1954. 

On  October  28th  we  started  the  Tele- 
market  on  Special  Morning  Milk.   Dur- 

ing a  three-week  period,  Special 
Morning  Milk  sales  showed  an  increase 
of  some  30%. 

The  Telemarket  Special  on  Albers 
Flapjack  Mix  started  November  11th. 
To  date  we  show  about  a  23%  increase 
in  sales  for  the  period  of  November 

4th  to  19th." Sincerely   yours, 

(Signed) 
PHIL  G.  WITHERS 

District  Sales  Manager 

Available  at  a  discount  when 

purchased  in  conjunction  with 
other   XL   stations. 

SPOHRHE 

RICHRRR  E.  J0I1ES 
uice  pre s. 8.  gen.  mgr. 

uinsHincTon 

Rep.-RUERV-HROREl 
moore  &  Lund :  Seattle, port  land 

magazines  is   "around   40%." Can  the  two  be  compared  directlv  ? 

1  here  are  many  psychological  and 
research  factors  which  make  the  inter- 

media comparison  a  tricky  one  (infla- 
lion  td  respon-e-.  variances  of  samples, 
confusion  with  earlier  commercials  or 

ads,     technique     of     interview .     etc.). 

Ito    viewers   duvk    commercials?: 

The  depth  interviews  conducted  as  part 

of  the  "recognition"  checkup  gave 
some  important  clues  as  to  the  extent 
to  which  people  are  not  reached  by 
tv  commercials. 

Viewers  who  said  the\  saw  the  pro- 
gram material  that  went  before  and 

after  the  commercials,  but  who  couldn't 
recognize  the  commercials  themselves, 

were  asked  "what  were  you  doing 

during  the  commercial-? 

The  total  group  of  "missed"  com- 
mercials— a  little  less  than  20r'c  of 

the  maximum  potential  number  of 
commercials  that  could  have  been 

delivered  if  all  the  respondents  had 

seen  all  the  commercials — was  analyzed. 
This  was  what  NBC  TV  found : 

1.  About  28c/c  of  the  missed  adver- 
tising chances  were  caused  bv  a  viewer 

being  present  at  his  turned-on  set,  but 
not  paying  attention  to  the  commercial. 

2.  About  7%  of  the  "misses"'  were due  to  a  viewer  being  at  his  set,  but 

being  distracted  b\  someone  else  or 

presumably  forgetting  what  the  partic- 
ular commercial  was  all  about. 

3.  About  27  rc  of  the  "misses"  were 
caused  when  a  viewer  left  the  set  to 

avoid  the  commercial  or  to  take 

advantage  of  the  "break     in  the  show. 
4.  About  35%  of  the  missed  com- 

mercials could  be  traced  to  the  fad  that 
viewers  had  been  awa\  from  the  set 

because  the)  either  started  viewing  the 

program  alter  the  commercial  was 
presented,  or  stopped   viewing  before. 

Points  out  NBC  T\  :  "Part  of  the 
'misses'  are  due  to  'turnover.'  1  he 
"avoided'  advertising  messages  onlj 

accounted  for  in.;*,',  of  the  maximum 
potential.  Only  six  respondents  in  the 

sample  i  _.<>',  "I  total)  avoided  both 

commercials  in  the  show."  In  other 
word-,  tv  commercials  drive  vcrv  few 

viewer-  awav    limn  their  sets.        *  *  * 

RADIO  &  TV  PERSONNEL 

We  screen  New  York's  vast source  of  qualified  personnel; 

take  the  guesswork  out  of  hir- 
ing for  stations  anywhere.  Tell 

us  your  needs,  we  do  the  restl 

CAREER    BUILDERS  Agency 
Marjorie   Witty,   Director,   Radio-TV   DiV. 

35  West  53rd  St.,  New  York   19  •   PL  7  6385 *  •       ■  A 
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CEMENT  DUS-TOP 
(Continued  from  page  50) 

an  average  of  14  to  26  phone-inquiries 
a  day. 

This  sparked  the  second,  and  hoped- 
for  result:  Retail  outlets  began  to  in- 

crease. Retailers  who  had  not  handled 

Dus-Top  before  suddenly  found  con- 

sumers— in  surprising  numbers — ask- 
ing for  the  product,  and  hastily 

stocked  up. 

Within  three  months,  the  Cement 

Dus-Top  distribution  picture  in  metro- 
politan Detroit  had  changed  from  37 

dealers  to  172 — an  increase  of  nearly 
400%.  Not  only  did  retailers  stock 

the  product.  They  gave  it  generous 

counter  and  window-display  space, 

using  attention-getting  display  cards 
supplied  by  McMillan. 

The  success  of  the  Detroit  radio 

radio  campaign  paved  the  way  for 
establishing  retail  markets  in  Ohio, 

Illinois  and  Indiana  during  the  follow- 
ing months. 

The  D.  A.  Marks  agency  worked 

with  the  company  in  planning  the  ra- 
dio campaign.  Pete  Allen  is  account 

executive  for  McMillan. 

McMillan  is  still  continuing  the  Dus- 
Top  commercials  on  the  Tom  George 
Show,  currently  running  them  at  about 

3:00  p.m.  each  day.  The  firm  is  more 
interested  in  reaching  women  than 
men,  since  it  is  the  housewife  who 

must  keep  the  house  clean  and  to 

whom  the  tracking  up  of  cement  dust 

from  the  basement  might  be  a  problem. 
Here  is  a  sample  of  one  typical 

commercial: 

"Mrs.  Homemaker  .  .  .  how  would 
\ou  like  to  keep  a  cleaner  house  .  .  . 
with  less  work?  Of  course  you  would, 

and  here's  how:  Dus-Top  your  base- 
ment cement  floor!  You  see,  much  of 

the  dust  and  dirt  that  accumulates 

upstairs  actually  comes  from  the  base- 
ment floor!  Hard  to  believe?  Just 

think  a  moment  .  .  .  did  you  ever 
scrape  your  shoe  across  a  cement 
floor?  Remember  how  the  dust  came 

up,  or  was  left  there  to  be  tracked  up 

into  your  kitchen,  dining  room  or 

living  room?  Well,  Cement  Dus-Top 
eliminates  all  that  .  .  .  permanently 
seals  and  hardens  the  cement  and  dust- 

proofs  your  cement  floor  forever! 

Cement  Dus-Top  is  easy  to  apply,  too. 
You  just  spread  it  on  with  a  mop, 

squegee  or  hair-broom.  .  .  .  Cement 

Dus-Top  is  also  ideal  to  apply  before 
painting  or  tiling  your  basement  floor. 
It  creates  a  hard,  more  adhesive  sur- 

face .  .  .  keeps  tiles  from  popping  up 

in  a  month  or  two.  So,  get  Cement 

Dus-Top!" The  radio  campaign  has  been  sup- 
ported |i\  continuing  direct  mail  and 

personal  calls  on  dealers.  According 

to  Russ  Simpson:  "The  combination 
of  these  things  helped  put  us  across 
in  Detroit.  We  also  use  throw-awns  >. 

point-of-sale  pieces,  display  cards  and 

anything  else  we  can  get  into  the  deal- 

er's hands  to  help  move  the  product." 
Cement  Dus-Top  retails  al  $4.39  for 

a  one-gallon  container.  It  is  distributed 

by  hardware  and  paint  stores  and  lum- 
ber yards.  Since  the  radio  push 

launching  Cement  Dus-Top  on  the  De- 
troit market,  no  less  than  three  new 

similar  products  have  appeared,  ac- 
cording   to    sales    manager    Simpson. 

Cement  Dus-Top  was  previously 

used  by  industry  to  harden  and  dust- 
proof  concrete  floors  under  the  name 
Demicon  Cure-Hard.  The  McMillan 

Floor  Company,  Midwest  industrial 

floor  contractor  working  largely-  with 
concrete,  came  upon  this  material 

about  five  years  ago,  used  it  with 

great  satisfaction  on  various  jobs.  Mc- 
Millan liked  it,  became  distributors 

for  the  product  in  the  Midwest  and 
formed  the  McMillan  Products  Co. 

(Hazel  Park,  Mich.)  to  manufacture 
and  distribute  Demicon  Cure-Hard 

and  Demicon  Liquid  Floor  Hardener. 
Later,  the  idea  occurred  to  key  men 

at  McMillan  that  there  was  nothing  on 

the  market  that  solved  the  age-old 
problem  of  cement  dust  tracked  from 

basements,  garages,  carports  and  the 
like.  So  they  took  Demicon,  put  it  into 

gallon  cans,  changed  the  name  to  a 

more  easily  marketable  one  and  start- 

ed to  promote  Cement  Dus-Top  for 
the  home  consumer.  *  *  * 

SPONSOR  ASKS 
(Continued  from  page  77) 

quite.  I  suspect  that  favorable  reviews 
can  help  those  programs  which  are 
broadcast  outside  of  the  high  traffic 

hours — they  call  attention  to  shows 
which  might  not  be  sampled  ordinarily. 

I  suspect  too  that  favorable  reviews 
might  encourage  those  who  have  dared 

to  experiment  and  are  in  need  of 
encouragement. 

But  are  unfavorable  notices  cause 

for  a  client's  concern?  I  think  not. 

In  broadcasting,  the  public's  opinion 
prevails,  regardless  of  the  pronounee- 
ments   of  the  critics.  *   *  * 

FORD  RADIO  JINGLE 
Continued  from  page  1 1  l 

head  of  the  popular  record  division  of 
that  outfit,  he  is  naturally  interested 
in  seeing  us  make  a  deal  with  his  top 
recording  star.  He  is  certain  that  such 
an  arrangement  means  a  big  lift  for 
the  song  parodied. 

At  the  same  time,  Bob  Ballin  will 
take  up  the  question  with  Kenyon  & 
Eckhardt. 

Joe  Stone   (Ford 
group  copy  head) 

June  22,  1954 
Jack  Reeser,  Detroit 
Dear  Jack: 

Sorry  that  so  far  I  have  nothing 

definite  to  report.  We  cannot  do  any- 
thing on  Rosemary  Clooney  until  the 

question  of  her  status  vis-a-vis  Toast 
of  the  Town  is  clarified.  In  the  mean- 

time, we  are  starting  work  on  origiinal 
tunes  for  her  accompanying  spots  and 
others.  I  think  we  may  be  close  to  a 
selection  for  a  parody,  incidentally. 

We  are  now  listening  to  Rosemary's 
recent  recordings,  trying  to  determine 
which  will  lend  itself  to  commercial 
treatment  as  well  as  hold  out  promise 
of  becoming  a  hit.  I  am  confident  we 
shall  be  able  to  report  progress  soon. 

Joe  Stone 
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July  15,  1954 
Joe  Stone.  New  York 
Dear  Joe: 

Jack  Reeser  has  left  on  a  field  trip. 
He  will  go  on  vacation  immediately 
after.  He  inquired  about  the  Clooney 
commercial.  Has  her  status  with  re- 

gard to  Ed  Sullivan's  show  been  set- 
tled? Would  like  to  have  some  news 

for  Jack  when  he  gets  back. 
W.  Eldon  Hazard  OWT  radio- 
tv    rep    on   Ford   in   Detroit) 

August  5.  1954 
Jack  Reeser,  Detroit 
Dear  Jack: 

Hope  you  had  a  pleasant  vacation. 
Looks  like  we  may  be  able  to  con- 

vince K&E  that  Rosemary  should 
not  be  kept  off  the  Sullivan  show 
for  more  than  a  month  following  her 

campaign  for  Ford.  Since  we  are  ask- 
ing her  only  to  come  along  on  an  an- 

nouncement campaign  of  limited  dura- 
tion, this  provision  should  not  cause 

any   difficulty. 
Robert  V.  Ballin 

*       *       * 
August  6,   1954 

Robert  V.  Ballin,  New  York 
Dear  Bob: 

Mitch  tells  me  that  Rosemary  and 

SPECIAL  PRE-PUBLICATION    OFFER! 
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Jose  Ferrer  are  expecting  the  stork, 
in  January.  Tv  appearances  this  fall 
or  winter  are  out  until  after  the  baby 
arrives.  Which  means  that  the  whole 
question  of  her  guest  shots  on  Toast 
of  the  Town  becomes  purely  academic. 

Joe  Stone 

August  7,  1954 

Jack  Reeser,  Detroit 
Dear  Jack: 

Looks  like  the  Clooney  spots  are 
finally  coming  along.  Joe  and  Mitch 

Miller  have  turned  up  a  tune,  "This 
Ole  House,"  that  is  back-to-back 
with  "Hey  There"  which  is  now  going 
well.  The  boys  ruled  out  "Hey  There," 
although  they  liked  it.  because  they 
feel  it  is  too  slow  for  a  commercial 
which  has  to  make  as  many  points  as 
Ford  copy  must.  There  is,  too,  the 
question  whether  a  show  tune  would 
be  available  for  commercial  use. 

"This  Ole  House,"  while  practically 
unknown  now,  has  exciting  possibili- 

ties, Joe  reports.  Musically,  it  appears 
perfect  for  commercial  exploitation;  it 
is  fast,  lively  and  novelty  in  character. 
And  the  Rosemary  Clooney  rendition 
of  the  number  is  tops.  Joe  and  Mitch 
admit  that  there  is  no  way  to  guaran- 

tee these  things,  but  they  feel  rather 
strongly  that  this  song  has  hit  possi- 

bilities, and  that  these  will  be  achieved 
by  the  time  our  version  hits  the  air. 

You  should  shortly  get  a  sample 

parody  written  by  Joe  and  Dwight 
Davis. 

Robert  V.  Ballin 

August  7,  1954 

Jim   Luce    iJWT   time   buying   head). 
New  York 
Dear  Jim: 

Some  of  the  Ford  District  Commit- 
tees have  already  been  in  touch  with 

us  through  the  field  reps.  A  few  of  the 
spot  budgets  have  even  been  set,  but 

we  are  holding  off  requesting  avail- 
abilities until  the  latest  practical  mo- 

ment. If  the  pace  holds  up,  we  should 
wind  up  with  one  of  the  heaviest  spot 
campaigns  in  our  expereince. 

Richard  Malkin   (Ford 
time  buying  supervisor) 

NEW   YORK    •    CHICAGO HOLLYWOOD TORONTO    •    MONTREAL 

$60.00  INVESTMENT 
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With  "TRUTH  DOLLARS"-*/*** 's  how! 
Your  "Truth  Dollars"  fight  Communism  in  it's  own  back  yard  —  behind  the 

Iron  Curtain.  Give  "Truth  Dollars"  and  get  in  the  fight! 

"Truth  Dollars"  send  words  of  truth  and 
hope  to  the  70  million  freedom  loving  peo- 
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against  evil. 
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Red  efforts  to  "jam"  our  programs  (so  far 
without  success).  To  successfully  continue 
these  broadcasts,  even  more  transmitters 
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Every  dollar  buys  100  words  of 

truth.  That's  how  hard  "Truth  Dollars" 
work.  Your  dollars  will  help  70  million 
people  resist  the  Kremlin.  Keep  the  truth 
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August  7,  1954 
Jack  Reeser,  Detroit 
Dear  Jack: 

Good  news!  The  deal  for  Rosemary 
Clooney  is  set.  Joe  Stone  talked  with 

her  agent,  Joe  Shribman,  today.  Agree- 
ment calls  for  her  to  do  one  60-second 

and  one  20-second  pre-announcement 

spot,  and  two  60-second  and  two  20- 
second  post  announcement  spots.  We 
will  have  the  right  to  use  the  pre-an- 

nouncement pair  for  two  weeks,  the 
second  group  for  a  maximum  of  30 
days.  Price  is  high  but  in  line  with  our 
former  arrangements,  running    
thousand.  For  Rosemary,  this  is  a  good 
deal,  since  our  tremendous  station 

lineup  will  be  plugging  "This  Ole 
House."  All  that  remains  now  is  rou- 

tine clearance  of  the  music  rights. 
Robert  V.  Ballin 

*  »        * 

August  7.  1954 
Robert  V.  Ballin,  New  York 
Dear  Bob: 

There  will  be  a  slight  delay  in  sign- 

ing a  contract  for  "This  Ole  House." 
The  composer  is  on  the  road  a  good 

deal,  according  to  Mitch.  He  is  Stew- 
art Hamblen,  who  has  the  distinction 

of  having  run  for  the  office  of  Presi- 
dent of  the  United  States  in  1952 — on 

the  Prohibition  Party  ticket.  Mitch  is 
trying  to  locate  him.  In  the  meantime, 
we  are  working  on  the  lyrics. 

Joe  Stone 
*  *       * 

August  15,  1954 
Robert  V.  Ballin,  New  York 
Dear  Bob: 

Mitch  has  located  Hamblen,  in  Cal- 
ifornia, where  he  makes  his  residence. 

The  deal  has  been  made  and  the  con- 
tract is  on  the  way.  We  have  the  right 

to  use  the  number  for  13  weeks,  in  the 
one-minute  and  the  20-second  adapt. 

Joe  Stone 
»       *       * 

August  29,  1954 

Miss  Dorothy  Gottschall    (traffic 
dept  i  ,  New  York 
Dear  Dorothy: 
RE:  Ford  commercials  for  dealer 

1955   announcement   campaign. 
Mitch  Miller  called  to  say  that  ar- 

rangements have  been  made  with  Ra- 
dio Recorders  in  Hollywood  for  a  Sep- 

tember 30th  recording  session.  Joe 
Stone  will  go  out  for  the  session.  Your 
department  will  receive  a  tape  of  the 
announcements  via  air  express.  At  the 
same  time,  Eric  Jensen  (JWT  spot 
producer — Ed.)  and  I  will  be  record- 

ing talking  spots  here  in  New  York. 
Will  you  please  follow  through  with- 

out delay  on  mastering  and  pressing? 
The  disk  is  to  have  one  side  devoted 
to  the  musical,  the  other  to  the  talk- 

ing announcements. 
Although  the  car  announcement  will 

be  officially  made  on  November  11. 
many  of  the  dealers  will  be  on  the  air 
much  earlier.  Some  dealers,  time  buy- 

ing reports,  want  to  be  on  as  early  as 
October  25.  Please  bear  in  mind,  in- 

cidentally, that  we  shall  need  a  disk 
for  the  field  rep  meeting  which  will  be 
held  in  New  York  on  October   18. 

Dwight  Davis  (radio-tv  copy) 

August  30,  1954 
Jack  Reeser,  Detroit 
Dear  Jack: 

Here  at  last  are  the  jingle  "roughs." 
Please  keep  in  mind  the  following:  (1) 
Although  we  will  wind  up  with  only 
three  one-minute  musical  announce- 

ments and  three  20-second  adapts,  we 
are  submitting  many  more,  all  but  one 
based  on  original  tunes.  (2)  This  is 
not  a  professional  tape.   Its  purpose  is 

to  acquaint  you  in  a  somewhat  better 
form  than  conversation  or  written  de- 

scription with  what  we  have  in  mind. 
(3)  Try  to  imagine  Clooney  and  her 
vocal  support  doing  these  to  the  snap- 

py direction  of  Miller.  (4)  Dwight  Da- 
vis and  I  are  no  Met  stars — we  prob- 

ably couldn't  even  get  jobs  as  singing 
waiters.  But  we  feel  that  if  you  can 
stand  our  rendition,  we  must  have 
something.  Around  here,  a  number  of 
individuals — they  shall  be  nameless — 
have  begun  to  put  cotton  in  their  ears. 
In  any  case,  please  select  your  favor- 

ites out  of  the  group.  Hope  you  like 
them  and  that  your  clients  think  them 
as  effective  as  we  hope  they  will  be. 

Joe    Stone 
*  *       * 

Sept.  4,  1954 

Joe  Stone,  New  York 
Dear  Joe: 
We  have  chosen  six  of  the  musical 

spots  and  are  indicating  the  choices 
on  the  copy.  Leaving  it  to  your  hunch 
in  New  York  to  select  the  final  group. 
In  particular,  we  like  the  Clooney 
"This  Ole  House"  version,  and  think 
it  is  going  to  do  a  big  job.  You  are 
right.  We  survived  your  rendition, 
which  convinces  us  more  than  ever  of 
the  soundness  of  the  choice. 

I  like  Miller's  suggestion  that  we 
follow  the  original  version  as  closely 
as  possible,  using  exactly  the  same 
quartet  and  orchestra.  Part  of  the 
success  in  the  performance  of  the  orig- 

inal is  doubtless  due  to  the  unique 
combination  of  talent  and  arrange- 

ment, and  we  might  do  well  to  dupli- 
cate it. 

Jack  Reeser 
*  •       * 

Sept.  13,  1954 

Robert  V.  Ballin,  New  York 
Dear  Bob: 
Mitch  left  this  morning  for  the 

Coast.    Last  night  at  10  p.m.,  Dwight 
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Davis  and  I  went  to  see  him.  The  ses- 
sion lasted  to  midnight.  Mitch  and 

his  musical  secretary,  Jimmy  Carrol, 
listened  to  our  tape  and  with  them  we 
selected  the  final  three  numbers,  one 

of  which  naturally  was  "This  Ole 
House"  We  discussed  the  arrange- 

ments. One  of  the  tunes  was  changed 
from  a  cowboy  beat  to  a  mombo,  at 

Mitch's  suggestion.  The  announcer  on 
one  of  the  20-second  bits  will  get  into 
the  actual  beat.  Session  ended  with 
Mitch  and  Carrol  discussing  details 
of  arrangements  while  taxiing  to  the 
airport. 

Mitch  will  take  care  of  rounding  up 
Rosemary,  the  Mellomen  and  Ted  Cole 

and  his  musicians  in  Hollywood.  I'll 
be  out  there  on  September  25.  Every- 

thing at  last  is  going  smoothly. 
Joe  Stone 

*  *       * 

Sept.  25,  1954 
Dwight  Davis   (Ford  copy  group), 
New  York 
Dear  Dwight: 

Leaving  for  the  Coast  today.    Will 
be  at  the  Beverly  Hills  Hotel.    Hotel 
will  always  know  where  to  reach  me 
if  you  call.  Am  meeting  Mitch  Sunday. 

Joe  Stone 
*  *        * 

Sept.  26,    1954 
Dwight  Davis.  JWT,  New  York 
(night  letten 
Saw  Mitch  on  arrival  at  hotel.  Mel- 

lomen unavailable  for  afternoon  Sep- 
tember 30  recording  date  owing  to  pri- 

or commitment.  Clooney  will  not  work 
at  night,  when  they  are  available.  She 
is  unwilling  to  upset  normal  married 
life  routine.  Please  inform  traffic  there 
will  be  a  slight  delay  in  taping. 

Joe  Stone.  Beverly  Hills 
*  +        * 

Sept.  26,  1954 
Dwight  Davis,  JWT,  New  York 
(telegram  i 
There  will  be  a  further  delay  in  re- 

cording. Rosemary  left  today  for  Cin- 
cinnati. Her  grandmother  ill.  Agent 

says  she  will  not  return  to  Hollywood 
till  October  6.  Mitch  is  going  to  New 
York  September  30.  He  will  be  back 
October    7. 

*  *       * 

Joe  Stone 
Joe  Stone.  Beverly  Hills 
(airmail  special) 
Dear  Mr.  Stone: 

Our  station  list  has  passed  the  1,500 
mark.  If  we  are  to  get  the  transcrip- 

tions out  in  time  for  October  25  date, 
we  should  have  the  tape  here  at  least 
10  days  in  advance,  to  allow  for  nor- 

mal processing  and  shipping.  This 
would  mean  by  Oct.  15  at  the  latest. 

Dorothy  Gottschall 
(traffic  dept.) 

*  *  * 

Oct.  6,  1954. 
Dwight  Davis.  JWT,  New  York 
(telegram  i 
Clooney  is  back.  Please  tell  traffic 

we  shall  have  recording  date  lined  up 
by  end  of  day. 

Joe  Stone 

Oct.  6,  1954 
Dwight  Davis,  New  York 
•  airmail  special) 
Dear  Dwight: 

Forget  what  I  said  about  an  early 
recording  date.  Shortly  after  I  wired 

you,  Rosemary's  agent,  Joe  Shribman 
called  to  tell  me  that  she  is  not  feel- 

ing well.  Her  doctor  says  she  must 
stay  in  bed  until  October  12  at  the 
earliest.  We  will  do  our  best  to  get 
that  tape  to  Dot  Gottschall  in  time  for 
the  October  18  meeting  in  New  York. 
If  her  department  can  suggest  quick- 
er-than-normal  operation,  I'll  be  hap- 

py to  do  what  I  can  at  this  end. 
Joe   Stone 

Oct.  7,  1954 
Joe   Stone,  Beverly  Hills,  Calif. 
<  telegram » 

Pressing  company  states  that  it  must 
have  tape  by  October  9  to  get  job  out 
in  time.  Also  field  rep  meeting  ad- 

vanced to  October   14. 
Dorothy    Gottschall 
*       *       • 

Oct.  7,   1954 
Dorothy  Gottschall,  JWT 

(telegram  > Propose  we  do  master,  pressings  and 
mailing  here.  Possible  to  do  whole 
job  in  three  days  under  special  deal. 
Please  wire  opinion. 

Joe  Stone 

NOW,. 
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Yes,  1  buy  covers  3  markets,  when 

you  focus  that  one  buy  on  WJAC- 
TV,  Johnstown!  Get  complete 

coverage  of  the  Johnstown  area — 
and  "map-up"  Pittsburgh  and 
Altoona,  too!  Latest  Hoopers 
show    WJAC-TV: 

FIRST    in    Johnstown 
(a    2-station    market) 

SECOND    in    Pittsburgh 
(a    3-station    ma.kef) 

FIRST    in    Altoona 
ia    2-station    market) 

Stay  on  the  bright  -:ide  of  the  TV 
piclurc  with   1    buy  that  covers  3  .  .  . 

Ask    your    KATZ    man    for    full    details! 

Oct.  7,  1954 
Joe  Stone.  Beverly  Hills 
'telegram  > 

Shipment  too  large  for  remote  con- 
trol operation.  We  prefer  to  handle 

problem  directly.  Please  furnish  us 
with  tape  as  originally  planned.  WOR 
here  will  do  master  and  pressings  un- 

der our  supervision. 
Dorothy    Gottschall 
*        *        * 

Oct.  8.   1954 
Joe  Stone,  Beverly  Hills 
<  telegram ) 
Apologize  waking  you  this  morning 

7:30  a.m.  Now  another  hitch.  Net- 
work clearance  claims  possible  simi- 
larity between  our  arrangement  of 

Spot  A  and  a  non-public  domain  song. 
You  are  requested  to  make  appropri- 

ate tune  change. 
Sigrid  Pederson.  legal  dept..  JWT 

Oct.  8,  1954 
Miss  Sigrid  Pederson,  legal  dept. 
JWT,  New  York  (telegram) 

Don't  apologize.  Can't  sleep  anyway. 
Discussed  legal  request  with  Miller  this 
morning.  Change  has  been  made.  Just 
in  time.  We  record  part  of  the  job 
without  Clooney  today. 

Joe    Stone 
*  *       * 

Oct.   8,    1954 
Dwight  Davis,  N.  Y.  < airmail  special) 
Dear  Dwight: 

We  completed  part  of  the  job  today. 

It  was  great  to  finally  "get  off  the 
ground."  We  decided  to  go  ahead  even 
if  Rosemary  was  not  yet  available  be- 

cause we  did  not  wish  to  risk  having 
the  rest  of  the  bunch  elsewhere  when 
we  were  in  a  position  to  record  her. 
Furthermore,  Mitch  assured  me  that 

it  was  possible  to  do  a  "tracking"  job 
that  would  create  a  perfect  illusion. 
This  afternoon  we  recorded  the  or- 

chestra, male  singers  and  announcer 
Bob  Wilson. 
This  kind  of  recording  presents 

tough  problems  of  timing,  musical 
punctuation,  etc.,  which  require  the 
utmost  care.  Everything  has  to  be  per- 

fect, for,  once  it  is  on  tape,  the  musi- 

cal accompaniment  to  Rosemary's  song 
becomes  inflexible — so  it  just  has  to  be 
right.  It  was  a  pleasure  to  see  how 

smoothly  the  job  went.  As  Mitch  ex- 
plains it,  the  secret  of  successful 

"tracking"  is  meticulous  planning, 
knowing  in  advance  precisely  what 

you  are  after.  Today's  experience shows  how  right  that  view  is. 
Everything  is  now  set  for  Tuesday, 

when  Rosemary  will  at  last  be  able  to 
record.  From  now  on  it  looks  like 
clear  sailing. 

Joe  Stone 

*  *       * 
Oct.  11,  1954 

Dwight  Davis,  JWT   (telegram' 
Doctor  says  Rosemary  cannot  work 

tomorrow.   Please  tell  traffic  to  expect 

tape  day  later  than  understood. 

Joe  Stone 

Oct.  11,  1954 
Dwight  Davis,  JWT   (telegram) 

Disregard  earlier  telegram.  Milton 
Lewis  at  Paramount  Pictures  may  pull 

strings  and  get  a  portable  sound  stu- 

dio to  driveway  of  Rosemary's  house. 
Hope  now  to  record  as  scheduled. 

Joe  Stone 
»       *       * 

Oct.  11,  1954 
Dwight  Davis,  JWT   (telegram) 
Arrangements  off  again.  Doctor 

won't  let  Rosemary  record  even  in 

portable  studio.  Doesn't  want  her  on her  feet. 
Joe  Stone 

*  *       * 
Oct.  11.  1954 

Dwight  Davis 
Dear  Dwight: 

Could  you  please  tell  me  the  status 

of  the  recording  of  the  Rosemary  Cloo- 
ney commercials? 

Dorothy  Gottschall 
*  *       * 

Oct.  11.  1954 
Miss  Dorothy  Gottschall 
Dear  Dot: 

RE:  the  recording  of  the  Ford  com- 
mercials.    Oh  brother! 

Dwight  Davis 
*  *       * 

Dwight  Davis,  JWT   (telegram) 
Victory  at  last.  Doctor  agrees  to  let 

Rosemary  record  if  she  sits  in  wheel 
chair  throughout.  Recording  set  for  to- 

morrow morning  at  studio. 
Joe  Stone *  *       * 

Oct.  12,  1954 
Joe  Stone,  Beverly  Hills  (telegram) 

Dwight  Davis  recording  talking  spots 
today  at  WOR.  Detroit  called  him. 
Requested  you  change  Clooney  com- 

mercial. In  phrase  "Trigger  Torque 
new  power"  change  "power"  to  per- formance. 

Ray  Karras  (radio-tv  copy. 
J.  Walter  Thompson) 
*  *       * 

Oct.  12,  1954 
Joe  Stone,  Beverly  Hills  (telegram) 

You  are  asked  to  disregard  request 

to  change  copy.  Dwight  called  Detroit. 

Pointed  out  that  "performance"  has 
three  syllables,  'power"  one.  that  im- possible to  change  copy  at  this  stage 
when  recording  session  is  practically 

on.  Told  Detroit  copy  "has  gone  to 
press."  Detroit  accepted  position.  Lyr- 

ic okay  as  is. 

Ray    Karras    (JWT) 
*  •        * 

Oct.  12,  1954 
Dwight  Davis.  JWT    (telegram" 

Thanks  for  clearing  up  "power" 
problem.  Gong  to  studio  to  record. 
It  should  be  all  over  today. 

Joe  Stone *  *       * 

Oct.  12.  1954 

Dwight  Davis,  JWT   (telegram) 
Recording  accomplished.  Rosemary 

wonderful.  Tell  you  all  about  on  re- 
turn. Made  two  tapes.  Sending  one 

ahead  air  express.  Flying  second  to 
New  York  myself.  First  to  arrive  goes 
to  mastering.  Please  inform  traffic. 

Joe   Stone 

102 
SPONSOR 



Oct.  13,  1954 
W.  Eldon  Hazard,  Detroit 
Dear  Hap: 

Joe  arrived  from  the  Coast  today 
looking  a  bit  worn,  but  victoriously 
blandishing  his  roll  of  tape.  He  beat 
the  air  express  tape.  I  am  informed 
that  all  hands  are  working  on  the  an- 

nouncement job  now.  Traffic  is  sure  it 
will  get  the  pressings  out  to  the  sta- 

tions in  time  (there  are  now  over  1,700 
on  the  shipping  list)  and  promises  an 
acetate  for  the  October  14  meeting 
here  in  New  York.  So  you  can  inform 
Jack  that  he  will  have  a  complete  set 
of  musical  and  talking  spots  to  play 

at  the  meeting.  We'll  be  very  much 
interested  in  hearing  the  views  of  the 
dealers  on  this.  After  all  that  has  been 
involved,  and  the  not  inconsiderable 

cost,  we'd  like  to  know  that  the  Cloo- 
ney  spots  have  hit  the  dealers  as  we 
hoped  they  would. 

Robert  V.  Ballin 
*  *       * 

Oct.  13,  1954 
Robert  V.  Ballin,  New  York 
Dear  Bob: 

Now  that  I  can  sit  back  and  draw  a 

deep  breath — the  tape  is  finally  out  of 
my  hands,  and,  as  you  know,  in  the 
efficient  hands  of  our  traffic  depart- 

ment— I'd  like  to  tell  you  a  little  about 
the  recording  session  in  Hollywood. 
You  will  recall  that  we  had  recorded 

everything  but  Rosemary's  voice  in  ad- 
vance. We  arrived  at  the  studio  with 

our  tape,  anxiously  awaiting  Rose- 
mary. She  came  in  on  time,  accom- 
panied by  Joe  Shribman  and  a  hand- 

some horse-sized  Dalmatian  dog  whom 
she  calls  Baby.  A  playful  character 
who  wears  a  big  jingling  choker  col- 

lar, Baby  at  first  appeared  a  threat  to 
a  smooth  performance.  He  turned  out 
to  be  very  well  behaved,  however,  and 
caused  us  no  trouble.  His  real  name, 
incidentally,  is  Cuddles. 
Rosemary  was  outstanding.  A  great 

trouper.  She  drew  up  in  her  wheel 
chair,  which  Mitch  rented  locally  for 
six  bucks,  and  started  to  rehearse.  A 
mix  was  to  be  made  of  her  vocal  and 
the  music  which  we  had  recorded  ear- 

lier. But  it  wasn't  long  before  she 
found  she  couldn't  sing  while  sitting. 
So,  despite  protests,  she  insisted  on 
standing  up  for  the  session.  Well,  as 

I  said  before,  she's  wonderful.  Went 
through  the  job  with  no  hitches.  We 
were  out  of  the  studio  45  minutes  af- 

ter we  had  entered! 
So  far  as  I  can  tell,  the  tape  is  per- 

fect. And  we  get  the  added  value  of 

the  voice  "presence"  that  Mitch  says 
is  one  of  the  things  you  try  for  in 
'tracking." 
Now  that  it's  all  over,  I  hope  it  does 

the  job  we  all  thought  it  would. 
Joe  Stone 

*  *       * 

Oct.  20,  1954 
Joe  Stone  and  Dwight  Davis,  N.  Y. 
Dear  Joe  and  Dwight: 
Thought  you  might  be  interested  in 

the  following  letter  sent  to  Jack  Reeser 
by  the  Kansas  Ford  District  Commit- 

tee, for  whom  he  played  the  announce- 

ments a  few  days  ago.  "In  our  opinion 
the  most  exciting  part  of  the  campaign 

is  Rosemary  Clooney  singing  'This  Ole 
House.'  We  consider  it  the  best  musi- 

cal commercial  we  have  ever  had  and 
the  finest  to  appear  to  date  in  the 

automobile  field." W.   Eldon  Hazard 

49TH  Cr  MADISON 

{Continued  from  page  I  I  I 

ARF  REPORT 

Enjoyed  reading  article  on  ARF  re- 

port in  your  November  29  issue.  How- 
ever there  is  one  inaccuracy  which  I 

am  sure  you  will  wish  to  correct.  On 

pages  114  and  115  you  have  compared 

the  ARF  figures  of  multi-sel  homes 
i  including  automobile  radios)  with 

Nielsen  figure  of  multi-set  homes  (ex- 
cluding automobile  radios).  Page  94 

of  ARF  report  shows  45.3%  of  radio 
homes  have  more  than  one  radio  set 

in  working  order  (not  including  auto- 
mobile sets!.  This  45.3%  is  the  figure 

which  compares  with  Nielsen's  45%. 
If  you  include  automobile  radio  sets 

you  should  compare  ARF's  figure  of 
66.2%.  ion  page  19  of  their  report  I 

with  a  Nielsen  figure  of  6o.l',  .  which 

is  the  percentage  of  Nielsen's  national 
sample  represented  by  homes  with 

more  than  one  radio  set,  when  auto- 
mobile radios  are  included.  I  think 

you  will  agree  that  this  correlation  is 
noteworthy  and  is  one  more  evidence 

of  the  quality  of  the  Nielsen  sample. 
Jimmy  James 
Vice  President 

A.  C.  Nielsen,  Co. 

WANTS    FOLLOW-UP   ARTICLE 

I  have  read,  with  particular  interest, 
the  December  13th  SPONSOR  feature 

article,  "What  buyers  want  in  radio-tv 

trade   ads." This  feature  confirmed  many  opin- 
ions I  have  had,  and  gave  me  other 

enlightening  views. 
While  timebuyers  reactions  to  trade 

ads  and  mailing  pieces  may  be  similar. 

I'd  like  to  learn  through  a  future  article 
in  this  series  just  what  material  the 

timebuyer  wants  in  his  files.  My 

specific  questions  are:  What  percent- 
age of  direct  mail  hits  the  w  aste  basket? 

Is  it  discarded  because  of  shape  or 
size  that  will  not  fit  a  standard  filing 
cabinet? 

Glimore  F.  Frayseth 
Manager 

k  Mill.  Broadcasting  Company 
Mm  shall.   Minn. 
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at  first  measure  spot  television.  The 

report,  which  would  he  done  quarterly 

covering  a  week  of  activity,  would  con- 
sist of:  ill  a  chronological  report, 

like  a  log,  of  when  spot  commercials 
were  aired  during  the  week:  (2)  a 

category  report,  in  which  the  acti\it\ 

would  be  summarized  b)  product  cate- 

gories, and  (3)  a  "Commercial  I  \ 
posure  Index"  in  which  the  total  num- 

ber of  seconds  "I  spol  activit)  and  the 
average  rating  of  the  total  would  be 

listed  by  client  name.  This,  said  Hoop- 
er v.p.  Bruce  McEwen,  would  give  an 

index  of  "the  weight  of  spol  activity." 
\  similar  spot  radio  report  mav  fol- 

low later.  Target  date:  April,  1955. 
•  Pulse:  V  Pulse  official  told  SPONSOR 

that  tin-  research  organization  intends 

doing  "more  work  in  the  »|>ot  field  in 

1955."  This  i-  likel)  to  take  the  form 
of  special  monitoring  jobs  i  in  which  a 
station  is  air-checked  for  a  whole  week 

to  spot  new.  unusual  or  competitive 

spot  commercials  I  or  special  question- 

ing during  regular  roster  rating  peri- 

ods. These  "riders"  on  the  regular 
Pulse  ratings  are  likelx  to  concern  au- 

dience   'Tikes    and    dislikes"    of    spot 
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New    York:    Richard    O'Connell,    Inc. 
San  Francisco:   Broadcast  Time  Sales 

commercials  and  to  check  up  on  the 

audience's  ability  to  "recall"  copv 
points  in  spot  broadcasting. 

What's  going  to  happen  in  the  mean- time? 

sponsor  discussed  the  fact-gathering 
headache  of  spot  radio  with  a  number 

of  leading  timebuyers.  Most  of  them 

indicated  that  they  would  just  con- 
tinue to  get  their  spot  radio  informa- 

tion the  hard  way  until  a  better  way 

<  <>iil<l  be  found.  "We're  constantly  be- 
ing  asked  to  round  up  competitive  in- 

formation on  spot  radio  for  our  clients, 

particularly  if  a  client  is  about  to 

launch  a  spot  drive  of  his  own."  said 
a  ladj  timebuyer  at  J.  Walter  Thomp- 

son. "I'd  like  tu  stop  playing  Mata 
Hari  around  the  radio  reps,  but  it 

doesn't  seem  likelj  that  I  will  for  quite 

awhile."' 

Thus  until  any  or  all  of  the  spot 

radio  plans  mentioned  above  can  get 

off  the  ground,  agencies  and  clients 

are  likely  to  continue  to  expend  thou- 
sands of  man-hours  of  checking  and sleuthing. 

When  a  timebuyer  sets  out  to  find 
what  the  competition  is  buying  in  spot 

radio,  the  routine  is  fairly  well  estab- 
lished. From  the  agency  viewpoint,  the 

principal  sources  of  competitive  spot 
radio  data  are:  station  reps,  leading 

radio  stations,  monitoring  services, 

field  representatives  of  the  agency  or 
client  and  various  public  advertising 
sources  like  the  trade  press  or  trade 
associations. 

If  the  heat  is  realU  on  the  timebuy- 
er, he  or  she  may  have  to  check  all  of 

these  sources. 

In  most  cases,  the  chase  centers  on 

finding  out  what  markets  the  competi- 

tion is  using  and  how  much  the  com- 
petitors are  spending. 

The  simplest  form  of  rounding  up 

such  data  is  usually  a  phone  call  from 

the  timebuyer  to  the  rep.  "I  can  never 
tell  if  a  timebuyer  is  going  to  place 
an  order  or  if  he  wants  to  know  who 

just  did,"  the  sales  manager  of  a  major 

rep   hi  in   -aid. 
"I  get  at  least  three  or  four  calls  a 

da)  which  wind  up  in  an  attempt  to 

pump  me  l<>i  information,  said  an- 
other, adding.  "The  biggest  head- 
ache'.'' When  one  of  these  buyers 

places  an  order,  he  is  usually  the  first 
in  -weai  me  I"  secrec) . 

Do  reps  tip  off  agencies  when  the)  re 
quizzed?  The  answei  is  a  mixture  ol 
\  es  and  no. 

"I  might  tell  a  -in. ill  agent  j  t"  go  IK 
kid the   salesman    for   a    Madison 

Avenue  rep  firm  stated,  "but  would  I 
tell  a  P&G  or  a  Colgate  agency  to  do 

the  same?  I  would  not."  In  short,  the 
bigger  the  agency  or  client  the  easier 
it  is  to  come  up  with  spot  radio  infor- 

mation about  competitors.  If  an  agen- 
cy is  handling  the  spot  radio  billings 

of  one  of  the  advertising  giants,  reps 

— although  they  seldom  admit  it — are 
not  above  taking  the  initiative  and 

calling  buyers  to  pass  on  a  tip.  This  is 

particularly  true  if  the  tipped-off  cli- 
ent's usual  reaction  is  to  step  up  spot 

radio  to  meet  the  competition. 

When  reps  balk — and  a  few  do — at 
handing  out  competitive  information, 

veteran  timebuyers  have  other  meth- 
ods. Sometimes  they  may  check  a  few 

of  the  nations  key  radio  stations  on  the 

long-distance  phone,  seeking  a  rough 

idea  of  the  opposition's  buving  pat- 
tern. Or,  they  may  phone  a  long-time 

friend  at  a  rival  agency. 

(One  resourceful  spot  buyer  even 
made  friends  with  a  firm  that  handles 

the  shipment  of  spot  tv  films  and  ra- 
dio transcriptions.  Knowing  the  num- 

ber of  "platters"  or  film  announce- 
ments mailed  out,  and  the  destination, 

and  the  day  b)  which  they  were  sup- 
posed to  arrive,  the  buyer  for  a  long 

time  kept  close  tabs  on  the  spot  ac- 
tivities of  a  number  of  baffled  com- 

petitors. One  suspicious  client,  how- 
ever, caught  on  and  plugged  the  leak,  i 

If  clients  want  ver\  detailed  spot 

radio  information,  on  a  market-by- 

market  basis,  there  are  other — if  time- 

consuming  —  methods.  The  general 
favorite  is  the  station  questionnaire. 

These  log-like  questionnaires  —  in 
which  stations  are  supposed  to  list  the 

type  of  activity,  duration  of  campaign 

and  day  slots  used  by   spot   radio  cli- 
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ents — are  usuallv  sent  out  quarter!}  in 
batches  of  nearly  1,000. 

Lever  Brothers  is  probably  the  only 

major  client  who  presently  handles  the 
mailing  and  processing  of  these  station 

questionaires  within  its  own  shop.  '1  he 
soap  firm,  in  fact,  has  employed  as 

many  as  six  staffers  just  to  handle  this 
chore. 

\  formei  Levei  staffer,  now  an  ex- 
ecutive of  a  major  New  York  ad 

agency,  described  the  big  soap  firm's 
sleuthing  tactics  in  this  fashion: 

"Lever  has  Keen  querying  radio  sta- 
tions each  quarter  for  nearly  five  years. 

Tv  stations  were  once  also  queried,  but 

tin-  has  largely  been  dropped  since 

nearlv  all  the  spot  tv  information  re- 
quired can  be  found  in  the  Rorabaugh 

Report. 

"It  is  a  big  job.  As  many  as  800 
questionnaires  will  be  sent  to  a  cross- 
section  list  of  radio  stations  in  all 

parts  of  the  country.  The  question- 
naires have  divisions  in  which  stations 

are- asked  to  list  the  spot  radio  activ- 
it\  of  all  the  major  brands  of  soaps, 

detergents,  toiletries,  beauty  products 
and  food  that  compete  nationally  or 

regionally  with  Lever  products. 

"Stations  and  reps  gripe  like  hell 
about  filling  them  out.  But,  when  I 

was  with  Lever,  we  used  to  get  be- 

tween 50^?  and  60' ">  return  from  our 
mailings. 

''The  results  are  often  punched  up 
on  IBM  machines  so  that  special  data 

could  be  sorted  out.  You  know — 

breakdowns  of  the  competition  by  day 

and  night  segments,  in  station  breaks, 
spot  announcements  and  programs. 

We  even  evolved  a  weighting  formula 
to  determine  the  estimated  dollar  ex- 

penditures of  competitors  in  spot  radio. 

"In  a  few  cases,  special  monitoring 
jobs  were  ordered  to  check  directly  on 

the  copy  techniques  used  by  com- 
petitors in  launching  new  products  or 

in  setting  up  test  campaigns.  This  can 
run  into  real  money.  In  fact,  I  believe 

it  would  cost  about  $1,200  a  year  just 
to  monitor  spot  radio  in  the  New 

York  market." 
Although  Lever  Brothers  is  the  only 

major  client  that  does  its  own  check- 

ing on  spot  radio  broadcasting,  a  num- 
ber of  big  agencies  use  similar  mail 

surveys  to  check  on  the  activities  of 
competitors. 

These  agencies  include:  Compton 
(clearing  house  for  P&C  spot  radio 

data  i.  BBDO,  J.  Walter  Thompson, 
Ted  Bates.  William  Esty,  Y&R,  Cun- 

ningham &  Walsh  and  SSCB.    For  the 

most  part,  the\  conduct  their  checkup?. 
to  gather  information  on  the  spot  radio 
activity  in  the  soap  and  detergent, 
cigarette,  food   and  automotive   fields. 

This  questionnaire  technique  is  cur- 
rently being  used  by  N.  C.  Rorabaugh 

to  gather  information  on  spot  tv  from 
more  than  250  television  outlets,  and 

forms  the  basis  for  his  Rorabaugh  Re- 
ports. The  same  technique,  using  a 

panel  of  some  600  or  700  radio  out- 
lets, is  planned  by  researcher  Jim 

Boerst  in  his  collaboration  with  Rora- 

baugh on  the  Spot  Radio  Register. 

Why  would  broadcasters,  who  hate 
to  fill  out  questionnaires,  be  willing  in 

most  cases  to  do  so  for  a  private  data- 
gathering  service?  This  is  how  Boerst 

put  it  to  sponsor: 

"Each  quarter  of  the  year  reps  and 
leading  radio  stations  get  anywhere  up 
to  a  dozen  questionnaires  from  Lever 

Brothers  and  the  big  agencies.  It  takes 
hours  of  work  to  fill  them  out.  Most 

station  men  and  reps  I've  talked  to  say 

they'd  far  rather  fill  out  just  one  form 
than  a  small  mountain  of  them." 
The  Boerst-Rorahaugh  proposals 

aren't  new-.  As  far  back  as  1934,  the 

then-owner  of  Publisher's  Information 
Bureau.   Anne   Edgerly.  started  a  sys- 

tem whereb)  stations  reported  their 

spot  radio  activit)  directlv,  to  her.  But 

she  nevei  got  much  more  than 

ol  the  nation's  radio  stations  lined  up 
for  the  plan,  and  dropped  it  in  L939. 
\t  that  time,  V  <  .  Rorabaugh  started 

a  radio  report  in  which  the  informa- 

tion came  from  data  supplied  1>\  agen- 

i  ies.  Bui  this,  too,  neA  ei  proA  ided  ad- 
men with  a  complete  picture;  too  many 

big  client-  wanted  the  information  on 

competitors  all  right,  but  were  reluc- 
tanl  to  part  with  their  own.  Rora- 

baugh sold  his  spot  radio  service  to 
Boerst  in  1052.  Miss  Kd»erl\  tried 

again  in  L950  with  a  variation  of  her 
original  plan,  but  the  system  never 

got  off  the  drawing  boards.  In  I'M!!. 
Rorabaugh  started  his  present  spot  tv 
report;  it-  been  a  success  principally 
I  c  ause  it  managed  to  grow  along 

with  tv  instead  of  having  to  tackle  the 

problem  of  surveying  stations  after 
most  were  established. 

Boerst  and  Rorabaugh  feel  the 
chances  for  success  of  their  proposed 

station-reported  Spot  Radio  Register 

are  good  today  for  two  reasons: 
1.  Agencies  and  broadcasters  alike 

sa)  they  are  tired  of  the  necessity  for 
cloak-and-dagger  tactics  in  spot  radio, 

1/KOW  Couirifty... 
Bigger  than  St.  Louis! 
The  50  county  market  covered  by  Wis- 

consin's most  powerful  radio  station  is 
bigger  than  St.  Louis  in  retail  sales, 
more  than  twice  as  big  as  Milwaukee. 

Like  these  metropolitan  areas.  wKOW 

COUNTRY  is  a  group  of  shopping  cen- 
ters. Unlike  them,  however,  the  land 

between  one  rich  wKOW  COUNTRY 

shopping  area  and  the  next  produces 

valuable  farm  products  and  an  av  er- 
age  annual  family  income  of  $6,921 
for  the  producers.  Madison,  the  capital 
of  wKOW  COUNTRY,  with  over 

105,000  population,  lias  an  average 
spendable  income  per  household  ol 
88,067.  You  can  sell  it  all  at  bargain 
rates  on  WKOW  at  one-fifth  the  price 

you  pay  for  St.  Louis,  one-hall  the 
price  for  Milwaukee. 

WKOW 
MADISON,  WIS. 

CBS 
Affiliate 

Represented  by 

HEADLEY  REED  CO. 
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and    would    welcome    an    end    to    the 

problem. 
2.  The  Rorabaugh  tv  report  has 

shown  that  station-reported  data  is 

practical  and  time-saving.  Tv  stations 
are  not  inundated  b\  the  same  bad  hi  - 

"I  agencj  questionnaires  sent  to  radio 
cutlets. 

But  questionnaires  d<>  not  solve  an- 
other problem  which  sometimes  plagues 

agencies  and  advertisers  in  spot  radio: 
qualitative  data.  This  is  a  held  in 
which  the  sleuthing  takes  on  all  the 

elements  of  a  "G-2"  hunt  for  a  big 
spy  ring  and  in  which  many  of  the 

tools  of  counter-espionage  are  used. 

Principally,  the  job  is  one  of  moni- 
toring radio  outlet-  i  and  tv  outlets, 

I".'  i  to  hunt  for  new  and  unusual  spot 
commercials  the  was  a  I  .S.  radar  -l.i- 

tion  -weeps  the  skies  on  the  watch  for 
unidentified  aircraft. 

Some  agencies — like  Y&R,  McCann- 
I  rickson,  and  Donahue  and  Coe,  to 

name  just  three — do  a  lot  of  their  own 

monitoring  jobs,  hiring  people  to  lis- 
ten or  view  lor  hour-  or  to  tape-record 

sound  portions  of  commercials. 

But  a  number  of  independent  firms 

COMPLETE  BROADCASTING 

INSTITUTION  IN 

i\ic/imonci 

WMBG 
WCOD 
WTVR 

-AM 

-FM 

-TV 

First  Stations  of  Virginia 

WTVR       Blair    TV    |„e. 

WMBG        Th«     Boiling     Co. 

have  facilities  to  monitor  stations  on  a 

special  order  basis : 

Radio  Reports.  Inc.:  This  18-year- 
old  New  ̂   oik  firm  conducts  two  kinds 

of  monitoring  in  the  radio-tv  field.  The 
hi-t  of  these  is  similar  to  what  is  done 

by  press  "clipping  services" — that  is. 
Radio  Reports  monitors  up  to  17.000 

radio  and  tv  programs  per  month. 

checking  for  publicit)  mentions  of 

I  roducts  and  personalities,  special  "sa- 
lute" shows,  and  the  like.  \t  the  same 

time,  through  its  Spot  Monitoring  Di- 
vision, Radio  Reports  also  monitors 

local-level  spot  commercials  and  net- 
work cut-ins  in  300  radio  and  50  tv 

markets  in  1  I  states.  For  the  most 

I  ii  I.  these  spot  reports  are  checkups  on 
how  commercials  were  handled,  what 

the  adjacent  ie-  were,  and  what  errors 
maj  have  Keen  made.  I  sually,  handi- 

capped people  are  employed  to  do  this 

radio  and  tv  spot  monitoring.  '"Shut- ins  are  the  most  attentive  radio  and 

tv  audiences."  explains  Si  Nathanson, 
a  Radio  Reports  v.p.  In  several  key 
areas  (such  as  New  England,  New 
\  oik.  Philadelphia.  Detroit,  Chicago, 

I. os  Angeles  and  San  Francisco)  Ra- 
dio Reports  ha-  branch  offices  equipped 

to  make  transcripts  of  special  spot  ra- 
dio and  tv  commercials,  such  as  mighl 

he  used  in  a  test  campaign.  Spot 

monitoring  charges:  45c  and  up  for  a 

one-minute  radio  spot  announcement: 

$1.05  and  up  for  tv.  including  a  sim- 

ple "log"  report.  Full  radio  tran- 
scripts, available  in  cities  mentioned 

a  I  iove,  cost  7c  per  typed  line,  mini- 
mum $7.00.  Tv  transcripts  are  9c  a 

line,  minimum  $9.00.  Photograph) 

service  (pictures  made  from  the  tv  pic- 
lure  tube  I    are  available  in   New    York. 

Broadcast    Idvertising  Reports:  This 

firm,  headed  bs  I'hil  Fdwards,  is  un- 
der option  current!)  In  A.  C.  Nielsen, 

as  mentioned  earlier.  It  has  been  in 

existence  for  about  two  years,  and  has 

been  supplying  agencies  and  stations 

with  regular  reports  of  Spot  land  local- 
level  i  radio-tx  ad\erlising  in  four  ma- 

jor market-:  New  York,  Chicago,  I'hil- 
adelphia  and  Washington.  Ii\l!  in- 
loi  uialion  i-  obtained  b\  tape  record- 

ing the  schedules  ol  leading  stations  in 
each  market  for  a  full  week,  usualls 

on  a  quarterl)  basis.  The  service  is 

expensive  one  agencyman  said  that 

BAR  coverage  foi  -pot  radio  in  a  ma- 
joi  market  would  <  osl  as  much  a- 
S  blO    lot    a    lull    week    ol    taping.     The 

tapes  .ire  then  gone  ovei  b)  research- 

ers who  write  a  special  report.     *  *  * 

TV  RATES 

{Continued  from  page  38) 

scale.  Each  dot  shows  the  20-second 

rate  per  circulation  of  a  station,  though 
in  some  case>  the  dot  stands  for  more 
than  one  station.  About  150  mature  tv 

stations  were  used." 
Dorrcll  pointed  out  that  if  rale- 

varied  exactly  with  circulation — that  is, 
il  the  cost-per-1 .000  -el-  in  each  sta- 

tion's area  was  the  same — all  of  the 
dots  would  lie  in  a  straight  line.  The 

fact  that  they  do  not,  he  said,  proves 
that  circulation  vs.  rate  \aries  from 
market  to  market. 

"However,"  Dorrell  continued,  '"it 
will  be  noted  that  these  points  do  tend 
to  cluster  around  a  line  drawn  through 

the  points.  The  curved  line  on  the 
(hart  has  been  drawn  by  sight  and  is 
not  necessarilv  mathematicallv  exact. 

But  it  does  show  'some'  relationship 
between  rates  and  circulation." 

Dorrell  warned  against  assuming 

that  a  station  is  a  "good"  or  "bad" 
bu)  because  it  lies  above  or  below  the 

line  and  pointed  out,  "There  may  be 
good  reason  for  this  tremendous  vari- 

ance in  circulation  vs.  rate.  The  rea- 

sons may  be  audience  as  determined 

b)    ratings,  competition,  market  size. 
From  talks  with  other  authorities  on 

the  question  of  station  rates,  SPONSOR 

found  agreement  on  this  point:  The 
biggest  sintile  factor  in  explaining  the 

variance  in  cost-per-1. 000  circulation 
is  station  audience  as  indicated  by  rat- 

ing services.  This,  then,  is  obviously 
basic:  no  station  rate  can  be  too  far 

awa\  from  reflecting  the  stations  audi- 
ence. But  this  is  not  to  say  that  there 

is  an  exact  relationship  between  sta- 
tion  rates  and  station  audience.  As  the 

problem  was  explained  b\   one  network 

"It's  as  easy  as  listening  to 
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research  executive: 

"One  reason  you  can't  pin  down  the 
relationship  between  audience  and  rates 
is  that  there  is  no  agreement  on  which 

rating  service  is  correct.  You'd  have  to have  all  the  broadcasters  and  all  the 

aiKertisers  agree  on  one  standard 

rating  service  and  I  don't  have  to  tell 

\ou  tliat  it'll  be  a  cold  da)  in  July 
when  that  happens." 
Some  of  the  authorities  made  the 

point  that  there  is  also  disagreement 

in  defining  the  broad  area  of  a  station's 
circulation,  let  alone  audience.  The  dis- 

agreements I  1  I  start  with  engineering 

estimates  of  how  far  out  the  station's 
Munal  goes.  (2)  continue  with  dis- 

agreements on  how  strong  the  signal 

should  be  in  a  given  area  or  home  to 
be  considered  adequate  reception  and 

(3)  end  up  with  disagreements  of  the 

degree  to  which  one  station's  signal 

overlaps  another's.  The  disagreements 
on  overlap  are  particularly  applicable 
in  setting  up  network  rates  (since 

advertisers  don't  want  to  be  charged 
twice  for  the  same  home)  but  also 

affect  spot  rates. 

Another  factor  in  the  relationship 
between  rates  and  circulation  or  rates 
and  delivered  audience  is  the  size  of 

the  market.  It  is  commonly  under- 

stood that  costs-per- 1.000  in  a  large 
market  are  usually  less  than  in  a 
small  market. 

This  is  shown  clearly  in  the  Dorrell 

chart.  Taking  costs-per-1.000  potential 
circulation  from  the  line  drawn  through 

the  dots,  here's  what  shows  up  ( these 
are  not  actual  station  rates,  but  rough 

theoretical  "averages")  :  For  200,000 
circulation,  a  20-second  announcement 

i  ost  about  $100  or  50c-per- 1,000.  For 
500,000  circulation,  the  figure  is  about 
35c.  For  2.000,000,  the  cost  is  less 
than  22c. 

The  extent  to  which  demand  and 

supply  affects  spot  rates  is  hard  to  pin 

down  since  there  are  no  universally- 
accepted  standards  for  station  rates 

and.  hence,  no  way  of  saying  flatly 

that  a  station's  rates  are  way  out  of 
line.  But  agency  as  well  as  station 
people  left  no  doubt  that  there  are 

plenty  of  occasions  where  rates  are 
hiked  because  of  the  long  lines  of 

aiKertisers  seeking  availabilities.  The 
tone  of  reactions  was  not  the  same  in 

all  cases,  however. 

Said  an  important  media  man  at  one 

of  the  top  air  agencies:  "One  of  the 
nation's  big  stations  recent Iv  raided 
its  spot  rates  although  there  was  no 
evidence    that    circulation    or    viewers 

were  appreciabb  up.  The  station  just 
figured  that  it  so  mam  advertisers  were 

trv  ing  to  get  on,  the  station  must  have 

something  extra.  At  least,  that's  what 
the)  said  and  who  can  say  they're 

wrong?" 
A  network  executive  had  this  to  -a\ 

about  the  economics  of  supply  and 
demand  : 

"I  don't  think  that  stations  ask 

themselves:  'What  will  the  traffic  bear?,' 
and  then  set  their  rates  accordingly. 

\et,  in  the  last  analysis,  all  prices  in 
a  free  economy  are  determined  bv  what 
the  traffic  will  bear.  Stations  have  to 

compete  with  other  stations  and  tv 
has  to  compete  with  other  media.  If 

their  prices  are  too  high,  why  adver- 
tisers will  stop  buying  and  prices  will 

come  down.  If  advertisers  keep  on  buv- 

ing,  why,  then  they  must  be  getting 

their  money's  worth." 
Said  an  agency  research  executive: 

"I  think  some  of  the  stations  are  getting 
out  of  line  in  jacking  up  their  rates. 

There's  no  justification  for  some  of 
the  new  spot  rates.  The  audiences 

don't  justify  the  increases." 
To  some  on  the  advertiser's  side  of 

the  fence,  the  lack  of  a  standard  in 

determining  rates  is  inevitable  and. 

possibly,  desirable.  Here's  how  one 
respected  timebuyer,  a  veteran  of  two 
decades  in  the  business,  put  it: 

"There  was  never  any  standard  in 
radio  and  there  won't  be  one  in  tv. 
Not  even  if  the  NARTB  ever  gets  its 

tv  set  count  going  on  a  regular  basis. 
Circulation  and  program  audience  are 

important,  but  they  are  not  the  onlj 

factors  in  determining  rates.  Take  two 
television  stations  in  markets  that 

are  comparable  except  for  the  fact  that 
the  per  capita  buv  ing  power  in  one 
market  is  much  higher  than  another. 

^  oil  shouldn't  expect  the  station  in  the 
richer  market  to  charge  the  same  rate 

as  the  station  in  the  poorer  market. 

Equal-sized  markets  differ  in  other 

ways,  too.  Sometimes  a  market  i- 
much  more  important  than  its  popu- 

lation indicates  because  it  is  an 

important  wholesale  or  distributing 
center. 

"Then  there's  that  indefinable  thin- 
called  station  character  or  personalis. 

You  can't  always  define  it  exactly  in 

terms  of  dollars  but  it's  there  and  it's 

worth  monev ." One  reason  for  complaints  about 

rates — the  lack  of  station  competition 

in  important  markets — is  gradualb 
disappearing.  Not  only  are  the  big 

single-station    markets   going   out    but 

the   rapid  growth   in   post-freeze  video 
outlets  i>  iin  i  overlapping  and, 

hence,  competition.    I  here  are  expecta- 
tions thai  some  stat ions    network  i 

ma\    drop   in    L955.     These   decreases 

inav   average  onl)    $2  i  to  !  »0  per  sta- 
tion  but   when  thai  s  multiplied   b 

lew  dozen  stations  and  then  multipl 

bv    ~>2  weeks,  the  saving-  add  up.    And 
ii    is  possible  thai   spot   rates   ma\    be 

.,11.  <  ted  as  well.  •  •  • 

RADIO-TV  NETWORK 
(Continued  from  page  39) 

common.  Admiral  i  which  sponsors 

Hi -hop  Sheen  on  DTN),  Coca-Cola 
i  which  sponsors  Eddie  Fisher  on  NBC 
I  \  i  and  Chesterfield  (which  sponsors 
Perry  Como  on  CBS  TV)  all  have  the 

taped  versions  of  their  tv  shows  on 
Mutual.  Firestone  Hour  and  Breakfast 

Club  are  simulcast  on  ABC  as  is  God- 

frey on  CBS. 

Mutual  gives  this  example  of  it- 
non-tv  coverage:  The  net  has  a  total 

of  2,487,000  (average)  radio  listeners 
to  its  Queen  for  a  Day  (sponsored  on 
both  am  and  tv  by  Old  Gold  cigarettes) . 

Of  the  radio  listeners,  69.2%   (1,721.- 

"Spec 

ialized 

Programm
ing 

REACHES,
 

SELLS 
Los  IWles

  ■» 

WarKct 

"ON*  **t\ 

Mexican  
- 

10,000   WATTS 
Transmitter:   Los   Angeles,   California 

Executive  Offices:  Santa  Monica,  California 

National  Representatives: 

Forjoe  &  Co.  New   York,    Chicago, 
Dallas,  San  Francisco 

Dora-Clayton  Atlanta,  Georgia 

GEORGE  A.  BARON,  Gtn'l  Mgr. 
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BIGgest  TOWER TOPmost  POWER 

in  the  Heart  of  America  | 

KMBC-TV,    the    BIG    TOP 
station,  dominates  the  Kansas 
City  market  as  no  other  station 
can!  Using  full  316,000-watt 
power  and  1,079-foot  tower, 
Channel  9  covers  thousands  of 
additional  TV  homes.  For  cov- 

erage details  and  choice  avail- 
abilities, see  your  Free  &  Peters 

Colonel. 
Note  :     full-power, 
tall-tower  operation 
from  Sept.,  J95.J. 

FREE  &  PETERS,  INC. 
National  Representatives 

Bojic  CBS-TV  affiliate 

w 

KMBC  Building,  11th  &  Central  Sts. 
Kansas  City,  Missouri 

KMBC-TV  H 
The  BIG  TOP  Station 

in  the  Heart  of  America 

KMBC — Radio,    Kansas    City,    Missouri 
KFRM — Radio  for  the  State  of  Kansas 

WSJV-TV 

GOES  UP  IN 

POWER 
NOW   MORE  THAN   EVER 

YOU  GET  COMPLETE 

COVERAGE 
in  the 

SOUTH  BEND  - 
ELKHART  MARKET 

For  availabilities  and  rates  see  your 

H-R  TELEVISION  MAN 
WSJV-TV 

ELKHART,    INDIANA 

John  F.  Dille,  Jr.  President 

John  J.  Keenan,  Commercial  Manager 

000  people)  do  not  have  a  t\  set. 

Conversly.  only  30.8%— or  766,000— 
do  own  l\  -els.  This  is  based  on  its 

recenl  .1.    \.  \\  ard  Survej . 

\  number  of  admen  contacted  by 
SPONSOR  said  that  in  order  to  fill  in 

the  non-U  areas,  it  would  be  more 

efficient  to  use  spot  radio.  And  Joseph 

I.  Weed,  president  of  Weed  Tv  Corp. 
and  founder  of  Weed  X  Co..  station 

representatives,  said  the  areas  not 

reached  by  the  network  tv  show  might 

be  <  overed  via  spot  tv.  "My  first  sug- 
■ji  ■-lion,  based  mi  the  fact  that  it's 
basically  a  t\  campaign,  is  that  the 

advertiser  first  explore  the  possibility 

ul  using  local  tv  stations  not  identified 

with  the  original  network  campaign  in 

any  available  area. 

"  \itcr  checking  tv  spot  availabilities, 
the  logical  thought  is  to  carry  the 

message  into  non-tv  markets  via  spot 

radio.  Via  spot  radio  exact  avail- 

abilities can  be  checked  by  a  station 

representative  firm  and  an  advan- 
tageous selection  made. 

"Network  radio,  while  reaching  some 
non-tv  areas,  would  also  mean  over- 

lapping in  the  many  combined  radio-tv 
markets.  The  use  of  spot  tv  and/or 

radio  would  be  the  more  practical 

means  of  reaching  the  pin-pointed 
areas  not  contacted  via  the  original 

tv    network  station   lineup.'" 
******** 
'*We  will  continue  to  need  (in  both 
radio  and  television)  aggressive  and 
intelligent  salesmanship.  It  might  not 
be  too  early  to  suggest,  in  view  of  recent 
developments,  that  such  salesmanship 
should  be  positive  in  nature.  Our  prod- 

uct, whether  radio  or  television,  is  a 

good  product — and  one  need  not  berate 
the  other   in   order  to   prosper." 

HAROLD  E.  FELLOWS 

President 

1SARTB 
******** 

Another  thought  was  advanced  bj 

Noel  A.  Rhys,  vice  president  &  eastern 

-ales  manager  of  the  Keystone  Broad- 

casting System.  "Populationwise,  the 
Rev  stone  Network  with  700  affiliates 

<o\ri-  |ua<  ticallv  all  areas  not  ade- 

quate!) served  bv  television.  These 

Stations,  apart  from  being  beyond  these 
merchandiseable  t\  areas,  also  reach 

small  town  and  rural  America  where 

radio  still  is  dominant.  Furthermore. 

the  majorit)  ol  KI5S  stations  operate 
on  the  local  level  and  arc  beyond  the 

dependable  coverage  ol  metropolitan 

stations.  I!li\s  also  pointed  to  the 

flexibilit)  of  KBS  to  lit  in  with  the 

pai  ti<  ul. ii  ■  o\  ei  age  pattei  ns  ol  adver- 

i  isei  s.  *  *  * 

SMALL  TV  CLIENTS 

((  onUnued  from  ]>age  39) 

It  is  low  program  costs  which  keep 

the  participations  at  an  economical 

level  and  fairly  competitive  on  a  cost- 

per-1,000  ba-i-  with  other  network 
offerings.  Half  of  the  six  shows  peg 

program  prices  at  the  S400-to-$600 
level  per  participation.  In  all  cases, 

the  bulk  of  the  price  per  minute  com- 
mercial is  for  time  charges.  Time  and 

talent  charges  for  all  six  range  from 

11,800  to  $7,400  per  minute.  The 
lower-cost  minutes  are  for  regional 
networks. 

Cost-per- 1,000  homes  figures  range 

from  about  $3  to  $5.  Even  the  top 

cost-per-1,000  is  lower  than  the  aver- 

age of  any  type  of  evening  half-hour 
network  show,  acording  to  Nielsen 

figures.  In  comparing  participations 

with  half-hour  evening  shows  on  a 

basis  of  cost-per-1,000  homes  reached 

per  commercial  minute,  the  half-hour 
show  figures  come  down  substantially, 

of  course.  But  even  here  the  partici- 

pations are  considered  competitive. 

Network  tv  participations  certainly 
do  not  exhaust  the  available  uses  of 

video  for  the  small  advertiser.  There 

is  also  spot,  which  is  widely  used  by 

all  sorts  of  advertisers.  Its  flexibility 

enables  the  small  advertiser  to  fit  it  to 

his  budget  more  easilv    than  network. 

The  following  figures,  assembled  by 

BBDO,  show  August  1954,  spot  time 

costs  for  both  Class  "A"  and  "C"  time. 
The  figures  are  for  both  the  top  40 

and  60  markets  and  give  the  totals  of 

one-time  rates  for  the  highest-priced 
station  in  each  market: 

For  40  markets  (potential:  80'  i  of 
all  tv  homes) — daytime  minutes,  $3.- 

946;  daytime  I.D.'s.  81,873;  nighttime 

chainbreaks.  isO.OOO:  nighttime  I.D.'s. 

$4,725. For  60  markets  i  potential :  90'  -  of 
all  tv  homes  i  davtime  minutes.  $5.- 

091;  davtime  I.D.s.  *2,443;  night- 

time  <  liainbreaks.    #12.120:    nighttime 
I.D.'s,  $5,935. 

With  these  limine-  a-  a  base  it's  ap- 
parenl  the  small  advertisei  <  an  build  a 

spot  tv  campaign  on  budgets  of  vary- 
in-  amounts.  In  10  market'-  at  a  five 

a  week  Frequency  foi  13  weeks,  for 

example,  an  advertiser  Could  use  dav- 
time minutes  at  little  ovei  S200.000 

figuring  in  the  discounts) .  *  *  * 
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RADIO  IMPACT 
(Continued  from  \><i^e  39) 

familiarity,    intimarv 
•  The  gravitation  ol  products  which 

profit  most  from  visual  demonstration 

toward  tv — leaving  on  radio  largely 
products  which  can  he  sold  well  via  car 
o  The  changing  motivations  of  the 

consumer  over  the  past  years,  neces- 
sitating a  basic  change  in  cop) 

approach 

•  Some  loss  of  "advertising-suscept- 

ible" people  from  the  radio  audience 
— largeh  those  who  were  the  first  to 

rush  out  and  buy  tv — leaving  a  larger 
number  of  those  who  were  always  hard 
to  sell. 

People  have  a  reservoir  of  good  will 
toward  radio  because  of  the  age  and 

old  familiarity  of  the  medium,  accord- 
ing to  findings  of  the  Institute  for 

Research  in  Mass  Motivations.  It  is 

common,  states  Dr.  Ernest  Dichter, 

president  of  the  Institute,  for  people  to 

develop  a  relationship  with  their  local 
radio  station  almost  as  with  a  familv 

doctor.  And.  as  with  the  doctor,  thej 
are  generally  quite  willing  to  accept 
advice  from  it.  In  a  study  that  the 

Institute  recently  made  for  a  radio 
network  station  I  which  was  the  oldest 

in  its  area  and  had  built  a  good  local 

following  by  using  an  easy-going, 
relaxed  approach  I .  it  found  that  73% 
of  the  people  interviewed  would  take 
buj  ing  advice  from  a  local  station 

which  they  knew:  well.  This  particular 
station  had  been  getting  an  excellent 
response  to  its  commercials,  says 
Dichter,  far  better  than  another  net- 

work station  in  the  community  which 
had  built  a  more  glamorous,  formal, 

big-city  aura. 
Radio  could  heighten  its  commercial 

effectiveness,  says  Dichter.  if  it  would 

sharpen  up  its  understanding  of 

changes  in  consumer  motivations  over 

the  past  years.  For  example,  today 
the  consumer  knows  more,  is  more 

sophisticated,  wants  better  tilings  but 
things  made  expressly  for  him,  wants 
to  have  more  fun  and  to  enjoy  the 
good    things    of    life    sooner. 

In  its  testing  of  radio  commercials, 
Schwerin  Research  has  also  come  up 

with  some  interesting  findings  I  spon- 
sor, 20  September  1954  ) .  Commercials 

tested  recently,  for  instance,  were  on 
the  average  more  effective  than  those 

in  1947-48  in  achieving  remembrance, 

belief,  says  Schwerin.  This,  the  organ- 
ization believes,  mav  be  due  partlv  t<> 

the  gravitation  to  t\   of  those  products 
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w hich  needed  t\  the  mosl  I  foi  demon- 

stration purposes) — which  "automatic 
screening  process"  has  tended  to  make 
the  average  effectiveness  of  those  com- 

mercials   remaining    on    radio   higher. 
However,  it  is  possible  to  sell  a 

'visual"  product  effectively  via  radio 
provided  the  eopv  paints  an  effective 

"ear  picture,"  according  to  Allan 
Greenberg,  Research  Department  Man- 

ager, Grey  Advertising.  He  points  to 
a  bra  manufacturer  client  of  the 

agency  for  whom  they  have  been 
running  commercials  on  both  radio 
and  tv  |  Exquisite  Form).  Radio,  says 

Greenberg,  has  been  as  proportionately 
effective  for  this  item  as  tv.  So  long  as 

the  copy  and  other  elements  that  go 
into  the  commercial  are  designed 

exclusively  for  the  auditory  medium — 

not  parti)  for  video,  part  for  audio — 
vou  have  a  good  chance  for  high 

impact,  he  feels. 
Greenberg  advances  the  theory  that 

it  mav  be  harder  to  sell  via  radio  today 
not  because  of  tv,  but  because  of  a 

particularly  hard-to-sell  audience.  It 
may  well  be,  his  theory  runs,  that  the 

most  susceptible  people,  advertising- 
wise,  were  the  first  to  acquire  tv  sets 

and  be  influenced  bv  tv"s  razzle-dazzle 
and  commercials.  Those  most  exposed 

to  radio's  commercials  lodav   are  lai  Lielv 

*'To    be   a    successful    advertiser:    make 
a  quality  product;  strive  to  maintain  and 
improve  the  quality;  price  it  at  its  true 
value;  make  it  readily  available;  adver- 

tise truthfully  and  in  good  taste;  adver- 
tise to  the  right  people ;  reach  the  great- 
est number  of  people  consistently.   .  ." 

M.  A.  MATTES 
Manager  of  Advertising 

Standard  Oil  of  Cat. 

those  who  are  tougher  to  sell,  he 

ventures,  but  they  were  not  tougher  to 
sell  than  before  tv  came  on  the  scene. 

The  biggest  motivator  of  attention 
to  a  commercial  in  any  medium  is 

natural  interest,  says  Charles  Ramsey. 

"A  person  who  is  in  the  market  for 
a  new  car,  for  instance,  will  be  acutely 

aware  of  and  listen  to  anything  and 

even  thing  on  the  subject  of  new  cars 
for  the  duration  of  his  interest  i  which 

generally  lasts  until  he  has  actually 

pin  chased  the  carl",  says  Ramsey. 
"But  if  he  does  not  have  am  in  teres) 
in  a  product  or  a  service,  a  person 
mentallv  times  out  even  the  best- 
written  commercial.  So  your  radio 

impact  parti)  depends  on  how  receptiv  e 
people  are  to  your  product  at  the  time 
thev  hear  vour  commercial.  *  *  + 

HE   LAND   OF 

MILK  AND3*ONEY 

lOOOOO^TTTt 

INTERCONNECTED   CBS,  ABC, 

DUMONT,  55   COUNTIES 

Haydn   R.  Evans,  G.  Mgr.  WEED-TV 

TOP  TWO... 
CBS  IN  COLUMBUS,  GA. 

WRBL  RADIO 5-KW 

(INCS    1952 — 40-100',  ) 
Population    418,600 
E.  B.  Income  (000)  §519,137 
Retail  Sales    (000)    $257,776 

WRBL-TV 
channel  4 

(Pulse  Area  Survej   Nov.  *54) 
Population     737.910 
E.  B.  Income  (000)  $785,909 
Retail  Sales  (000)  $442,308 

Source  SM  Mm   1954 %  te 

COL  UMBOS,  GEOZ6/A 
m 

CALL    -HOLL/NG-BETZy 



If  Your  Market  is 

MINNEAPOLIS 

ST.  PAUL 

NOW 
IS  THE 
TIME 
to  see  your 

television  representative 

. . .  about  choice  availabil- 
ities on  KEYD-TV 

...you can  buy  maximum 
power  at  minimum  cost 

on  the  Upper  Midwest's new  Channel  9  station 

.  .  .  ask  your  H-R  man 

about  KEYD-TV's  "in- 
centive" rates 

316,000  WATTS 

6T\ 

MM/11 

ro 

A 

Wll&M 

Offices,  Studios,  Trans  miliar 

FOSHAY  TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 

Vincent  II.  Bliss  is  the  newly  elected  president 

of  Earle  Ludgin   &  Co.,  Chicago.    Earle  Ludgin 
himself  was  elected  to  the  new  post  of  board 
chairman.    John  //.  Willmarth  is  the  new  executive 

vice  president  and  general  creative  director.    An- 
othei   ncu    v.p.—the  first  woman  to  hold  such  a 
post  at   Ludgin — is  Jane  Daly,   radio-tv  director. 
Bliss  joined  the  agency  in   1932  as  a  vice  president. 
In    1916    he    was    elected    executive    vice    president. 
Ludgin   has  headed  the  agency  since  he  founded 
it  in    1927,  will  continue  in  active  role. 

Iffoipfi  J.  Toigo  15  another  newly-elected  agency 
president :    he    lifetime    president    of    l.ennen    & 

Newell,  Inc.,  New  York,  succeeding  the  late  Her- 
man   Wilson    Newell,   who  died  late  last  month. 

Thomas  (..  Butcher  was  elected  executive  vite  presi- 
dent of  the  agency.    Toigo  has  been   executive  vice 

president   and  general   manager   of    L&N    since   its 

formation  in    1932.    Toigo' s  working  career  began 
when  he  was  only  14:  after  a  full  day  of  school  he 
worked  as  a  mule  driver   12   hours  daily.    He  has 
a  I'h. I),  in  English. 

Melville    K.    Ilissvil.   III.    vice  president  and 

director    of    marketing     lor     the    Hissell    (  tirpet 
Sweepei  Co.,  made  news  when  his  company     ninth 
has  used  almost  no  radio  and  little  tv  in   its  his- 

tory    signed  ioi  a  12-month  schedule  on    \  IK.   71  . 
Inning  about  four  participations  weekly  on   Home 

ami  Today.   Reason  foi  tv,  sins  Hissell:  "Personal 
demonstrations  in  selling  never  have  been   repbu  eil. 

and  with   tv  .  .  .   we'll  be  aide  to  make  more  than 
233-million    personal    demonstrations   of    need  for  a 

carpet  sweepei  in  1955."    igency:  N.  W.Ayer. 

Itufpfi  It.  Ilotrhliiss.  the  man  who  created  the 

tami/itir    "Look    Sharp"    and  "Hon     Are    )  a   Fixed 
for  ninths"  animated  tv  jingles  lor  Gillette,  is 
im/iing   ComptOn    Advertising.   Inc.,   as   a   vice   presi- 

dent  mi    15   February.    Hotchkiss,   who   has   been 
v.p.  and  account  executive  at    Waxon,  Inc.,   Detroit, 

since   1945,  has  created  inure  than  300  tv  commer- 
cials    yet  before  World  Wai  II  he  spent  17  years 

m   II  all  Street  as  a  financial  unlet   and  editor. 

It    <  ompton    he'll    unil,    on    an    iinnamcil   Special 
assignment,  reporting  to  R.  D.  Holbrook,  president. 
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THINKING? 

INDIANA 

This  ii  WAVE-TV'S  coverog 
area,  bosed  on  engineering 

studies    and    moil    response. 

KENTUCKY 

If  you're  thinking  about  a  way  to  reach 

the  biggest  TV  AUDIENCE  in  Kentucky 

and  Southern  Indiana  — 

ASK  YOUR  REGIONAL  DISTRIBUTORS ! 

Pick  up  the  phone  right  now— talk  with  your  distributor 

in  Louisville 

—then  in  Evansville  (101  air  miles) 

—then  in  Lexington  (78  air  miles) 

Ask  them  all  this  question,  "What  Louisville  TV  station  do 

your  neighbors  prefer?" 

Spend  the  few  bucks  now— save  many  on  your  results! 

WAVE-TV 
CHANNEL 3 LOUISVILLE 
FIRST  IN  KENTUCKY 

Affiliated  with  NBC,  ABC,  DUMONT 

I  SPOT   SALES 
National  Representatives 
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SPEAKS_ 

Spot    radio's    cloak-and-dagger 

\\  hen  a  timebuyer  is  asked  I"  gel 

[acts  "ii  spot  radio  activity  of  com- 

petit' i!-.  he's  forced  to  become  a  cloak- 
and-daggei     operative.      Alone    i   g 
major  advertising  media,  spot  radio 

has  no  complete  source  of  figures  on 

client  campaigns,  spending.  So  the 
Inner  holds  whispered  conversations 

with  pals  at  oilier  agencies,  puts  the 

bee  on  reps  for  the  tip-ofl  on  what  his 
competition  i>  doing. 

A  number  of  important  companies. 

directl)  or  through  their  agencies,  sur- 
vey stations  periodically  for  a  break- 

down on  activitj  of  their  competitors. 

The  cost  i-  great  in  manhours,  incon- 
venience. \iid  SPONSOR  believes  the 

cost  i-  great,  too,  in  billings  Inst  to 

spot  radio. 
II  a  lull  list  nl  client-  and  expendi- 

tures could  be  made  available,  more 
business  for  the  medium  would  follow. 

I  here  have  been  a  number  of  efforts 

to  solve  this  spot  radio  problem  with 

the  latest  being  a  project  of  Jim  Boerst 
and  Duke  Rorabaugb  I  see  article  this 

i  —  u<-.   page  42).     Jim  is  the  publisher 

of  "Spot  Radio  Report,"  a  partial  list- 
ing of  spot  radio  activity  which  in- 

clude- accounts  of  (>n  cooperating 

agencies.  Duke  Rorabaugb  is  well 

known  as  the  publisher  of  the  "Spot 
l\  Report,  which  i-  based  on  reports 

from  2~>u  cooperating  t\   stations. 

While  the  Rorabaugb  t\  report  is 

regarded  as  a  solid  cro»— ection  ol 

spot  t\  activity,  Boerst's  '"Radio  Re- 
port" omits  many  major  spenders  be- 
cause their  agencies  do  not  furnish 

information.  The  new  combined  ef- 

fort of  Boerst  and  Rorabaugb  will  seek 

to  get  spot  radio  information  directly 
from  a  cross-section  of  600-700  radio 

stations.  II  successful,  il  -  Imped  the 

Boerst-Rorabaugh  project  would  elim- 
inate the  need  for  independent  survey- 

ing of  station-  1>\  clients  and  agencies. 

sponsor  believes  the  best  interests 

of  advertisers,  agencies  and  the  spot 
radio  medium  will  be  served  if  stations 

cooperate  in  making  spot  figures  avail- 
able— whether  through  the  Boerst- 

Rorabaugh    project    or    other    means. 

Horace  Lohnes 

The  untimel)  passing  of  Horace  L. 
Lohnes.  senior  active  partner  in  the 

Washington  law  firm  of  Dow.  Lohnes, 

&  Albertson,  bring-  to  a  close  one  of 
the  most  active  and  constructive  ca- 

reers in  the  history  of  radio  and  tele- 
vision broadcasting. 

Some  knew  him  as  the  genial  host  of 
the  annual  Federal  Communications 

Association  picnics.  Some  Tun  indus- 
lr\  notables  attended  the  outings  at 

his  estate  not   man)    weeks  ago. 

Some  knew  him  as  the  creator  and 

prime  mover  of  \  itapix  Corp..  designed 

to  help  television  stations  get  high- 
grade  film  fare.    Some  knew  him  as  an 

indefatigable  worker  for  improvements 

and   forward   thinking   in  station,   net- 
work, representative,  FCC  problems. 

lew  advertisers  and  agencies  fully 

understood  the  importance  of  Horace 
Lohnes  on  the  commercial  broadcast- 

ing scene.  But  his  influence  affected 
the  air  media  in  main    wa\  -. 

Union   irresponsibility? 

\l  -i\  a.  in.  on  the  morning  of  I  ues- 
da\  11  December,  supervising  engi- 

neers coming  to  work  at  KPIX.  San 
Francisco,  discovered  that  the  -taiioii 
bad  been  sabotaged. 

The   station    was   off  the   air   for    13 

hours,  during   which  time  it   was  dis- 
overed  that  hundreds  of  fuse-  were  re- 

moved    and     dumnn      fuses     inserted, 

equipment   was  hidden,  tube-  removed. 
On  its  own  motion  the  FCC,  alerl 

to  its  dut\  to  the  public,  has  instituted an  inquirj . 

What  particularly  interests  sponsor 

is  the  fact  that  union  negotiations  be- 
tween  representatives  ol  \  ARF.T  (CIO) 
and  the  KPIX  management  had  been 

underway  for  several  week-.  Failing 

to  agree  on  contract  terms,  the  differ- 
ences had  been  submitted  to  the  I  .  S. 

Mediation  and  Council  Service  with  a 

meeting  to  be  held  on  L5  December. 
But  two  days  earlier  the  station  was 
off  the  air. 

Beside  the  obvious  interest  of  the 

public,  sponsors  were  injured.  Such 

irresponsible  a<  tions  cannol  be  coun- 
tenanced. II  inve-tigation  bv  FCC 

-hows  that  members  of  the  union  com- 
mitted these  flagrant  acts  of  sabotage, 

-tat ion  managers  as  well  as  advertis- 

ers and  agent  ies  should  insist  <m  assur- 
ances from  responsible  union  officials 

that  even  precaution  will  be  taken  to 

prevent   occurrences   ol    this   nature. 

Applause 

Tulsa's    radio    successes 

I  he  Associated  I  ulsa  Broadcasters 

are  starting  the  new  year  with  a  big 

push    for    radio. 

In  a  <  oopet  ative  campaign  radio  -la- 
ic,- 0f  Tulsa,  KVOO,  K  1 1  I  .  KOME, 

kl  Ml.  k  I ,'  \  H  .  K  \K(  .  are  pointing 
out  to  national  buyers  \  ia  trade  papei 

ads  and  reprints  how  good  a  sales- 
man    radio     i-     foi     lo<  al     adv  i  Misers. 

I  he  <  ainpaign  i-  based  on  local  suc- 

cess stories  of  interest  to  national  buy- 
ei  -  o|  radio  advertising.  I  ai  h  station 

is  supplying  its  national  representa- 
tive with  full  information  on  the  suc- 

,  egS  stoi  ies  -how  n  in  the  t  rade  papei 

,:d-  and,  additionally .  mam   more. 
Cu-iav  k.  Brandborg,  Assistant 

( General  Manage]  ol  KVOO  and  origi- 

natoi  of  the  new  campaign,  w  i  ites:  "I 
hope   our  example   will   start    like  cam- 

paigns among  othei  radio  groups 

around  the  country.  After  all.  nation- 
al advertising  is  onlj  local  advertis- 

ing  wholesale! 
Certainly,  radio  is  big,  persuasive, 

imaginative,  and  exciting.  Advertisers 

will  be  hearing  more  about  radio  and 
its  ability  to  sell  during  L955  than 
ever  before.  The  Tulsa  campaign  is 

the  New  Year's  harbinger  of  things  to 
.  dine. 
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KARK  pulls  18  "firsts"  among  24  morning  quarter  hours  — 
3  times  as  many  as  all  other  Little  Rock  stations  combined! 

—  as  reported  by  the  March  1954  PULSE  Area  Study 

Your  sales  pitch,  no  matter  how  persuading,  can't  convince 

anybody  who  doesn't  hear  it.  So  why  blow  your  budget 
on  bigger  signals  that  reach  more  dead  sets?  The  station 

that  pulls  the  biggest  bonafide  audience  in  the  Little  Rock 

market,  the  station  actually  listened  to  most,  is  KARK.  The 

proof  of  the  pulling  is  in  the  rating.   And  PULSE  rates  KARK 

tops  —  morning,  afternoon  and  evening  66  quarter  hour 
"firsts"  out  of  72. 

Why  such  popularity?  For  one  thing,  KARK  is  a  habit  and 

a  good  one— with  Little  Rock  listeners.  Dials  have  been  fixed 

on  920  since  1948.  Furthermore  KARK  programming  includes 
the  best  of  NBC. 

It's  program  popularity  and  proved  listenership  like  this,  rather  than  power  alone,  that  attracts  customers 

for  you  ...  or  to  put  it  another  way,  it's  not  the  reach— it's  the  PULL  ! 

Advertise  where  people  listen  most,  where  the  cost  is  low— on  KARK! 

©© 
SEE  YOUR 

PETRY 

MAN  TODAY  ' 
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JAN  31195b 

NBC  GENERAL  LIBRARY 

Cm  Again  I 

Otawvvrvj&L \^IVW&Sl)NJl 

NOW  316,000  watts 
Featuring  New  England's  Favorite  Live  Local  Shows 

NBC— BASIC    *   ABC-DUMONT-CBS   •   WEED    TELE  VISIO  N- N  ATI  ON  AL    REPRESENTATIVES 

TOWER    1049   FEET  ABOVE   MEAN   SEA   LEVEL 

DO  AGENTS  HOLD 

TV  COST  REINS? 

page  35 

. 

pot  radio "big  push"  in  1955 

page  38 

Esquire  Boot  Polish 
hits  hard  on  tv — but 
not  too  often 

page  40 

Key  questions  from 
admen  on  the  radio- 
year  ahead;  Part  II 

page  44 

TV  COMMERCIALS: 
WORD-LAZY? 

ge46 -screen  I.D. 

wins  wide  acceptance 
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BLUE  PLATE 

FOODS,  INC. 
DOES  A 

COMPLETE   JOB  .  . 

SO    DO    HAVENS    AND    MARTIN,    Inc.    STATIONS 

WMBG 

WCOD 

WTVR 

UCHMON101? 

Maximum  power — 

100,000  watts  at  Maximum  Height — 
1049  feet 

With   approximately    300    Blue    Plate    trucks   serving    over 

40,000    grocers    from    Washington,    D.    C.    to    the    Mexican    border, 

the    Blue    Plate    Foods   trademark    is    the    symbol    of   quality    in 

well-stocked    kitchens.       Appreciative    and    ever    grateful    viewers 

help    to    move    Blue    Plate    Mayonnaise,    Peanut    Butter,    Preserves 

and    Jellies,    Margarine    and    Sauces    steadily    throughout    the    South 

from   the    Richmond,   Atlanta   and    New  Orleans   plants. 

Grateful    and    appreciative    audiences    are    synonymous    with 

Havens   and    Martin    viewers   and    listeners.      Their    loyalty 

in    Richmond    and    the    rich    surrounding    areas    throughout    Virginia 

is   a    result   of    years   of    sincere    public    service    combined    with 

quality   programming.      Intelligent  and  wise  spot  placement  makes 

the   First  Stations  of  Virginia,  WTVR,  WMBG  and   WCOD   first 

choice    for    alert    advertisers.       Try    us    and    measure    the    results. 

WMBG  am  WCOD  ™  WTVR' 
FIRST    STATIONS    OF    VIRGINIA 

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. 

WMBC  represented  nationally  by  The  Boiling  Co. 



B&M  launching   B&M  beans  is  about  to  launch  test  in  Midwestern  market  to  determine 

tv-only  test   sales  results  when  only  television  advertising  is  used.   (Agency  is 
BBDO,  Boston.)   For  perhaps  first   time  in  ad  history  test  will  be 

reported  on  blow-by-blow  basis  starting  next  issue  of  SPONSOR.   Test 
will  last  6  months  and  figures  on  sales  progress  will  be  reported 
periodically  in  SPONSOR  during  that  period.   SPONSOR  has  long  sought 
opportunity  of  this  type  and  was  instrumental  in  suggesting  test. 

-SR- 

4  A's  takes   4  A's  has  taken  first  officially  published  stand  against  rate  deals, 
stand  on  deals   excess  merchandising  demands,  other  efforts  to  pressure  radio  and  tv 

stations.   Document,  planned  for  wide  distribution  via  4  A's,  ANA 

NARTB  and  SRA  mailings,  isn't  expected  to  bring  any  overnight  changes. 
Thinking  is  that  by  going  on  record  4  A's  can  help  timebuyer,  for 
example,  stiffen  his  resistance  to  suggestions  from  "upstairs"  or 
client  that  he  apply  pressure  for  deals.   (Text  of  4  A's  recommenda- 

tions on  pages  42-43  this  issue.) 
-SR- 

T-L  adopts   Tatham-Laird,  Chicago,  unifies  buying  of  print  and  air  in  new  media 
all-media  buying   division,  with  former  radio-tv  director,  George  Bolas,  at  head.   Aim 

of  reorganization  is  to  make  media  buying  "as  creative  as  writing  ad- 

vertisements or  building  plans,"  says  A.  E.  Tatham,  president.   Y&R 
is  classic  example  of  big-radio-tv  agency  with  integrated  media  buy- 

ing functions.   (For  details  on  major  agency  media  organizations  see 

article  series  in  SPONSOR  26  July,  9  August,  23  August  1954.) 

-SR- 
N.Y.C.  radio   Since  1946  average  New  York  City  radio  audience  has  increased  27.7% 

audience  up   during  periods  of  local  programing.   That's  highlight  from  study 
WCBS,  New  York,  ordered  from  Pulse  comparing  total  number  of  homes 

tuned  in  October  1946  vs.  October  1954.   Increase  during  6-7  a.m.  was 

105.7%,  from  167,730  homes  to  345,100;  8-9  a.m.  jumped  62.5%;  6-7  p.m. 

is  up  9.4%;  11  p.m.  through  12  midnight  is  up  36.3%.   (Local  program- 

ing hours  figures  on  basis  WCBS'  schedule.) 

-SR~ 

NBCbuya   NBC's  purchase  of  its  first  uhf  station — WKNB-TV,  New  Britain — is 
lift  for  uhf   second  heartening  note  for  uhf  broadcasters.   It  follows  recent  CBS 

purchase  of  uhf  WOKY-TV,  Milwaukee.   Extent  of  uhf ' s  problem  is  made 
clear  when  you  consider  103  uhf  stations  have  surrendered  their  con- 

struction permits  compared  with  21  vhf  thus  far.   Some  operators  feel 

psychology  has  been  important  drawback,  reason  they  gain  stature  with 

network  0&0's  among  u  ranks. 

-SR- 
Full-screen  I.D.   New  full-screen  form  of  I.D.  has  won  wide  acceptance  among  tv  sta- 
wins  approval   tions.   By  presstime  250  outlets  had  told  SRA,  which  suggested  stand- 

ards for  new  I.D.,  that  they  would  take  it.   CBS  TV  owned  tv  stations 
expected  to  approve  new  standard  by  February.   (List  of  250  stations 

accepting  full-screen  I.D.  thus  far  appears  this  issue  pages  48-49.) 

SPONSOR,    Volume  9,   No.    2.   24   January   1955.     Published   biweekly   bj    SPONSOB    Publications,  Inc.     Executive.  Editorial.  Advertising,  Circulation  Offices.  10  E.    '.Kill  St..  New 
York  17.    Printed  at  3110  Elm  Ave..  Baltimore.  Md.     $8  a  year  In  IT  s    $0  elsewhere.  Entered  as  second  class  matter  29  Jan     1919  at  Baltimore  poetofflce  under  Act  of  3  Mar.   1879 
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Color   set  price 
bottleneck 

Cantor  costs 

$5,000  in   N.Y.C. 

WCAU  '54  billing 
hits  new  high 

Tv   stations 

squeeze   eases 

WDTV,    KVOO- 
TV    join    Vitapix 

$1.3   billion 
tv  billings  seen 

WBAL  offers  new 

discount    plan 

There's  agreement  in  most  quarters  1955  will  be  anything  but  color's 

year.   Sets  at  right  price  just  aren't  ready.   RCA's  latest  estimate 
on  number  of  color  sets  to  be  made  during  1955  is  200,000  for  all 
manufacturers.   But  it  believes  only  about  160,000  will  actually  be 

sold.   Last  summer  RCA  figured  there  would  be  about  300,000  color- 

equipped  homes  by  end  of  1955.   By  end  of  first  10  months  of  1954 — 
latest  figures  available — total  of  17,445  color  receivers  had  been 
produced,  according  to  RETMA. 

-SR- 

P.  Ballantine  &  Sons  reportedly  will  pay  $5,000  per  episode  for  New 

York  City  showing  of  Ziv  Tv  Programs*  "Eddie  Cantor  Comedy  Theatre," 
which  breaks  nationally  this  week.   Price  paid  by  brewery  is  believed 

to  be  highest  ever  paid  for  syndicated  film  program,  doesn't  include 
time  charges  on  WABC-TV  for  10:30  p.m.  slot  Wednesdays.   Ballantine 
also  bought  Cantor  show  in  20  other  Eastern  cities.   During  11  weeks 
since  it  was  announced,  Ziv  has  sold  show  in  180  markets. 

-SR- 

Radio  time  sales  for  WCAU,  Philadelphia,  during  1954  were  highest  in 

32-year  history.   Local  net  revenue  was  up  6%,  national  spot  revenue 

up  15%  over  1955.   Most  significant  '54  trend,  says  WCAU,  is  spon- 
sorship of  5-minute  shows  ;  currently  51  of  the  5-minute  segments  are 

sponsored  each  week. 

-SR- 

Tampa,  Fla. ,  gets  first  vhf  5  February  when  WFLA-TV  goes  on  air. 

It's  one  of  7  U.S.  cities  among  "50  biggest"  population  category  with 
paucity  of  operating  tv  stations  (to  date  only  one — uhf  WSUN-TV,  St. 

Petersburg).   While  some  big  markets  have  only  one  or  2  vhf ' s  in 
operation,  all  but  4  of  nation's  top  233  markets  ore  covered  by  at 
least  one  station,  according  to  figures  from  SSC&B's  media  research 

department.   (See  "Top  radio-tv  questions,"  question  10,  page  45.) 

-SR- 

Almost  simultaneously  with  Westinghouse  acquisition  of  WDTV,  Pitts- 
burgh, Joseph  E.Baudino,  WBC  president,  said  station  would  join  Vita- 

pix Corp.   Few  days  earlier  KVOO-TV,  Tulsa,  also  joined  Vitapix. 
Pittsburgh  and  Tulsa  members,  plus  14  new  members  announced  as  join- 

ing firm  in  December,  raise  Vitapix  membership  to  48  with  at  least 

2  more  outlets  reported  ready  to  sign.   Vitapix  now  claims  its  sta- 
tions cover  20  million  tv  homes.   At  SPONSOR  presstime  negotiations 

were  continuing  for  New  York  and  Chicago  affiliates. 

-SR- 

Latest  prediction  on  1955  tv  billings:  $1.3  billion.   That's  100% 
increase  over  2  years  ago,  says  prognosticator  Robert  W.  Sarnoff , 

NBC  executive  v. p.   Recently  Ollie  Treyz,  TvB  head,  said  tv  in  *  55 
would  top  $1  billion. 

-SR- 
Prevalence  of  short-term  advertising  recognized  in  new  WBAL,  Balti- 

more, rate  card  while  at  same  time  effort  is  made  to  encourage  long- 
term  client.   Leslie  H.  Peard  Jr.,  manager,  said  station  would  offer 

discounts  for  12  or  more  programs  or  announcements  broadcast  within 

week's  time  in  addition  to  regular  discounts  figured  on  yearly  basis. 

SPONSOR 
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ARTICLES DEPARTMENTS 

Talent  fluents:  have  then  won  control  of  tv  costs? 

Two  talent  agents,  William  Morris  Agency  and  Music  Corporation  of  America, 

are  a  controlling  factor  in  38  out  of  57  "name"  shows  on  network  tv.  The 
network   competition    for    names    is    playing    into    their    hands,    admen    fear 

Spot  radio's  "hie/  push"  ior   lii.~t.~t 
Though  spot  radio  business  was  off  for  some  for  first  time  last  year,  there  is  a 

new  and  growing  "upbeat"  feeling  among  radio  reps  and  industry  groups  about 
the   value   of   the   medium   and   their   ability   to   sell    it   during    1955 

Esquire  polish  hits  hard  on  tv — hut  not  too  often 

It's  better  to  appear  less  frequently,  but  with  impact,  on  a  show  with  a  big, 
changing  audience  than  to  get  continued  repetition  on  a  program  with  a 

"loyal   audience,"    Knomark    Manufacturing    Co.   believes 

I    \'s  uyuinst  rate  ileals.  merchanilisinu  excesses 
Here  are  the  4  As  first  public  recommendations  on  radio-tv  to  encourage 

high  business  standards,  give  timebuyers  a  "bible"  to  cite  when  asked  to 
pressure    stations    for     rate    deals,     extra     merchandising,     extra     publicity 

I©  top  radio-tv  questions  for  lf>55:  Part  II 
What  changes  may  1955  see  in  radio  network  operations,  in  spot  radio  promo- 

tion,   tv    spectaculars,    tv    station    clearances,     use    of    cut-ins    on     network    tv? 

Are  tv  commercials  yetting  word-lazy? 
Trite  words  in  tv  commercials  can  kill  good  campaign  ideas,  warns  Arthur  Bel- 

laire,  BBDO's  v. p.  in  charge  of  radio  and  tv  commercial  copy.  Copywriters  must 
revitalize   their   word    approach,    search   for   fresh    ways   to    express    old    ideas 

I  he  full-screen  1. 1*. 

Over  half  of  U.  S.  tv  stations  will  now  accept  the  new  full-screen  I.D.  proposed 
by  the  SRA.    New  format  saves  clients  money   by  eliminating  station   call   letters 

The  record  stores  ratlio  huilt 

For  the  past  14  years,  radio  has  been  the  advertising  mainstay  of  Washington, 

D.  C.'s  Super  Music  Stores.  With  air  support  owners  Irvin  and  Israel  Feld 
parlayed    one    small    store    into    a    many-faceted    $2    million-plus    operation 

SI»0\SOI.    BMMA:     II  M -Id  (  IMHI  U     !?».,  I 

COM  I NC 

K«\  if  beans:  step-hasten  story  of  air  campaign 
SPONSOR  realizes  a  long-sought  goal:  to  report  on  the  sales  results  of  a  tv 

campaign  as  they  happen.  Test  product:  B&M  beans.  During  the  next  six 
months,  SPONSOR  will  follow  this  campaign  with  a   continuing  series  of  articles 

Are  tv  commercials  qettinq  picture-lazy? 
BBDO's  Art  Bellaire  continues  his  observations  on  tv  commercial  ruts,  goes  into 
the    pictorial   aspect   with    examples   of   trite   scenes,    poses,    camera    angles 
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DON'T  USE  KTHS  if  rou  sell  a 

"Limited Meu-ket 

it 

(Polo   players   in    Little    Rock   ONLY,   for   instance!) 

DKL*. 

LOUISIANA    .„/ 

Daytime,  the  Station  KTHS  primary  (0.5MV  'M)  area 

has  a  population  of  1.002.758.  More  than  18°o,  or  over 
100.000.  do  not  receive  primary  daytime  service  from  any 
other   radio   station. 

KTHS  interference-free  daytime  coverage  extends  to  the 
0.1MV/M  contour,  except  in  the  southwest  quadrant  — 
has  a   population   of  3,372,433. 

DO  USE  KTHS  if  you  sell 

\  ES,  there  might  be  a  few  people  like  Reginald,  above,  in  Little 

Rock — but  you  certainly  wouldn't  use  KTHS  to  reach  them,  unless 
you  wanted  everybody  else,  too! 

KTHS  is  Arkansas'  big  advertising  medium.  It's  50,000 

watts  —  CBS  —  is  programmed  for  every  element  of  the 

population  in  this  big  State.  So  everywhere  our  signal's 
heard,  there  are  listeners  —  lots  of  listeners  —  buying  lis- 

teners —  more  than  you  can  get  with  any  other  station  in 
Arkansas. 

Ask  The  Branham  Co.  for  all  the  facts.     It's  a  story  of  power, 

programming,  coverage  and  results.   It's  a  story  you  need  to  know! 

i  s  s  i  ppi 

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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HOLLYWOOD  TELEVISION  SERVICE 

ANNOUNCES  —         —      - 

THE  BIG 
THE  GREATEST   ARRAY 

OF  QUALITY  PICTURES 

EVER  OFFERED  FOR 

TELEVISION! 
I *    * 

fi 

3. 

4. 

5. 

The  Diamond  Group 

CHANGE   OF   HEART 
John  Carroll,  Susan  Hayward,  Eve  Arden,  Gail  Patrick, 

Walter  Catlett,  Freddie  Martin  &  Orchestra 

BRAZIL 
Tito  Guizar,  Virginia  Bruce,  Edward  Everett  Horton, 

Robert  Livingston,  Richard  Lane,  Frank  Puglia, 
Fortunio  Bonanova,  Dan  Seymour 

SIS    HOPKINS 
Judy  Conova,  Bob  Crosby,  Jerry  Colonna,  Susan  Hayward 

HEADIN'    FOR    GOD'S   COUNTRY 
William  Lundigan,  Virginia  Dole,  Horry  Davenport 

SCOTLAND    YARD    INVESTIGATOR 
Sir  C.  Aubrey  Smith,  Eric  von  Stroheim,  Stephanie  Bachelor. 
Forrester   Harvey,   Doris  Lloyd 

EARL    CARROLL   SKETCHBOOK 
Constance  Moore,  William  Marshall,  Bill  Goodwin, 

Vera  Vague,  Edword  Everett  Horton,  Hillary  Brooke 

SLEEPYTIME    GAL 
Judy  Canova,  Tom  Brown,  Harold  Huber,  Ruth  Terry, 

Jerry  Lester,  Fritz  Feld 

8.  VILLAGE    BARN    DANCE 
Richard  Cromwell,  Dorij  Doy,  Either  Dale,  Don  WlUon 

9.  BIG    BONANZA 

Richard  Arlen,  Robert  Livingston,  Jane  Frozee,  Gabby  Hayes, 

Lynne  Roberts,  Bobby  Driscoll,  Monte  Hale 

10.  RENDEZVOUS    WITH    ANNIE 
Eddie  Albert,  Faye  Marlowe,  Gail  Patrick,  Philip  Reed, 

Sir  C.  Aubrey  Smith 

11.  IN    OLD    MISSOURI 

Leon,  Frank,  Elviry  &  June  Weaver,  June  Storey, 

Marjorie  Gateson,  Thurston  Hall,  Alan  Ladd, 
Hall  Johnson  Choir 

12.  MURDER    IN    THE   MUSIC    HALL 
Vera  Ralston,  William  Marshall,  Helen  Walker,  Nancy  Kelly, 

William  Gargan,  Ann  Rutherford,  Julie  Bishop,  Jerome  Cowan 

13.  HITCH    HIKE   TO    HAPPINESS 
Al  Pearce,  Dale  Evans,  Brad  Taylor,  Williom  Frawley, 

Jerome  Cowan,  Arlene  Harris,  Joyce  Compton 

14.  SOMEONE    TO    REMEMBER 

Mabel  Paige,  Richord  Crane,  Charles  Dingle 

15.  SCATTERBRAIN 

Judy  Canova,  Alan  Mowbroy,  Eddie  Foy,  Jr.,  Isabel  Jewell 

SERVICE,  Inc.  Home  Office:  4020  Carf  e 

ANY  OF  THE  32  HOLLYWOOD    TELEVI 

HOLLYWOOD  TELEVISION 

BUFFALO.    NY. 

503  P.O. I  Street 
CHAflOTTE,   N.C 

337  Weit  4th  Street 

CHICAGO.    ILLINOIS 
1304  S.  Wabo.h  Avenu 

CINCINNATI.   OHIO 
1632  Central  forkwoy 

CLEVELAND,   OHIO 

4S0  Film  Build. n, 
DALLAS,   TEXAS 

413  S.  Harwoed  Street 

DENVEI,   COLOtADO 
3145  Broadway 

DES   MOINES,    IOWA 
1303  H.ah  Street 

DETtOIT,   MICHIGAN 
610  Film  E.chonee  tide 

INDIANAFO   It 

40i  N 

KANSAS 

313  Weil 
LOS  AN 

l»34  S 

■  I 
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GREA NEW* 

SALE  BY  HOLLYWOOD  TELEVISION  SERVICE,  Inc. 

URE  PROGRAM 

l-M.LUON  DOILA 

NOV*' 

AVAII 

16. 

17. 

THAT    BRENNAN    GIRL 
Jomes  Dunn,  Mono  Freeman,  William  Marshall, 

June  Duprez 

CAMPUS    HONEYMOON 
Lee  &  Lynn  Wilde,  Adele  Mara,  Richard  Crone, 

Stephanie  Bachelor 

18.  JOAN    OF   OZARK 
Judy  Conovo,  Joe  E.  Brown,  Jerome  Cowan, 

Anne  Jeffreys,  Donald  Curtis 

19.  I'LL    REACH    FOR    A    STAR 
Frances  Longford,  Phil  Reagan,  Louise  Henry, 

Dukt  Ellington  and  Eddie  Duchin  Orchestras 

20. 

21. 

22. 

23. 

OH,   MY    DARLING    CLEMENTINE 
Frank  Albertson,  Irene  Ryan,  Tom  Kennedy,  Roy  Acuff 

SLEEPY   LAGOON 
Judy  Conovo,  Dennis  Day,  Ernest  Truex,  Douglas  Fowley, 

Will  Wright,  Joe  Sawyer 

IN   OLD   SACRAMENTO 
William  Elliott,  Constance  Moore 

CHATTERBOX 
Judy  Canovo,  Joe  E.  Brown,  Rosemary  Lane, 

John  Hubbard,  Anne  Jeffreys 

24.  NIGHT   TRAIN    TO    MEMPHIS 
Roy  Acuff,  Allan  Lane,  Adele  Mara,  Roy  Acuff  and  his 

Smoky  Mountain  Boys 

25.  CALENDAR    GIRL 

Jane  Frazee,  William  Marshall,  Gail  Patrick,  Victor  McLaglen, 

Kenny  Baker,  Irene  Rich,  James  Ellison 

26.  PUDDIN'    HEAD 
Judy  Canova,  Frances  Lederer,  Raymond  Walburn, 
Chick  Chandler,  Paul   Harvey 

A  Specialty  Attraction 
HOLLYWOOD  TELEVISION   SERVICE  is  proud  to  present 

one  of  the  world's  great  entertainment  film  subjects 
KEN  MURRAY'S  GREAT 

"BILL   AND   COO" 

fwood,  California  •  Telephone:  SUnset  3-8807  or 

i,  Inc.  REPRESENTATIVES! 

o'the 

NIW   HAVEN,   CONN. 
1 32  Meadow  Street 

NIW  OtliANS,   IA. 
I  JO  S    liberty  Street 

NIW    YOtK.    N  Y 
6)0  Ninth  Avenue 

OKLAHOMA  CITY.   OKLA. 
623  Weil  Grand  Avenue 

OMAHA,    NEMASKA 
1514  Davenport  Street 

PHILADELPHIA,   PA. 
248  N    Clarion  Street 

PITTSBURGH,   PA. 
1709  Blvd.  of  the  Alllei 

PORTLAND,    OKEGON 
IB16  N.  W.  Kearney  Street 

it     LOUIS,   MO. 
3320  Olive  Street 

SALT   LAKE  CITY,   UTAH 
214  Eoit  First  South  Street 

SEATTLE,   WASHINGTON 
2420  Second  Avenue 
SAN  FRANCISCO,   CALIF. 
221  Golden  Gate  Avenue 

TAMPA,    FLORIDA 

IIS  S.  Franklin  Aven« 

WASHINGTON,   DC. 
203  Eye  Street,  N.W. 

kMH 



KSDO  is  first  in  San  Diego  .  .  . 

and  thaf's  the  long  and  short  of  it. 

Surveys,  ratings,  mail-pull  .  .  . 

any  way  you  look  at  it,  KSDO  tops 

every  station  in  this  rich 
billion  dollar  market 

May  we  give  you  the  long  and 
short  of  it  .  .  .  tell  you  why 

KSDO  delivers  the  most  listeners 

per  dollar  in  San  Diego? 

KSDO 
1130  KC      5000  WATTS 

Representatives 
John  E.  Pearson  Co.  —  New  York 
Chicago  —  Dallas  —  Minneapolis 
Daren   McGavren  —  San   Francisco 
Hugh   Feltis-Associates  —  Seattle 
"Q"    Cox   &    Merrill    Rawson — Portland 

Walt  Lake  —  Los  AnRclcs 

by  Bob  Foreman 

How  to  worh  with  II ollytvoodites 

Directed  by  the  same  directors,  written  by  the  same  writers, 
processed  by  the  same  laboratories,  it  is  indeed  anomalous 

that  film  for  television  and  film  for  big-screen  exhibition 
have  so  very  little  in  common.  The  fact  that  tv  is  sponsored, 

intended  to  sell,  presented  with  frequency,  in  the  home  and 
gratis  makes  the  difference.  These  dissimilarities,  when  un- 

derestimated or  ignored,  are  the  cause  of  so  much  of  the 
trouble  encountered  by  advertisers  who  have  tv  programs 

and  commercials  produced  by  "Hollywood  people." 
Since  the  transition  to  the  new  art  is  often  a  difficult  one 

for  the  coast  element,  it  should  be  reckoned  with  early  by 

agency  and  sponsor,  both  of  whom  should  take  into  account 

the  new  set  of  criteria  they  are  asking  the  refugees-from-a- 
big  screen  to  measure  up  to. 

Rather  than  over-work  the  already  tired  cliches  about 

suede-shoe  mentalities  and  purple  shirt  personnel,  it  would 

be  more  sensible,  as  well  as  less  time-and-money  consuming. 
if  agency  and/or  advertiser  were  to  approach  the  problem 

by  realizing  that  these  neophytes-to-advertising  are  possibly 
intelligent,  probably  skilled  and  generally  unaccustomed  to 

the  added  onus  of  sponsorship,  the  necessities  of  salesman- 
ship and  the  responsibilities  of  being  a  gratis  exhibitor  whose 

product  is  viewed  in  the  living  room  by  all  age  groups  .  .  . 
and  week  after  week. 

I  have  spent  a  lot  of  time  in  the  past  six  years  in  sunny 
California  closeted  in  artificially  lighted  studios  watching 
the  laborious  work  of  translating  advertising  copy  into  film 

and  I  have  not  only  been  impressed  but  oft-times  a  wee  bit 

uneasy  to  learn  of  the  long  list  of  screen  credit-  of  this  direc- 
tor who  is  shooting  a  car  commercial  and  of  that  cutter  who 

is  editing  a  cigarette  vignette.  T  remember  that  the  prop  man 

who  w7as  wiping  out  our  beer  glasses  and  taking  the  wrinkle- 
out  of  steinie  labels  had  jusl  finished  up  as  head  prop  man 

on  the  set  of  my  (then  favorite  epic — High  Noon.  I  recall 
gelling  some  special  effect-  for  a  pudding  vignette  out  of 
folks  who  bad  created  such  wonderful  art  effects  as  the  main 

title  for  Sunset  Boulevard. 

All  the  men  and  women  with  whom  I  worked  approached 
this  new  world  into  which  the)  had  been  jel  propelled  with 
a  desire  to  do  well  .  .  .  with  a  respeel  for  the  task  ahead. 

This  mean-  completely  wiibout  cynicism  and  minus  the  dis- 
dain I  had  heard  about  and  lliu-  expected, 

i  Please  turn  to  page  62) 

SPONSOR 



3ft- 
x<<* *--»«*• 

■ 

^VxV- 
.-v."  ■  '*tV> 

'HP. 

■ 

■ 

& R 
'^ 

.vVJ 
■   r  .-.--/• 

:£*  ■ 

Mfc-* 

V^-Tlfc 

f. '•"  Js  ■ 

■ rzH&mH 

f&e 
.W ■ 
■ ¥ 

4 
H 

xtX'^f: 
WW 

m 

vi'
 

km: 

Effective  immediately,  all  United  Television  Programs,  Inc. 

personnel  and  film  properties  become  a  part  of  the  MCA-TV 

Syndicated  Film  Division.  This  makes  available  for  TV  sponsor- 

ship throughout  the  world  the  largest,  most  complete  selection 

of  quality  TV  film  programs  anywhere.  Now  the  MCA-TV  staff 

consists  of  68  salesmen  who  offer  you  22  separate  filmed  TV 

programs  for  local  or  regional  sponsorship. 
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THOMAS   MITCHELL 

^\MAY0R 
3  <«Vf*}      OF  THE 

^  TOWN Thomas  Mitchell  stars  in 

39  exciting  topical  dra- 
mas. Consistently  a  top 

rated  radio  and  TV  show 

for  many  years.  Already 
sold  in  over  60  markets. 

ROD 

CAMERON 

CITY 

DETECTIVE 
65  half-hour  mystery  and 
adventure  films,  starring 
Rod  Cameron.  In  its  third 

year  of  successful  selling 
for  sponsors. 

GUY  ̂ > 

LOMBARD0 
AND 
HIS ROYAL  CANADIANS 

39  sparkling  half-hour 

films,  featuring  America's No.  1  musical  favorite  and 

a  famous  female  guest  star 
vocalist  each  week. 

ROCKY 

JONES 

SPACE 
RANGER 

39  films  that  hold  adult 

and  juvenile  audiences 
spellbound.  Backed  by  a 
merchandising  campaign 

guaranteed  to  give  your 

product  top  recognition. 

PRESTON 

WATERFROl 
Sell  your  product  through 

sponsorship    of    this    out 
standing    family    situatioH 

adventure    series    with 

salty  tang,  starring  Presto 
Foster.  65  films  available 

t*h 

m**mm 

(Also  known  as  "City  As- 
signment.") Pat  McVey  and 

Jane  Nye,  as  a  crusading 

team  of  newspaper  re- 
porters, bring  you  drama 

and  suspense  ..  .91   films. 

KEN   MURRAY 

WERE 
YOU? 

Great  heroes,  war  person- 
alities, famous  events,  dar- 

ing exploits,  presented  in 
documentary  style  with 
Ken  Murray  as  your  host. 
26  films  available. 

GEORGE  RAFT 

George  Raft  plays  the  role 
of  a  metropolitan  police 

officer  in  26  hard-hitting 

films  of  drama  and  mys- 

tery. A  top  rating-getter 
in  leading  markets. 

/ 

a  y\^ 
TELESPORT! 

DIGEST \^  v 

Fresh,  crisp  film  highlights 

of  the  previous  week's  top sports  events,  air  expressed) 
to  you  every  Monday. 

TOUCHDOWIll 
13  half-hour  films  covet- 

ing top  college  games  of 
each  week.  Available  only 

during  football  season. 



a  show  for  every  product, 
very  market,  every  budget! 

Now,  whether  you 

CHARLES  BICKFORD 
LOUIS   HAYWARD 

Now,  whether  you 

want  comedy,  drama 

or  mystery,  you're 
sure  to  find  the 

perfect  show  to  fit 
your  needs  among 

MCA-TV's  22  top-rated 
film  shows. 

Over  200  films  in  this  high- 
rated  anthology  of  com- 

edy, mystery,  adventure 
and  drama,  featuring  fa- 

mous Hollywood  stars. 

ICA'S  NO.  1  DISTRIBUTOR  OF  TELEVISION  FILM  PROGRAMS 

America's  funniest  comedy 
team  stars  in  52  hilarious 

films,  in  the  style  that  has 
kept  them  on  top  for  1  5 
laugh-filled  years. 

)/  ROYAL 
L/PLAYHOUSI

 
AND 

JNTERPOIN 

Louis  Hayward  stars  as  the 
world's  most  famous  ad- 

venturer, fighting  evil  and 
intrigue  throughout  the 
world  ...  an  electrifying 

series  of  39  films. 

PAUL  HARTMAN 

PRIDE 
OF  THE 

P  FAMILY 

JOHN  RUSSELL 

CHICK  CHANDLER 
X 

26  exciting  new  adventure 

packed  films.  With  an 
star  Hollywood  cast.  Al- 

ready sold  in  100  markets to  7-Up  Bottling. 

CALL 

PLAYHOU 

$EEtt&&EElMMEEEM 

I  3  encore  dramas  starring  f 
such  famous  Holly 
personalities  as  Lew  t ., .  _ 

Joan  Bennett,  Miriam  Hop- 
kins. Available  under  your 

Melvyn  Douglas  stars  as 

a  private  sleuth  in  13  ex- 
citing and  unusual  dramas 

mixing  love  and  adven- 
ture. Supported  by  an  all 

star  Hollywood  cost. 

Alan  Hale,  Jr.  and  Randy 

Stuart  star  in  26  half-hour 
films  of  international  mys- 

tery and  intrigue.  A  sure- 
fire combination  appeal- 

ing to  all  TV-viewers. 

Ralph  Bellamy  stars  in  82 

exciting  films  made  ex- 
pressly for  TV  .  .  .  realistic, 

action-packed  adventures 
that  every  member  of  the family  will  enjoy. 



only  MC^-TV  has  so  many 
proven  top-rated  TV  film  shows! 

AMERICA'S  NO.  1  DISTRIBUTOR  OF  TELEVISION  FILM  PROGRAMS 

,  .•„>;, 

CONTACT  YOUK  NUSIST 

MCA-TV  OFFICf  FOR 

AUDITION  MINTS  TODAY! 

NEW  YORK:  S98  Madison  A 

Plata  9-  75  00 

BEVERLY  HILLS:  9370  Santa 

ATLANTA:  SIS  Glenn  Bldg., 
67  SO 

BOSTON:  45  Newbury  St., 

COpley  7-5B30 

MCA-TV  CANADA: 

nd  St.,  W 

CHICAGO:   430  North   Michigan 

Ave.,  DEIoware  7-1100 

CLEVELAND:    1172   Union   Corn- 

tree  Bldg.,  CHerry   1-6010 

ROANOKE:  1 16A  West  Kirk  Ave. 

ROanoke  3-4344 

NEW  ORLEANS:  42  Allard  Blvd., 
GAIvei  4410 

CINCINNATI:  3790  Gardner  Ave., 
SYcomore  9149 

DALLAS:  2102  No.  Akard  St., 

PRospect  7536 

DETROIT:  837  Book  Tower, 

WOodward  2-2604 

MCA-TV  FRANCE: 
49  bis  Ave.,  Hoihe, 

SAN   FRANCISCO:    10S  Mont- 

gomery St.,  EXbrook  2-8922 
SEATTLE:    203    White   Building, 

Mutual  4S67 

SALT  LAKE  CITY:  212  Sea 

Bldg.,   3-4657 
MINNEAPOLIS:  1048  Northwest- 

ern Bank  Bldg.,  Lincoln  7863 

PITTSBURGH:  550  Grant  St., 

Suite  146,  GRant  1-9995 

PHILADELPHIA:  Bellevue-St    ' "      d  *  Walnut 

ir  5-9462 

ST.  LOUIS:  1 700  Liggett  Dri 

WOodland  2-3683 

MCA-TV  ENGLAND: 
139  Piccadily 



like  a  foot  print 
on  the  sands  of 

time  WHLM  cov- 

ers a  quality  mar- 
ket in  Pennsylvania  just  as  a  Magee  Carpet 

covers  a  quality  market  throughout  the 
United  States. 

This  rich  industrial  and  agricultural  market 

which  produced  a  combined  annual  income 

of  $2,090,404,000  in  1954  can  only  be 

reached  adequately  by  WHLM  RADIO 
with  500  Watts  at  550  Kc. 

A  new  transmitter  ....  a  new  antenna  .... 

a  new  and  beautiful  studio  ....  and  now  a 

new  Move  to  550  Kc.  which  simply 

means  a  brand  new  coverage  pattern  to 

reach  the  greatest  number  of  potential  pur- 

chasers for  your  client's  products  in  this  in- 
creasingly productive  Pennsylvania  market. 

TT7T WAZL    WHLM 
Hazleton,  Pa.  NBC-MBS  Bloomsburg,  Pa.  Biddeford-Saco,  Me.  MBS- Yankee 

(All  Stations  Represented  by  Paul  H.  Raymer  Company) 

Boston,  Mass.  ABC 



Decision-makers  at 

the  point-of-sale  are  . . 

Sunshine  Biscuits, Inc.  and 

the  nwn  from  Cunningham  &  Walsh 

are  Sold  on  Spot  as 

a  basic  advertising  medium! 

National  Spot  advertising  can  help  move  your  merchandise  of! 

grocery  store  shelves  —  just  as  it  does  for  Sunshine  Biscuits. 

Spot,  with  its  total  flexibility,  permits  Sunshine  to  choose  its 

markets  to  meet  specific  sales  problems.  After  careful  study  and 

analysis,  Sunshine's  agency,  Cunningham  &  Walsh,  makes  its 
recommendations. 

HOW  MUCH  SPOT?The  Spot  recommendations  may  range  from 

a  saturation  schedule  to  just  one  commercial  announcement  in  a 

market,  depending  on  Sunshine's  sales  objectives.  Sunshine's  Spot 
advertising,  on  both  Radio  and  Television,  is  coordinated  with 

its  advertising  in  other  media  to  do  a  complete  pre-selling  job. 

HOW  TO  GET  ADDED  POWER?  The  stations  represented  by 

NBC  Spot  Sales  follow  through  with  merchandising  support  — 

like  highly  successful  Radio  Chain  Lightning  — that  moves  mer- 

chandise off  grocers'  shelves  faster  than  any  other  media  mer- 

chandising plan.  (Ask  the  successful  advertisers  who  are  using 

it  over  and  over.) 

With  Spot,  you  too  can  move  into  a  market  quickly  — any  market 

in  which  youi  sale- manager  needs  strong  support  — and  you  can 

do  it  within  a  matter  of  days,  or  even  hours. 

HOW  TO  PUT  SPOT  TO  WORK?  Let  your  advertising  agency, 

or  an  NBC  Spot  Salesman  show  you  how  Spot  can  fit  into  J  our 

selling  plans.  They'll  tell  you  how  Spot  can  sell  for  you  in  II 

major  markets  that  account  for  45'  !    of  the  nation's  food  sales. 

Business  executives  are  Sold  on  Spol  be<  ause  more  merchandise 

i-  Sold  on  Spot. . . 

and  some  Spots  are  better  than  others!    I  IXIiCl  S IM  >T    SALE  S 
"  fi      I     U  llei  Plaza,  New  York  20,  A'.  Y. 

Chicago  Detroit  Cleveland  Washington 

an  F':r  .  Los  Angeles    Charlotte*    Atlanta*    Dallas* *Bitmar  I. mi  ranee  Associates 



Norman  Smith  Advertising  Manager,     Newman  McEvoy  l/rc  Prfsii/rai  i/m/         George  Dietrich  A  ational  Manager,      Joseph  Gavin  Time  Buyer 
Sunshine  Biscuits,  Inc.  Media  Ductal,  Cunningham  and  Walsh         Radio,  NBC  Spot  Sales  Cunningham  and  Walsh 

Candid  photo  by  Eliott  Eruitt.  Taken  at  Grand  Union,  New  York  City. 

representing  TELEVISION   STATIONS: 

WRGB     Schenectady- 
Albany-Troy 

WNBQ     Chicago  WNBK      (Iceland 
KRCA     Los  Angeles  KPTV  .  Portland,  Ore. 

KONA-TV    Honolulu,  Hawaii      KSD-TV    St.  Louis  WAVE-TV    Louisville 

WRCA-TV    New   York  WRC-TV    Washington,  D.C. 

representing  RADIO  STATIONS: 

WAVE    Louisville  WMAQ    Chicago  WRC    Washington,  D.  C. 

KCU     Honolulu,  Hawaii  KNBC     Sun  Francisco        WTAM     Cleveland 
WRCA     New  York  KSD     St.  Louis 

©  1954  BY  NATIONAL  BROADCASTING  COMPANY.  INC. 



t 

210,000  watts 
(maximum  radiated  power) 

covers 

BIGGEST 
MARKET 
in  Southern 

New  England 

LOOK 

at  the 
FACTS! 

A.  R.  B.  Report  (Nov.  1954)  gives 

WKNB-TV  70% 
UHF  Saturation 

in  the  Hartford-New  Britain  Market 

OVER  240,000 

Homes  Delivered* 
FIRST  TV  station  in  Hartford  County 

FIRST  in  program  popularity 

FIRST  in  studio  and  transmitter  facilities 

FIRST  in  local  advertising  success  stories 

'December,    1954 

WKNB-TV 
7422  New  Britain  Avenue 

West  Hartford,  Conn. 
Represented  by  The  BOLLING  Company 

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

YEAR-END  REVIEWS 

^  <>ur  December  13th  issue  was  par- 

ticularly interesting.  \our  year-end 
reviews  of  the  top  agencies  are  always 

newsworthy.    \nd  your  constant  efforts 
to  help  advertising  to  evolve  into  a 

more  nearl)  professional  activity,  al- 
vvavs  receive  a  heartv  (hough  silent 

word  of  thanks  from  me.  In  particular 

I  refer  to  your  article  which  tells  about 
the  errors  in  tv  selling,  the  story  on 

how  local  ad  men  evaluate  [or  fail  to 

evaluate]  media,  and  the  piece  on  what 
timebuvers   want    in   trade  advertising. 

Roy  C.  Portkols 

Mjir.  of  Sales  for  Participating 

Programs 

SBC,  Neu    York 

TOP   COMMERCIALS 

In  your  issue  of  December  27,  1954 

|  on  page  38],  you  featured  a  very 

interesting  article  headlined  "I  like 
this  tv  commercial  because  .  .  .".  One 
of  the  four  tv  commercials  pictured 
in  this  article  was  for  E-Z  Pop  pop- 

torn.  The  agency  listed  for  this  ac- 
count was  Cunningham  &  Walsh. 

For  your  information  and  correc- 
tion, our  agenc)  handle-  all  the  nation- 

al and  Midwest  advertising  for  E-Z 
Pop  popcorn,  and  it  was  our  agency 
that  created  the  cartoon  spot  referred 

to  on  this  page.  Cunningham  & 
\\  alsh  places  the  advertising  for  the 
Eastern  franchisee!  manufacturer  of 

K-Z  Pop  popcorn,  but  had  nothing 
whatsoever  to  do  with  the  prepara- 

tion of  tlii-  spot.  We  are  naturally 

veiv  proud  of  the  spot  and  hate  to  see 
someone  else  gel  credit  for  it. 

\\  e  arc  currently  running  the  car- 
toon for  our  account  all  through  the 

Midwest  and  recently  used  it  during 
a  nationwide  telecast  of  the  Sugar 
Bowl   Football   Game. 

I  here  isn't  a  daj  goes  l>\  thai  we 
don  t  receive  fan  mail  from  tv  listen- 

ers who  not  onl)  tell  us  how  wonder- 

ful this  spol  is  bul  a-k  u>  when  thej 
i  n  see  it  again,  and  tell  us  that  foi 
the   hi-t    lime   ihe\    enioA    watching    a 

commercial.  One  junior  high  school 
-Indent  in  I  )e  Kalb.  Illinois  wrote  that 

his  entire  school  was  "real  gone" 
about  it  and  requested  a  copy.  We 

sen!   him  a   print. 

While  we  at  the  agenc )  are  natural- 

ly elated  about  this  -pot.  we  are  even 

happier  with  the  tremendous  increase 
in  business  E-Z  Pop  popcorn  has  en- 

joyed since  we  first  put  this  spot  on the  air. 

Our  thanks  to  Y  \  I!'-  W  illiam  Coli- 
han.  Jr.  for  his  kind  ̂ vords. 

Felix  Hower 
Vice  President 

W.  B.  Doner  and  Co. 

Detroit 

•  Cunningham  &  Walsh  also  noticed  the  error. 
They  called  to  not  if  5  SPONSOR,  adding  thai  the> 
agreed    it    wus    a    terrific    commercial    ami    wished 
thai     the)      had     dune     it. 

INSURANCE  SPONSORS 

In  your  excellent  publication  en- 

titled "All-Media  Evaluation  Study" 

you  give  some  comments  about  the  ef- 
fectiveness of  television  advertising  as 

reported  bv  several  important  Ameri- 
can insurance  companies.  I  quoted 

these  statements  recentlv  to  one  of  our 

clients,    the    Northern     Assurance    Co. 

Ltd. 
As  you  doubtless  know,  commercial 

television  will  be  introduced  into  Great 

Britain  next  September  or  October 
and  a  great  deal  of  interest  is  being 
shown  in  the  sales  effectiveness  of  the 

medium  in  the-  United  States.  .  .  I  do 

not  know  whether  the  American  com- 

panies concerned  would  be  prepared  to 

divulge  information  to  a  British  com- 

pany in  the  saint-  field  of  business,  but 
if  lhe\  would  do  so.  I  know  our  client 

would  be  verj    pleased  and   interested. 

Might  I  ask  for  your  help  in  this 
matter?    I  shall  be  visiting  the  I  nited 

State-  to  studv  certain  aspects  of  tele- 
vision merchandising  in  March,  and  I 

would  tie  pleased  to  call  on  the  com- 

panies concerned  if  this  was  thought 
desirable. 

G.    K.    MOI  NTFORl 
Director 

Wathei  &  <  rowther  I. id. London.  England 

•  Hi,-,  ;,r.  some  ,.(  ihc  SPONSOR  articlca  on 

in-iii  .hi,  .'  rompanj  advertising  which  muy  pro- 

vide   background    for    potential    British    air    adver- 
liscrs:     IT     VI 05     1954,    page    .".:>    (Metr   Iltan) ; 
I  December  1952.  page  30  (Mutual  of  Omaha)) 

19  Ma)  l'>.">2.  page  22  (Metropolitan)  |  1 9  >••- 
vember  1951,  page  54  (Mutual  ol  Columbus); 

12    Fcbruar]     I  *>."»  I .    page    36     (Prudential). 

I  Please  mm  to  page  1  25  I 

SPONSOR 
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Only 

STATIONS 

are  powerful 

enough  and 

popular  enough  to 

register  audiences 

in   radio  survey 

ratings  of  both 

Los  Angeles 

and  San   Diego 

Of  these  top 

four,  KBIG  is 

•  the  only 

independent 

•  the  least 

expensive 

•  the  lowest  cost 

per  thousand 
families 

JOHN  POOLE  BROADCASTING  CO. 

6540   Sunset   Blvd.,  Hollywood   28,  California 

Telephone:   HOIIywood  3-3205 

Nat.  Rep.  Robert  Meeker  &  Assoc.  Inc. 

Charles   V  Camvbvll.   Mat  Manas.  John  & 
Adams,   Bloomfield  Hills,    Mich.,  recently  helped 

complete  buying  radio-tv  for  the  huge  campaign 
introducing  the  1955  line  of  two  auto  firms:  Pontiac 

and  Cadillac.    Key  lessons,  he  feels,  are  these: 

"Automotive  advertisers  in  the  future  must  lean  more 
toward  consistency  than   toward  saturation.    They 

are  finding  it  extremely  difficult  to  clear  suitable 

time  periods    lor  short-term    tV  saturation    Inns: 
there  are  too  mam   long-term  advertisers  who  have 

franchises  on  prime  time.    Large  tv  network  shows 

add  prestige.     Hut   long-term    spot    schedules   are 

equal  I)  important.   Spot,  well-placed,  can  be  of  great 

service  to  auto  firms."    Foi   Pontiai    alone,  Chuck 
bought  schedules  on   1.200  radio  and  over  300  tv 

stations   throughout   the  country.    He   bought  another 

150  radio  stations   for  the   1955  Cadillac. 

Mrs.   IBvttfi   Vs'l.voii  >/mi/m'<-ii.   Albert  Frank- 
Guenther  Law,   Veu    York,  feels  that  the  day  will 

come  soon    when    there'll  be  main    regional  tv  net- 
works fust  as  there  are  multitudes  of  regional  radio 

networks.    "With    new   tv   markets   opening  up  all 
the    time,    lewer    anil    fewer    advertisers    can    afford 

to  ignore  the  medium  completely"  says  Betty. 

"However,   tv's  still  too  expensive  for  clients  with 
budgets  under   $500,000  '/   year.    One  answer  to  the 

budget  problem  are  shows  like  Today,  which  male 

network  bins  economically   feasible  tor  small  clients. 
Another  answer  is  spot  tV,  of   course.     But   neither 

oi  thes,    two  media  is  tailor-made  lor   the  large 

number  of   regional  advertisers,   whose  distribution 

covers  only  one  section  oi  the  country.    When  these 
advertisers   can    get   a   package    Inn    on    tv 

Stations   in   the   same  area,    they'll   bin    ti  .' 

Joflll    Stark,    H  illiuin    II.    If  einlraub.    \ew   York, 
feels  that  pinpointing  the  audience  is  the  key   to 

successful  and  economic  time  Inning.    "Talc  three 

categories   of   accounts   I   bin    lor    at   this   agencx." 
Joan   explains.  "That  is.  automotive,   tobacco  and 
cosmetics.    In  each  instance,  the  client  is  appealing 

to  a  somewhat  different  part  of  the  mass  audienci 

with   cars.   xou   want  lo  appeal  to  a  mixed  adult 

audience,  though  predominantly  to  men:  with  <igars, 

of  course,  it's  only    men    xou   want  to  reach;   cosmetics 
are  bought  bx  women.  In  buying  time,  it's  impor- 

tant, therefore,  to  get,  not  necessarily  the  highest- 
rated  time,  but  the  time  thai  has  the  greatest  number 

nl    potential    customers     lor     xour    client's    product. I  he  Ward  MBS  study  of  listening  habits  in  the 

I  ,S.  has  helped  buyers  pinpoint  the  radio 
audience.    In  li  .  a  buxer  still  relies  on  main  sources. 

zU SPONSOR 



IT'S  A  LAND&IDE  o 

Any  way  you  look  at  it, 

weekly  quarter-hour 
firsts,  shares  of  audience 

or  program  rankings  .  .  . 

ifs  WKBN-TV  for  best- 

rated  adjacencies'. 

WKBN-TV 
PROGRAM  RANKINGS 

5  of  the  first  6 

10  of  the  first  13 

30  of  the  first  38 

PROGRAM RATING STATION 

1. 
Toast    of   the    Town 38 WKBN-TV 

2. Jackie    Gleason    Show 34 WKBN-TV 
3. 1    Love    Lucy 

31 

WKBN-TV 4. 
Milton    Berle 

30 

Station  B 

5. Beat   the   Clock 29 
WKBN-TV 

6. I've   Got   a    Secret 

28 

WKBN-TV 7. 
Roy   Rogers 26 Station  B 

8. Racket    Squad 

26 

WKBN-TV 
9. 

Big  Story 

26 

Station  B 
10. December   Bride 25 WKBN-TV 1  1. 

Arthur  Godfrey  and   Friends 25 WKBN-TV 
12. Two  for  the  Money 

25 

WKBN-TV 
13. Browns    Pro    Football 

25 

WKBN-TV 
14. Meet  Millie 

24 

WKBN-TV 
15. Four-Star    Playhouse 

24 

WKBN-TV 
16. You    Bet    Your    Life 24 Station  B 

17. Dollar    a    Second 24 WKBN-TV 
18 

Topper 24 WKBN-TV 
19 

Badge   714 23 
'  Station  B 

20. Studio    57 23 WKBN-TV 
21. Justice 

23 

Station  B 

22. Dangerous  Assignment 23 
WKBN-TV 

23. Dragnet 23 Station  B 

24 Our    Miss    Brooks 23 WKBN-TV 
25 Hit   Parade 

23 

Station  B 

26 Polka   Party 23 WKBN-TV 

27 Honestly   Celeste 22 WKBN-TV 
28 Elgin  TV  Hour 22 WKBN-TV 
29. Strike   It   Rich   (eve.) 22 WKBN-TV 
30 Masquerade    Party 22 WKBN-TV 

31 What's    My    Line 
21 

WKBN-TV 
32. Perry    Como    Show 

21 

WKBN-TV 33 Edward    Arnold    Show 

21 

WKBN-TV 
34. Rumpus   Room 

21 

WKBN-TV 
35. NCAA    Scoreboard 

21 

WKBN-TV 
36 Best   of    Broadway 

20 

WKBN-TV 
37. Mark    Saber 20 WKBN-TV 38 

Hopalong    Cassidy 

20 

WKBN-TV 

WEEKLY 

QUARTER-HOUR 

FIRSTS 
WKBN-TV  363 

Station  B  58 

Ties      30 

It's  WKBN-TV,  highest  by  far 
in  the  32nd  U.  S.  market  .  .  .  Serving 

745,000  homes  equipped  to  receive 
Channel  27  .  .  .  Nearly  a  half  million 
viewers  .  .  .  Plus  CBS,  ABC,  Dumont 

.  .  .  New  760,000  Wafts  power  .  .  . 
and   network   color  programs. 

Source    for    all    survey    data:     Hooperatings,    Oct.     1954. 

Complete  Hooperating  Report  available  on  request. 

i  WKBN-TV YOUNGSTOWN,  OHIO 

CHANNELS 
Represented  Nationally  by 

PAUL  H.  RAYMER  CO. 



We'll  trade  2  dollars  of  ours 

for  every  1  dollar  of  yours 

This  is  something  only  WLW's  Radio  two-for-on 

plan  offers.  Here's  a  proved  merchandise 
and  promotion  program  of  such  span  and  fore; 

that  it  guarantees  you  an  additional  full  dot 

lar's  worth  of  top-notch  product  promotion  fo 



'ery  advertising  dollar  you  spend  on  WLW  Radio. 
We  have  a  consulting  team  ready  to  talk  to 

u,   ready  to  build  your  own  2-for-l  package. 

y  us  out  and  you'll  see  that  one  equals  two WLW  Radio. 

a  distinguished  member  of  the 

CROSLEY  GROUP 

Exclusive  Sales  Offices: 

New  York,  Cincinnati,  Dayton,  Columbus,  Atlanta,  Chicago,  Miami 

1          -^ 

WLW 

WLW-A 
WLW    C 
WLW    D 

WLW-T 

Radio Atlanta 

Columbus 

Dayton 
Cincinnati 



Month  after  month  after  month 

THE    BOX    SCORE* 

Month 
Top  15  Once- A-Week  Shows Top  10  Multi- Weekly  Shows 

April  '54 
May  '54 
June  '54 

July  '54 

Aug.  '54 
Sept.  '54 

7  out  of  15 

8  out  of  15 
9*  of  15 

12ou$of  15 
11  out  of  15 
11  out  of  15 

4  out  of  10 

6  out  of  10 
6  out  of  10 
/  out  of  10 '7  out  of  10 

6  out  of  10 

Total  6  Mos. 58  out  of  90 36  out  of  60 

It  takes  more  than  coverage  to  get  your  television  message  across. 

It  takes  viewers,  too.  In  the  great  Atlanta  market,  Telepulse  tells 
the  story. 

For  6  consecutive  months  WAGA-TV  led  by  nearly  2  to  1  the 

other  two  \tlanta  stations  combined  —  in  top  weekly  shows  and  in 

top  multi-weekly  shows. 
Here  is  proof  aplent\  that  \onr  lele\ision  dollar  gets  more 

viewers  da)  in  and  day  out,  month  in  and  month  out,  when  you  use 

WAGA-TV—  Channel  5  — CBS-TV  in  Atlanta.  Get  the  full  story 

from  our  representatives. 

'Based  on  The  Atlanta  Telepulse,  April-September,  19S4 

Represented  Nationally  by 

the  KATZ  AGENCY,  Inc. 

waoa-tv 
CBS-TV  in  Atlanta 

hit;    i\rtit    rtVLn\.  I,    int. 

Tom  Horker,  V.P.  and  Nat'l  Sales  Director,  118  E.  57th  St.,  New  York  22    •    Bob  Wood,  Midwest  National  Sales  Manager,  230  N   Michigan  Ave.,  Chicago 

24 SPONSOR 



New  and  renew 
SPIE8I1 
24       JANUARY        1955 

1.     New  on  Television  Networks 
SPONSOR AGENCY 

B.iyuk    Cigars,    Phila 

Bissell    iCarpct  Sweeperl.  Grand  Rapids 

R.  T.   French,  Rochester 

Pet    Milk.    St    Louis 

CBS-Columbia,    NY 

Sheaffer    Pen    Co    (Fincline    Div).    Ft. 
Madison,    la 

Studebaker-Packard    Corp.    Det 
Toni,    Chi 

Plymouth,    Det 

S.  C.  Johnson  6  Son,  Racine.  Wis 

Rcvlon    Products,    NY 

D'Arcy,    NY 

N.   W.   Ayer,   NY 

JWT.    NY 
Gardner.    St    Louis 

Ted    Bates,    NY 

Russell   Seeds.    Chi 

Ruthrautf    b    Ryan.    NY 

Weiss  &   Celler,   Chi 

N.   W.   Ayer,   Phila 

Necdham,    Louis    &    Brorby, 
Chi 

William    H.    Wcintraub,    NY 

STATIONS 

PROGRAM,  time,  start,  duration 

ABC  TV 

NBC  TV  47 
NBC  TV  54 

NBC  TV  44 

CBS  TV  75 

CBS  TV  46 
ABC  TV  80 

ABC  TV  87 
NBC  TV  109 

NBC  TV 

CBS  TV  75 

CBS  TV  55 

Walter   Winchell;   alt   Sun   9-9:15   pm;   Feb   6;    52 wks 

Home;   M-F    11    am-noon;   |an   3;  52  wks 

Today;   M-F  7-  9am;   Jan   3;  52  wks 

The   World   of   Mr   Sweeney;  W   4:30-4:45   pm;   |an 

5;   26   wks 
The    New    Red    Skelton    Show;    alt    T    9:30-10    pm; 

Jan     4;    32   wks 
Life  With   Father;  T  8-8:30  pm;   Jan   4;  52  wks 

Who   Said    That?;   W   9:30-10   pm;    Feb   2;   52   wks 

Tv  Reader's  Digest;  M  8-8:30  pm ;  Jan   17;  52  wks 
So   This   is   Hollywood;    Sat   8:30-9   pm;    Jan    1; 

Plymouth    News    Caravan;    W    7:45-8    pm;    Jan    5: 
3  out  of  4  M;  Jan  17;  52  wks 

The    New    Red    Skelton    Show;    alt    T    9:30-10    pm; 

Jan   4;   32   wks 
Danger;  alt   T    10-10:30   pm;   Feb  8;   52   wks 

2.     Renewed  on  Television  Networks 
SPONSOR AGENCY STATIONS 

PROGRAM,  time,   start,  duration 
Lever    Bros.    NY McCann-Erickson.     NY CBS  TV  58 

Arthur  Godfrey;  M-W  11-11:15  am;  Jan  3;  52  wks 
Philip    Morris,    NY Biow,    NY CBS  TV   149 L  Love  Lucy;  alt  T  9-9:30  pm;  Jan  3;  104  wks 
Procter    6    Camble,    Cinn Biow,    NY CBS  TV   149 1   Love  Lucy;  alt  T  9-9:30  pm;  Jan  3;  104  wks 
Procter    &    Camble,    Cinn Compton,   NY CBS  TV  104 Road  of  Life;  M-F  1:15-1:30  pm;  |an  3;  26  wks 

3.    Advertising  Agency  Personnel  Changes 
NAME FORMER  AFFILIATION NEW  AFFILIATION 

Rodney   Albright DCSS,    NY 
Biow-Beirn-Toigo,    NY,   Tv  film   prdcr 

N.    Art    Astor Napier    Co,    sis    rep 
Headley-Reed,    LA,    acct    exec 

Robert    F.    Bender WKRC-TV,   Cinn,   gen    mgr 
Haehnle,    Cin,    vp    in    chg    of    radio-tv 

Vincent    R.    Bliss Earle   Ludgin,    Chi,   exec   vp Same,    pres 
Andrew   C.   Boyd,   Jr Erwin,  Wasey,   LA,   copy  chief 

Same,    vp 

Leroy   B.    Block Grey.    NY,    acct    supvr 
Same,    vp 

Lester    Blumenthal William   H.   Weintraub.   NY.  bus  mgr.   r-tv  dept Same,  also  vp 

John    D.    Burke Erwin,    Wasey,    NY,   chg   of   copy   dept Same,    also    vp 

Thomas    C.    Butcher Lennen    &    Newell.    NY,    sr    vp   &   acct    supvr Same,    exec    vp 

Aldis   P.    Butler Y&R,    vp,    NY 
Same,    also    chg    Det    office;    acct    supvr 

Raymond  P.  Calt Y&R,    NY,   copywriter Calkins  &  Holden,   NY,  dir  of  copy 

Thomas  S.   Cadden Krupnick    &    Assoc,    St    Louis,    acct    serv    stf 
Same,   r-tv  dir 

Bobb    Chaney BBDO,    Minn,   vp 
Same,   also   mgr   of  Minn  office 

Philip   S.    Church   Jr WLW-D,    Dayton,   sis   exec Bridges-Sharp    &    Assoc.    Dayton,    food    mdsg    dri,    a exec 

Rutledgc   &   Lilienfeld,   Chi,   r-tv  hd 
cct Anne    Coyle Tatham-Laird,    Chi 

George   Croll Erwin,    Wasey,    NY,    chg   of   art   dept Same,    also    vp 

Barton    A.    Cummings Compton,    NY,   dir Same,    pres 

Richard    R.   Curtis Columbus    Dispatch,    adv   stf 
Kight,  Col,  acct  exec 

Jane   Daly Earle    Ludgin,   Chi,    r-tv  dir Same,    also    vp 

Clifford    Dillon SSCB.    vp.    copy    chief Compton,    NY,    vp   &   creative   exec 
John    E.    Doblc Biow   Co,    NY Benton    &    Bowles,    NY,    assoc    acct    exec 

Geofrey   C.    Doyle Scandinavian   Airlines,  adv  &  sis  prom   mgr 
Crcy,    NY,   acct   exec 

Jerome    Feniger CBS.   sis   exec 
Cunningham    &    Walsh,    NY,    media    dir 

Gordon    D.    Fisher Brady.   Appleton,   Wis.  exec  art  dir 
Same,    vp 

C.    James    Fleming    Jr. Compton,    NY,    vp,    bd    member Same,  sr  vp 

Mildred    Fulton Biow    Co,    timebuyer McCann-Erickson.    NY,   head  timebuyer.   Bulova 
Holt   J.   Cewinner  Jr WSB,    Atlanta,    sis   rep 

Day,    Haris.     Mower    &    Wcinstein,     Atlanta,     chg 
bdest   media 

of 

Jane   Harrington Rome    Daily    Amer,    adv    stf Mike   Fadell,    Minn,    acct   exec 
Bob    Hayward Foote,   Cone  &   Belding,   Hollywood,   r-tv  supvr Brisacher,    Wheeler    &    Staff,    SF,    r-tv    supvr 
Richard   H.    Hobbs Irwin    Vladimir,    Chi,    vp    and    mgr Same,    exec    vp 

Robert    D.    Holbrook Compton,    NY,    pros 
Same,    bd    chmn 

Richard    Holland Hollis    Prod.    NY,    asst    exec    prdcr Biow- Beirn-Toigo,    NY,    tv    prog    supvr 
Ralph    R.    Hotchkiss Maxon.    Detr,   vp,   acct   exec Compton,    NY,    vp 
Donald  Joscphson Hecht    Co,    Wash 

Blaine-Thompson,    NY,    asst    acct    exec 
Robert  C.   Kelly Y&R,    NY Biow-Bcirnc-Toigo,   NY,  tv  prog  supvr 

*i* 
Clifford 

f     ,  '   Dillon    (3) 

J£-v„  Willmarth    (3', 

In    next    issue:    New    and    Renewed    on    Radio    Networks,    National    Broadcast    Sales 

Executives,  New  Agency  Appointments,  New  Firms,  New  Offices,  Changes  of  Address 
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.Y*>ir  and  renew 

Marion    E. 

Stringer    (4) 

Thomas    C. 

Butcher    i3> 

David    L. 
Rand    (3) 

3.    Advertising  Agency  Personnel  Changes  (cont'd) 
NAME  FORMER  AFFILIATION  NEW  AFFILIATION 

|ohn     Kicly 
Alan    D.    Lehmann 

Alice    Liddcll 

Russell    Loftus 

Earlc    Ludgin 

R.  C.   Pete  Maddux 

John    R.    Markey 

J.    Norman    McKenzie 

Michael   M.    Minchin   |r. 

Arthur   V.    Mountrcy 

John    H.    O'Toole   Jr. 
Elmer   A.   Otte 

Frederick    N.    Polangin 

Lawson     Paynter 

John    H.    Pinto 

David    L.    Rand 

Victor    M.    Ratner 

Steve    Richards 

Charles    A.    Richardson 

C.     Bruce    Richardson 

Michael    Riese 

Evelyn    Ringrose 

Craig    Spitz 

F.    Winslow    Stetson    |r 

John    K      Strubing    )r. 

Samuel    M.    Sutter 

Adolph    |.    Toigo 

Hub    Terry 

Kenneth    H.    Thompson 

Fred  C.   Walker 

Don   Walsh 

Charles    B.    Wild 

|ohn    H.     Willmarth 

Robert    D.    Work    |r. 

William    K.     Ziegfeld 

John    L.    Zimmer 
Bernard    Zipp 

Brooke.   Smith,    French   &    Dorrance.   NY,   sr   art   dir 

BBDO,    Buffalo,   acct   exec 

Ingalls-Miniter,    Bost,    media    dir 

Y&R,    Montreal 

Earle    Ludgin,    Chi,    hd 

WOR,    WOR-TV,    NY,    vp 

NBC,    SF.    chg    of    mdsg 

James   Thomas   Chirurg,    Bost,    vp    in    chg    of    mdsg 

Bwy    Dept    Stores,    LA,    asst    mdsg    mgr 

Compton    NY,    Amer   Can    Co   acct    exec 

Cen    Elcc,    Louisville,    gen    sis    mgr 

Brady,    Appleton,    Wis,    acct    exec 

Fuller  &   Smith   &    Ross,    NY,   acct   supvr 

Ewell   &   Thurber,   White    Plains,    r-tv   prod 

Cecil  &   Presbroy,   NY,   tv  copy   hd 

Crey.   NY,  acct   supvr 

McCann-Erickson,    NY,    copy    hd 

Kudner,    Flint,    Mich,    resident    rep 

Kelly,   Nason,   NY,   acct  exec 

Ingersoll-Rand   Co,    adv  accts   supvr 

E.    T.    Howard,    NY 

Irwin    Vladimir,    Chi,    exec    asst 

JvVT,    Mex,    acct   exec 

Bryan    Houston,    NY,   vp  and   acct   supvr 

Compton,    NY,    exec    vp 

Biow   Co,    NY,   vp  chg  creative  depts 

Lennen   &   Newell,   NY,   exec   vp  &   gen   mgr 

WIS  &  WIS-TV,   Columbia,   SC,   sis  rep 

Erwin,    Wasey,    NY 

Sears,    Greenville,    SC,    adv   &   sis   prom    mgr 

Steve   Hanagan,    NY,   acct  exec 

Gardner    Displays,    Pittsburgh,,   ad    mgr 

Earle    Ludgin,    Chi,    vp   &    exec    art    dir 

Y&R,    NY,    assoc    copy    dir 

Leo    Burnett,    Chi,    vp    &    creative    dir 

Compton,    NY,    sr    prod    of    tv    commercials 

Paramount    Steel    Co,    Cleve,    pres 

Same,    also    vp 

Same,    also    vp 

Same,    also    vp 

James    Thomas    Chirurg,    Bost.    acct    mgr 

Same,    bd   chmn 

C     L.    Miller,   vp   &   dir   of   r-tv 

Roy   S.    Durstine,    SF,   mdsg    mgr 

Same.    Boston,    vp   and    gen    mgr 

Erwin,    Wasey   &    Co,    LA.    .Is    prom    stf 
Same,  also  vp 

McCann-Erickson,     NY      mktg    dept    mgr Same,    vp 

Ted    Bates,    NY,    acct    exec 

CamDbcll-Ewald,    Dot,    bus    mgr,    r-tv    dept    &    creative 
writer 

Crant,    NY,    vp,    copy   chief 

Same,    also    vp 
Same,    vp 

Same,    west    coast   rep 

McCann-Erickson,    LA,    acct  exec 

Johr,    Mather    Lupton    Co,    NY,    asst    acct    exec 

Emil    Mogul,    NY,    copy   chief Same,    vp 

Irwin    Vladimir,    NY,    vp 

Necdham,    Loui>   &    Brorby.   Chi     vp   and   acct   exec 

Same,   v  chmn   of  bd 

McCann-Erickson,    NY,    assoc    creative    dir 
Same,    pres 

Tom    Daislcy,    Col,    SC,    acct   exec 

Same,    vp    in    chg    ind    adv 

Henderson,    Greenville,    SC,    acct    exec 

Phil   Dean  Assoc,   NY,   acct  exec 

Dubin   &    Fcldman.    Pittsburgh,    acct   exec 

Same,   exec   vp  &   gen   creative   dir 
Same,  also  vp 

Lennen    &    Newell,    NY,    vp 

Same,    mgr   of   comml    tv    prod 

Bernard    B.    Schnitzer,    SF,    exec    stf 

Arhtur   V. 

Mountrey   (3) 

Leroy    B. 
Block     13) 

Thomas 

Santacrocc  (4 

4.     Sponsor  Personnel  Changes 
NAME FORMER  AFFILIATION NEW  AFFILIATION 

Hcniy     C.      Bainbridge Wendell    P.    Colton P.   0.    Moore,    NY,   adv  &   sis   prom   mgr 

Arthur     R.     Cannon Oliver    B.    Cannon   &   Sons,    pres,    Phila Same,    also    Valspar    Corp,    Adrmorc,    Pa,    bd    chmn 

Spencer     Brown     III Borden    Co,    NY,    adv    dept Same,    adv    mgr    of    chem    div 

Edward    J.    DeCray CBS,    st    relations    dir Vitapix,     NV    dir    of    st    relations 
C.    C.    Crace Colgate-Pal,    Toronto,    exec    vp    &    gen 

mgr 
Same,    pres 

H.    William    Koch    Jr. P.    Ballantine    &    Sons,    Newark,    asst    to 

vp 

Same,    gen    mdsg    mgr 

Frederick     H.     Heintz Sylvania    Elec    Prod,    NY,    Chi    sis    mrg Same,    midw    rcgl   sis   mgr 

Michael    Hitzig Abbott    Kimball,    NY Innocenti   Corp.    Lambrctta    Div,   adv  &   pr   mgr 

Thomas    Santacrocc Biow   Co,    vp   in    chg    of    mdsg Ruppert    Brewery,    NY,    vp   &   dir   of   sis 

Marion     E.    Stringer Selchow    &    Rightcr.    NY Same,   adv   &    sis   prom   mgr 

Frank    T.    Tucker B.    F.    Goodrich,    Akron,    adv    dir Same,    asst    to    the    pres 

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

CKX-TV,    Brandon,    Manitoba,    rep    by    All-Canada    TV 

KBAK-TV   and   radio,    Bakersfield,   Cal,   new   nat'l    rep   Weed 

KENT,   Shrcveport,   La,  changes  nat'l  rep  from  Walker   to  John E.    Pearson 

KOOL-TV,    Phoncix,   Ariz,   becomes  CBS   affil 

KREM-TV,    Spokane,    becomes    ABC    affil 

KTAC,    Tacoma,   Wash,   new   nat'l   rep   Cill    Pcma 
KXLF-TV,    Butte,    Mont,    becomes    ABC    affil 

WATE-TV,    Knoxville,    Tenn,    on    max    power   of    100,000   watts 

WEBB,    Bait,    now    under    construction 

WCLO,    Jancsville,   Wis,    new   nat'l   rep,    Everett-McKinncy,    NY 
WCRB.    Bost,    begins    eve    bdestg 

WCAR,    CIcvc,    renews   affil   with   CBS 

WCEZ,    Bcloit,    Wis     new    nat'l    rep,    Evcrett-McKinney,    NY 
WJBF.    Augusta,    Ca,    changes   call    letters    to    WBIA 

WSAU-TV,    Wassau.    Wis,    becomes    ABC    affil 

WTVN-TV.    Columbus,    O.    becomes    ABC    affil 

WXEL-TV.    Cleve,    becomes   CBS   affil    Mar    1 
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Buy  XIaJ 

and  get  Iowa's 
METROPOLITAN  AREAS, 

PLUS  the 

Remainder  of  Iowa! 

FOOD  SALES  PERCENTAGES 
4.9%  Cedar   Rapid;  ■ 

4.5%  Tri-Ci ties  - 

11.3%  Des  Moines 

3.1%  Dubuque   • 

4.6%  Sioux   City 

4.4%  Waterloo  • 

32.8%  TOTAL  METRO.  AREAS 

67. 2%  REMAINDER  OF  STATE 
100.0% (1954  Consumer  Mm 

Iowa  has  six  Metropolitan  Areas  which,  all 

combined,  do  32.8%  of  the  State's  Food  Sales, 
as  shown  above. 

Quite  a  number  of  radio  stations  can  give  you 

high  Hoopers  etc.,  in  ONE  Metropolitan  Area. 

WHO  gives  you  high  coverage  in  virtually 

ALL  the  State's  Metropolitan  Areas,  plus  prac- 
tically all  the  REMAINDER  of  Iowa,  too! 

At  11  a.  mv  WHO  gives  you 

63,472  Actual  Listening  Homes 

MINNESOTA S.A.M.  DAYTIME 

V^         STATION 
AUDIENCE  AREA 

lOril 

JHBBE 

IQSdBS    BFiu 

THHHQHBSqv 

NEBRASKA 

IB 

for  only  $47.50 

laiiPd' 

(13.4  LISTENING  HOMES  per  PENNY!) MISSOURI 

According  to  the  authoritative  1954  Iowa  Radio- 

Television  Audience  Survey,  63,472  homes  all  over 

Iowa  are  actually  tuned  to  WHO  at  11  a.m.,  every  aver- 

age weekday.  Figuring  time  costs  at  our  1 -minute, 

26-time  rate,  WHO  gives  you  13.4  actual  listening 
homes,  per  penny! 

That's  the  result  of  ALL-STATE  programming,  ALL- 
STAT1:  Public  Service,  ALL-STATE  thinking,  here  at 
WHO.    Ask  Free  &  Peters  for  all  details! 

FREE  &  PETERS,  INC.,   National  Representatives 

BUY  ALL  of  IOWA- 

JPtus  "Iowa  Plus"-with 

Des  Moines   .   .   .   50,000  Watte 

Col.  B.  J.  Palmer,  President 

P.  A.'Loyet,  Resident  Manager 

24  JANUARY   1955 
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One  of  the  most  penetrating  analogies  of  the 

relative  merits  of  radio  and  television  that  we've 

seen  came  recently  from  Mr.  George  Abrams, 

Vice  President  in  charge  of  advertising  for  the  Block 

Drug  Company.  Mr.  Abrams  buys  both  network 

radio  (Mutual  only)  and  television.  He  speaks  from 

the  ideal  vantage  point  of  a  rising  sales  curve. 

Radio,  he  says,  is  like  a  bamboo  rake;  television, 

a  metal  rake;  they  resemble  each  other  but  perform 

different  tasks.  For  example,  the  close-set  tines  of 

a  bamboo  rake  pull  in  things  that  slip  easily  through 

the  gap-toothed  metal  rake.  Then,  Mr.  Abrams  set 

down  the  advantages  of  Mutual's  bamboo  rake: 

"When  you  reach  an  American  family  for  1  20 

of  a  cent  why  not  tell  every  advertiser  in  America 

about  it.  Even  a  government  postcard  today  costs 

you  2c,  but  that's  unaddressed  and  undistributed. 

Why,  for  that  2c  alone,  radio  can  bring  a  message 

into  40  homes.  But  this  low  cost  leads  to  another 

advantage  —  repetition.  If  my  commercial  message 

is  only  costing  me  50<l  -per- 1000  each  day  that  it  goes 

on  the  air,  then  five  messages  a  week  are  costing 
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only  $2.50.  //ovv  inexpensive  can  you  get? 

I  tow  cam  yowr  advertising  cost  become?" 

Vlr.  Abrams'  analogy  of  the  bamboo  rake  is 

.icularly  apt  for  Mutual.  Because  Mutual's  model 
even  more  teeth  than  the  other  network  rakes 

572  of  them  in  the  form  of  affiliated  stations  — 

ost  twice  as  many  as  any  other  network.  They 

ep  farther  and  finer  than  the  other  networks  can. 

\ctually.  Mutual  has  many  rakes;  there's  one 

:ly  balanced  for  the  grip  of  every  advertiser, 

eyou  for  instance.  Can  we  help  you  rake  it  in  too? 

The  PLUS  rake 
reaches  every 

corner  of  America 

MUTUAL 
Broadcasting 

System  . .  . 1440  Broadway 

New  York  18 



SELLING  IN 

MONTREAL? 

That's  our 
business. 

YOUR  PRODUCT 
advertised  on 

CFCF  means  more 

business  for  you! 

MONTREAL 
IN  li.S -WEED 

IN  CANADA-ALL  CANADA 

Idpisf 
William  fw.  ftfennen,  Jr. 

V.p.   in   charge  of  sales  and   advertising 
The   Mennen   Co.,   Morristown,   N.  J. 

"The  first  gu)  who  used  our  Skin  Bracer  probahh  slinked  around 

looking  guilh  and  feeling  like  a  siss\ ."'  Hill  Mennen.  Jr..  v.p.  in 
charge  of  sales  and  advertising,  told  sponsor. 

"If  he  did,  then  it  was  because  of  the  lack  of  advertising.  Today. 

most  men  use  skin  bracers  and  other  men's  cosmetics  because  ad- 

vertising has  taught  them  that  it's  not  unmanK  and  that  the  ladies 

like  them  to." 
In  1954  Vlennen  used  heavy  earh  -morning  spot  radio  schedules 

on  100  to  125  radio  stations  to  tell  men  at  shaving  time  about 

"Mermen's  he-man  aroma  "  and  other  appeals  ol  the  Mennen  men  - 

line.     Adds   the   announcer,   "gals   really   go    for   it." 
"'And  that's  a  pretty  good  reason  for  any  man  to  buy  something. 

Now.  I  don't  like  blue  suits,"  said  Bill  Mennen.  who  wore  a  na\  \ 

pin-stripe.  "Bui  my  wife  likes  them.  So.  I  wear  'em  .  .  .  occasionally." 
Bill  Mennen,  Jr.,  is  a  third-generation  Mennen  in  tire  business. 

His  grandfather,  Gerhard  Mennen.  who  founded  the  company  in 

1879,  sold  his  first  product,  a  corn  killer,  with  personal  advertising. 

He  hired  a  wagon  and  a  singer  and  went  on  tour.  Between  the 

singer's  songs,  Mennen  told  his  audience  to  go  to  their  neighborhood 

druggist  and  ask  for  Mennen's  Corn  Killer. 
Seventy-five  years  later.  Bill  Mennen  completed  the  circle  .  .  . 

almost.  In  1954.  he  began  appearing  in  his  own  t\  show  :  American 

Business  Outlook,  a  live  half-hour  program  the  firm  sponsors  occa- 

sionally as  part  of  a  p.r.  effort.  It  features  industrial  and  business 
leaders  from  the  area  where  the  show  is  telecast.  Mennen  acts  as 

moderator    during    their    discussions    of   current    business    problems. 

About  SI  million  of  Mennen's  $5  million  over-all  budget  in  1954 
wcnl  into  spot  radio  and  t\.  Three  agencies  handle  the  Mennen 

account:   K&E,   McCann-Erickson  and  Grey. 

Mennen  does  a  lot  of  traveling  abroad:  visits  to  the  Italian  Alps 
where  there  are  the  talc  mines  that  furnish   raw    material  for  Mennen 

products;  to  the  I  .  S.  Anm   bases  in  North    Africa  which  Mennen 

supplies:  lo  Venezuela,  one  of  Mennen's  Latin  \merican  markets. 
"'I  slill  like  home  best,  mainly .  I  guess,  because  I  hate  being  with- 

out my  famib."  Mennen  adds.  The  fainib  consists  of  his  wife,  a 
Ll-\  ear-old  daughter  and  1  1 -\  ear-old  son.  Home's  at  lanwood. 
N.  J.,  except  during  sailing  season  I  at  the  Cape)  or  ice  boating 

(at  Lake  Hopatcong  • .  *  •  • 
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Good  for 

COLOR 

Extra  Program  Versatility 

from  NEW  RCA  TS-11A  Switcher 

The  TS-llA  is  a  "nine-input"  switcher  designed  to  handle  com- 
posite or  non-composite  video  switching  for  color  or  monochrome. 

Two  rows  of  push  huttons  feed  a  manual  fader  assembly;  a  third 
row  feeds  a  preview  channel.  A  program  transfer  switch  is  provided 
to  interchange  the  preview  and  fader  busses  with  the  output  busses 

so  that  the  fader  section  can  be  used  for  previewing  fades,  lap  dis- 
solves and  superimpositions.  This  makes  it  possible  to  use  the  fader 

channels  for  rehearsals  while  the  preview  channel  handles  the 

"on-air"  signal.  The  fader  assembly  feeds  a  mixing  circuit  and 
three  output  amplifiers  which  are  a  part  of  the  TS-llA,  eliminating 
the  need  for  installing  elaborate  distribution  amplifier  systems 
external  to  the  switcher.  The  new  switcher  is  free  of  microphonics 
and  low  frequency  tilt  and  bounce,  so  that  a  stabilizing  amplifier 
need  not  be  added  as  part  of  the  switching  system. 

For  further  information  about  this  exclusive  RCA  development  get  in  touch 
with  your  RCA  Broadcast  Sales  Representative.  In  Canada,  write  RCA  Victor 
Ltd.,  Montreal. 

The  TS-llA  Switcher  is  supplied  with  an  RCA  console 

housing  (MI-26266-B),  o  TM-6B  master  monitor  and 
power  supplies  to  form  a  complete   versatile  system. 

RCA    PIONEERED    AND    DEVELOPED    COMPATIBLE    COLOR    TELEVISION 

RADIO   CORPORATION   of  AMERICA 
ENGINEERING    PRODUCTS    DIVISION       CAMDEN,    N.  J. 



LOADED? 

"CAL"  SALES  is  my  name   

I'm  loaded  with  sales  in  California 

....  if  you  use  Channel  8,  Salinas 

Monterey.  This  is  a  mighty  big 

state,  800  miles  long.  We're  107 
miles  from  the  nearest  station. 

Affiliated   with    CBS,    NBC,   ABC 

and  DuMont   this  market  is 

a    "natural"    <7   cities)    spendable 
income   over   303   million   dollars. 

ASK   HOLLINCBERY. 

by  Joe  Csida 

Showmen  at   work — radio  and  ft* 

Week  after  rushed  week  goes  by  and  I  find  myself  dis- 
coursing on  the  television  business,  which  !  suppose  is  natu- 

ral enough.  But  I'm  nevertheless  happ)  when  I  run  into  -ome 
oi  the  electronic  media's  brighter  fellows  who  are  -till  fight- 

ing the  good  fight  for  radio.  My  old  friend,  Dick  Pack,  for 

example  (he's  now  national  program  director  lor  the  We-t- 
inghouse  Broadcasting  Compan3  ).  was  telling  me  about  the 

crusade  he's  started  within  his  nun  organization,  and  I  hope 
it'll  spread  to  other  segments  of  the  industry.  Dick  is  urging 
a  greater  concentration  on  the  pari  of  radio  broadcasters  on 

developing  creative  programing  and  production  talent. 

And  if  you  look  around  and  keen  your  car-  and  eyes 

open,  you'll  discover  that  a  number  oi  other  knowing  gents 
in  the  industry  are  in  there  slugging  for  radio  .  .  .  and  what's 
possibl)  more  important,  thai  they  have  the  materials  with 

which  to  sing.  The  most  recent  Radio-Elect ronics-T\  Manu- 

facturers' Association  report,  for  example,  shows  that  in  No- 
vember  of  1954  1.098,725  radio  sets  were  sold,  as  againsl 
1,065.785  in  the  same  month  in  1953.  Du  Mont,  too,  has 

ju-t  announced  that  for  the  first  time  in  its  manufacturing 

history,  it  is  going  to  produce  radio  sets.  Adam  Young,  new 

head  of  the  Station  Representatives  Association,  insi-i-  thai 

1955  i-  the  year  in  which  "radio  will  he  reborn."  \\  KC  V- 
Main  Shea  tells  me  thai  local  -ales  for  1954  were  lip  almo-t 

50'  ,  over  1953.  And  the  Radio  Advertising  Bureau  is  hook- 
ing the  joint  four  network  presentation  on  radio  around  to 

the  other  major  advertising  agencies. 

It's  nice,  and  oh.  so  easy  to  become  fascinated  with  those 
multi-million  dollar  station  -ales,  talent  deal-,  el  al  which 

seem  to  pop  every  other  day  in  television,  but  it's  equally 
nice  and  could  he  quite  profitable — for  us  all  to  keep  an 

alert  eve  on  old,  dependable  radio.  Those  million  plus  peo- 

ple who  bouehl  -els  aren't  planning  to  fry  egss  on  'em. 

One  of  the  reasons  l\  make-  new-  i-  because  it's  still  in 
the  we'11-try-anything  era.  \  few  days  back  Jackii  Gleason 
annnounced  a  new  stunl  which  could  conceivabl)  revolutionize 

selling  procedure-  on  l\.  Jackie,  who  weighs  a  joll}  265 
pound-,  lold  \P  reporter  Jinum  Bacon  in  Hollywood  that  on 

an  earl)  show  he  was  going  to  weigh  himseU  in  lull  view  oJ 
hi>  10  or  50  million  viewer-,  lie  i-  going  to  announce  that 

i  Please  turn  to  page  69  > 
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WCBS-TV  delivers  more  adults  in  the  daytime - 

32%  more  than  all  six  other  New  York  stations  combined 

. . .  and  adults  are  your  best  customers. 

Soiree:  ARB.  November  '54.  7  am  to  6  pm.  Monday  through  Friday 
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By  Hen  Bodev  and  Alfred  J.  Jaffe 

Ban   Bodei    was  formerlj    conci  rned   « itli  talent 
buying   at  JWT,   K&E   and    V&C  and   was  v.p. 
in   charge  of   radio-H    t"i    General    Irtists    I  orp 

Controlling 

factor  in  «' 
least    l')    name    show 

"'     1 

?*-£ 

'See  ne*J  page  for  complete  list 

r 
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A  K      5 

AGENTS:  have  they 
won  control  over  tv  costs  ? 
They    play    a    more    dominant   role  in  tv  than  ever  before 

xl>  1955  get-  under  way  and  the  buyers  <>l  network  t\  begin  making  plans  foi  the 
upcoming  season,  (hero  is  a  growing  and  uncomfortable  feeling  among  them  thai  thej 

are  being  whirled  about  in  a  vortex  of  rising  costs  that  is  be\oml  their  control.  The 

ad  agencies  are  examining  their  slide  rulss  and  finding  costs-per-1,000  leveling  oft 
and.  in  some  cases,  rising.  Yet.  the  ballooning  prices  for  star  talent,  which  have 

already  reached  box-car  figures,  -how   no  sign  of  being  deflated. 

On  the  contrary,  talent  price-  appear  headed  relentlessl)  toward  blue-sk}  levels. 
The  Jackie  Gleason  deal  with  Huick  staggered  the  business,  and  the  new  Ed  Sullivan 

and  Kalph  Edwards  network  pacts  were  like  >alt  in  the  wound-.  \\  ord  i-  going  around 

that  the  asking  price  for  Milton  Berle  and  Hob  Hope  for  next  season  i-  about 
SI  20.000  per  show.    And  thai  price  i-  net. 

Vs  the  ad  agencies  ask  themselves  what  i-  happening  and  express  the  tear  that  the 
glamor  and  excitement  brought  into  tv  via  the  star  system  is  coming  home  to  roost  with 
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PART   ONE 
OF     A     TWO-PART     SERIES 

a  \engean<  r.  sonic  of  the  more  knowl- 

Heavy   use   of   names   in    \  BC   and   (AIS 
spectaculars  is  playing  into  hands  of  talent 

industry's  two  powerful  agents,  some  admen  feel. 
Top,  "Arsenic  and  Old  Lace"  from  CBS'  "Best 

of  Broadway"  and  SBC  spectacular  "Yellowjack." 
Stars   abate   include   Peter   Lone.    Helen 

Hayes,    Boris    Karloff,    Billie    Burke,    Dennis 

O'Keefe,  Dane  Clark,  Eva   Marie  Saint 
and  Jackie   Coopei 

A 

^i      ̂  

*4.^  ̂   ̂  
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Bigger  slice  for  one  star  affects  others  u ho  strive  for 
s<:nir   terms   to  maintain   prestige.      Admen   fear  Jut  Lie   Gleason 

pact  with  (AiS  and  Buick  nil!  hare  this  effect 
on   name   video  talent 

Network  competition,  via    UK's  rise,  mm  bid  up  talent 
prices  mine,  some  tear,      linn,     ii;i  \s  Robert 

II  eiinian.    Ton\     Mai  tin 

edgeable  admen  are  taking  stock  and 

seeking  significances.  Some  of  the 

i  auses  they  cite  for  rising  costs  are 
lamiliar  ones  but  in  some  agency 

circles  there  are  whispers  of  new  vil- 

lains in  the  piece  and  their  initials 

are  William  Morris  Agency  and  Music 

Corporation  of  America.  Occupation: 
talent   agents. 

\\  hile  the  word  "agents"  is  again 
being  used  as  an  epithet  and  the  finger 

pointing  at  \\  M  and  MCA  is  unmis- 
takable not  everybody  agrees  on  the 

extent  to  which  the  pair  is  responsible 

for  biking  network  tv  show  costs. 

To  put  the  role  of  talent  agents  in 

proper  perspective  as  well  as  analyze 
the  reasons  for  the  current  cost  situa- 

tion. SPONSOR  is  undertaking  two  arti- 
cles on  the  subject. 

To  pin  down  the  facts  (and  opin- 
ions i  about  n  costs,  sponsor  went  to 

both  buyers  and  sellers  of  talent.  It 
lound  some  sources  close-mouthed  but 

others  willing  to  talk  if  they  were  not 

quoted.  The  latter  were  mostly  found 

among  the  top  air  ad  agencies.  Here 
are  the  reasons  gi\en  for  the  current 

high  cost  of  living  with  t\  performers: 

'•  \\  ith  the  increasing  influx  of  big 
names  into  t\.  \\  M  and  MCA  have 

moved  briskb  and  confidently  into  the 

video  talent  markets  and  now  clearly 

dominate  the  selling  of  both  perform- 

ing and  non-performing  talent.  While 
both  firms  have  lorn;  been  powerful  in 

the  talent  field  and  were  important 

during  radio's  halcyon  days,  their  in- 
fluence   in   tv   is  greater   than   it   evei 

was   in   the  am   medium. 

Tlii~  great  influence  is  confined  to 

nighttime  t\.  bul  that's  where  it  counts. 
Since  talent  negotiation  is  often  a 

behind-the-scenes    business,    and    since 

\\  M  and  MCA  sometimes  represent 

lessei  agents  in  selling  programs  and 

performers,  a  clear-cut  and  accurate 
count  ol  the  shows  in  which  the)  have 

a  finger  is  hard  to  come  by.  Accord- 

ing to  information  available  to  SPON- 
SOR, W  M  and  MC  \  togethei  represent, 

control  "i  book  performing  talent  on 
">.".  out  of  1  I  I  nighttime  network  t\ 

shows  on  \l'.<  .  CHS.  and  NBC.  One 
source    said    \\  M    actualb    controls    52 

35 
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network  tv  packages  on  both  nighttime 

and  daytime  schedules. 
Their  real  influence  can  he  more 

accuratel)  gauged,  the  agencies  say, 

when  the  program  list  is  confined  to 

"name"  shows.  There  are  57  shows  on 
the  above  three  networks  which  are 

generall)  considered  in  that  categ<n\. 

Of  these  I".  WM  and  MCA  represent. 
control  in  hook  the  talent  in  38  cases 

and  in  eijjbt  other  shows,  the  two  firms 

are  of  prime  importance  in  booking 

talent.  "Independent"  stars  are  Bob 
Hope.  Arthur  Godfrey,  Groucho  Marx 
I  who  has  been   booked   in   movies   l>\ 

MCA  i.  lie I  Skelton,  Imogene  Coca, 

Eve  \nlcn.  Pel  i  j  Como,  Robert 

^  oung  and  Ronald  '  ioleman. 

Futhermore,  il  is  pointed  out.  the 
influence  of  \\  M  and  MC  \  lend-  to  be 

self-perpetuating.  Thej  are  a  magnel 

for  talent  on  the  \\a\  up  who  arc  rep- 

resented b)  smaller  agents  and  w  In  > 

naturall)  gravitate  to  the  agent  with 

the  best  connection-. 

And  il  that  i-u  i  enough  proof,  it  is 

added,  the  \\  \I-MC A  domination  is 
nailed  down  l>\  their  stable  of  writers, 

producers  and  directors.  WM  is  cred- 

ited with  the  largest  group  of  writers 

in  the  talent  representation  business. 
Both  agents  are  thus  able,  agenc)  men 

say,  to  use  theii  stai  pel  Forming  talent 

as  a  level  in  packaging  all  the  elements "l  a  show. 

\\  bile  nobodj  saj  -  thai  \\  \l  or 

MCA  actual!)  force  the  netwoi  k-  oi 
advertisers  to  use  non-performing  tal- 
.  ni  as  the  price  ol  getting  a  star,  there 
was    a    recenl    case    cited    where    an 

\    found  itself  shackled  in  i  I   -- 

ing   new    writers  for  a  show   thai   was 

going  badlj    because  \\  \1.  which   rep 
resented  the  star,  had  exclusive  booking 

(Please  turn   to  page   1 10  i 

lliiiiiiilliliiiiliiiilliiliiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiMiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii' 

MCA  and  William  Morris  hold  key  to  talent  prices  on  38 

out  of  57  marquee-name  shows  on  nighttime  network  tv 

NIGHT ABC AGENT CBS AGENT 

Pantomime  Quiz MCA Jack    Benn) 

\  n n   Sothern 

GE  Theatre 

Ed    Sullivan 
Robert   Young 

mca 

WM 

MCA 

mca 
tGAC 

Max  Liebman  Presents  \\  M 

Corned)    Hour  *VAR. 
Loretta  Young  W  M 

Robert  Cummings  MCI 

MONDAY 
Pen)    Como 
Burns    &    Allen 
I   Love   LuC) 

GAC  Tony  Martin  MCA 
MCA  Sid  Caesar  MCA 

MCA  Producer's  Shov    is<  *\AR. 

Dannv  Thomas H  M Red   Skelion 
Ronald  Colman 

*\AR. 

EUR. 
Dinah  Shore 
Milton  Berle 

Martha  Rave 
Bob  Hope 

WM 

WM 

*V/IR. 

WEDNESDAY 

Walt  Disne) 

Stu   Erwin 
tOflt.  Best  of  Broadway  *VAR. 
WM  Godfrey  &  Friends  fDlR. 

THURSDAY 

Jane  Froman 

Ray  Milland <  llimax 

1-Siar  Playhouse 

Shower  of  Stars 

WM MCA *VAR. 

FJIK. *VAR. 

I  ddie   Fisher 

Joan   Davis 
My  Little   Margii 

Kal jili  Edwards 

Dinah   Shore 

Groucho     Marx 
Dragnet 
Ford   Theatre 
Lux   Theatre 

MCA 

WM 

WM MCA 

WM 
in  it. 

MCA 
*VAK. 

t  AH. 

Ozzie  &   Harriet 

Ray  Bolger 

MCA 

WM 
Perr)  Como 
Eve  Arden 

GAC 

OIK. 
Eddie  Fisher 
Red    Buttons 

\\  illiam  Bendix 

Peti  '    I  av  ford 

MC  I 

MCA 

n  m WM 

SATURDAY 

Jackie  (.leason 
June  Havoc 

MCA  Mickej   Roonej  »l  M 

MCA  [mogene   I     IHR. 
JininiN  Durante  W  M 

Donald  O'Connoi  H  M 
Mas  I  i  liinaii  Presi  nts  M  M 

Geo]  g(    I  robe!  MC  I 

MCA    and    WM    participate     In    booking    stars    on    these    shows.      rDcal    direct    for    their    services    with     network.      (General     Artists    Corp.     agents    this    show     (or     Screen     Gems 

24  JANUARY   1955 

37 



National 
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SpoT RADIO 

^^easonal  selling 

^^ectional  selling- 
^Supplemental  selling 

Mflff^/mg'  and  market  testing' 

jk        maturation  selling- 

™      Spreading  acceptance 

*  tNWV*  #*##&$ 

*  to  spec/46  &ae#s 

-k  treesracu  r?M£S 

b4T£Ot(/£eC09r' 

l.v.viff  IIIIH'llf.v:      New  SRA  presentation  stresses  spot  radio's  ability  XtlvttntUlft's:      "Educational''    presentation    by    rep    industry 
to    handle    all    six    major    assignments     (see    above)     admen    may    have  sums  up  half-doien  top  advantages  of  spot  radio  on   blackboard 

group 

above 

Big  1055  push  for  spot  radio 
\«'u    presentations,   creative*   uses,   sales   plans   are   sparking    renewed 

confidence  among*  salesmen   as  they  unveil    1955  sales  pitches 

*.  ▼  pot  radio  salesmen  have  far  more 
confidence  in  the  value  of  their  air 

medium  today,  and  their  abilitj  t<>  sell 
il  to  leading  advertisers  during  L955, 
than  thev   have  had  for  main    months. 

This  "upbeal  feeling  was  clearly 
evident  in  conversations  SPONSOR  had 

earlier  this  month  with  radio  rep  firms 

and  spol  industr)  groups.  The  grow- 
ing confidence  wa-n  t  confined  onl\  to 

the  industr)  leaders,  either.  Execu- 
tives ul  a  wide  range  of  organizations 

\ oiced  then  faith  in  spol  radio  s  im- 
portanl  rule  In  1955  ad  campaigns. 

I  ncluded  among  rep  firms  survej  ed  : 

Vvery-Knodel,  John  Blair,  CBS  Radio 
Spol  Sales,  Henrj  I.  Christal,  Donald 
Cooke,  Edward  Devney,  Free  &  Peters, 

Headlej  Reed,  ll-l!  Reps,  Katz  \gen- 
cy,  NBC  Spot  Sales,  and  Vdam  Young, 
Jr.  Discussions  were  also  held  with 

executives  of  the  Radio  \dvertising 
Bureau,  the  Station  Representatives 

Association,  and  Qualit)   Radio  Group. 

\\  iili  spol  radio  business  off  for  the 

In -i  time  foi  -'Pine  l.i-i  j eai .  you  might 

•  isil)  feel  thai  the  everydaj  sales  ef- 
forts and   full-dress  spol   radio  presen 

38 

tations  \<>ull  see  this  year  will  lack 
punch  and  direction. 

But  you'd  he  wrong.  Bv  all  indica- 

tions, 1955  will  be  the  year  of  the  "hig 
push"   for  spot  radio. 

Several  factors  lie  behind  the  hull- 

i>h  attitude  of  spot  radio's  supporters 
and  sales  organizations. 

•  They're  armed  with  more  facts 
than  ever  about  their  medium.  Sales 

executives  are  more  thorough!)  briefed 
on  the  advantages  and  disadvantages 

ol  competing  air  and  print  media. 
•  Spot  radio  rep-  have  dug  down 
hard  to  find  out  more  about  marketing 

problems  and  aims  of  advertisers.  Vs 

a  result,  reps  toda)  expect  to  tailor 
their  1955  day-to-da)  selling  much 
more  preciselj  and  creativel)  to  the 

needs  ol  prospective  clients  and  the) 
expect  more  business  as  a  result. 

•  Salesmen  no  longer  must  do  an 
(•durational,  as  well  a-  selling,  job 
when  thev    call  on   main    agencies  and 

status    report 

advertisers.  I  hev  are  being  hack- 

stopped  more  and  more  In  the  heav  v 
artillerv  of  major  industr)  promotions, 

and  by  the  educational  efforts  of  some 
of  the  major  rep  firms. 

To  show  vou  what  1955  spot  radio 

sales  efforts  look  like  in  closeup.  spon- 
sor herewith  presents  highlights  of 

-everal  pitches  huyers  can  expert  to 
see  in  weeks  to  come. 

I  hev  include  two  broad  presenta- 

tions from  industr)  groups.  The  first, 

hv  the  SRA.  is  an  up-to-date  review 
of  spot  radio-  value-.  The  other,  hv 

the  I!  \B.  outline-  spot  radio"-  com- 
petitive strength   againsl    print    media. 

Two  other  presentations,  from  CBS 
Radio  Spot  Sales  and  Free  Si   Peters, 

are  also  hmadlv  educational  in  na- 
ture, hut  show    how    specific  spot    radio 

campaigns  can  produce  sizable  audi- 
ences at  low  cost. 

SPONSOR  will  also  present,  in  round- 
up   I  <  n  in.   a    preview    of   the    1955   sales 

tactics  "I  several  leading  reps  and 

sales  organizations,  ranging  from 

heav  ici  stress  on  the  traditional  val- 

ue- and  pii< ling  ol  spol  radio  to  multi- 

market     program    and    announcement 

SPONSOR 
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I' i.vf  rifmJ  ion:    Major    point    made    in    SRA    pitch    is    radio    reaches 

virtually     ICO'r     of    U.S.    population    indoors,    outdoors,    or    on    the    job 

First  agency    group  to  see  SRA   slide  presentation 
Isted  o)  executives  o)  Scheideler,  Beck   &    B 

Preview  was  held  on  24   \ovember.   L.  t<>  r.:  Joseph 

Scheideler,  SHU    president;     irt    \ici  '         Knodel; 

Reg  Rollinson,  SR  I     I  era  Brennan,  >/.'//    rmlio-iv  directoi Paul   If  iincr.  executive  v.p.  oj  SB  If    ad  agency 

T 

plans    designed    for    major  clients. 

\  good  Minimal)  of  1955-style  spot 

radio  salesmanship  was  made  to  spon- 
sor bj  Adam  J.  Young.  Jr.  president 

of  the  SRA  and  himself  a  veteran  ra- 

dio and  tv  station  representative. 

\  oung  stated: 

"We've  gone  through  a  cycle  of 
changing  conditions  and  changing  re- 

quirements in  spot  radio.  Now.  in 

1955.  you'll  see  creative  selling  that 
stems  from  sound,  salable  program 
structures.    In  short,  the  industry  will 

sell  spot  radio  on  the  basis  of  what 
it  does  best  —  reaching  more  people 

per  dollar  than  any  other  medium." 

The*  SRA:  The  Station  Representa- 
tives Association  has  developed,  and 

has  already  started  to  use.  a  new 
educational  slide  presentation  titled 

"What's  Ahead  In  Spot  Radio?"  It 
was  previewed  late  in  November  for 

executives  of  Scheideler,  Beck  &  Wer- 

ner ad  agency,  and  will  be  shown  dur- 
ing 1955  to  admen  and  agencies  at  an 

average  rate  of  twice  a  week. 

For  its  curtain-raiser,  this  presen- 

tation uses  a  20-minute  tape  recording 
of  some  of  the  best  and  latest  of  to- 

day's crop  of  spot  radio  jingles.  I  hoc 

include  air  jingles  of  Hunt's  Tomato 
Sauce,  Halo.  Ford.  Chevrolet.  Coca- 

Cola,  ALL,  Rinso  and  Coebel's  Beer. 
The  idea,  as  Tom  Flanagan.  SR  \ 

managing  director,  describes  it  is  "to let  admen  hear  the  kind  of  spot  radio 

selling  devices  that  have  moved  bil- 

I  Please  turn  to  pai:c  ' >-l  i 

Three  1955  spot  radio  pitches  from  reps  are  highlighted  below.  L.  to 

r.:  CBS  Spot  Radio  Sales,  which  stresses  spot  radio  audience  growth; 

Avery-Knodel,  which  piomotes  new  rate  structure  (linked  to  share  of 

Pulse-measured   audience)    of  KXYZ,   Houston;  Weed,  which   is  using  a 

station-prepared  presentation  from  WCOP,  Boston,  which  shows  homes 

reached  per  dollar  in  radio,  tv  and  newspapers.  Most  1955  rep  pitches 

will  be  tailored  to  needs  and  advertising  policies  of  individual  air 

advertisers,   will   be   baclcstopped    by  industry   selling   of  SRA   and    RAB 

BS  Radio  Spot  Sales'  stations... 

S,  New  York  and  KNX,  Los  Angeles 

programming  is  reaching  larger 

3nces  today  than  ever  before 

I 
GE    HOMES   REACHED   BY    IOCAI   PROGRAMMING 

WCBS 
New  York 

KNX 

Los  Angeles 

'/ 1  A  49 632  970 166  630 

54 765  940 300  S60 

24  JANUARY   1955 

"REALISTIC  PRICING  METHOD"     -    KXYZ    -    HOUSTON 

Based  on  KXYZ's  average  share  of  audience,   and  not  related 
to  total  homes  using  radio  at  any  given  time. 

Cost  -  Minute  Announcement 

*  17.251 

%  Homes  Using  Radio 

4  17.25 -L   J 

9      io      ii  Noon     i23*56?fl9ioii     Mid 

to  reach  the  CREAM  MARKET 

of  New  England,  the 

30- mile  Boston  area.. 

$625  WEEKLY  BUYS  1  OF  THESE 

7  5  047     honKi 

37  5  000     hom.s 

1  171  845    ho™. 

us.no  NtWSPAPERS 

using  TILIV1SION 

RADIO 
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STAR     SHINES     THE     SPONSORS     SHOES:     Peter     Donald 

wield;  cloth  as  S.   M.  Abrams,  Esquire  president,  grins  at  stunt 

staged  during  dealer  meeting.     Esquire  puts   high  value  on   mer- 
chandising   its   advertising    to   dealers   through    appearances    as 

well    as    brochures    showing    what    ad    program    consists    of 

>/ 

Wl 

th 

ESQUIR BOOT     POL  I* 

%. ^y      -j 

%     , 

17 

i 

Esquire  hits  'em  hard mi  1 1 . . .  but  not  too  often 
Shoe  polish  firm  seeks  to  make  imparl  I  lie  siihcoiiscious  will  retain 

and  spread  il  lo  wide  audiences.     Deems  repetition  lo  same    niiflieiice 

wasteful  I'or  impulse  item  thai  is  purchased  infrequent  I  v 

40  SPONSOR 



C^  an  you  sell  a  low-cost  impulse  item 
without  advertising  frequency  ? 

Put  this  question  to  most  admen  and 

you'd  get  a  quick  "no"  for  an  answer. 
But  the  Knomark  Manufacturing  Co. 
of  Brooklyn,  producers  of  the  Esquire 

line  of  shoe  polishes,  base  their  tele\  i- 
sion  approach  today  on  the  concept 

that  it's  better  to  hit  more  people  less 
often  than  to  reach  a  single  audience 

with  drum-fire  repetition. 

It's  for  this  reason,  as  well  as  the 
inevitable  problem  of  cost,  that  Es- 

quire is  an  alternate-week  network  tel- 
evision client  on  a  program  which 

the  companj  believes  provides  it  with 
a  rotating  audience.  Esquire  sponsors 
the  ABC  T\  panel  show  Masquerade 

Party,  confident  that  it  tends  to  at- 
tract a  changing  group  of  people. 

Knomark  has  been  active  on  the  air 

for  a  decade,  ever  since  the  then-small 

firm  launched  the  Esquire  brand  as 

the  first  heavily-advertised  25c  shoe 
polish  in  its  industry.  Spot  radio  in- 

itially and  network  television  since 

1950  have  helped  to  build  Knomark  to 
the  point  where  it  does  about  259? 

of  the  dollar  volume  of  the  shoe  pol- 
ish business  I  by  its  own  estimate). 

The  company  believes  that  in  the  25c 
line  it  has  over  50/v    of  the  market. 

The  company's  historv  since  it 
turned  to  radio  and  tv  has  been  one 

ol  steady  advance.  It  has  been  right 
more  often  than  wrong.  But  how  does 

il  justify  today's  reliance  on  hard-hit- 
ting messages  rather  than  frequency? 

Shoe  polish,  the  company  answers, 
is  an  impulse  item,  true.  But  it  is  one 

bought  infrequently,  not  like  soap  or 
toothpaste.  It  is  seldom  put  on  the 
shopping  list,  is  picked  up  most  often 

as  an  afterthought.  This  simple  ob- 
servation has  a  number  of  very  serious 

consequences  for  tv. 

In  the  first  place,  it  becomes  un- 
necessary, even  wasteful,  to  bombard 

the  consumer  with  a  tremendous  num- 

ber of  reminder-type  announcements 
on  a  daily  basis.  Instead — and  this  is 

the  basic  point — the  advertising  must 
be  conceived  in  terms  of  its  ability  to 
deliver  a  lasting  impression,  to  make  a 
dent  in  the  subconscious  which  can 

pay  off  ultimately  at  the  point-of-sale. 

This  is  one  of  the  major  reasons 

why    Knomark   prefers   show   sponsor- 

Thrve   things   Esquire   U'umetl   ahuut    television 

1 
Ad  continuity  is  needed  even  with  seasonal  sales  pattern. 

Till  1951,  firm  went  in  for  three-month  fall  and  spring  air 

campaigns,    but    has    since    adopted    the    year-'round    approach. 

2 

3 

Audience  will  not  believe  that  shiny  shoe  it  sees  toward  end 

of  chow  is  same  as  the  one  polished  at  the  beginning  and  al- 

lowed   to    dry.      It's    better    to    use    shoe    prepared    in    advance. 

It  does  not  matter  whether  client  likes  the  commercial.  Kno- 

mark execs  never  preview  commercials,  prefer  to  see  them  in 

their  own    living    rooms   as    if    they   were    shoe    polish    customers. 

ship  to  announcement  campaigns.  As 
sales  and  ad  manager  Mel  Birbaum 

puts  it:  "It  takes  time  to  do  a  selling 
job."  The  short  announcement  period 
is  simply   inadequate  for  this  job. 

For  the  same  reason,  the  show  that 

has  a  ficrcelv  loyal  audience  would 

not  inevitablv  mean  more  in  sales  ef- 
fectiveness for  Knomark.  What  is  im- 

portant is  that  the  show  reach  its  au- 
dience several   times  during  a  season. 

(Knomark  sponsored  Godfrey  in 
1953.  now  feels  that  while  Godfre) 

proved  a  great  salesman  it  had  just 
about  saturated  his  loval  audience  bv 

the  time  its  sponsorship  of  his  morn- 
ing show  had  run  its  course.) 

Knomark  hopes  Masquerade  Party 

will  provide  a  varying  audience  at 
low  cost.  The  $46,000  time-and-talent 

package  is  attractive  and  study  of  sim- 
ilar programs  suggests  to  Knomark 

that  the  panel  show  general  I  v  has  a 

considerable  proportion  of  new  or  oc- 

•  asional   \  iewers  each   week. 

Knomark's  research  will  tell  it  how 
well  it  has  guessed.  In  the  meantime, 

the  compan)  is  sure  that  it  would 
lather  reach  filtv  million  people  with 

three  powerful  sales  pitches  dining  a 
season  than  five  million  with  Id 

pitches. The  20.4  Nielsen  rating  for  Decem- 
ber is  thus  considered  quite  satisfac- 

tory. And  if  the  pace  can  be  main- 
tained in  the  hire  cd  tough  competi- 

tion from  The  Kraft  Television  Thea- 
ter (NBC  T\  i  and  Strike  It  Rich 

I  CBS  TV  I .  Knomark  will  doubtless 

feel  content  with  the  cumulative  cov- 

erage the  show    i-   producing. 

So  important  does  Knomark  regard 

impact  that  it  w ill  sacrifice  circulation 
to  attain  it  if  necessary.  This  is  why 

its  ad  budget  allocates  50'  '<  to  tv.  leav- 
ing 30'  <  for  magazines  and  Sunday- 

supplements  and  the  rest  for  trade  and 
{Please  turn  to  page  1 02  > 

Knomark     tv     vehicle     is     "Masquerade     Party"     on     85     ABC     stations,     Wed.     9:00  9:30     p.m. 

Panel    tries    to    guess    the    identity    of    the    "masqueraders."     M.C.    is    Peter    Donald,    standing 

case    history 
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Recommended  Practices  for  Advertising  Age  ̂  

K.(lt€S.     The  agency  is  bound  to  seek  for  its  client  the  lowest  rate  available  for  any  class  of 
advertising. 

(note:  The  A. A. A. A.  Standard  Forms  of  Contracts  for  Spot  Radio  and  Spot  Telecasting  provide 

that  the  rate  quoted  is  the  lowest  rate  charged  anyone  for  like  services,  and  that  "there  shall  be 

no  secret  rates,  rebates,  or  agreements  affecting  rates.") 

Agency  people,  therefore,  should  encourage  broadcasters  to  publish  any  special  rates  that  may  be 

quoted,  as  soon  as  they  are  made  available  to  anyone. 

Merchandising   Cooperation.    The  advertising  agency  may  accept  whatever  merchandis- 

ing cooperation  a  broadcaster  regularly  makes  available. 

However,  agency  people  should  not  demand  or  encourage  free  services  that  are  not  a  proper  func- 

tion of  broadcasters,  or  are  in  excess  of  what  is  generally  regarded  by  broadcasters  as  proper. 

lUullClty .      (a)  Decisions  as  to  whether  publicity  items  should  be  broadcast  are  properly 

in  the  province  of  the  broadcaster,  and  under  the  law  he  is  solely  responsible. 

Agency  people  should  not  attempt  to  influence  a  broadcaster's  editorial  judgment  on  publicity 
items  by  promises  of  advertising  or  other  pressure  tactics. 

News,  editorial  and  other  publicity  items  should  be  sent  separately  and  should  never  be  in- 

cluded  with  advertising  orders. 

(b)  Agency  people  should  not  expect  broadcasters  to  use  publicity  which  has  no  clearly  rec- 
ognizable news,  educational,  or  editorial  value. 

On  the  other  hand,  submission  of  a  news  item  by  an  advertising  agency  should  not  prevent 

its  being  broadcast  if  it  does  have  real  news,  educational,  or  other  editorial  value. 

(c)  Agency  people  should  not  seek  to  get  broadcasters  to  accept  as  free  "public  service"  program 
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lis  takes  stand  against  nk 
K<'<  <   Herniations     published     this    week    are   effort    to    encourage    high    husim 

ida 

Mi  in  the  first  time,  the  Vmerican  Association  "I    Vdvertis-  Though  <  a  it-full  \  phrased  after  long  committee  and  legal 
in"   \srencies  thi*  week  eoes  on  record  with  oublie  recom-  sifting,  the  document  i^-  .1  firm  effort  1>\   the   I    \  s  to  en- 

DOC                                                                         '  ' 

mendations  to  agencies  against:  courage  high   business  standards.     (A   statement   on   rela- 
1.  Spe<  ial  rate  deals  with  radio  and  t\  stations.  lions  between  agencies  and  newspapers  had  been  published 

2.  Demands  from  agencies  for  merchandising  coopera-  as  far  back  as   1937,  was  last   updated  in   1950.) 

linn  r I1.1t  are  "not  a  proper  function  of  broadcasters."  "We  haven't  timed  the  recommendations  for  litis  month 

'».     Attempts  to   influence  broadcasters   in  their   use   of  with  the  feeling  there  was  a  specific  fire  to  be  put  out," 

publicity    items  l>\    promises  oi  advertising.  said  a    I    \'s  official,  noting   that   the)    had   been   long   in 
The    I     \-    recommendations,   shown    in    full    on    these  preparation.     The   recommendations   w«re  drafted   1>\    the 

pages,    will    in   effe<  t    give   timebuyers   and   other   agency  1    V's  committee  on  broadcast  media,  chaired  l>\    BBDO's 
broadcast    executives    a    "bjble"    t<>   <  ite    when    asked    to  Frank  Silvernail;  the)   were  approved  1>\   the   I    ̂'s  board 
pressure  stations  bj   clients  01   others.  of  directors  on  20  October  last  year. 

Xrticlf  next  isHtw  will  «#•««•  Industry  reaction*  to   I    \s  recommendations              fBftucrtD 
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wple  in  their  Relations  with  Broadcasters 

material,  publicity  that  is  clearly  commercial. 

If  the  program  material  mentions  products  or  services  by  name,  most  broadcasters  regard  it  as 

commercial  and  require  that  it  be  placed  at  regular  time  rates. 

Xerograms  and  LiO?n7ne?CialS.  fhe  effectiveness  of  broadcasting  as  an  advertising medium  may  be  impaired  by  any  program  or  commercial  which  arouses  resentment  in  any 

appreciable  portion  of  the  public. 

Commercials  which  are  over-long,  over-repetitious,  in  poor  taste,  or  which  interrupt  programs 
at  inappropriate  times,  are  likely  to  cause  criticism. 

Programs  which  are  deemed  by  any  considerable  segment  of  the  public  to  be  in  bad  taste,  to 

be  over-commercialized,  or  to  exert  any  undesirable  influence,  especially  on  children,  impair  the 
effectiveness  of  broadcast  advertising  and  endanger  the  editorial  freedom  of  broadcasting. 

To  avert  criticism  and  to  help  keep  broadcasting  welcome  in  American  homes,  agency  people 

should  observe  the  spirit  and  letter  of  the  A. A. A. A.  Copy  Code  (see  box  below)  and  the  radio 
and  television  codes  of  the  National  Association  of  Radio  and  Television  Broadcasters. 

Agency  people  can  be  helpful  in  their  relations 
with  broadcasters  by  recognizing  the  paramount  importance  of  the  public  interest  aspects  of 

programing. 

The  public's  interest  should  be  as  much  a  concern  of  the  advertising  agency  as  it  is  of  the  broad- 
caster, not  only  because  it  is  one  of  the  service  opportunities  for  which  broadcasters  are 

licensed,  but  also  because  it  is  the  key  to  audience  loyalty. 

Nothing  should  be  initiated  or  proposed  which  in  any  way  fails  to  show  consideration  for  the 

public  interest.  copyright  1954,  American  association  of  advertising  agencies,  inc. 

ills,  merchandising  excesses 
I 

iidarils  anil  give  timebuyer  a  "bible"  to  cite  when  he's  asked  to  pressure  stations 

ADVERTISING    COPY  (Section  1  of  the  Standatds  of  Practice  of  the  American  Association  of  Advertising  Agencies) 

The  advertising  agency  should  not  recommend,  and 

should  discourage  any  advertiser  from  using,  any 

advertising  of  an  untruthful,  indecent  or  otherwise 

objectionable  character,  as  exemplified  by  the  fol- 

lowing copy  practices  disapproved  in  a  code  jointly 

adopced  by  the  American  Association  of  Advertising 

Agencies  and  the  Association  of  National  Advertisers, 

and  also  by  the  Advertising  Federation  of  America: 

A.  False  statements  or  misleading  exaggerations. 

B.  Indirect  misrepresentation  of  a  product,  or  service, 

through  distortion  of  details,  or  of  their  true  perspec- 

tive, either  editorially  or  pictorially. 

C.  Statements  or  suggestions  offensive  to  public  decency. 

D.  Statements  which  tend  to  undermine  an  industry  by 

attributing  to  its  products,  generally,  faults  and  weak- 
nesses true  only  of  a  few. 

E.    Price  claims  that  arc  misleading 

P.  Pseudoscientific  advertising,  including  claims  insuffi- 

ciently supported  by  accepted  authority,  or  that  distort 

the  true  meaning  or  practicable  application  of  a  state- 

ment made  by  professional  or  scientific  authority. 

C  Testimonials  which  do  not  reflect  the  real  choice  of  a 

competent  witness. 
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Id iii I'll  pose  lop  radio- 
0.  How  can  spot  radio  be  made 

more  exciting  to  an  advertiser's 
sales  force  and  dealers? 

I   I   I   

i  r 

i  i 
i  i 

I  ■    Will    the   television    network 

spectaculars  be  continued  in  the 

coming  season: 

"V 

Dr.    Seymour   Banks 
Media    manager,    Leo    Burnett    Co. 

Chicago 

This  has  long  heen  a  problem  for  spot  ra- 
dio   admen;     the    most    usual    complaint: 

"I  here's    nothing   visual   to   show    dealers, 
and  no  one  single  program  to  ballyhoo. 

i  See     "Spot     radio     is     bigger     than     you 
think.""  SPONSOR  9    \ugu-t   '54.) 

Hut  many  clients  do  get  around  these 
obstacles  and  derive  strong  merchandising 
benefits  from  their  spot  radio  campaigns. 
Here  are  three  basic  approaches. 

1.  Merchandise  the  message:  Spot  radio 

commercials  with  strong  production  values 
can  be  merchandised  with  all  the  showman- 

ship associated  with  the  trade  promotion  of 
color  spreads.  Disks  can  be  played  as  the 

"theme"  of  dealer  meetings.  Copies  can  be 
sent  along  with  appropriate  literature  to 
hc\  dealers,  with  the  suggestion  they  be 

played  at  borne  "to  give  you  an  idea  of  the 
advertising  support  in  your  area. 

2.  Promote  production:  Jingles  often 

lend  themselves  to  publicity  campaigns  and 

^1  >!■<  ial  promotions.  A  Phil  Davis  jingle 

for  Falstaff  Beer  was  parlayed  into  a  full- 
length  record  for  juke  boxes  because  of  its 

catchy  rhythms.  Singer  Peggy  King  is  now 

a  well-publicized  Columbia  Records  star 
because  of  her  bouncy  spot  commercials  for 

Hunt's  Tomato  Sauce.  When  you  use  name 

talent,  as  in  the  Halo  e.t.'s  (a  whole  Hit 
Parade  of  popular  singers  sang  them)  and 

the  Ford  parody  of  This  Ole  House  with 

Etosemar)  Clooney,  talent  could  be  used  to 

perform  the  jingle  live  at  major  conven- 
tions. Jingles  can  be  plugged  on  tv,  too. 

\lercur\  had  Patti  Page  and  Rise  Stevens 

perform  a  calypso  jingle  on  Toast  of  the 
Town,  thus  building  interest  in  what  was 
mainb  a  spot  radio  commercial. 

3.  Merchandise  the  concept:  Salesmen 

and  dealers  are  seldom  given  an  enthusi- 
astic (ill-in  on  the  details  of  big  spot  radio 

campaigns.  A  presentation,  which  sale-- 
men  can  carry  in  dealer  calls,  can  cite  them. 
Main    idea:    make   dealer-   realize   the  sheer 

volume  and  scope  of  spol  radio.  *  *  * 

I 

-y   1 
Dr.   Wallace  H.   Wulteck 

Chairman,    executive    com.,    William    Esty    Co. 

"The  future  of  the  spectacular  is  unlim- 

ited."" says  NBC's  Pat  Weaver.  ".  .  .  The 
spectaculars  have  just  begun  their  exhilar- 

ating influence  on  the  television  program 

schedule." 

\\  caver  makes  his  statement  five  months 

after  the  first  spectacular  hit  the  air.  At 

NBC,  they  are  90-minute  extravaganzas. 
frequently  musical  comedy  shows,  always 

starring  big  Hollvwood  names.  They're 
telecast  every  fourth  Monday,  Saturday  and 

Sunday.  CBS  also  has  high-cost  star- 
studded  vehicles  scheduled  on  a  once-month- 

ly basis:  Best  of  Broadway  every  fourth 
Wednesday;  Shower  of  Stars,  every  fourth 

Thursday.  CBS  does  not  call  its  60-minute 

shows  "spectaculars,"  however. 
While  no  CBS  TV  executive  ventured  an 

official  pronunciamento.  comments  at  the 

network  don't  indicate  a  long  life  for  the 
once-monthly  hour  shows.  Both  Best  of 
Broadway  and  Shower  of  Stars  sponsors. 

Chrysler  and  Westinghouse,  had  specific 

reasons  for  wanting  to  "create  excitement  ' 
during  the  1954-55  season.  There's  no 
guarantee  that  the  same  form  of  excite- 

ment-making programing  will  be  used  in 

fall  1955. 
If  spectaculars  remain  an  integral  part 

of  NBC  TV's  programing  in  fall  1955. 
the)  could  emerge  as  one-hour  rather  than 
90-minute  show-. 

The  rating  -tor\  to  date  seems  to  indi- 
cate that  these  $200,000  to  $320,000  NBC 

vehicles  can  gather  momentum.  Nielsen's 
six-minute  rating-  Eoi  the  iir-t  two  NBC 

-how-  wcie  h'i.7  and  39.1  respect i\ eh.  The 
lale-\o\  ember  and  earh  -December  spec- 

taculars, Best  Foot  Forward  and  Spotlight, 
raked  up  a  II.  1  and  13.3  respectively. 

On  CBS  l\.  Best  of  Broadway  has  had 

Nielsens  ranging  from  33.6  for  the  15  Sep- 
tembei  -how  to  2'). 5  for  Panama  llallie  on 
Hi  November.  Shower  of  Stars  began  with 
a  35.7  on  30  September,  bad  a  29.5  on  18 

November.  *  *  * 
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Part  two  of  a  series  of  qiacvslions  asked 

bv  nil  men.  answered  by  SPONSOR. 

First   five  questions  ran   last   issue 

r n 
8. Will  there  be  any  drastic 
changes  in  network  radio  opera- 

tions in  7955? 

I      I 

I   

"V 

Lee   Mack   Marshall 

Advertising    manager,    Continental    Baking    Co. 

'Noj      saj    top    aetwork    radio  executives. 
Network  radio  in  L955  will  tend  to  con- 

tinue the  program  patterns  that  were  intro- 

duced during  the  pasl  two  \ears,  hut  the 
basic  structure  of  the  radio  networks  is  not 

likeK  t<>  undergo  am  major  changes  dur- 
ing this  year. 

"The  aim  of  todaj  's  network  radio  ad- vertisers continues  to  be  for  lame  cumula- 

tive audiences,"  sa\s  tbe  head  of  one  radio 

network.  "That's  why  the  trend  away  from sponsoring  a  weekl)  show  toward  buying 
of  frequent  smaller  segments  will  probably 
continue  in  1955." 

Despite  constant  reappraisals  of  pro- 
graming structures  by  the  networks,  net- 

work radio  billings  during  the  first  1 1 

months  of  1954  (even  on  the  gross  "basis" 
used  by  1MB  •  were  13.6%  lower  than  dur- 

ing the  comparable  period  in  1953. 
Network  executives  point  out  that  the 

loss  in  billings  reflects  different  radio  Inn- 
ing philosophies,  rather  than  a  loss  in  num- 

ber of  clients.  In  other  words,  generally, 
the  four  networks  have  more  clients  than 

ever,  buying  smaller  units  of  time  than 

previously.  MBS,  for  example,  showed  an 
11.27o  decrease  in  billings  in  the  11-month 
period  of  1954  compared  with  the  11- 
month  period  of  1953.  but  the  network  had 

12' J  more  sponsors  numerically  than  be- fore. 

A  top  MBS  executive  feels  that  the  time 

is  in  sight  when  networks  will  have  essen- 

tial!) two  things  to  sell:  (1  i  insertions  of 

minute  announcements  into  existing  pro- 
grams through  spot  carrier  plans  that  the 

networks  already  have — a  sort  of  a  "run- 

of-the-network"  system  of  rotating  an- 
nouncements during  daytime  and  night- 

time.  (2)  "A  custom  line"'  of  programing, 
that  is,  programing  directed  at  specific  seg- 

ments in  the  mass  audience.  There'll  he  a 
qualitative  pinpointing  of  the  audience. 
MBS  expects  to  introduce  some  of  its 

i  Please  turn  to  page  109  I 

".  Will  network  television  cut- 

ins  be  used  more  frequently  by 

advertisers  in    7955? 

v   

r 

Donald    Cady 

V.p.    charge    of    general    adv.,    The    Nestle    Co. 

\  number  of  established  tv  advertisers  dis- 

covered network  tv  cut-ins  in  1954.  It  is 

likely  that  many  more  network  advertisers 

will  use  local  and  regional-cut-ins  in  1955 
as  more  new  markets  are  added  to  the 
basic   network   lineup. 

Cut-ins  are  expensive  and  stations  gen- 
erally dislike  them  because  of  the  extra 

crew  work  involved.  Networks  dislike  the 

servicing  that's  involved.  But  advertisers 
have  found  cut-ins  very  valuable  for  three 

purposes:  (1)  to  introduce  new  products 
with  limited  distribution;  (2)  to  localize 
sales  messages  over  a  network  show;  (3) 
to  give  dealer  tags. 

The  cost  of  local  tv  cut-ins  usually  varies 

between  7y2%  and  10%  of  the  station's 
average  hourly  nighttime  rate.  However, 

there's  even  greater  variation  than  that. 
For  example,  if  a  station  has  its  full  crew 
and  facilities  available  at  the  time  when  the 

local  cut-in  is  scheduled,  then  the  rate  is 
likely  to  be  relatively  moderate.  Suppose, 
however,  that  the  cut-in  falls  sometime  in 

the  middle  of  a  block  of  network  program- 
ing, during  which  the  station  maintain- 

only  a  skeleton  staff — in  that  instance,  the 
charge  is  likely  to  be  pretty  stiff. 

Costs  have  varied  from  as  little  as  $11  to 
as  much  as  $600  for  a  minute  or  less  cut-in. 

(Please  turn  to  page  111 ) 

10. 
What  one-  and  two-station 

markets  of  importance  will  get 

additional  tv  stations  in    7955? 

I       I-    - --v   J Adolph    Toigo 

President,    Lennen    &    Newell 

SPONSOR  asked  adman  Toigo  what  he  con- 

sidered a  "market  of  importance."  The 
answer:  "One-  and  two-station  markets  in 

the  top  50,  according  to  Sales  Management 

population  figures." The  answer  was  sought  from  a  variet) 
"I  sources:  station  relations  executives  of 
the  leading  tv  webs,  tv  station  reps,  agenc) 
ie-ean  lier-  and  standard  research  work-, 

like  Codel's  Factbook.  This  is  the  essence 
of  what  SPONSOR  learned: 

1.  As  the  year  begins,  tv  has  grown  to 
the  point  where  it  is  available  to  90%  of 

the  population.  \ll  but  four  of  the  na- 

tion's 233  leading  market  areas  are  within 
the  effective  range  of  over  400  tv  outlets, 

according  to  SSCB"s  Media  Research  Direc- 
tor, Dick  Dunne. 

2.  But  t\  station  distribution  Mill  isn't 
what  most  leading  tv  advertisers  would 

like  it  to  be.  In  the  top  50  markets,  five 
still  had  onh  one  active  tv  channel  as 

SPONSOR  went  to  press,  and  14  markets  had 

oidy  two  active  stations. 
3.  In  onl\  a  few  of  these  markets — such 

as  Providence  and  Tampa — is  there  am 
certainly  of  more  t\  stations  taking  to  the 

air  during  1955.  \  lew  "top  50"  such  as 
Won  ester.  Mass. — have  only  a  maximum 
of  two  channels  assigned  1>\   the  FCC,  usu- 

i  Please  nun  to  page  112) 

Are   spot   tv    rate    increases   entirely    justified    by   additional    viewers 

or  are  they,  in  part,  based  on  the  long   list  of  advertisers  who  seek  spot 

availabilities?     Lester   Krugman,   advertising   manager,   Bulova   Watch    Co. 

What's  the  outlook  for  syndicated  film  in  1955?     George  T.  LaBoda 
radio  and  tv  director,  Colgate-Palmolive  Co. 

Is  there  any  chance  that  tv  network  advertisers  will  be  able  to  add 
network   radio  in  non-tv  markets  only  so  as  to  get   100%    U.S.  coverage 
with  one  network  buy?  Donald  W.  Stewart,  advertising  manager,  The  Texas  Co. 

Are  rising  costs  freezing  out  the  small-  and  medium-sized  advertiser 
from  tv?     H.  H.  Horton,  director  of  advertising.  Singer  Sewing  Machine  Co. 

Do    radio    commercials    today    have    the    same    impact    as    before    tv? 

Samuel  Winokur,  vice  president,  Seeman  Bros. 

4 
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ire  I  v  commercials 

getting  word-lazy  ? 
ItlSDO's  Art   Brllairc  warns  that   trite 

words  ran  kill  g'oocl  campaign  iclras 

trthur  Bellaire,  author  of  the  scries  of 

three  articles  starting  this  issue,  is  v.p. 

in  charge  of  radio  and  tr  commercial  copy 

at  BBDO.  It  commercial  copy,  he  feels, 

has  fallen  into  a  tired,  hackneyed  pat- 
tern that  no  longer  commands  listening. 

To  pep  it  up — with  a  possibility  of  pep- 

ping sales,  too — copywriters  must  revital- 
ize their  approach,  search  for  fresh  words 

M  t    happens   all 
tising.     The    Big 

experienced   hand 

eager    cub. 

Big  ( ...  "\\  hal  counts 

too  often  in  adver- 

Copywriter  lays  an 
on  the  head  of  the 

'Listen,  son.  savs  the 
in  this  Business 

is  the  Campaign  Idea.  Basic  Think- 
ing. Any  damn  fool  can  fill  in  the 

words. 

Part  of  the  statement  cannot  he  de- 

nied.  Hut  if  he's  referring  to  televi- 
sion, tin-  other  part  should  he  revised 

as  follows:  "Listen,  sou.  Too  main 
damn   fools  are  filling   in  the  words. 

Sure  -good  advertising  will  always 
require  sound  basic  thinking  and 
shrewd  strateg)  on  the  part  of  the 

copywriter.  Yet  the  successful  advent 

of  tin-  sight-and-sound  medium  makes 
it  painfull)  evident  that  the  copywrit- 

ii  who  takes  his  "words"  lightly  and lets  down,  once  lie  has  established  the 

selling  plan,  is  all  hut  admitting 

that  the  viewer  won't  pa)  much  at- 
tention to  his  commercial  anyway.  In 

television  a  good  campaign  idea  can 

die  fa<t  il  the  copywriter  persists  in 

being   "word-lazy." 

Perhaps  through  this  first  phase  of 
televisions  phenomenal  growth  the 

copywriter  has  been  too  impressed 
with  the  power  of  the  picture  to  gi\e 
the  spoken  word  its  due.  Perhaps  onl) 
now  i>  he  discovering  that  this  same 

medium  which  eat~  entertainment  ma- 

terial alive  and  requires  almost  un- 

believable Stocks  of  replenishment  con- 
sumes commercial  copj  at  an  equal 

rate.  If  a  talented  performer  must 

constant!)  change  his  material  to  sur- 
vive the  cold,  penetrating  stares  ol  the 

vast  million--,  how  then  can  the  copy- 

writer expect  to  convince  this  same 

audience  that  his  product  is  "amaz- 
ing onl)  seconds  after  other  products 

lia\e  used  the  same  word  in  describ- 

ing themselves?    Certainh   for  tin-  one 

reason  alone,  the  copywriter  should 
search  for  new  words,  including  new 

adjectives  and  verbs,  each  time  he 
( omposes  a  commercial  message. 
i  Other  media  were  never  this  unjust.) 

Clever  animation  and  jingles  save  him 

temporaril)  -make  a  hero  of  him  fre- 
quentl) — but  advertising  cannot  live 
on    these   alone. 

Now  lets  consider  words  in  adver- 

tising from  a  second  viewpoint.  Lets 

compare  the  words  in  a  television  com- 
mercial with  the  words  in  a  printed 

advertisement. 

The  print  writer  gets  the  Great  Idea. 

He  expresses  himself  first  with  head- 
line, illustration  and  lav  out  and  there 

indeed  is  the  heart  of  his  ad.  If  bis 

pride  extends  l>eyond  that,  he  respects 

also  the  text-copy  to  be  filled  in  later. 
This  is  an  understandable  order  of 

work  since  an  advertisement  always 
must  command  attention  before  it  can 

expect  readership.  And.  if  he  is  un- 

tuck) enough  not  to  get  said  reader- 

ship, the  copywriter  usuallv  has  left 
.1  celling  impression  by  counting  on 

the  stopping  power  of  the  large  print 
and    the    illustration. 

Most   television  commercials,  too — 

i  speciall)  the  spot  variety — must  bid 
for  attention.  Sometimes  notablv  in 

the  cases  of  the  LO-second  LI).,  and 
even  the  20-second  chainbreak  the 

television    copy,    loo.    must    work    fa-t 

C  O  M  I  \  €w 

7    FEB.:      .Ire  tv  commercials  <;<»((i>ir/  picture-Iaxy? 

2/    IF.lt.:       Ire   tv   commercial*   «j«"i»in»j    talent-Iaxy? 
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and  leave  the  basic  theme  thought  with 
the  viewer. 

But  here  the  similarity  ends.  Con- 
sider the  commercial  of  60  seconds  or 

more,  where  the  copywriter  has  time 
to  do  some  convincing.  In  this  longer 

copy  (the  great  hulk  of  commercials 
turned  out  today)  leading  in  with  the 
basic  theme  line  is  sometimes  wise 

and  sometimes  not.  At  any  rate,  at 

the  beginning,  or  near  the  beginning, 
the  writer  must  command  attention 

with  words  other  than  a  slogan.  He 
must  interest  his  audience  with  friend- 

ly, credible  words.  What  he  is  ac- 

tually doing  is  relying  on  his  text- 
words — not  his  basic  theme  line — to 
call  for  attention.  Here  is  where  he 
dare  not  underrate  his  task.  Even 

with  sound  visual  material  to  aid  him. 

what  he  writes  will  be  heard,  and  he 

cannot  expect  to  sell  anything  when 

he  borrows  from  a  vocabulary  which 

television's  very  character  rendered 
trite  and  obsolete  as  long  as  two  or 
three  years  ago. 

Let  me  emphasize:  the  basic  theme 

line  is  no  less  important  in  tv  than  it 
is  in  print.  Television  puts  it  on  the 

spot  to  live  or  die  by  the  words  (and 
pictures)   that  surround  it. 

Obviously,  it  takes  the  proper  mix- 
ture of  words,  or  lack  of  them,  to  at- 
tain full  value  from  the  pictures  in 

television  commercials.  Too  many 

words,  too  few  words  or  just  the  wrong 
words  can  subtract  much  from  the  ef- 

fectiveness of  the  sales  story. 

One  of  the  first  sound  principles  of 
tv  commercial  writing  is  to  make  the 

words  relevant  to  the  pictures.  Every 

tv  copywriter  knows  it  is  wrong  to 
show  one  thing  and  say  another.  But 

isn't  it  surprising  how  many  writers 

ignore  the  principle?  Whenever  I'm 

guilty,  it's  usually  because  I'm  trying 
to  say  too  much.  I  have  to  put  the 

extra  words  somewhere  and  they  can 
never  seem  to  find  a  scene  that  fits 

them.  Getting  the  whole  story  in  a 

minute  may  look  nice  on  paper  but 
it  looks  and  sounds  like  nothing  when 
it  comes  out  on  the  television  screen. 

Too  many  words.  Too  many  thoughts. 

Like  the  Big  C.  says,  "It  ain't  good 

advertising." 
Conversely,  saying  too  little  (in 

words)  can  result  in  leaving  the  view- 
er confused  with  inadequate  explana- 

tion of  the  sales  story.  Ironically  it's 
too  bad  more  commercials  which  say 

too  much  don't  instead  say  too  little, 
(Please  turn  to  page  78) 

Don't  mahe  these   mistakes,   saus   Art   Bt>llaire 

Relying  on  mere  slogans 

hi  I.D.'s  and  chainbreaks,  ti 

COpj    must    work   iast   to  leave 
basic  theme  thought  with   viewer. 

Hut   tv  copy  must    use   more 
than    slogans,    especially    in 
60-second  commercials 

Putting  'idea'  above  'words' 
All  too  often,  this  is  what 

the  Big  Copywriter  tells  the 

eager  cub,  saying,   "What counts  in  this  business  is 

the  Campaign  Idea."    Result: hackneyed,   mediocre   copy 

Borrowing  print  copy 

Frequently,  copy  from  a 

print  ad  is   dropped   un- 
changed into  the  mouth  of 

the  tv  announcer   with  no 

regard  for  hoiv  it  will  go 
over   on  the   air 

Using  only  'established'  words 
With  the  tv  writer  especially, 

this  is  painfully  apparent. 
The  same  words  and  phrases 
ring  out  over  and  over 

again   on    video.    Bellaire 
lists   over  two  dozen  cliches 

the  client  bought  this  fld- 

all  ya  g^tta  &>  is  rewrite 
it  in  script  fair.  €or  TV/ 

Writing  'like  people  talk' 

This  adage  can't  be  trusted 
any  more.   Art  Bellaire  feels 

that    very   "sincere" ivords  about   a  product  from 
enthusiastic   users   will 

often   sound    the   phoniest 

Cartoons   by    Alphonse    Normandli 
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The  fullscreen  I.D. 
Over  hall    U.S.  stations  agree  to  take  new 

form  of  I.I),  which  saves  clients  nionev 

New    full-screen    ID.   Format  proposed  In    the  Station  Representatives 

Association   had  been  accepted   l>\    250  stations  at  sponsor's 
presstime.    Stations,   listed   at    right,   will   also   take  the   older 

three-quarter  screen    I.I),    sponsor   publishes  the   li>t    for  convenience  of 

those  planning  I.I),  campaigns.    It  includes  names  of 
representatives.    I.D.  rates.    The  new    I.I),  saves  advertisers  $50 

and  up  per  station  used  because  it  eliminates  need  for  imprinting 

station  call  letters  on  every  I.D.  sent  out.    SRA  told  sponsor 

one  major  client  spent  $300,000  last  year  for  I.D.  imprints 

alone.    SRA  believes  the   full-screen   format   will   lead   to 

in.  rea-ed   u-c  of  I.D.  s.  particularlv    in  daytime.    And   more  stations 

are  expected   I"  approve  the  format.    Shown   below  are  standards 

for  the  new    as   well   as  the  older  three-quarter  screen    I.D. 

These  are  |  ol [list  is  alphabetical 

K ARK-TV  Little  Rock,  Ark.—Petn  $35 

KBAK-TV  Bakersfield,  (al.— For  joe  TV  $23.50 
KBET-TV  Sacramento     Due  on  air  15  Feb. 

KBOI-TV  Meridian,  Idaho— Free  &  Peters  $75 
KBTV   Denver— Free  &  Peters  $45 
KCEN-TV    Temple,    Tex.—Hollingbery...  $20 
KCJB-TV  Minot,  V.  I). -Weed  TV  J.  $75 
KCMC-TV   Texarkana,   Tex.     Venard, 

Kinioul  &  McConnell  $20 

KCMO-TV  Kansas  Cit) — Katz ....  $75 
KCOP-TV  Los  Angeles-   Katz                     $87.50 

KCSJ-TV    Pueblo,   Colo.— Avery. -KnodeL...  $18 
KDUB-TV  Lubbock,  Tex.    Avery-Knodel  $25 
KELO-TV  Sioux  Falls,  S.D.     Raymer  $30 
KENS-TV  San    intonio—Free  &  Peters...  $55 
KERO-TV  Bakersfield.  Cal.  Avery-Knodel  $30 
KFBB-TV  Great  Fa/Is.  Mont.—Headley-Reed  $75 
KFBC-TV    Cheyenne,    Wyo.—Hollingbery  $75 
KFDA-TV  Amarillo,  Tex.— Branham—  $25 
KFDX-TV  Wichita  Falls,  Tex.—Raymer  $30 
KFIA    In,  horage,    ilaska 

Weed,   Moore  &  Lund  $75 
KFSA-TV  Fort  Smith,  Ark.     Pearson   T\  $75 
KFSD-TV  Sun   Diego— Katz...  $50 

KFXJ-TV  Grand  Junction,  Colo.  -Hoi man  $72 
KGBT-TV   Harlingen,   Tex.     H-R   TV ...  $20 
KGLO-TV  Mason  City,  Iowa— Weed  TV  $20 
KGNC-TV  Amarillo,  Tex.— Katz.-  $25 
KGUL-TV  Galveston     CBS  Spot  Sales  $75 
KGVO-TV    Missoula,    Mont.     Gill-Perna 
KHJ-TV  Los  Angeles— H-R    1 1 
KHOL-TV  Kearney,   \eb.     Meekei   Tl 
KHQ-TV  Spokane     Katz 
KIDO-TV    Boise,   Idaho    Hoag-Blair 
KIEM-TV  Eureka,  Cal.— Hoag-Blair 
KING-TV   Seattle     Blair   Tl 

KIVA-TV  )  uma,  Ariz.     If .  S.  Grant.... 
KJEO-TV    Fresno,   Cal.    Branham 

KLAS-TV  Las  Vegas— Weed  TV '._ KLZ-TV   Denver— Katz  ... 

KMBC-TV  Kansas  Cit)     Free  &  Peters... 
KMMT-TV  Austin,    Minn.— Pearson   TV. 
KNOE-TV   Monroe,  La.    H-R  TV—   _ 

$75 
$60 $75 
$50 $75 

$75 
$70 

$20 
$35 
$20 
$60 

$90 
$18 $30 

KOAM-TV   Pittsburg,   Kan.— Katz  $20 
KOAT-TV  ilbuquerque,  \  .M.-Hollingbery  $10 
KOB-TV  Albuquerque,  \.l/.  Branham-  $25 
KOIN-TV  Portland,  Ore.     (IIS  Spot  Sales     $75 
KOLN-TV  Lincoln      tvery-Knodel         _,   $25 
KOMO  Seat  tie    Hollingber)  $80 

KOMU-TV  Columbia,   Mo.  -H-R  Tl  $20 
KONA  Honolulu    Hawaii     SBC  Spot  Sales  $30 
KOTV  Tulsa.  Okla.     Petri 

KPHO-TV  Phoenh     katz 
KPIX  Sun   Francisco     Katz 
KPRC-TV  Houston     Pefrj 

$75 

$45 

$730 

$75 
$60 $75 

$250 

$35 

$87.50 

$20 

KPTV  Portland,  Ore.     \  IH    Spot  Sales 
KQTV  Fort  Dodge,  Iowa     Pearson  Tl 
KRCA  Los    tngeles     \B(    Spot  Sales 
KREM-TV  Spokane     Petrj 
KRLD-TV  Dallas     Branham 

KROC-TV  Rochester,    Minn.     Meekei 
KROD-TV  II  Paso,  Tex.     Branham  $37.50 
KRON-TV  s,m  Francisco     Free  &  Peters     $735 
KSAN-TV   San   Francisco     McGillvra  $10 
KSD-TV  St.   Louis     SB(    Spot  Sales  $100 
KSL-TV  Suit  Lake  Cit)     <  IIS  Spot  Sales        $75 
KSLA   Shreveport,   La.     Ray  met  $30 
KSV/O-TV  Lawton,  Okla      Pearson   Tl  $75 
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tions  which  told  SRA  they  would  accept  the  new  full  screen  I.D. 

letters,  includes  representative  and  Class  "A"  or  ".1.1"  one-time  I.D.  rate    i 

KTAG  Lake  (hurl,-,.  La.  Young  II  $12.50 
KTBC-TV  Austin,  Tex.—Raymer  $30 

KTIV  Sioux  City,  lowa—Hollingbery  $25 

KTLA  Hollywood— Raymer _  $115 
KTNT-TV   Tacoma—Weed   T)  $60 

KTSM-TV   El  Paso—Hollingbery...  $25 

KTTS-TV  Springfield,  Mo.— Weed  TV  $20 

KTVA  Anchorage,  Alaska — Feltis  &  Assoc.  $15 
KTVH   Hutchinson.    Kan.      HR    T)  $50 

KTVT  Salt  Lake  City     Blair  TV  $50 

KTVU  Stockton,  Cal.  Ihdlingbery ....  $37.50 

KTVW  Tacoma,  Wash. — Clark;  Christiansen; 
Barry  $42.50 

KULA-TV  Honolulu.  Hawaii— Young  TV..  $25 

KVDO-TV  Corpus  Christi.  Tex.— Young  TV  $15 

KVEC-TV  Sun  Luis  Obispo,  Cal.— Grant  .  $15 

KVOS-TV  Bellingham,  Wash.—Forjoe  TV.  $9 

KVTV  Sioux  City,  Iowa-  Katz  $30 

KWK-TV  St.  Louis,  Mo.— Katz  $100 

KWTV  Oklahoma  City,  Okla.— Avery-Knodel  $60 

KXLF-TV  Butte,  Mont.— Walker,  Pacific  $5 

KXLY-TV   Spokane,    Wash. — Avery-Knodel, 
Walker.    Pacific    ..  $40 

KZTV   Reno,   Nev.— Pearson   TV..  $22.50 

W ABC-TV  New  York,  N.Y.—Weed  TV  $350 

WABI-TV   Bangor,   Me.—Hollingbery  $25 

WABT  Birmingham— Blair  TV...  $70 

WACH-TV  Newport  News,  Va.— 
Walker  Repr   _  $72.60 

WAGA-TV  Atlanta— Katz  $68 

W AIM-TV  Anderson,  S.C.—Headley-Reed  $25 

WATE-TV    Knoxville— Avery-Knodel  $30 

WAVE-TV  Louisville    NBC  Spot  Sales  $85 

WBAP-TV  Fort  Worth— Free  &  Peters  ....  $80 

WBKB  Chicago     Blair  T)  $160 

WBNS-TV  Columbus -Blair   TV  $60 

WBRC-TV    Birmingham— Katz  ..  $64 

WBRE-TV  Wakes-Bane,  Pa.— Headley-Reed  $35 
WBTM-TV   Danville,   Va.—Gill-Perna  $15 

WBTV  Charlotte— CBS  Spot  Sales  $105 
WBTW  Florence,  S.  (..      CHS  Spot  Sales  $30 

WBZ-TV  Boston     Free  &  Peters  ...  $200 

WCAU-TV  Philadelphia— CBS  Spot  Sales  $250 
V/CCO-TV    Minneapolis.     Minn. 

Free  &  Peters  ...  $110 

WCHS-TV  Charleston,  W.  Va.—Branham  $62  50 

WCIA-TV  Champaign,  Ill.—Hollingbery  $45 

WCOS-TV   Columbia,   S.C.—Headley-Reed  $20 

WCOV-TV    Montgomery,   Ala.     Raymer  $20 
WCPO-TV  Cincinnati     Branham  $50 

WCSC-TV  Charleston— Free  &  Peters  $30 

WCSH-TV  Portland.  Me.— Weed  TV  $30 

WDAF-TV   Kansas    City — Harrington, 
Righter  &  Parsons                     $86 

WDAK-TV  Columbus,  Ga.-  Headley-Reed  $25 
WDEL-TV   Wilmington,  Del— Meeker  TV  $50 

WDSM-TV  Superior,  Wis.— Free  &  Peters  $25 
WEAU-TV   Fan   Claire,    Wis.—Hollingbery  $15 
WEEK-TV  Peoria,  III.— Headley-Reed  $40 

WEWS    (Iceland— Branham  $100 

WFAA-TV  Dallas     Petry  $80 
WFAM-TV   Lafayette,   Ind.  —Rambeau   .  $20 
WFBC-TV  Greenville.  S.  C.     11  col  T I  $50 

WFBG-TV  Altoona,  Pa.—H-R  TV  $50 
WFBM-TV  Indianapolis.  Ind.— Katz  ...  $90 
WFIE  Evansville,  Ind.     Venard,  Rintoul 

&   McConnell  $25 
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WFIL-TV  Philadelphia— Katz  $375 

WFMJ-TV  Youngstown,  Ohio— Headley-Reed  $35 
WGAL-TV  Lancaster,  Pa.— Meeker  TV  $90 

WGAN-TV  Portland.  Me,  Avery-Knodel  $25 

WGBI-TV  Scranton,  Pa.     Blair  TV ...  $30 

WGEM-TV  Quincy,  III.     Avery-Knodel  $25 

WGR-TV   Bulla! o    Headley-Reed  ..  $70 

WHAM-TV  Rochester— Hollingba  \  $40 

WHBF-TV  Rock  Island,  III.— Avery-Knodel  $70 

WHBQ-TV   Memphis  -Blair  TV..  $62.50 
WHEC-TV  Rochester— Everett-McKinney  $50 

WHEN-TV  Syracuse— Katz  $60 

WHIZ-TV  Zanesville,  Ohio— Pearson  TV...  $75 
WHO-TV  Des    Moines— Free  &  Peters  $55 

WHUM-TV   Reading,  Pa.—H-R   TV  $30 

WHYN-TV  Springfield,  Mass.— Branham  $30 
WIBW-TV  Topeka— Capper  $40 

WICC-TV  Bridgeport     Young  TV  $20 

WICU  Erie.  Pa.— Petry  ...  $70 

WILK-TV  WUkes-Barre,  Pa.— Avery-Knodel  $20 

WIN-T  Fort   Wayne,  Ind.—H-R   TV  $30 

WINK-TV  Fort  Meyers,  Fla.—Weed  TV  $75 

WIRK-TV  W.  Palm  Beach,  Fla.—Weed  TV  $75 

WIS-TV  Columbia,  S.C.—Free  &  Peters  $43.75 

WISE-TV    isheville,   N.C.— Boiling  $75 
WJAC-TV  Johnstown,  Pa.— Katz  $68 
WJAR-TV   Providence— Weed  TV  $90 

WJBF-TV  Augusta,  Ga.—Hollingbery.  $25 
WJBK-TV   Detroit— Katz  $760 

WJHL-TV  Johnson  City,  Tenn.— Pearson  TV  $25 

W JIM-TV   Lansing,   Mich.— Petry  $70 

WJNO-TV  II  .  Palm  Beach-Meeker  TV  $30 

WJTV   Jackson,   Miss.— Katz  $20 

WKBT  La  Crosse,  Wis.— Raymer  $20 

WKJG-TV  Fort  Wayne,  Ind.— Raymer  ...  $30 
WKNA-TV  Charleston.  W.  Va,  Weed  TV  $35 

WKNY-TV  Kingston,  N.  Y.— Meeker  TV  $10 
WKOW-TV  Madison     Headley-Reed  $25 

WKRC-TV  Cincinanti—Katz  $60 

WKST-TV    Xeu    Castle.   Pa.— 
Everett-McKinney  $20 

WKTV   I  tica.  N.   Y.— Cooke  $30 

WKY-TV  Oklahoma  City— Katz...  $75 

WKZO-TV  Kalamazoo.  M i,h.— Avery-Knodel  $75 
WLAC-TV    SashvUle     Katz  $50 

WLAM-TV  l.eiciston.  Me.— 
Everett-  Mi  Kinney  $  7  2 

WLBC-TV   Muncie,  Ind.— Waller  $22.50 

WLBT  Jackson,   Wiss.—Hollingber)  $20 

WLVA-TV  Lynchburg,  Va.—Hollingbery.  $25 

WLW-C  Columbus— Crosley.  Mil  Spot  Sales  $40 

WLW-D  Dayton— Crosley,  NBC  Spot  Sales  $40 

WLW-T  Cincinnati— Crosley,  NBC  Spot  Sales  $50 

WMAL-TV  Washington,  D.C.—Katz  $50 
WMAR-TV   Baltimore     Katz  $80 

WMBR-TV  Jacksonville,  Fla. 

CBS  Spot  Sales  $70 
WMBV-TV    Marinette.    Wis— Vernai d. 

Rintoul   &    McConnell  $20 

WMCT     Memphis      Branham  $62.50 

WMGT    Pittsfield    Mass.     Halle,  $20 
WMIN-TV    Minneapolis— Blair   TV  $75 
WMSL-TV   Decatur,  Ala.— Wall,  a  $20 
WMT-TV   (  eda,    Rapids      Katz  $40 
WMTV     Madison      Boiling  $20 

WMUR-TV    Manchester,  N.H.     It  colli   $18.75 

WMVT    Montpelier,  Vt.—Weed  II  $25 
WNBF-TV  Binghainton.    V    Y .—Boiling  ..  $60 

WNBK  Cleveland     V BC  Spot  Sales  ...  $185 

WNBQ  Chicago     VBt    Spot  Sales  $275 

WNET    I'm,  i.lon  e      Blair    TV  $20 

WHEX-TV    Maoai.  Ga.— Branham  ...  $75 

WNHC-TV    \cic   Haven— Katz..  $80 

WOAI-TV    San     Antonio  -Petry  $55 

WOAY-TV  Oak  Hill,  W.  Va.—Weed  TV  $35 

WOC-TV  Davenport— Free  &  Peters  $70 
WOI-TV  Ames,  Iowa— Weed  TV—  $50 

WOOD-TV   Grand   Rapids— Katz.-.  $75 

WOW-TV   Omaha— Blair   TV  $60 
WPAG-TV  Ann  Arbor,   Mich. 

Everett-McKinney  $15 

WPTZ  Philadelphia,  Pa.— Free  &  Peters  $250 

WRBL-TV  Columbus,  Ga.—Hollingbery  $25 

WRC-TV    Washington,   D.C.— 
NBC   Spot   Sales  $735 

WRCA-TV   Sew  York— NBC  Spot  Sales  $815 

WREX-TV  Rockford,  Ill.—H-R  TV  $40 

WRGB  Schenectady— NBC  Spot  Sales  $82.50 
WROW-TV  Albany     Boiling  $25 

WSAU-TV   Wausau,    Wis.— Meeker   TV .  $20 

WSAZ-TV  Huntington,    W.    Va.—Katz-  $70 

WSBA-TV   York.   Pa.— Young   TV  $20 

WSBT-TV   South   Bend— Raymer  $30 

WSEE-TV  Erie,  Pa.— Avery-Knodel  $20 

WSIX-TV  Nashville— HoUingben  $40 
WSJS-TV    Winston-Salem,  N.C. 
Headley-Reed  $45 

WSJV-TV    Elkhart,    Ind.—H-R    TV  $25 

WSLI-TV   Jackson.    Miss.— Weed   TV  $20 

WSLS-TV   Roanoke,    Va.— Avery-Knodel  $50 

WSM-TV   Nashville— Petty  $55 
WSPD-TV    Toledo— Katz  $85 

WSTV-TV  Steubenville,  Ohio      ivery-Knodel  $40 

WSUN-TV  St.   Petersburg     II  eed   Tl  $32.50 

WSVA-TV   Harrisonburg,   Va.— Pearson  Tl    $75 

WTAP  Parkersburg,  W.  Va.— For  joe  TV  $72.50 

WTCN-TV    Minneapolis— Blair   TV  $75 

WTOB-TV   Winston -Salem,  N.  C.—H-R  TV  $20 

WTOP-TV    Washington.    I).    <  . 

(  US    Spot     Sales  $'25 

WTRF-TV   Wheeling,   W.  Va.—Hollingbery     $40 

WTSK-TV    Knoxville     Pearson   TV..  $25 

WTTG   Washington,  D.  C— Blair  TV  $50 

WTTV  Bloomington.  Ind.      Meeker  TV  $75 

WTVD  Durham.  N.  C.     Headley-Reed 
WTVH-TV    Peoria.    III.     Petry 

WTVI    Belleville.    III.     Radio-TV   Repr 

WTVJ    Miami      In,     &     Peters. 

WTVN-TV   Columbus— Katz 

WTVO  Rockford,  III.     Weed  H 
WTVP    Decatur.    111.     Boiling 

$30 

$35 
$25 $90 
$40 

$50 

$30 

WTVR   Richmond.   I  a.      Blair    I  I  $70 

WUSN-TV  Charleston,  S.C.    H-R  TV,  tyers  $30 

WVEC-TV  Hamilton.  I  a.     Rambeau  $30 

WVET-TV    Rochester-    Boiling  $50 

WW J-TV    Detroit     Hollingber)  $'28 

WWLP  Springfield,    Mass.     Ho  $30 
WWOR-TV    II  or,  ester.    Mass.     Raymer  $25 

WWTV  Cadillac,   Mich.     Weed  TV  $20 
WXEL     (lei  eland      Katz  $100 

WXYZ-TV    Detroit     Blair    TV  $7  25 
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RADIO   DREW  CROWDS   TO   OPENING   OF   FOURTH    FELD    BROS.   SUPER    MUSIC   STORE.    SHOWN    ABOVE:    IRVIN    AND    ISRAEL    FELD 

The  record  stores  radio  built 
Washington.  1ft.  C  Super  Ylusie  Stores  get  ''immediate  results"  on  radio 

J  n  l')'.)')  In  in  ami  Israel  Feld  opened 
a  small  neighborhood  drug  store  in 
downtown  Washington.  D.  C.  Three 
vears  later,  the  Felds  bought  their 
first    radio   show    over   WW  DC. 

During  the  past  I  I  years  on  the  air. 

the  Felds  have  parlayed  their  one  small 

store  into  a  many-faceted,  $2  million- 
plus  operation.  Today.  Feld  enter- 

prise- include  the  original  drug  store 
which  now  sells  records  as  well  and: 

•  Three  large  record  stores,  which 

also  stock  phonographs  and  appliances 
and  double  as  ticket  agencies. 

•  A  music  and  theatrical  enterprise 
booking  entertainment  from  classical 
drama   to  spiritual  concerts. 

•  An  interest  in  a  recording  busi- 
ness. 

•  \  record  suppl)  service  for  juke- 
box operators   which  includes   records 

of    all    labels. 

To  link  its  sprawling  enterprises  i"- 
gelher,  all  Feld  operations  include  the 

word  "Super"  in  their  titles.  The  mu- 
sic stores,  for  example,  are  called  "Su- 
per Mu-ic  Stores."  The  summer  enter- 

tainment series.  "Super  Presentations." 
The  spirituals,  "Super  Spiritual  Con- 

certs.'"   And  so  on. 

The  Feld  brothers  spend  about  $65.- 

000  -or,  some  65' <  of  their  total 
budget—  for  radio  today.  More  than 
half  the  air  appropriation  goes  for 
some  eight  hours  a  week  of  varied 

music    programing    on    WW  DC.     Uso 

mi  the  schedule  are  Negro  d.j.  shows 

on  WOOK.  another  W  ashingtoa  sta- 
tion, and  community  events  programs 

on  WCAY.  Silver  Spring  Md.  Agen- 
c\    is  Azrael  Advertising.  Baltimore. 

"Radio  is  a  natural  for  our  type  of 

operation,"  In  in  Feld  told  sponsor. 
"With  a  relativel)  small  budget,  we 

get  immediate  sales  results.  And  ra- 
dio, more  than  any  other  medium,  has 

the  kind  of  flexibility  we  depend  on. 
i  Please  turn  to  page  82  I 

PROMOTION    MINDED:   WWDC    d.j.   Jon    Massey    awards    money    for    lucky    bills;    stores    gave 

away  snow   balls  in   August  to   hypo  ice   show   Felds    promoted.     Brothers   stage    concerts   as   well 

case    history 
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WKRC-TV 
316,000  watts 

on  Channel  12 

CINCINNATI,  OHIO 

WTVN-TV 
100,000  watts 

on  Channel  6        columbus,  ohio 

Don  Chapin 
Mgr.  New  York  Office, 

550  Fifth  Avenue 

Ken  Church 
National  Sales  Manager 

REPRESENTED  BY  THE  KATZ  AGENCY 
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/     A  new  syndicated  TV  series 

ne  Lockhart 

ONOR,  HOMER  BELL" 

You  feel  its  heartwarming  humanity  and  enjoy  its 

happy  twists  of  plot.  And  no  one  in  all  the  world  of 

the  theatre  so  captures  that  "feel  of  America'",  makes 
it  live  so  lovably,  so  genially,  so  memorably  as  Gene 
Lockhart. 

Through  39  half  hour  episodes,  he  lives  to  the  full 
the  home  and  professional  life  of  a  fine  engaging  man. 

And  he  creates  a  warm  response  for  your  name  and 

your  product. 

NBC  FILM  DIVISION 
SERVING   ALL  SPONSORS  .  .  .  SERVING   All  STATIONS 

30  Rockefeller  Plaza,  N.  Y.  20 

Merchandise  Mart,  Chicago,  III.  •  Sunset  &  Vine  Sts.,  Hollywood,  Calif. 

In  Canada:  RCA  Victor,  225  Mutual  St.,  Toronto;  1551  Bishop  St.,  Montreal 



Storer 

Broadcasting 

Company 

announces  tJie  appointment  of 

as  national  representative  for 

WGBS-TV 
Miami,  Florida 

NBC  for  Southeast  Florida 

* 
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♦  ♦  ♦  ♦  nation,  s 

most  oatstanainff, 

Jack  Jackson,  Director  of  Agriculture  for  KCMO  adds 
another  laurel  to  his  impressive  list  of  achievements. 
The  American  Farm  Bureau  Federation  has  named 

Jack  as  the  nation's  "Radio  Farm  Editor  doing  the 
most  outstanding  work  in  interpreting  agriculture  to 

the  American  public  in  1954  ..." 

Intelligent  handling  of  his  responsibilities  as  KCMO's  Director  of  Agriculture 
has  brought  Jack  .  .  .  and  the  station  .  .  .  national  recognition.  And  many 

important  sponsors  recognize  that  this  exceptional  quality  in  KCMO's  farm 

broadcasting  and  telecasting  under  Jack's  direction,  is  an  important  part  of 
their  selling  plans. 

To  reach  more  of  rural  Mid-America  with  the  greatest  impact,  let  an  expert  in 

the  field  tell  your  sales  story  via  KCMO-Radio  and  KCMO-Television.  Call  today 
for  further  information. 

TV-Channel  5 

Radio-810  kc. 
Affiliated  with  Meredith  Publishing  Company— Publishers  of  Better  Homes  and  Gardens. ..and  Successful  Farming 

KCMO  Broadcasting  Co.,  125  E.  31st  St.,  Kansas  City,  Mo. — The  Katz  Agency,  Rep. 
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up  ii  imp  q 
Chart  covers  half-hour  syndicated  film  pro  >i 

Top    70   shows   in    10  or  more   markets 

Period     1-7     December     19S4 

TITLE.    SYNDICATOR.    PRODUCER.    SHOW    TYPE 

I  Led  Three  Lives,      Ziv  |D) 

Liberaee,    Guild  Films  (Mu. 

Badge  714,      NBC  Film   (D) 

Mr.  District  Attorney,  Ziv  (A) 

City  Detective,   MCA,  Revue  Prod.  (D) 

Superman,    Flamingo,   R.  Maxwell    (K) 

IimiiV  Oakley,      CBS  Film,  Flying  A  (W) 

Kit*  Carson,  MCA,  Revue  Prod.  (W) 

Favorite  Story,  Ziv  (D) 

Cisco  Kid,  Ziv  (W) 

Average rating 

22.0 

20.3 

lit. 

19.7 

19.5 

I?>.  I 

17.3 

I7.I 

16.8 

16.5 

7-STAT10N 
MARKETS 

N.Y. 
L.A. 

6.7 
12.1 

kttv 

8:30pm 

4.8 7.0 

wpix 6:30pm 

kcop 

7 :30pm 

8.2 

7  7.8 

wor-tv 
9:00pm 

kttv 

7  30pm 

6.9 

77.3 

wabc-tv 
[0  30pm knxt 10:00pm 

8.7      70.5 
wplx 9:30pm 

knxt 

72.8      73.5 

m .  a  iv 
6  :00pm 

kttv 

00pm 

2.8      76.7 wabd 

8     in 

kttv 

7   mipm 

7.3        7.9 

n  n  .i  f  i 
6    in 

kttv 

;  :30pm 

5.2        7.8 

wor-tv 
9    :0pm 

kttv 

8  00pm 

9.7        9.3 

wrca-tv 

0:00pm 

kttv 

0 :30pm 

5-STA- 

TION 

MAR- 

KETS 

S.  Fran. 
78.5 

kron-tv 
28.8 

kpix 

37.8 

kpix 

22.5 

kron-tv 

I"  30pm 

75.8 

kron-tv 

10:00pm 

79.5 

kgo-tv 

6  30pm 

72.5 

kgo-tv 

6  30pm 

22.3 

kron-tv 

4  :00pm 

70.3 

77.5 

kron-tv 

5:00pm 

4-STATION    MARKETS 

Boston       Chi.        Detroit      Mlwkee.     Mols.    Seattle      Wash. 

25.0     75.9     73.5     74.0     28.5    72.3      75.8 

(vgn-tv 

9 :30pm 

tvjbk-tv 

10:30pm 

wtmj-tv 

10:30pm 

ktnt-tv 

9:30pm  1"   m 

w  re-tv 10:30pm 

75.8     72.2       8.8     37.3      76.5   22.0       8.5 
Svbz-tV 
3 :00pm 

wgn-tv 

9 :30pm 

wwj-tv 

6:30pm 

wtmj-tv 

8:00pm 

weeo-tv    klng-tv 

7:00pm    - 

wttg 

9:00pm 

75.5     75.5     79.3     72.3     24.8   28.3     20.9 

wnae-tv 
6:30pm 

wgn-tv 

-    IH1|   in 

wwj-tv 

7:0Opm 
Krcan-tv 7    im 

kstp-tv    klng-tv 

9:30pm 

wre-  tv 

-  liopm 

27.3     7  7.2     74.8     77.7     22.8   23.3      72.0 

Hiiac  tv 
10:30pm 

whkh 9:00pm 

wwj-tv 
10:30pm 

wtmj-tv 

10:30pm 
kstp-tv   klng-tv 

7:30pm 

n  iii.i!  tv 
10:00pm 

20.5 

wbz-tv 

10:30pm 

7.3 

cklw-tv 

7:00pm 

77.8    76.3 

weeo-tv    klng-tv 
]0:15pml0:00pm 

78.3     77.9     76.3 27.8     23.0 

vnac-tv 

;  :30pm 
wbkb 

5 :00pm 

vvxyz-tv 

6:30pm 

kinc-tv 

6:00pm 

UTC-tV 

7  :00pm 

79.0     79.9     74.8 77.3    22.3 

wliz   tV 

6:00pm 
whkh 
2:00pm 

wxyz-tv 

4:30pm 
n-tcn-tv 5:00pm 

klng-tv 
  im 

79.5 i.  :00pm 9.3     20.8 

wjbk-tv 

6:00pm 

wtmj-tv 

5:00pm 

26.3 

klng-tv 

6:00pm 

7.3     77.4     70.8 78.3    79.8 

wjar-tv 

10:00pm 

unhi] 

9:30pm 

wjbk-tv 

7:00pm 

weeo-tv 

9 :00pm 

king  tv 

8:0Opm 

74.3     23.5      75.0    77.8 

wxvz-tv 

6:30pm 

wtmj-tv 

5:30pm 

weeo-tv 

4:30pm 

komo-lv 

7   BOB '" 

3-STATION    M» 

Atlanta       Bait.    ■ 9.8 

wlw-a 

in  ::npni 

8.5     76.5 

wlw-a      wbal-tv 8:00pm     7:00pm 

74.8     75.3 
9  :30pm 

wbal-tv 

10:30pm 

22.3       9.8 

H  •  1 1     t  V 

wbal-tv 

10:30prr, 73.3 

wrnar-tv 

ll:00pn, 

79.8     20.3 

web  n 

7  00pm 

nbal-tv 

7:00pm 

74.3    25.5 
6:00pm 

wbal-tv 

5  30pm 

76.0     79.3 

n  En    :i 

6  :00pm 

w-mar-t 

6:00pm 

75.8 

waga-tv 

7 :00pm 

73.5    27.3 

waga-tv 

I  00pm 
wbal-tv 

7:00pm 

Paif 
rank Top    70    shows   in    4    to    9    markets 

Stories  of  the  Century,   Hollywood  Tv  (W) IH.ii 

Gene  Autry,  CBS  Film   (W) 

Tilt'   Whistler.      CBS   Film,   Joel   Malone    (M) 

The  Falcon,   NBC  Film   (D) 

18.2 

18.2 

17.3 

11.4 

kttv 

ft  00pm 

7.7 

kttv 

  pin 

8.9 
knxt 

10:30pm 

2.8 

ki>VT-tv 

7:00pm 

22.5 

kron-tv 

in  ::  Hi  .in 

76.3 78.8 

vvxyz-tv 

6 :00pm 

75.8 

klng-tv 

9:30pm 

27.8     '7.6     77.3 

vvnac  tv      ubbm      wjbk-tv 
6:30pm      5:30pm     6:00pm 

22.0 
6  :00pm 

22.8 

klng-tv 

'   pm 

5.3 

cklw-tv 

10:30pm 

78.0     77.0 

klng-tv    wtop-tv 9:00pm    10:30pm 

74.0 .1-1.  ti 

11:00pm 

V 

10 

Inner  Sanctum.      NBC  Film  (D) 15.2 
4.2       8.7 

wor-tv        kttv 9:00pm 

79.3 

kron  tv 7  00pm 

6.3 

cklw-tv 

10:30pm 

Doug.   I  (iii  Intnl.  \    Presents,      Interstate  TV  (D) 
79.9        9.9 

I  1.2 
75.5    77.5 

kstp-tv    l,i. ii   tv 

10:15pm 

Koston  Itlackie,  Zi 

[Ml 

10.8 6.5 

kttv 

8:30pm 

7.8 

kgo-tv 

73.3       9.0     70.3 

w  gn  tv 9:30pm cklw-tv    wcan-tv 7:00pm 

50, 

ktnt-tv ' 

Florlan  Zahach,     Guild  Films  (Mu) 
10.7 7.9       3.3 

WD  I X 

4.9 

wgn-tv 

9:00pm 

77.8    77.8 
weeo-tv   king  tv 
9:30pm    I 

Star   Showcase,  Tv   Progs  of  Amer,   Sovereign    (D) I0..1 6.0 

kttv 

9.4 wbbm 9:30pm 

75.5 

kstp-tv 

7.0 

tvsb  ti 

Sherlock  Holmes.  MPTv,    Shel.    Reynolds    (M) 
nil 6.4        4.4 

,n  a   tv         ktlv 10:00pm 

73.3 

WW,'     IV 

73.8 

klng-tv 

Show  typu   lymboli:    (A)    adventure;    (D)    drama;    (K)    kids:    (M)    mystery;    (Mn)    musical:    (W) 
In   four  or   mere   markets.     The 

rating   In   an  unweighted  average  of   Individual   market  ratings   listed   above.     Blan] 
t    In    this    market    1-7    December.      While    network    shows    aro    fairly 

stable    from    one    month    to   another    In    tho    markets    In    which    they    are    showvi,    this    Is 
much  lesser  extent  with  syndicated   shows.     This  should  be  borne  In   mind  when   analyzing 

trends  from  one  month   to  another  In  this  chart.    'Refers   to  last   month't   chart.     If   blai* 
was   not   rated    at   all    In    last   chart   or   wai    In    other   than    top    10.     Classification    u    to   ■ 



3- STATION    MARKETS 

Cleve.    Columbus  Phila.       St.  L. 

26.3     22.0     75.9     20.3 

wews        wbns-tv  wcau-tv     ksd-tv 
10:30pm    9:30pm    7:00pm    10:00pm 

24.0    25.0 

wbns-tv 
7:00rm 

23.3 

10:00pm 

2-STATION  MARKETS 

Birm.     Charlotte  Dayton  Now.  Or. 

27.5     49.8   28.5     42.5 

wabt         wbtv     wlilo-tv     wdButv 
9:30pm    9:30pm   9:00pm    9:30pm 

27.0 

■   i.i.i 

22.0  20.8  16.7     25.8 
wnbk  wlw-c  wcau-tv     ksd-tv 
7:00pm  7:00pm  7:00pm    8:30pm 

18.8  22.3  10.2     27.3 
wews 

10:00pm 
wlw-c 

10:30pm 
wptz 10:00pm kid  n li   I  mi 

6.2     24.3 
will   H 
7  :00pm ksd-tv 9:45pm 

24.5    25.3    22.9     78.5 
wnbk 

.,  00pm 
wbns-tv 
6:00pm 

wcau-tv 
7:00pm ksd-tv 

.:  niipm 

23.8     J5.8 
wnbk 

.:  30pm 
wtvn 

6:30pm 

J  7.8 

ksd  ti 10:30pm 

2J.8     76.3      9.9     24.3 
u-iihk 

r,  iiDpm 
wbns-tv 
6  :00pm 

wptz 
6  :00pm 

25.5 
wews 

9 :30pm 

ksd-tv 5:00pm 

27.5 
ksd  ti 9 :30pm 

75.3     75.3 
wlw-c     wcau-tv 
6:00pm    5:00pin 

28.5     48.0 
whlo-tv    wdsu-tv 
7:30pm    9:30pm 

26.8 23.5 

wlw-d 7  :00pm 

22.0     55.3   27.3     24.8 

ivbrc-tv 9:30pm wbtv 8:00pm 
Klu    .1 10:30pm wdsu  n in  :;ii|,ii, 

76.3    56.5 
wabt 
9 :30pm 

wbtv 
>     Mil,, „l 

40.3 

UtlslllV 
1   Ill 

7  7.3 

wabt 
6:00pm 

72.3 

wlw-d 

I.    IMIpnl 

20.3     27.5      9.0     23.5 
wabt 

6  :00pm 

wbtv 

1:00pm wlw-d 1:00pm wdsu-tv 12:00pm 

7  7.8 

wlw-d 6:00pm 

48.8 

wdsu-tv 

:i  :   

28.3 

ksd-tv 9:30pm 

20.5 

Uk  tv 1   inn 

70.8 

wtvn 
8:30pm 

76.3 

wcau-tv 
7:00pm 

7.5     76.8 
wews 

8:00pm 
wbns-tv 
7:0Opm 

77.8 

Uk  Iv i"   lOpni 

70.0 

wnbk 
10:30pm 

47.0 

wdsu-tv 5:30pm 

40.3 

wdsu-tv   <ii.ii, 

74.8 

wabt 
10:30pm 

42.3 

wdsu-tv 10:00pm 

79.3 

wbrc-tv 10:0Opm 

72.6 

1 :00pm 

oni  In  market  Is  Pulse's  own.     Pulse  determines  number  by  measur- 
llcn    stations    are    actually    received    by    homes    In    the    metropolitan 

■   given   market   even   though    station    Itself   may    be   outside   metro- 
W   area    of    the    maiket. 

&m& 
«8e#W888a«88KaHSS»** 

Operating  at  a  maximum  ERP  of  <\\ 

200,000  WATTS 
WKOW-TV  REACHES 

100,000  TV  -homes 
in   ten   counties  having 

more  than   $600  million   in 

retail  sales 

WKOW-TV   ON   MARCH   1 

will   raise  rates  only   25% 

BUT 

Advertisers  starting  con- 
tracts for  continuous  use  of 

WKOW-TV  will  be  protect- 
ed at  the  lower  rates  for 

one   year. 

With   complete  audience  domination 
AND   NOW 

With  greater  power 

MORE  THAN   EVER 

WKOW-TV  is  1st  in  Madison  Television. 

ftflBBoflMBMBBBflO^tV' 

CHANNEL  27  CBS  ® 
MADISON,  WISCONSIN 



PLASTIC  WRAP MOTORS.  BOATS 
- 

SPONSOR:  Dow  Chemical    AGEN<  Y.  MacManus,  John  &   Vdams 

(  x  1  •— l  I  I  i  \S1  HISTORY:  To  introduce  its  plastic  film 

wrapping  product,  Saran   II  rap,   l><>ic  purchased  several 

participations  on  kl'll  's  I  riend  of  the  Family,  a  dail) 

daytime  hall-hour  woman's  show,  \like  Davenport,  star 
oj  the  program,  offered  a  free  sample  of  Saran  Wrap  to 

all  viewers  writing  him  and  requesting  it.  After  only 

two  announcements.  1,600  written  requests  had  poured 

into   the    station.     Cost   per   participation:    $60. 

KPTV,  Portland,  Ore. PROGRAM:   Friend  of  the  Family 

STEAK  KNIVES 

SPONSOR:   Hatfidd's  Hardware AGENCY:    Direct 

CAPS  I  II  <  \-l  HISTORY:  Hatfield's  wanted  to  pro- 
mote a  special  Grand  Opening  Day  on  a  Saturday  for 

Sea  Horse  Outboard  Motors  and  General  Marine  Speed- 

liner  Boats.  They  plugged  the  event  on  their  Here's  the 
Life  program  on  KFEQ-TV,  Friday,  7:30-45  p.m.,  and 

an  additional  quarter-hour  program  the  same  evening. 

During  the  30  days  following  this  promotion.  $14,000 
in  sales  were  traced  directly  to  the  shows.    Cost:  $228. 

KFEQ-TV,  St.  Joseph,  Mo. PROGRAM:  Here's  the  Life 

FROZEN  FOOD  PLAN 

SPONSOR:   Pailia.nenl    F   I    Plan \GENCY:  Direct 

CAPS1  II  i  \s]  HISTORY:  This  company  sells  frozen 
food  plans,  delivering  a  freezer  with  food  to  customers 

on  an  installment  payment  basis.  The  firm  ran  an  an- 

nouncement campaign  on  l\  Ok) -II  at  a  cost  of  81.00(1 

per  week.  The  initial  campaign  resulted  in  40  deliveries. 

far  in  excess  of  Parliament's  expectations.  The  lead  cost 
per  delivery  was  reduced  In  $35.  The  sponsor  renewed 

for  26  weeks. 

WOKY-TV.  Milwaukee PROGRAM  :    Anninincenii  nl- 

CARS 

SPONSOR:   Macy's  Gift  Shop 
\(.l  N(A  :    Direct 

(  VPSI  I  I  <  VSB  HISTORY:  Durum  Thanksgiving  week, 

\lacy  s  bought  two  participations,  one  in  a  late  after- 

noon program  (Harry  Smith  Show),  one  in  a  late  eve- 

ning shou  (Moonlight  Playhouse),  to  advertise  a  set  oj 

steal,  knives  priced  at  $4.95.  For  purposes  of  the  live 

demonstration,  the  advertiser  left  nine  sets  at  II  SI  \-l  I  . 
The  dm  alter  the  fund  commercial,  he  came  to  the  sta- 

tion to  pick  up  the  sds.  and  found  they  had  been  sold. 

From  the  two  announcements.  Macy's  sold  over  1,300 

sets  of  steal,  I, m res  that's  $6,500  in  business  from  an 
investment   of   $75. 

\\>l  N-TV,  St.  Pelersb 
I  I 

PROGRAM:  Participations 

HOMES 

SPONSOR:  Universal  Sales  &  Service AGENCY:  Direct 

CAPSULE  I  VSE  HISTORY:        One   Sunday,   this  Meteor- 
Mercury-Lincoln  dealer  in  Calgary,  llberla.  ran  three 

shared  I.D.'s  on  C.HC.I  -II  .  The  following  Tuesday,  the 
company  reported  to  the  station  the  sale  of  a  new  Lin- 

coln which  they  attributed  directly  to  the  three  I.D.'s. 
The  announcements  appeared  in  the  afternoon  and  eve- 

ning.  Total  cost:  $69  plus  art  work.  Universal  was  so 

pleased  with  this  tv  success  that  they  have  signed  to 

sponsor  a  Sunday  evening  program,  Madison  Square 

Garden,  for  an  entire  year. 

CHCT-TV,  Calgary,   Vlberti 
PROGRAM:  Shared  I.D.'s 

SPONSOR:  Tilton   Homes  Corp.  AGENCY:    Direcl 

<   \i'-i  ii    (   VSE  HISTORY:  Ifter     the     Tilton     Homes 
Corp.  had  been  sponsoring  the  film  program,  I  \m  the 

Law,  weekly  foi  sii  weeks  on  II  RE  \  II  .  a  representative 

of  the  In  in  stated:  "Prospective  home  buyers  have  been 
arriving  at  <>tn  Rochelle  {Illinois)  offices  every  day  of 

the  week,  some  from  as  far  aivay  as  10(1  miles.  We  have 

had  such  an  outstanding  response  that  we  have  had  to 

take  on  an  additional  salesman."  Commercials  were 
delivered  ovei  live  cards  shotting  even  phase  oj  opeia- 

tion  in  the  construction  of  these  homes,  including  finished 
r  Met  ioi    and  interim    shots. 

WREX-TV,  Rockford,  III. PROGR  Wl:    I     \m   the  Law 

SPONSOR:   Pel   Milk  Co. AGENCY:  Direct 

CAPSi  l  l  I  \H  HISTORY:  Pet  Milk  had  been  sponsor- 

ing /.it's  Cisco  Kid  {lip-synchronized  in  Spanish)  in 
Puerto  Rico  foi  lour  months.  In  a  special  promotion. 

they  offered  one  autographed  photo  of  Cisco  "Duncan 

Renaldo)  <>r  one  autographed  photo  of  his  side-kick, 

Poncho  {Leo  Carillo)  in  exchange  for  two  Pet  Milk 

labels.    Each  photo  also  carried  a  greeting  iii  Spanish. 

I  p  to  15  Dei  ember.  Tel  Milk  gave  uittn  a  total  oj  07.000 

photos,  renewing  theii  initial  photo  order  seven  limes. 
Since  Puerto  Rico  boasts  only    10,000  tv  sets,  the  sponsor 

considers   the  figure  oj   (.7.11(11)  amazingly   high. 

\\K  \0  I\.    Puerto    Ri,„ 
PROGR  \M:    Cisco  Kid 



How  many  blocks?  6  or  7?  Appearances  can  be  deceiving,  but  the  good 

appearance  of  a  Precision  print  is  not  an  optical  illusion.  Immediately  apparent  are  the  results 

of  Precision-quality  processing. 

The  individual  attention  given  to  each  original  through  the  entire  operation  has  earned 

Precision  its  top  spot  in  the  film  processing  field.  Leaders  in  the  photographic  profession  know 

they  can  depend  on  Precision  for  accurate,  intelligent  handling  of  their  material.  And  constant 

research  continues  for  even  better  ivays  to  serve  your  requirements. 

In  everything  tlvere  is  one  best  ...in  film  processing,  it's  Precision. 

onuEW  ion 
FILM  LABORATORIES,  INC 

21  WEST  46TH  STREET,  NEW         YORK-         36,  N.        Y ^wp 
A  division  of  J.  A.  Maurer,  Inc. 
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COVER 

NORTH 

CAROLINA'S 
Rich,  Growing 

"GOLDEN 

TRIANGLE" 

with 

WSJS 
TELEVISION 

CHANNEL  12 

*A  24  COUNTY 
MARKET  WITH 

EFFECTIVE  BUY- 
ING INCOME  OF 

$1,543,515,000 
(Sales  Management  1954 

Survey  of  Buying  Power) 

NOW    SHOWINGI-AU    NBC    COLOR    SHOWS 

Interconnected 

Television  Affiliate 

National  Representative: 

The  Headley-Reed  Company 

{Continued  from  page  8) 

Alter  the  job  was  completed,  which  usually  meant  after 
more  takes  than  for  an  MGM  musical  and  more  editing  than 

a  Parisian  love  idyll  requires  to  get  its  seal  of  approval,  this 

comment  was  common:  "That's  as  tough  a  job  as  I've  ever 

tackled!" 
Commercials  are  our  own  private  brand  of  torture  which 

we've  brought  to  the  film-makers  on  the  coast.  By  dint  of 
hard  work,  many  mistakes,  and  using  up  more  raw  stock  than 
C.  H.  DeMille.  the  ad  business  has  now  developed  a  colon\ 

of  able  interpreters  within  a  10-mile  radius  of  the  BevcrK 

Hills  Hotel.  This,  I'd  admit,  was  tough  going  as  the  phone 
operators  in  the  hotel  can  testify. 

As  for  programing,  what  amazing  things  are  now  being 
fashioned  daily. 

Into  millions  of  homes — before  the  eyes  of  curly-haired 

youngsters  and  Bible-belted  oldsters — comes  product  as  clean 

as  the  Epworth  League's  latest  publication:  good,  fast-paced 
entertainment  providing  a  superb  climate  for  sound  advertis- 

ing .  .  .  gaiety  without  vulgarity  .  .  .  glamor  without  cleavage. 

What  wonder-  tv  has  wrought!  The  shotgun  wedding  of 
business  and  the  arts  has  turned  out  to  be  a  pretty  happy 
event  after  all.  And  it  should  continue  to  be  one,  just  so  long 
as  we  here  in  our  end  of  the  business  remember  that  the  film 

folks  we're  working  with  may  never  have  produced  a  pro- 
gram or  a  set  of  characters  who  have  to  be  welcomed  by  an 

audience  39  times  over  a  span  of  39  weeks,  or,  a  commercial 

where  package  identification  is  more  important  than  the  act- 
ing. By  careful  and  helpful  commercial  supervision,  you  can 

asMire  better  tv  copy  and  more  competent  crews  for  the  next 
job.  By  getting  them  to  thinking  about  the  wearing  qualities 

of  the  basic  situations  and  the  characterization  before  the  en- 
tire scries  of  programs  is  in  the  can.  you  ma\  never  have  to 

lace  the  oft-distressing  t\  problem  ol  wearability  or  pro- 

priety. 
Speaking  ol  propriety,  get  them  to  keep  in  mind  thai 

mother  in  the  movie  audience  will  put  up  with,  even  enjoy. 

something  she'd  never  tolerate  in  her  home  with  the  kids  sit- 
ting beside  her.  And  she'll  let  the  sponsor  know  her  dis- 

pleasure (not  merely  by  mail  but  usuall)  b\  buying  a  com- 

petitor's brand  I . 
Anticipate  your  problem-,  get  your  points  across  to  your 

cohorts  early.  Then  you'll  have  more  time  to  enjoy  yourself 
at  the  Beverlv  Hills  pool. 

•  •  • 
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People  are looking  at 

Sarra  Commercials  for 

A&P Jergens  Lotion 
Braun's  Bread Kraft 

Bromo-Quinine Lucky  Strike 
Bulova 

Cigarettes Cat-Tex Lux  Beauty  Soap 
Chase  National Lux  Liquid 

Bank Detergent 
Chrysler  Airtemp Pabst  Blue  Ribbon 
Coors  Beer Beer 
Cnnard  Steamship Pet  Milk 

Lines P.O.C.  Beer 
Helene  Curtis Ponds  Angel  Skin 
Duncan  Hines Rinso 

Cake  Mixes Ronson  Fuel 
Eastman  Kodak and  Flints 
Evinrude  Motors Stopette 
Hoffman  Mixers Jane  Wilson 
Hostess  Cup  Cakes Meat  Pies 

WiA-r- 
Specialists  in  Visual  Selling 

ISew  York:  200  E.  56th  Street 

Chicago:  16  E.  Ontario  Street 

TELEVISION  COMMERCIALS  •  PHOTOGRAPHIC   ILLUSTRATION 

24  JANUARY  1955 

MOTION   PICTURES  •  SOUND  SLIDE  FILMS 
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WCOV-TV 
Montgomery,    Alabama 

BEST  BUY  IN 

CENTRAL  ALABAMA 

NETWORKS 

CBS   PRIMARY 

ABC  —  DUMONT 

SPONSORED  FILMS 

Amos  &  Andy  —  Li  be  race 

City  Detective  Mark  Sabre  — 

Bage  714  —  Star  &  Story  —  Fol- 

low That  Man  —  Counterpoint 

Kit  Carson  —  Ramar  of  Jungle 

I   Am  The  Law 

EXPERIENCE 

We've  been  operating  for  21 
months  and  boast  one  of  the 

finest  physical  television  plants 

in  the  nation.  We  have  ex- 

perienced personnel  in  every 

department  to  assure  top  pro- 
duction. 

ASK  ANY  RAYMER 

OFFICE  FOR  DETAILS 

New  developments  on  SPONSOR  stories 

See:  "12  fallacies  about  nighttime  radio" 

Issue:  10  August  1953.  page  30 

Subject:   Size   and   characteristics   of    the   «-\«-- ning    radio    audience 

IIh-  nighttime  radio  audience  i-  big:  Vboul  l<>ur  out  of  every  lti 
homes  and  one  person  out  of  every  three  listens  to  the  radio  during 

the  average  evening.  These  and  other  facts  were  brought  out  in 

recently-released  excerpts  of  an  NBC-Starch  study  on  "The  Charac- 

teristics  &    Possessions    of   Evening    Radio   Listening    Household-." 
On  the  average  evening,  radio  is  listened  to  b)  56.250,000  people 

in  10.704.000  households,  the  Starch  report  finds.  Based  on  47.5 
million  as  the  total  number  of  U.S.  households,  this  means  radio 

reaches  slightly  more  419r  of  all  U.S.  homes  during  the  average 

evening.  The  report  states  thai  11,850,000  households  listen  two 
hours  or  more. 

The  Starch  survey  was  made  between  \o\ember  1953  and  April 

L954.  Complete  results  of  the  study,  based  on  a  national  probabi!it\ 

sample  of  16.000  people  in  13,000  households,  are  now  being  com- 

piled and  interpreted  by  the  NBC  research  department. 

The  first  excerpts  of  the  report  highlights  of  which  are  included 

here  were  recenth  released  l>>  account  supervisors  and  othei  BBDO 

executives  as  a  follow-up  to  the  agency's  symposium  on  radio  late 

last  year.  (The  symposium  was  held  to  "re-acquaint"  agency  ac- 
count people  with  radio  and  was  based  on  presentations  by  the  four 

major  networks,  i 

The  report  comes  up  with  one  set  of  figure-  that  might  point  to  a 

trend.  These  figures  seem  to  indicate  that  the  longer  a  fainib  owns 

a  t\  set.  the  more  apt  it  is  to  listen  to  radio  in  the  evening.  Of  the 

families  who  owned  a  tv  set  one  year  or  less,  15.9%  listen  to  radio 

on  an  average  evening;  of  those  who  have  owned  1\  sets  two  \ears. 

17.0' ,  listen  to  evening  radio;  of  those  who  have  owned  tv  three 

years.  10.1',  listen  to  evening  radio;  four  years,  22.4',.  and  five 

years  or  more,  26.6' ,  . 

To  show  that  the  radio  audience  is  made  up  of  "typical"  U.S. 
households.  Starch-NBC  list  various  characteristics  of  all  U.S.  house- 

holds compared  with  those  households  in  which  there  is  evening 

radio  listening.  Take  household  si/e.  for  example.  Of  all  U.S. 

households.  21.7'  ,  have  three  members.  Of  all  households  in  which 

radio  is  listened  to.  21.7' <  have  three  members.  Some  30',  of  all 

I  .S.  households  have  two  members;  31',  of  household-  in  which 

evening  radio  is  heard  consist  of  tw:o  members. 

Kvening  radio  listeners  have  had  the  same  amount  of  education 

laclualb  a  slight  bit  morel  than  "average  I  .S."  citizens.  And  the 
age  id  evening  radio  listeners  in  each  age  categor\  i-a\  from  2d 

in  35  years)  is  nearl)  the  same  (10.3',  i  as  the  percentage  of  the 

total  I  .S.  population  falling  into  that  age  category    i21.1',  i. 

Another  survey,  made  for  ABC  Radio  by  Stewart.  Dougall  & 

\-sociales  I ii<-..  make-  a  strong  case  for  radio,  but  in  a  different 
direction.  ABC  wanted  to  disprove  the  theorj  held  b)  some  media 

men  thai  maga/inc  ad\eiti-emenls  made  a  stronger  impression  on  a 

potential  customer  than  radio  commercials.  There  were  1.000  cases 
studied  iimlei  controlled  conditions  which  eliminated  the  effect  of 

an)  influences  outside  printed  (eye)  vs.  spoken  (eai  I  media.  Copy, 

brand  name  and  order  of  presentation  were  rotated  to  eliminate  the 

ellc<  t  ol  anj  "I  these  influences. 

Findings:  l<>'<  of  the  respondents  chose  the  brand  they  heard 

about  on  radio;  15',  chose  the  brand  the)  had  seen  in  the  maga- 
zine ad.    Nine  percent  <d  the  respondents  had  no  choice.  *  *  + 
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Red  lines  show  the  50.000  channel  miles  of  the  television  network  which  can  carry  color  programs 

Color  Television  Network 

now  reaches  109  cities 

[954  was  a  big  and  busy  year  for  color.  Since 
the  FCC  approved  the  compatible  system  in 

December  1953,  50,000  channel  miles  of  the 

Bell  System  television  network  have  been  spe- 
cially adapted  to  carry  color  programs  to  150 

stations  in  109  cities. 

In  addition  to  the  big  job  of  color  conver- 
sion, the  Bell  System  has  also  added  [8,000 

channel  miles  to  the  nationwide   1  Y  network. 

Conversion  of  the  television  network  to 

transmit  color  is  an  exacting  and  expensive  job. 

New  equipment  must  he  added  and  hundreds 
of  technicians  must  he  trained  in  the  complex 

color  techniques  in  order  to  maintain  and 
adjust  this  equipment  to  exad  standards. 

Plans  for  1955  call  lor  continued  expansion 

of  the  television  network — to  keep  pace  with 

the  industry's  expanding  needs. 

BELL    TELEPHONE     SYSTEM 
PROVIDING   TRANSMISSION   CHANNELS    FOR   INTERCITY   TELEVISION    TODAY  AND    TOMORROW 
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[Continued  from  page  32) 

a>  ol  that  day  he  is  going  on  a  reducing  program.  Each 
succeeding  Saturday  he  plans  to  weigh  himself  again.  When 
he  ha>  Hicceeded  in  dropping  75  pounds,  and  has  reached 

the  sylphlike  190-pound  figure,  he  will  reveal  what  magic 
product  has  enabled  him  to  accomplish  this  melting  miracle. 

and  it  will  he  offered  for  public  sale.  Jackie,  it  goes  without 
saying,  owns  this  product. 

Reporter  Bacon's  story  said  nothing  about  the  attitude  of 

Nescafe  or  Schick,  Jackie's  present  sponsors,  toward  this 
new  project.  But  for  the  purposes  of  this  piece,  that  is  a  little 

beside  the  point.  If  the  chubby  comic's  reducing  stunt  comes 
off  as  planned,  there  is  little  doubt  it  will  be  one  of  the  most 

effective  pieces  of  tv  salesmanship  ever  devised. 

What  it  may  lead  to  one  trembles  to  contemplate.  Certain- 
ly some  enterprising  producer  of  a  reducing  aid  should  im- 

mediately sign  someone  like  Jack  E.  Leonard,  who  is  a  good 

comic,  and  weighs  even  more  than  Gleason.  And  any  num- 
ber of  advertisers  selling  beauty  products,  should  seriously 

consider  hiring  a  skinny,  ugly  young  lady  around  whom  to 
build  a  show.  Can  you  imagine  the  public  demand  for  the 

product,  when  at  the  end  of  the  13-week  cycle  this  ugly  duck- 
ling blossoms  into  a  Gina  Lollobrigida? 

Wheaties  may  be  able  to  arrange  a  deal  with  a  .200  hitter 
(as  of  the  time  he  makes  his  debut  on  the  program),  who 
after  a  couple  of  months  of  eating  the  product  on  the  show, 
is  hitting  around  four  hundred,  and  leading  the  league  in 
RBFs  and  home  runs. 

And  envision  the  audience  impact  of  a  show  sponsored 

by  that  Wall  Street  stock  brokerage  firm,  wherein  the-  star 
purchases  a  hundred  dollars  worth  of  stock  on  the  first  show, 
and  after  26  stanzas  has  parlayed  same  into  a  neat  nest  egg 
of  a  million  dollars. 

The  possibilities  are  endless,  and  a  large  comedian  shall 

have  led  the  way.  Advertisers,  agencies,  the  time  has  obvi- 

ously come  to  re-evaluate  and  re-appraise  your  whole  ap- 
proach to  selling  through  television.  This  is  the  kind  of 

thing  that  will  happen  increasingly  when  showbusiness  and 

showmen  begin  running  rampant  in  merchandising.       *  *  * 

Letters  to  Joe  Csirfn  are  welcomed 

Do  you  always  agree  ivith  the  opinions  foe  Csida  expresses 

in  "Sponsor  Backstage?"  Joe  and  the  editors  of  SPONSOR 
would  be  happy  to  receive  and  print  comments  from  readers. 
Address  Joe  Csida.  c^o  sponsor.  40  E.  49  5/. 

WTHI-TV    Channel    10 

is     the     ONLY     station 

with  complete  coverage 

of  the  Greater 

Wabash  Valley 

•  One  of  the  Mid-west's 
most  prosperous  indus- trial and  agricultural 
markets 

•  $714,500,000    Retail 

Sales   in   year  '53-'54 •  Blanketed  ONLY  by 

WTHI-TV's  316,000 
watt    signal 

•  227,000   Homes 

(147,000  TV  homes) 

118,000 
UNDUPLICATED 

WTHI-CBS 

TV  HOMES! 

WTHI-TV 
CHANNEL  10 

TERRE  HAUTE,  IND. 

316,000   Watts 

Represented    nationally 

by: The  Boiling  Co. 
New  York  *  Chicago 
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JEAN  CARROLL 

Timebuyer 

Sullivan, 

Stauffer, 

-V"*. 

Check  the  latest  Hart- 

'  '  ford-New  Haven  rat- 

ings and  you  will  find 

WNHC-TVisthemost- 

looked-at  TV  station 

in  the  state.  I  have 

seen  the  excellent  re- 

sults of  a  spot  cam- 

paign on  Channel  8. 

There  is  no  guesswork 

...WNHC-TVhasthe 

buying  audience. 

899,957  TV 
FAMILIES 

3,484,400  POP. 

$6  BILLION  MARKET 

ASK  YOUR  KATZ  MAN 

HARTFORD-NEW  HAVEN 

Gardner's  "Chick"    Martini,   flanked    by   Elsa    Maxwell   and   Gloria    Swanson,   in    line 

of  duty 

agency  profile Roland    Vfcirtfiiii 

V.p.,    Radio-Tv    Director 
Gardner    Advertising    Co.,    New   York 

Every  business  has  its  individualists,  and  Roland  "'Chick"  Martini 
is  a  member  of  that  select  band  among  radio-tv  admen.  Not  only 
is  he  sufficiently  unimpressed  In  conventional  taboos  to  come  up 
with  new  talent  i  from  Vic  Damone  for  Ralston  in  1947  to  George 

Gobel  for  Pet  Milk  in  1954)  and  new  production  values:  but — 

adding  insult  to  injury — he's  a  non-conformist  as  well.  In  the 
midst  of  clean-shaven.  Brooks-suited  Madi-un  \venue.  Martini 

wears    a    mustache    and    double-breasted,    pin-stripe    suits. 

"Ma\be  that's  because  f  was  a  writer."  Martini  reflected.  In  the 

192()'s.  Martini  unite  adventure  and  m\ster\  stories  for  pulp  maga- 

zines, as  well  as  articles  for  H.  L.  Mencken's  American    Mercury. 
He  likes  to  remember  those  days  and  the  life  in  Greenwich  Vil- 

lage where  a  pretty  date  at  parties  wasn't  safe  once  I  homas  Wolfe 
arrived.  He  recalls  a  certain  spirit  of  intensit)  and  dedication  that 

"•jut   lost  somewhere  on  the  wa\    uptown." 
I  ptown,  Martini  wrote  radio  scripts  for  Frank  Hummert  radio 

scripts  by  the  dozen,  script  after  script,  from  9:00  a.m.  to  5:00  p.m.. 
at  a  frantic  rate  of  18  or  20  a  week.  Scripts  for  Orphan  Annie. 

Skippy,  Penrod  and  Sam.  Good  script-  and  bad  scripts,  but,  above 
all,  man)   scripts. 

"Our  main  handicap  in  those  days  was  the  Fact  that  most  of  us 

typed  with  two  ringers,"  add.-  Martini.    "This  -lowed  production." 
The  difference  between  radio  and  t\  writing,  remarks  Martini,  i- 

al  leasl  parti)  mathematical.  "In  radio,  one  man  wrote  20  scripts 
a  week.    In  t\.  il   lake-  20  men  to  write  one 

Mr  points  to  George  Gobel  as  a  comedian  who  -ticks  to  his  ma- 

terial.  "He  rarely  ad  libs.    In  fact,  he's  ver)   precise." 
Pel  Milk  sponsors  The  George  Gohel  Slum.  NBC  TV,  Satiinla\-. 

L0:00-10:30  p.m.,  alternatel)  with  Vrmour  Co.  Some  $5  to  s<>  mil- 

Lion  in  radio-tA  billings  came  through  Gardner  Advertising's  New 
N  ork  office  in  1951.  It's  Martini's  job  to  supervise  network  shows 
originating  out  oi  New  York  and  Hollywood.  He  usuall)  spends  two 
miiiiili-  a  year  on  the  \\  esl  <  loast. 

When-  would  he  be  if  he  weren't  an  adman/ 

""( )n  the  beach  of  Majorca."  *  *  • 
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C  d  autftvir 

and  we'll  tell  you  about 
Country   Music   in   Indiana 

Call  it  hill-billy  or  call  it  folk  music.     Call  it  country  music.     Call 

it  what  you  will.    Here  at  WFBM  (Radio  and  TV)  we  call  it 

excellent  for  producing  audiences.* 

This  is  Charley  Gore. These  are  Herb  anil 

Kay  Adams. 

These  are  The  Rangers. 

24  JANUARY   1955 

Indiana  Hoedown, 

featuring  Gore.  Herb  &  Kay.  and  The  Rangers, 

is  on  WFBM-TV  from  10:30  to  11:00  every 

Monday  evening,  and  10:00  to  10:30 
Saturday  evening. 

The  Herb  &  Kay  Show 

is  on  WFBM-Radio  daily  at 
11:05-15  AM. 

The  Charley  Gore  Show. 

witli  The  Rangers,  is  on  WFBM-Radio 

daily  at  5:30-45  PM. 

Hoosier  Farm  Circle, 

Indiana's  oldest  farm  program,  features 
the  entire  group  for  a  half  hour  daily  on 
WFBM-Radio  at  12:30  PM. 

Participations  or  entire  sponsorships  are  available, 

subject  to  prior  sale.    Check  the 

Katz  Agency  or  the  stations. 

•  Ihilti   upan    request 

WFBM    AM&TV 
INDIANAPOLIS 

Represented  Nationally  /<>  the  Kuiz  Agency 

Affiliated   with  WEOA,   Evansville;   WFDF,    Flint;   WOOD   AM   &   TV,   Grand    Rapids 
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a  forum  on  questions  of  current  interest 

to  air  advertisers  and  their  agencies 

How   ran    sponsors  protect    tiyttinst    right    of*    privueg 

ciiicf  ttei'innution  suits  arising  out  of  their  tr  shows? 

THE  PICKED  PANEL  ANSWERS 

GET  RESPONSIBLE  PRODUCER 

By  Fred  Coe 
Producer.  NBC  TV.  New  York 

S  p  o  11  s  (i  r  s  a  n  (I 

agencies  must 

take  the  respon- 

sibilit)  of  seeing 

to  it  that  they  are 

linked  in  with  re- 

sponsible produc- 
ers who  in  turn. 

will  bring  to 

their  shows  re- 

sponsible writers. 

It  is  up  to  the  producer  to  be  very 

alert  in  reading  and  producing  scripts. 

c-pr<  iall\  those  submitted  b\  authors 
who  are  not  familiar  to  him.  One 

young  writer,  ju-l  beginning  his  ca- 
reer, submitted  a  script  to  us:  we 

liked  it  and  produced  it.  We  later 

found  out  that  he  had  used  name-  mil 

actual  situations  taken  from  the  small 

town  where  he  lived.  There  was.  in 

consequent  e,  an  embai  rassing  legal 
suit  facing  the  producing  organization. 

So  thai  one  rule  for  a  produ  ei 

might  be:  know  your  writer  well  and 
make  sure  he  understands  the  law  him- 

self.  I  i  ue.  writers  must  write  from 

linn  own  experience.  But  for  protec- 

tee purposes  they  should  be  encour- 

aged i"  cove]  up  the  original  sources 

as  much  as  possible — change  the  lo- 
(  ale,  names  and  situations  to  help  in 
the   <  .inio ullage. 

Ii  i-  possible  that  a  writer  may 
really  feel  that  he  has  dreamt  up  a 

trul)  fictional  character  or  situation, 

u  hi  reas  he  has  subconscious!)  based 

his  thinking  on  verj  real  life.  In  this 

way,   resemblances  may  also  result   in 

trouble.  \\  bile  producing  one  show 
that  had  a  direct  criticism  of  the  comic 

bonk  business,  I  worked  with  a  writer 

who  was  an  e\-artist  and  was  quite 
familiar  with  the  <  tunic  field.  In  our 

formulation  of  the  show,  we  somehow 

subconsciously  began  to  build  around 

a  certain  person  in  the  comic  book 

industn  who  had  become  quite  la- 
mous.  His  name  did  not  once  occur 

to  us  during  the  whole  proceeding — 

we  were  sure  we  were  building  a  fic- 
tional character.  But  sure  enough, 

cfter  the  show,  this  man  brought  suit 

lit  was.  fortunately,  settled  out  of court) . 

\\  ith  respect  to  documentary  shows, 

of  which  we've  done  many,  it  is  im- 
portant to  check  each  and  every  or- 

ganization and  individual  involved  and 

get  the  proper  release  papers  from  all 

Who  wants  a   libel  suit? 

Recently,  a  $1,000,000  libel 

suit  was  filed  against  CBS  TV 
and  Westinghouse  over  a  plaj 

which  appeared  on  Studio 

<hn-.  The  plaintill  claims 
thai  lie  was  one  of  the  chief 

characters  portrayed  in  the 

plaj  and  thai  it  was  plainlv 
implied  that  he  was  the  slayer 

of  a  certain  politician  (who-,' 
real-life  murder  is  as  yet  un- 

solved l . 

This  i-  a  l\  pe  of  jam  that 

no  -pon-oi  well  miles.  <  ,111 

precautions  be  taken  to  a\  oid 
or  at  lea-t  reduce  the  risk  of 

legal  tangles?  I!ead  what 

SPONSOR'S  picked — and  knowl- 
edgeable    panel    suggests. 

ol  them.  For  example,  when  we  did 

the  documentary  drama  on  Gold- 
berger,  the  man  who  discovered  a  cure 

for  pellagra,  it  was  necessar\  for  us 

to  contact  people  scattered  all  over  the 

world  and  wait  to  get  verification.  \\  e 

-pent  three  months  doing  this  check- 

ing. All  of  our  productions  need  and 
net  the  same  thorough  treatment. 

USE  TIGHT  CHECK  SYSTEM 

By   Cecilia    M.    Mulrooney 

Assistant   to   th*>   Business   Manager 
Benton  &  Bowles,  Inc.,  N.  Y. 

In  order  to  pro- 
tect our  clients 

a  n  d  ourselves 

I  iom  suits  of  this 

nature  we  have 
set  up  a  system 

ol  checking  with- in our  television 

operation.  Pro- ducers, directors, 

writers,  account  executives  and  any- 
one connected  with  the  planning  and 

production  of  a  television  program, 

are  made  aware  of  the  legal  pitfalls 

involved  in  using  actual  people,  their 
names,  photographs  or  biographical 

material  in  connection  with  a  program. 

and  any  such  uses  are  cleared  with  the 

T\  Business  Department.  Ibis  depart- 
ment i-  responsible  for  setting  up  the 

necessary  legal  safeguards  and  in  so 
doing  works  \er\  closely  with  the 

agency's  legal  advisors. 
\n\  proposed  use  ol  people,  name-. 

etc.,  is  checked  with  our  legal  counsel 

to  ascertain  i  I  i  the  legal  risks  in- 
volved and  (2)  what  can  be  done  to 

give  the  Agency  and  the  client  the 

greatest       possible      legal      protection 
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through  methods  of  procedure,  secur- 
ing of  releases,  etc. 

To  reduce  risks  to  a  minimum  we 

have  set  up  certain  standard  proce- 
dures.  For  instance,  one  area  where 

there  is  a  definite  possibility  of  inva- 
sion of  privacy  is  in  the  use  of  names 

for  fictional  characters  in  programs. 

To  protect  against  this  we  obtain  re- 
leases from  various  people  for  the  use 

of  their  names  in  this  connection.  A 
list  of  these  released  names  is  then 

supplied  to  the  writers  of  our  pro- 
grams and  they  are  reque-ted  to  draw 

their  character  names  from  this.  In 

the  event  a  writer  "dreams  ii|>  a  name 
for  a  special  character,  we  then  search 

for  a  person  who  legal  Is  hears  that 
name  and  obtain  a  clearance  from  him. 

Precautions  must  also  he  taken  in 

connection  with  audience  participation 

in  l\  programs.  One  of  the  programs 

we  produce  for  a  major  client  features 
human  interest  stories  about  people 
who  actually  appear  on  the  program. 
\\  e  have  a  special  office  staff  for  this 

program  which  devotes  itself  to  inter- 
viewing these  people,  checking  their 

stories  for  authenticity,  obtaining  re- 
leases from  participants  as  well  as  peo- 

ple  referred   to  on   the   program. 

MAKE  CHARACTER  COMPLETE 

By  David  M.  Salinger 

Legal  Counsel   to  a    variety   of   interests 
in   advertising,    radio    ami    tv 

Solinger  &  Cordon.   ,\.    V. 

If  you  had  been 
a  male  house- 

holder in  the  Los 

Angeles  area  five 
or  si\  years  ago, 

you  might  have 
received  a  pink 

envelope  a  d  - 
dressed  in  a  deli- 

cate feminine 

hand.  On  opening  it,  you  would  have 

found  a  letter  reading:  "Dearest: 

Don't  breathe  it  to  a  soul,  but  I'm 
back  in  Los  Angeles  and  more  curious 

than  ever  to  see  you.  Remember  how 

I  cut  up  about  a  \ear  ago?  Well.  I'm 
raring  to  go  again,  and  believe  me  I'm 
in  the  mood  for  fun.  Let's  renew  our 
acquaintanceship  and  1  promise  you 

an  evening  you  won'l  forget.  Meet  me 
in  front  of  Warners  Downtown  The- 

atre at  7th  and  Hill  on  Thursday.  Just 
look  for  a  girl  with  a  gleam  in  her 

eye,  a  smile  on  her  lips  and  mischief 

I  Please  turn  to  pa  lie   LOO) 

ALWAYS 

A  JUMP 

AHEAD 

KSL-T  V's  merchandising  service  puts 

more  cash  in  any  advertiser's  pocket. 
Every  effort  is  made  to  let  everyone 

know  what's  doing  advertising- 
wise,  and  our  Personalized 

Service  insures  full  cooperation 
between  local  distributors 

and  retailers. 

What's  more,  letters  in  the 

KSL-TV  files  prove  that  out- 
merchandising  activity  forces 

distribution  in  the  Intermountain 
area.  For  more  information, 

call  CBS  Television 

Spot  Sales,  or 

KSL-TV 
SALT  LAKE  CITY 

Serving  39  Counties  in  Four  Western  States 
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Department  store  culls  color  iv  sponsorship  suit's  success 

"We  are  delighted  with  the  sales 
results.  .  .  ."  That's  how  Bill  Hail, 
advertising  manager  ol  the  White 

House,  San  Francisco  departmenl 

store,  described  the  results  <>!  a  pre- 
Christmas    television    campaign. 

The  store  sponsored  twice-weekl) 

Santa'*  11  Orkshop  on  KRON-TV,  tele- 
.  .1-1  in  coloi  said  i<>  In-  the  firs!  local 
cold  tv  show  on  the  West  Coast  ami 

the  first  color  tv  program  anywhere 

sponsored  In  a  department  store.  For- 
mal of  the  show  consisted  ol  Santa 

(Ian-  (played  l>\  Gerrj  Walter)  dem- 

onstrating and  displaying  a  wide  va- 

in l\  of  to\s  in  hi-  North  I'ole  work- 

shop. In  addition  to  toys,  the  commer- 

■  i.il-  plugged  from  50  to  75  other 
items  of  general  merchandise. 

Ad  manager  Hart,  he-ides  bring  de- 

lighted with  the  sales  results,  said  the 

store    was    "extremely    proud    to   have 

been  the  count]  y's  hi-i  depai  tment 
-inn-  io  sponsoi  a  color  t\  show.  This 
\ear  we  have  enjoved  the  most  -uc- 
cessful  ln\  -c.i-on  we  ve  seen  for  main 

years,  contrary  to  the  experience  of 

other  retailer-  in  this  area.""  Hart  said 
that  as  a  direct  result  of  the  show  S 

commercials,  more  than  lo.omi  piece:- 
of  mail  were  received  from  children. 

\ll  the  letter-  were  answered,  he  said. 

"There's  no  doubt  in  ni\  mind  that 

coloi  t\  will  he  an  important  sales  tool 

for  departmenl  stores  in  coming  years. 
1  feel  certain  thai  lhe\  will  become 

among    the   biggest    users   of   television 
a-  -non  as  the  commercial  application 

of  color  emerges  from  its  initial  ex- 

perimental stage.  And  that  should  be 

pretty  soon." Agency  for  the  store's  television  a<  - 
tivitv  is  Bernard  1'.  Schnit/.er.  Inc., 

San   Francisco.  *   *  * 

WOWO-Fah  campaign  provides  1. 100  (foils-  lor  needy  girls 

\  public  service  campaign  designed 
to  give  doll-  to  little  girls  in  hospitals 

and  orphanages  resulted  in  tangible 

good  will  toward  the  co-sponsors 

WOWO,  Fori  Wayne,  hi. I.,  and  Col- 

gate-Palmolive Co. 

The  Christina-  project  worked  like 

this:  \  lew  week-  before  Christmas 

\\  (  t\\  (  >  gave  brief  announcement-  ask- 

ing  listeners  to  send  in  Fab  boxtops. 

I  he  boxtops,  said  \\  <  »\\  < ».  would  be 

used  h\  the  station  to  "bin""  dolls  for 
need)  children  i  two  giant  or  four  large 

tops  "bought"  one  doll  l.  Displays  in 
more  than  LOO  grocer)  stoic-  also  told 

the  story  of  the  W0W0-C-P  "Opera- 

lion  Dolly." 
I  isteners  contributed  more  than 

1.000  Fab  boxtops  and  more  than 

1,100  dolls  were  donated  b)  <  !-P  in  re- 

turn for  the  tops.  On  each  box  was 

the  message,  "I  rom  the  friend-  of 

\\  I  )\\0." 
In  addition  to  the  public  service,  the 

project  moved  merchandise.  Without 

so    nun  h    .i-    ,i    single    c   menial    on 

Circus  acts   booking  ayeney 

finds  tv  helps  business 

I  clc\  i-ion  has  Inn  t  his  motion  pic- 

ture business,  report-  George  \. 

Ham  id.  but  it's  been  a  boon  to  circus 
and  amusement  a<  i-. 

Hamid  own-  a  chain  of  South  Jerse) 

motion  picture  theatres.  He's  also  the 
operator  of  one  of  the  largest  booking 

agencies  for  circus  acts. 
I\  has  helped  his  hooking  agenc)  in 

two  ways,  -a\s  Hamid.  First,  once  hi? 

acts  go  on  television  they  become  so 

well  known  and  popular  that  then 

price  goes  up.  SecondK.  he  says,  that 
main  fairs  and  amusements  parks  now 

are  booking  acts  through  him  sight  un- 

seen.  "  Ml  the)  seem  to  care  about,"  he 
asserts,  "is  that  the  acts  have  television 

credits." 

Because  of  t\.  Hamid  said,  circus 

performers  now  are  being  accorded  the 

same  popularity  that  stage  and  screen 

-tars  enjoy.  Hamid  believes  that  t\ 

w  ill  bring  out  a  new  crop  of  circus  and 

novelty  talent. 
"Animal  acts  —  so  far  —  appear  to 

have  gone  over  best  on  television." 
Hamid  has  found.  "And  almost  an\ 
skill  act  will  he  successful  on  tv.  How- 

ever, we've  found  that  some  of  our 
coined)  acts,  for  some  reason,  can  fall 

absolutely  flat.  Strangely  enough,  we 

find  that  a  small,  unknown  act  will  go 

over  bigger  with  tv  audiences  than  a 

well  known  standard  circus  act."  *  *  * 

WOWO  staffers  help  deliver  needy  girls'  dolls 

Fab,  C-P  reports  that  there  was  a  no- 
ticeable increase  in  December  sales  in 

the  area. 

In  the  picture.  Carl  Vandagrift  il.  i. 

WOWO  manager,  and  Hilda  Woehr- 

iiicmi  i  r.  I .  WOWO  promotion  man- 

ager, assist  in  holding  open  studio 

doors  as  girls  of  the  station  staff  carry 

boxes  of  dolls  to  cars.  WOWO  extvu- 
li\es  delivered  the  dolls  in  their  own 

cars  to  necd\  girls  within  a  100-mile 

radius  of  the  station.  *  •  * 

Empluytnent   agency  happy 

n-ii/i  radio  'help  iniiucd"  ads 

The  classified  page-  of  newspapers 

are  becoming  vulnerable  to  competi- 

tion   from   radio. 

One  of  the  latest  of  a  growing  num- 

ber of  programs  based  on  the  classified 

page-  format  is  aired  by  W  Hl.l.  Hemp- 

-tead,  New  York.  Since  September 

1954  Kennedy  Emplo)  inent  \geno 

and  Tops  Temporary  Personnel  have 

been  running  "help  wanted"  and  "sit- 
uation wanted"  announcements  on  the 

station. 

Kenned)  and  Tops  Temporal)  Per- 

sonnel share  sponsorship  of  five-min- 
ute  news   broadcasts   aired    three   times 

weekK  at   1:30  p.m.   The  approximate 

co-t   is  $18  a   program   and   is  the  first 
radio  expenditure  In   the  companies. 

"1  didn't  expect   an)    immediate  re- 

action to  in)    radio  advertising,"  Wil- 
liam Kenned),   president  of  both  per- 

i  Please  turn  page  I 
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y  When  You  Know  Ho 

^aditx  cued 

STATIONS 

KANSAS  CITY:  KCMO  Radio  &  KCMO-TV  „.„»„ 

SYRACUSE:  WHEN  Radio &WHEN-TV  hh(r, 

PHOENIX:  KPHO  Radio  &  KPHO-TV  ̂ ^ 
OMAHA: 
ah^whh  Betier  Homes  ̂  

WOW  Radio  &  WOW -TV  JMM  <- 

s . -  ■*•■  -      • 

and  Garden; 
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sonnel  agencies,  told  sponsor.  "Hut 
within  the  first  week  we  had  three  pros- 
|)ecti\e  clients  and  more  than  a  dozen 

applicants  for  positions.  After  six 
wicks  the  WHLI  broadcasts  brought  in 

more  than  50  new  clients  and  appli- 
cants from  various  parts  of  Long  Is- 

land." He  said  that  prospective  client- 
are  improsed  with  the  agency  because 
ill  its  use  of  radio  in  addition  to  news- 

paper advertising.  *  *  * 

Briefly  .  .  . 

Pointing  out  Broadcast  Advertising 

Bureaus  change  in  name  t<>  Ratlin  \<1- 
vertising  Bureau  is  Miss  Radio  for 

1955.  According  to  Miss  Radio,  who 

apparent!)  had  a  peek  at  the  member- 
ship files   (whirl)   i-  only   fair  since  the 

y^reeti 
inaS 

from  the  gang  at 

KGVO 
CBS 

RADIO 

and 

KGVO-TV 
1955   will   be    MORE 

prosperous   with    a 

1-2  sales  punch 
n      WESTERN     MONTANA 

GILL-PERNA,  ,tpi 

MISSOULA,  MONTANA 

WHBF 
ROCK   ISLAND,  ILL. 

CBS  FOR  THE  QUAD-CITIES 

is  favored  by  location 

in  a  4-city  metropol- 
itan area,  surrounded 

by  10  of  the  most  pro- 
ductive rural  counties 

in  the  nation. 

In  both  radio  and  tv 

WHBF  is  the  Quad- 
Cities   favorite. 

Les    Johnson.    V.P.    and    Cen.    Mer. 

u 

WHBF 
TEICO  BUILDING,  ROCK  ISLAND,  ILLINOIS 

Represented  by  Avery-Knodel,  Inc. 

members  now  can  have  a  peek  at  hei  > . 
RAB  has  more  than  850  members. 

The)  include  individual  radio  stations. 

networks,  station  representatives,  tran- 

scription companies  and  affiliated  or- 

ganizations. *        *        » 

The  last  four  months  of  L954  saw  a 

I'Hr,  increase  in  national  advertising 

Eoi  WVEC-TV,  Norfolk.  \  a.,  accord- 
ing to  Thomas  1\  Chisman.  president. 

Chii-man  reported  that  his  uhf  outlet 

eiijo\ed  a  12* H > '  ,  increase  in  local  >ales. 

\inl  he's  predicting  a  record  year  for 
1955.  New  national  advertisers  on  the 

station      include     Bulova,      Gordon's 
I    Is,    Pepsi-Cola.   Kool.    I)eSoto-IM\ - 
mouth.  Manischevvitz  wines.  Sunshine 

Biscuit,  Budweiser. 
i  Please  tarn  to  page  1~"  I 
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YOU  MIGHT  SKATE  100  YARDS  UV  11.4  SECONDS* 

HIT 
PULSE  REPORT— 100%   YARDSTICK 

KALAMAZOO  TRADING  AREA  —  FEBRUARY,  1953 
MONDAY-FRIDAY 

6  a.m. -12  noon 12  noon-6  p.m. 6  p.m.-midmgnt 

WKZO 

B 

59%  (a) 

59% 

48% 

21 

14 23 

C 5       (a) 4 6 

D 4 4 4 

E 3 4 7 

MISC. 9 

14 

12 

(a)    fioes  no/  broadcast  for  complete  six-hour  period  and  the 
share  of  audience  is  unadjusted  for  this  situation. 

#'n~% 

& 
WKZO  —  KALAMAZOO 
WKZO-TV  — GRAND  RAPIDSKALAMAZOO 
WJEF  — GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS-KALAMAZOO 
KOLN  — LINCOLN.  NEBRASKA 
KOLN.TV  —  LINCOLN.  NEBRASKA 

Associated  with 
VVMBD  — PEORIA    ILLINOIS 

YOU  NEED  WKZO  RADIO 

TO  SET  RECORDS 

IN  WESTERN  MICHIGAN! 

You  just  can't  cover  Western  Michigan  without  WKZO. 
Pulse  figures,  left,  prove  that  WKZO  gets  the  lions  share 
of  the  audience,  18  hours  per  day!  In  the  afternoon,  for 

example,  WKZO  delivers  321. 4'/  more  listeners  than  Sta- 
tion B,  for  onlv  35.39?    "lore  money. 

Pulse  isn't  the  only  yardstick.  Nielsen,  too,  credits 
WKZO — with  177.7'  <  more  average  dail\  daytime  families 
than  Station   B! 

CBS  RADIO  FOR  KALAMAZOO 

AND  GREATER  WESTERN  MICHIGAN 

Avery-  Knodel,  Inc.,  Exclusive  National  Representatives 

Loretta  Sietzel  set  tins  world's  record  foi "n  ut  Detroit  in  January,  1929. 
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WORD   LAZY? 

i  Continued  from  page    17 

which  would  be  a  fa i    It ■—  -riimi>  sin. 

The  matter  of  the  wrong  choice  of 

words  in  television  brings  us  to — as 
thev  sa\  the  heart  t>f  the  subject. 

Several  years  ago  I  heard  copywriters 

referred  to  as  copycats.  I  his  ma\  ap- 

|'l\  In  Cop)  «  i  ileis  iii  all  media  ttxlav . 

hut  with  the  t\  writer  it's  more  apt  to 
be  apparent.  Have  yoursell  a  miser- 

able evening  watching  (\  sometime-  as 

you  count  the  number  of  times  the 

following  words  and  phrase-  ring  out: 

hi:  yes;  amazing;  revolutionary;  sen- 

sational; what's  more:  but  first:  fin- 
est: ever;  never  before;  greatest;  ab- 

solutely; so  >top  in;  friends:  folks; 

first  thing  tomorrow  :  it's  new  :  it's 
here:  for  the  first  time:  actually; 

that's  right;  remember;  wonderful:  he 

sure  to;  the  world's  most:  typical; 
thanks    to. 

Honest  it  is  possible  to  write  bard- 

selling  commercials  without  resorting 

to  am   of  the  above.    Not  that  they're 

not  perfect!)  innocent  English  words, 

acceptable  to  am  crossword  puzzle 

and  in  common  usage  in  every  home, 

hut  they're  badly  in  need  of  rest  on 

television.  The  public  just  doesn't 
bear  them  any  more. 

Tv  commercial  cop)  has  fallen  too 

much  into  a  pattern.  ̂   ou  get  that  un- 
easy feeling  watching  and  hearing 

commercials  that,  in  most  cases,  to- 

day's "pro"  is  content  to  knock  it  out 
the  same  old  wa\  ever)  time,  lazily 

dropping  in  different  product  names 

and  sales  points  wherever  the)  con- 
venient!)   fit. 

Let  me  cite  an  example  of  formula 

writing.  I  didn't  cop)  this  down  at 

the  exact  moment  I  caught  it.  1  didn't have  to. 

ANNOUNCER:  Folks,  we  received 

a  very  wonderful  letter  recently  from 

a  Mrs.  -  -,  who  had  some  very 

nice  things  to  say  about  our  product. 

And  rather  than  read  it  to  \ou  we've 
invited  Mrs.  —  to  he  with  us 

toda"\    to   tell    \ou    in    her   own    words. 

Hell...     Mrs. 

(As   if   he 
hadn't  seen  her  until  this  moment,  i 

l//«'.\  \  :  Hello.  Tom.  {As  if  she 

I, neu  him  well  enough  to  call  him  hv 

his  first  name.  I 
ANNOUNCER:  I  understand,  Mrs. 

.  that  you're  the  mother  of 
three  children.  It  that  right?  (Of 

course  it's  right.  He  I, nous  it.  She 
/.nous  he  Limns  it.  The  viewer  knows 

she  knows  he  I. nous  it.) 

Mrs.  X:  That's  right.  Tom. 
AA  \<>l  \CER:  Thev  must  really 

keep  \  ou  hoppin',  huh? 
II  <)\l  t\  :  T!ie\  certain!)  do.  Tom. 

And  that's  why  I  Product  Name)  is  es- 

pecialK  welcome  at  our  house.  (COM- 
MERCIAL. COMMERCIAL,  COM- MERCIAL.) 

ANNOUNCER:  Well,  what  you've 
told  us,  Mrs.  certainly   ap- 

plies to  all  mothers.  (MORE  COM- 
MERCIAL) Thank  you  very  much. 

Mrs.  ....   

MRS.  X :  You  re  welcome,  Tom. 

I  Please  turn   />«ge  i 

/Veto  stations  on  air' 

CITY  &   8TATE 
CALL  CHANNEL 

LETTERS  NO 
ON-AIR OATF 

ERP  (kw)' I       Visual 

Antenna 

(ft)"* 

NET AFFILIATION STNS. 

ON   AIR 

SETS  IN 

MARKET! 

'000> 
PERMITEE    &    MANAGER 

HENDERSON,    Nev. 

MINNEAPOLIS,    Minn. 

PHOENIX,    Arii. 

TAMPA,    Fla. 

KLRJ-TV 

KEYD-TV 

KTVK 

WFLA-TV 

15    Jan 

9    Jan. 

31    Jan. 

5    Feb. 

11  258 

316  451 

100        1,668 

316        1,034 

NBC  KLAS-TV  18vhf 

Du  M  WCCO-TV      550  vhf 

WTCN-TV 

KSTP-TV* 
WMIN-TV 

KOOL-TV       103  vhf 

KPHO-TV 

KVAR' 

NBC  WSUN-TV'    125  vhf 

Soutl-wrsttrn      Pub.      Co. 
Donald     W.     Reynolds. 

pres. 
A.    E.    Cahian.   v.p.-treas. Robert     Gardner,     gen. 

mgr.-sls.    mgr. 

Family  Broadcasting  Corp. 
Henry    C.     Klages.    pres. 
Joseph    E.     Dahl.    v. p. 
Lee    L.    Whiting,    v.p.. 

gen.    mgr. Kenneth     E.     Pettijohn. 
sec. 

C.    T.    Skar.se.    treas. 
Raymond    J.    Tenpenny. 

asst.    mgr. 

Arizona     Television     Co. 
Ernest     W.     McFarland. 

pres. 

Leon    M      Nowell.    ».p. 
Ralph    A.    Watkins.    v.p.- treas. 
Edward     Cooper,    part 

owner 
H.    R.    Larson,    sec. 
Tribune    Co. 

0.    Tennant    Bryan,    bd. 
chmn. 

John    C.    Council,    pres.- 

treas. 

George    Harvey,   gen.    mgr. 

U.S.     stations     on     air,     incl. 
Honolulu  and   ilaska  '  15  Jan. 
'55 1 

Markets   corrrrrt 
12  1 

BOX  SCORE 
Post-freeze,  c.p.'s  granted   (ex- 

cluding 34  educational  grants: 

15  Jan.   '."..",  i 
Grantees  on  air 

r,it:s 

Tv    sets    in    V.    S.     (]     De< . 

'54)  32,996,000! 
/  ,S.   homes    with    tv  sets    (1 

Dei       14)  «.!"„•: 

•Both  new  c.p.'i  and  station*  going  on  the  air  listed  here  are  those  which  occurred  between 
2  .Ian     and    l 5   .i;m     or   on   whlcl  in    thai    peril  I 
considered  to  be  on  the  air  when  commercial  operation  starts.  ••Effective  radiated  power.  Aural 
power  usually  Is  one-half  the  visual  power,  •••Antenna  height  above  average  terrain  (not 
above  ground!,  t Information  on  the  number  of  sets  in  markets  where  not  dcslgnnted  as  being 
from  NBC  Research,  consists  of  estimates  from  the  stations  or  reps  and  must  be  deemed  approxi- 

mate. IData  from  NBC  Research  and  Planning  Percentages  based  on  homes  with  sets  and 
homes  In  tv  covrrago  areas  are  considered  approximately.  Ti In  most  cases,  the  representative  of  a 
radio  station  which   Is   granted   a     c.p.    also  represents   the  new   tv  operation.     Since  at    prcsaUjne 

It    Is    generally    too    early    to    confirm    tv    representative!    of    most    grantees,    SPONSOR     lists    the 
the  radio  stations    In   this   column    (when   a   radio  station   has   been   given    the   tv    grant). 

NFA :    No    figures    available    at    prcsstime    on    sets    In    market 

^This   number    includes    irt nnts    to   permifces   who   have    since    surrendered    their   c.p.'s    or   who   have 
had    tl      voided    by    FCC      "KLA9  TV    is    located    in    La      Vega       Nei       about    1 1    miles    from 
h   ■   ■,  KSTP-n     si   I    \\ui\    i\  ited   ii     Bl      Paul       <K\\R    (tv)     Is    located    In 
H<  i  16    miles    from   Phoenix.       w^:  s    i\     I      i  cati  I    In    Bl      Petersburg,    Fla-, 

les  fi   m    Tat 
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Lend  an  ear  to  the  man  from  Blair,  or 

let  WHB  General  Manager  George  W. 

Armstrong    bend    your    aural    extremity. 

*HOOPER  RADIO  INDEX — 7  a.m.-6  p.m.,  Monday-Friday.  Nov.-Dec,  1951 

*w CONTINENT  BROADCASTING  COMPANY 

President:   Todd   Storz  * 

KOWH    Omaha        WTIX,  New  Orleans  WHB,  Kansas  City 
Represented  by           Represented  by  Represented  by 

H-R,  Reps,  Inc.         Adam  J.  Young,  Jr.  John  Blair  &  Co. 

WHB 
10,000  watts  on  710  kc. 

Kansas    City,    Missouri 
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IWol  \CER:   'Bye  now. 
Sincere  and  honest  as  the  above 

interview  ma)  have  been,  it  didn't 
come  ofT.  My  wife's  comment  was, 
"Balonev  ! 

Nothing  should  *atisfv  a  writer's 
conscience  more  than  being  able  to 

take  a  piece  of  cop)  from  Ins  type- 

writer and  honestl)  say:  "This  copy 
is  sound  according  to  what  I  know 
about  basic  advertising  and  it  docs 

not  contain  the  same  word-  ever) 
other  commercial  contains.  \ i h I  I  m 

not  referring  to  big  or  fancy  words 
either.    Just  a  tew   nice  synonyms  now 

and    then. 

All  copy,  of  course,  is  at  the  men  \ 
of  the  talent  who  delivers  it.  Just  an- 

other reason  win  the  words  must 
work  harder. 

Here';-  something  else  to  think  about. 

Frequently  certain  ke)  words — some- 
time- a  vital  part  of  the  basic  theme 

expression  —  are  lifted  bodily  from 
print  advertisements  and  dropped  into 

the  unsuspecting  mouth  of  the  tele- 
vision announcer  without  regard  to 

how  sincere  and  sensible  the\  will 

-ound.  Frequentlv  this  doc-n't  work. 
A    series    of    adjectives,    for    example. 

CALIFORNIA'S 
BIGGEST  GOLD 

RUSH  SINCE  '49 

V 
And  what  a  rush  it  has  been! 

In  the  short  period  of  just  60  days,  7 

national  and  regional  advertisers 

have  moved  their  half-hour  shows  to 

CHANNEL  6,  the  station  that  covers 

a// the  SAN  DIEGO,  CALIFORNIA 
MAKKFT. 

Advertisers  in  the  BILLION  DOLLAR 

SAN  DIEGO  MARKET  are  digging 

for  sales.  They  are  calling  on  the 

down-to  earth,  pick  and  shovel  selling 

methods  of  station  SELI   and  they're 
striking  Southern  California  gold  ! 

We've  no  secret  formula,  but  there 
must  be  .  .  .  there  are  .  .  .  good  reasons 

for  this  great  migration: 

•  TOP   RATINGS 
•  LOWEST  COST   PER 
THOUSAND 

•  INDIVIDUALLY   PLANNED 
MERCHANDISING 

Would  you  like  our 
WEED  TELEVISION 

Representative  to  call? 

Sa*t  Diego  Monicet 

JULIAN  M.  KAUFMAN,  General  Manager 

General  Offices:  Ml1)  Park  Boulevard 
San  Diego  4,  California 

MARKS 
THE  SPOT  WHERE 

IT  HAPPENED 

'FAVORITE  STORY' 

Olympia  Beer 
"CISCO  KID 

Webers  Bread 

"RIN  TIN  TIN" 

yVi  \\   National  Biscuit  Company 

(fo~  "ELLERY  QUEEN" /•y^l^C  Town  Talk  Bread 

-"FLORIAN  ZABACH" 
Vogue  Soap 

"WATERFRONT 

/  ,    .  \  Standard  Oil  Co. 

-  'V 

"ANNIE  OAKLEY" 
, ,      »\*"       Laura  Scudder  Potato 
/ '  |  Chips  &  TV  Time  Popcorn 

which  cap  off  a  neat,  crisp  headline. 
Fine  in  print.  Grinding,  irritating 

and— again  phonv  in  television.  Am 
basic  theme  planning  for  an  advertis- 

ing campaign  in  which  television  will 

play  a  part  must  keep  this  unique 
medium  in  mind  at  the  point  of  con- 

ception.  Most  words  adapt  well.  But 

those  that  don't  should  he  changed. 
Following  is  a  brief  summary  of 

principles  which  maj  be  helpful  to  the 
television  copywriter  who  wants  the 
words  in  his  commercials  to  rise  above 

the  mob  and  be  noticed: 

1.  Keep  the  words  simple. 
2.  Avoid  the  overused  varietv . 

There  are  plentv  of  everyday  words 

that  haven't  \et  heroine  threadbare. 
3.  Once  \ou  find  a  new  word  or 

phrase,  don't  sit  back.  Others  will 
imitate  \ou.    It's  a  constant  chase. 

4.  Respect  the  words.  Together 

with  the  pictures  the  success  or  the 
failure  of  \  our  sales  pitch  depends 

upon  them. 
5.  Let  the  pictures  carry  themselves 

as  far  as  possible,  with  the  words  only 

pointing  them  up. 
6.  \\  ithout  sacrificing  pace,  relax 

a  little  and  tr\  to  underwrite.  A  few 

pauses  don't  have  to  kill  the  com- mercial. 

7.  Be  suspicious  of  phrases  that 
How  too  easil\  into  \  our  copy.  Chance* 

are,  you  heard  it  said  that  way  the 
night    before.     Formulas  are  insidious. 

8.  When  moulding  words  into  a 
basic  theme  line,  think  first  of  tele- 

vision  if  television  will  ever  pla\  a 

pari  in  the  campaign.  It  is  simple  to 
adapt  these  words  into  advertisement*, 
but  it  can  be  murder  in  reverse. 

Products  or  services  winch  do  not 

lend  themselves  to  dramatic  demon- 

strations cry  the  loudest  for  fresh- 
sounding  word*  to  manufacture  the 

excitement  which  the  pictures  them- 
selves cannot  provide.  For  example, 

it  is  entirel)  logical  thai  the  viewer 
bv  now  i*  getting  a  bit  tired  of  *eeinj; 

models  puffing  on  cigarettes.  But  when 
a  famous  person  talks  about  the  ciga- 

rette  in   a   different   way,   wilh  brighl 

and   pergonal    word*,   they're   bound  to 
rale  special  noti<  e. 

The  old  adage,  "write  like  people 
lalk.  cannot  even  be  trusted  am 

more.  Driving  From  Detroit  to  Willow 

Bun  recentl)  with  a  friend  in  his  fac- 
Lory-new  automobile,  I  sensed  the 

opportunit)  to  pick  up  some  word* 
for  a  commercial.  I  asked  him  what 

he   thought    o  1    1 1  i s  i  a  i . 

"Oh,  it's  rcallv  tops,"  said  he.   "It's 
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There  is  a 

DIFFERENCE 

between 

Radio  and  Radio 
Radio's  immense  strength  .  .  .  the  opportunity  to 
talk  with  masses  of  people  frequently  and  economically 

...  is  employed  fully  only  by  advertisers  who  dis- 

tinguish between  run-of-the-mill  radio  stations  and 

great  radio  stations. 

There  can  be  a  tremendous  difference  between  two 

stations  in  the  same  market.  A  station's  programming, 
management,  public  service  and  facilities  make  it 

mediocre  or  good  or  great.  A  great  station  amasses 

huge  and  responsive  audiences,  because  the  character 

of  its  operation  earns  the  confidence  of  its  community. 

The  radio  stations  we  represent  are  great  stations  in 

important  markets  —  stations  whose  character  has 

earned  them  significant  leadership.  Their  time  is  not 

cheap,  but  the  solid  values  they  deliver  bring  you  the 

/////  economy  of  radio. 

One  of  our  experienced  staff  is  always  ready  to  discuss 

with  you  the  application  of  great  radio  to  your 

problem. 

the  HENRY  I.  CHRISTAL  co„  inc. 
NEW  YORK  —  BOSTON  —  CHICAGO  —  DETROIT  —   SAN   FRANCISCO 

Representing  Radio  Stations  Only 

WBAL        Baltimore        (NBC) 

The  Hearst  Corp. 

WBEN        Buffalo  (CBS) 

Buffalo  Evening  Sens 

WGAR       Cleveland  (CBS) 

Peoples  Broadcasting  Corp. 

WJR  Detroit  (CBS) 
The  Goodwill  Station.  Inc. 

WTIC         Hartford  (NBC) 

Travelers  Broadcasting  Service  Corp. 

WDAF        Kansas  City    (NBC) 
Kansas  City  Star 
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^s  on*0 Measure  of  a  (J  re  at 
Radio  Station 

WHAS 

WSYR 

WTAG 

Los  Angeles   (NBC) 

Earle  C.  Anthony  Inc. 

Louisville  (CBS) 

Louisville  Courier-journal  &  Times 

Milwaukee      (NBC) 

Milu  auk  I  e  Journal 
Schenectady    (NBC) 
General  Electric  Company 

Syracuse  (NBC) 

Herald-Journal  &  Post-Standard 
Worcester         (CBS) 

Worcester  Telegram-Gazette 



a  hone)  to  drive.  Best  performance  a 
car  ever  offered.  And  it  has  terrific 

styling  this  year,  too.  Ever  see  such 

a  beautiful  car?" 
Those  words  came  straight  from  his 

heart.  I'm  positive  he  meant  ever) 
syllable.  All  I  could  think  of  was. 

wouldn't  that  sound  phon\  on  tele- 
vision!  It's  just  been  said  too  many 
times  before  in  the  same  manner. 

Will  the  pressure  of  volume  which 

television  demands  ol  ii^  creative  peo- 
ple threaten  to  make  impractical  a  new 

kind  nl  cop)  quality?  It  shouldn't  if the   writer  considers    hi-   contribution 

in  selling  more  than  just  getting  a 

basic  idea  and  then  "filling  in  the 
words.  One  additional  draft  of  much 

of  tin-  m.  .In.,  ii-  i  op\  now  recited  on 
telex  ision  might  do  it.  In  other  words. 
its  a  new  frame  of  mind  rather  than 

hours  of  additional  work  that  can  help 

the  copywriter  find  those  better  words. 
Lets  not  be  fooled  b\  television 

campaigns  which  have  succeeded  in 

spite  nl  trite  copy.  Who  is  to  sa\  that 

anj  commercial,  no  matter  how  suc- 
cessful, would  not  have  sold  twice  the 

goods  had  the  copywriter  tried  a  little 

hardei  ?  *  •  • 

metropolitan  market 
IN  POPULATION  and  RETAIL  SALES 

-EaVm9andDrin
Wng\^Uons 

Pjaces^^ 

40  \  AKRON 

141 
SACRAN

AE^O 

pHOtNtt 

.  HARTFORD
 

[AM  porlsrno^
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EATING  and  DRINKING 

PLACES  SALES 

Sales  are  high,  and  going  higher,  in 

local  eating  and  drinking  establish- 

ments. The  cheery  jingle  of  cash  regis- 

ters is  constant  proof  that  Phoenicians 

like  to  "eat  out"  —  like  to  enjoy  a 

friendly  glass  with  congenial  com- 

panions. 
Is  YOUR  product  profiting  by  this 

appetizing  market?  Let  KPHO  and 

KPHO-TV  take  your  sales  story  to  the 

most  potent  pocketbooks  in  the  Phoe- 

nix area!  You'll  get  gratifying  results 
for  your  advertising  dollars. 

SOLD 
reae+ied  most  effectively  through 

KPHO-TV  -KPHO Channel  5  •  CBS  Basic 

First  in  Arizona  since  '49 

Dial  910  •  ABC  Basic 
Hi  Fidelity  Voice  of  Arizona NOW 

AFFILIATED  WITH  BETTER  HOMES  and  GARDENS     •      REPRESENTED  BY  KATZ 

RADIO  BUILT  STORES 

(Continued  jrom  page  50) 

"Our  music  programing  has  sure- 

fire appeal  to  the  type  of  person  who's interested  in  records,  or  concerts  or 

plays.  And  the  community  events 
shows  in  Silver  Spring  create  a  good- 
neighhor  feeling  for  our  store  there  on 
the  part  of  the  residents.  Almost  e\er\ 
listener  is  a  good  prospect  for  one  or 

the  other  of  our  products  and  ser- 

\  ices." 

The  Felds'  jump  from  prescriptions 
to  phonograph  records  was  more  a 
stroke  of  luck  than  a  premeditated  bus- 

iness   expansion. 

Soon  after  the  Felds  opened  their 
drug  store,  they  boughl  $15  worth  of 
popular  records  and  played  them  for 
the  lunch-counter  customers.  Almost 
immediately  came  demands  for  the 
records. 

After  some  fast  rearranging  a  rec- 

ord counter  was  set  up  between  the 

drugs  and  the  notions  and  soon  be- 

came the  store's  most  crowded  area. 

The  Felds  began  ~t<>< -king  more  and 
more  records  until,  today,  the  music 

department  occupies  about  half  of  the 
original  drug  store. 

Sometime  during  this  initial  period 

of  expansion  one  of  the  Felds  decided 

it  would  he  smart  to  ad\ertise.  ""Our 
big  record  department  made  the  place 

different  from  an  ordinary  drug  store." 
says  Israel  Feld.  "We  wanted  to  tell 

people  about  it." 
There  wasn  t  too  much  extra  cash 

around  for  advertising,  so  the  Felds 
looked  for  the  most  economical  bu\ . 

In  1942  they  launched  their  first  radio 

venture,  a  20-minute  participation  in 
a  \\\\l)(!  disk  jockey  program.  The\ 

have  been  using  music-and-chatter 

shows  on  radio  ever  since.  Here's  wh\ 
this  t\pe  ol  programing  has  proven  so 
effective: 

1.  Broad  adult  appeal.  Typical  rec- 
ord-show audience  consists  of  adults. 

ja//-happ\  teenagers  who  are  natural 
<  ustomers  lor  records  as  well  as  drug 
items. 

2.  Flexible  commercials.  Hallmark 

of  the  d.j.  show  is  its  relaxed,  informal 

commercial.  The  star  often  works 
from  a  fact  sheet  without  written  copy. 

Record  business  is  unpredictable,  often 
necessitates  last-minute  copj  changes 

which  are  easil)  made  with  this  t\  pi- nt   program. 

Commercial   flexibility    became  even 

'  Please  turn  to  page  ''2  I 
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MANAGEMENT 
.Measure 

of  a  Great 
Radio  Station based  on 

143    YEARS    EXPERIENCE    IN 

RADIO    STATION     OPERATION 

FIRST 

CHOICE 

in    r 
FIRST   RATE 

MARKET 

BEST  Facilities 
I 

BEST  Circulation 
I 

BEST  Local  Programs T 
BEST  Production  Service 
i  | 

BESJ  Customer  Service 

I        NBC  Affiliate       | 

5KW 

The  ten  people  in  management  positions  at  WSYR  apply  to 

their  jobs  the  judgment  and  skill  acquired  from  a  combined 

total  of  143  years  in  the  broadcasting  business  right  here  in 
Central  New  York. 

Each  of  them  .  .  .  from  Company  President  to  Traffic  Manager 

.  .  .  has  spent  an  average  of  14.35  years  learning  how  to 
produce  a  superior  broadcasting  service  in  this  particular  market. 

WSYR's  Director  of  Programming,  for  example,  has  been  with 
the  station  19  consecutive  years;  its  Chief  Engineer,  25  years; 
its   Director   of  Sales,    15  years. 

These  people  do  more  than  just  operate  a  radio  station.  They 
serve  their  community  .  .  .  participate  actively  in  its  civic  life 
.  .  .  work  hard  in  its  social  welfare  causes  .  .  .  share  the  leader- 

ship of  its  churches  and  schools  and  chjbs. 

From  long  experience,  WSYR's  management  serves  the  needs 
and  tastes  and  public  interests  of  a  great  service  area  which 

embraces  a  population  of  a  million  and  half,  with  an  annual 

buying   power  of  two   billions   of  dollars. 

That's  why  Central  New  Yorkers  rely  on  WSYR  more  than  on 
any  other  station. 

Get  the   Facts  About   WSYR  from 

The  HENRY  I.  CHRISTAL  CO.,   Inc. 

SYRACUSE 
24  JANUARY   1955 
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STATION  A-1.0°/« 

STATION   B-l.5% 

STATION  C-2.8% 

WDAY-91.7% 

WDAY  polls  91.7%  in 
THE  41  COUNTIES  AROUND  FARGO! 

Tf HE  Northwest  Audit  Company  of  Fargo 
has  just  completed  a  Rural  Radio  Survey  in 

the  Red  River  Valley  Area.  A  double  post- 
card was  mailed  to  3,200  rural  families  living 

within  ISO  miles  of  Fargo,  in  all  directions. 

This  question  was  asked  each  family:  "To 
what  one  radio  station  does  your  family 

li-ten   the  most?" 

Twenty~five  stations  were  mentioned  in  the 
returns.   Of   the    1681    replies,    1541    preferred 

WDAY!  Rural  listeners  chose  WDAY  32  to  7 

over  the  second-best  station  —  77  to  7  over 

all  24  other  stations  combined'. 

This  survey,  which  covered  41  counties  in 
North  Dakota,  Minnesota  and  South  Dakota, 

is  a  perfect  example  of  the  almost  unbeliev- 
able preference  that  WDAY  enjo\s  in  this 

rich   farming   area. 

Gel    all   the   facts  from   Free  &    Peters 

write   us  direct. 

or 

41f 

WDAY 
FARGO,  N.  D. 

NBC  •  5000  WATTS  •  970  KILOCYCLES 

FREE   &   PETERS,    INC..   Exclusive   National  Representatives 
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SOUTHWEST   VIRGINIA'S  ['UUtee/l  RADIO  STATION 

waiting  to  HEAR  from  you . . 

118,560  families  weekly! 

92,070  families  daily! 

59,090  car  radio  families! 
*  WDBJ  s  share  of  the  tuned-in  Roanoke  audience 

averages  51  to  59%! 

•  25%  of  Virginia's  total  retail  sales  are  made  in the  WDBJ  area! 

AM  •  5000  WATTS  •  960  EC 

FM  .  41.000  WATTS  ■  94.9  MC 

ROANOKE 

FREE  A  PETERS.  INC..  No, 

WANT  TO  SELL 

CANADA? 
One  radio  station 

covers  40%  of 

Canada's  retail 

CFRB 
TORONTO 

50.000  WATTS,  1010  K.C. 

It  for  40%  of  the  retail  tale: ahes  CFRB  your  No. 1  buy  i 
l'l  No.  1  market. 

RESENTATIVES 

DEE  RIVERS  — 
n-.A  11  time-buyers 

GEORGIA'S 

WEAS 

ami  its  new 

50,000  -■''"" 

Mi  stingl    ■  u     ■  ■  xsmttter 
on   its  same  old  frequency 

1010 

should  be  included 

in  your  Fall  Budget. 

COVERAGE  PRICE 

makes   it  Ceorgia's 
BEST  50,000  WATT  BUY 

CALL  STARS  NATIONAL 

NEW    YORK   —   CHICAGO 

DETROIT  —   LOS   ANGELES SAN  FRANCISCO 
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of  the 

San  Francisco  Bay  Area's 
3,000,000  people  are 

Foreign  Language  Speaking! 

They  multiply,  add,  subtract  and 
divide:  THEY  THINK!  THEY  BUY! 

in  their  own  language!  Sell  them 
with  KLOK  the  station  that  reaches 

them  all.  KLOK's  specialised  pro. 
gramming  guarantees  your  message 
aHention.getting  IMPACT! 

•     SACRAMENTO 

KLOK 
P.  O.  So>  9*T  Hole.  Unl. 
5*1    J«0.    CM  Sal    F-.nt.K6 
  Repre»ent.d  by  Jofcn  E   P«-wn  Co.. 

Henry  C.  Sitldorjf 

(Chairman  of  the  Board) 
t,.  IV.  Basford  Company 

LIKE  MOST 

"Newsworthy" 
ADVERTISING 

EXECUTIVES 

Mr.  SILLDORFF'S 
LATEST 

BUSINESS 

PORTRAIT 
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DELIVERS  MORE  FOR  THE  MONIES 

These  five  inland  radio  stations,  purchased  as  a  unit,  give  you 

more  listeners  than  any  competitive  combination  of  local 
stations  .  .  .  and  in  Inland  California  more  listeners  than  the 

2  leading  San  Francisco  stations  and  the  3  leading  Los 

Angeles  stations  combined  .  .  .  and  at  the  lowest  cost  per 

thousand!    (SAMS  and  SR&D) 

Beeline  listeners  in  this  independent  inland  market  spend 

over  $3  billion  annually  at  retail,  nearly  a  billion  annually 

for  food  alone.  (Sales  Management's  1954  Copyrighted Survey) 

WCLATCHY  BROADCASTING  COMPANY 
\CRAMENTO,  CALIFORNIA    •    Paul  H.  Raymer  Co.,  National  Representative 
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RADIO  BUILT  STORES 

(Continued  from  page  82) 

more  important  a  factor  in  t lie  Felds 

ad  requirements  as  the)   widened  their 
horizons  to  the  c   :ert  field. 

"Tickets  for  our  concerts  are  avail- 
able onl)  at  our  four  stores,  and  at  the 

auditorium  itself."  says  frvin  Feld. 
"Just  before  the  concert,  we  keep  an 
hour-to-hour  record  of  ticket  sales.  If 

sales  are  slow,  we  throw  commercials 
on  the  concert  into  all  <>ur  shows.  We 

toss  awaj  the  rule  book — promote 
long-hair  concerts   mi  Negro  spiritual 

shows  and  so   forth. 

"  i  nu  can  do  this  soi  I   oi   eleventh- 
hour  change  on  a   d.j.   show.     And   it 

sure  helps  fill  the  seats!" The  chatter-and-music  format  also 

allows  [he  Feld-  to  ballyhoo  their  con- 
certs  and  plays  b)  having  stars  appear 
OH  the  shows  for  interviews.  In  addi- 

tion to  these  special  interviews,  the 

events  are  promoted  through  regular 

program  announcements.  Spiritual 
concerts,  for  example,  are  ad\ertised 
for  six  days  in  advance.  Attendance 

at  a  single  concert  in  Griffith  Stadium 

has  reached  as  high  as  23.000.    Com- 

whose  beak  holds  more 

than  his  belly  can  .  .  . 

That's  an  old  Cajun  saying  round 
South  Louisiana  ....  interpret  it 

any  way  you  wish!  However,  we 

want  to  reassure  you  that  there're 
more  people  than  pelicans  in  the 
South  Louisiana  area  that  WAFB- 

TV  covers — some  600,000  people. 

WAFB-TV  has  200,000  watts  to  beam  out  your  sales  message  not  only 
to  the  9  parishes  in  the  Baton  Rouge  trade  area  with  an  annual  buying 

income  of  #450,000,000 — but  also  to  many  outlying  South  Louisiana 
cities,  including  Opelousas,  New  Iberia  and  Lafayette. 

POWER? 
200,000  watts.  Enough  to 
prompt  one  of  our  viewers 
150  miles  away  to  write  us, 

and  we  quote:  ".  .  .  reception 
couldn't  be  clearer  if  we 
were  sitting  right  on  top  of 

WAFB-TV!" 

To  put  your  sales  message 

across  to  the  non-pelican 

population  of  South  Louisi- 
ana, get  the  facts  you  need 

from: 

ADAM   J.   YOUNG,   JR.,    INC. 

National     Representative 

TOM    E.    GIBBENS, 

Vice   President   &   Cen.    Mgr. 

PROGRAMS? 
Top  rated  shows  from  ABC, 

CBS,  and  Dumont  along 
with  our  own  impressive 

local  shows  keep  folks  in  this 
rich  market  area  watching 

from    sign-on    to    sign-off! 

WAFB-TV 

BATON  ROUGE,  LA. 

menials  on  the  summer  entertainment 

series  run  for  a  month  prior  to  open- 
ing night:  individual  plays  get  week- 

long   advance  promotion. 
The  Felds'  air  schedule  today  in- 

cludes almost  cinht  hours  a  week  of 

music  programing  on  WWDC.  There 
are  show-  ever)  day  of  the  week,  with 

specially  hea\  \  programing  on  Sun- 
das.  \  15-minute  record  -how  is  aired 
across-the-board  in  the  evening;  a  two- 
and-a-half-hour  d.j.  pro-ram  is  broad- 

cast Saturdays  and  there  are  two  sep- 

arate half-houi  Negro  Spiritual  hroad- 
casts  Sunda\  mornings.  In  addition, 
the  Felds  sponsor  a  SO-minute  Super 
Parade  of  Mils  show  Snnda\  after- 

noons and  run  about  72  30-second  an- 

nouncements throughout  the  week. 
The  30-second  announcements  are 

unusual  in  that  the)  don't  sell  any- 
thing; instead,  the)  give  awa\  money. 

The  Felds  have  been  running  these 

"Lucky  Number"  announcements  for 

the  past  live  years,  feel  they're  "more 
effective  than  any  -ales  pitch  could 

be." 

""  I  he  announcements  create  a  lot  of 
talk  about  our  stores  and  our  other 

enterprises,"  Israel  Feld  says.  "They 
stimulate  excitement,  keep  our  name 

before   the   public." Luck)  Number  announcements  in- 
volve a  series  of  numbers  read  by  an 

announcer.  If  a  listener  can  match 

the  numbers  with  an  identical  series 

on  a  dollar  hill  he  is  awarded  any- 
where from  $50  to  S500  in  cash. 

These  announcements  actually  re- 

flecl  the  Felds"  business  philosoph)  as 
a  whole  and  the  principle  bv  which 

the)  grew.  "Give  a  person  something 
lor  nothing  even  if  it's  something  of 

relatively  low  value  and  you've  won 
a  customer  and  a  friend.  People  are 

always  looking  for  bargains.  We  make 

it  a  point  to  offer  speeial-  and  prem- 

ium- all  the  time." 
A  commercial  on  a  '><"*•  package  of 

fireworks,  for  example,  offered  "'two 
big  free  gifts  that  ever)  child  will 

want."  Another  commercial  invited 

listeners  to  "select  an)  two  7!!  rpm 

phonograph  records  or  15  rpm  phono- 

graph records'  and  gel  a  "beautiful 

seven-inch  gold  luster  serving  dish'" free,  \jnother  one  involved  a  t\  an- 

tenna "'thai  ha-  been  -old  ever)  where 

up  io  $7.50,"  now   offered  al  $1.69. 

Response  to  the  offers?  "Bettei  than 
"in    fondesl   hopes,     l-i ael   I  el, I   -,i\  -. 
"fin    example,    we    offered    a    pen    and 

pencil  -ei  w  iili  ,i  I  iee  blotter  for  $]  .''<"> 
on     radio.       I  he    offei     wa-    made     l"i 
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ME?  A  HOG  CALLER? 
(HEAVEN   FORBID! 

SAYS  MR.  T.  V.  McREACH 

Of  course  not!  T.  V.  McReach  is  a  well-bred 

fellow,  with  a  carefully  modulated  voice  and 

exquisite  manners.  But  old-timers  hereabouts 

remember  the  old  McReach  family  of  North  Texas. 

His  father,  Old  Man  McReach,  was  the  champion 

hog  caller  in  the  sreet.  And  from  McReach, 

senior,  young  T.  V.  got  a  basic 

philosophy:  "If  you  can  be  heard 
far  enough,  if  you  call 

convincingly,  and  if  you 

offer  something  they  want,  you 

can  count  on  them  to  come." 

You  do  all  three  with  WFAA-TV's  Long  Reach 

(274,000  watts).  And  get  this:  TV  sets  in  this 

rich  market  have  increased  33.8%*  in 

the  last  twelve  months. 

"This  is  worth  looking  into,"  says  T.  V.  McReach. 

Get  the  details  from  your  Petry  man. 

"Broadcasting -Telecasting 

December  6.  1954 

&6a*t*te/ 

WFAA-TV 
DALLAS 

NBC    —    ABC    —    DUMONT 

RALPH   NIMMONS,  Station  Manager 

EDWARD   PETRY  &  CO.,   National   Representative 

Television  Service  of  The  Dallas  Morning  News 
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,1    six-week    period    on    WW  IK.    only. 

We  sold   10,000  sets  a-  a  result." 
— - 1 « » - .  i.il  offers  "ii  i adio  e\ en  help 

sell  concert  tickets  for  the  Felds.  \n\- 

one  \\li<>  purchases  an  advance  ticket 

for  a  spiritual  concert,  for  instance. 

i  an  gel  a  spiritual  song  book  for  25<  . 
W  lien  the  Felds  book  a  summer  sea- 

son Hi  plays,  ballets  ami  oncerts  at 

the  Carter  Barron  Amphitheatre,  the) 

promoted  "Value  Books  ol  »im-ihi 
tickets  l"i   vveekda)   nights.    Tin-  I   k- 

The  BIG 

Independent 

In  The 
BIG  City 

contained  coupons  good  fur  free  seat? 
.,<l jacent  to  the  paid  seat. 

The  Felds  sold  out  their  complete 
-link   ol    Value   Hooks  in  two  weeks. 

"Radio  gives  excitemenl  and  urgen- 
cy to  our  offers,  lr\  Feld  believes. 

"When  a  person  hears  a  d.j.  or  an- 
nouncei  talking  about  a  special  deal, 

he  wants  to  go  out  and  get  it  right 

away.  It's  especiallj  effective  when 

the    d.j.    himself   does    the    pitch." •  *  * 

A 

In  The 
BIG  State 

TfXAS     LARGEST 

FULL   TIME 

INDEPENDENT 

STATION 

hLltSi 
HOUSTON,    TEXAS 

5000  WATTS 
ON  610 

on  Every 

Dial 

ASK    THE    WALKER     REPRESENTATION     CO 

INC. 

SPOT  RADIOS  PUSH 
[Continued  from  page  39) 

lions  ol  dollars  worth  of  brand-name 

merchandise." The  main  bod)  ol  the  presentation 

make-  a  number  of  basic  points  about 

spot  radio's  size  and  scope: 

1.  Spot  radio  can  handle  easik  the 

-i\  biggest  assignments  admen  can 
assign  to  it:  seasonal  sale-  campaigns. 

sectional  promotions  to  fit  distribution 

patterns,  supplemental  \  campaigns  to 
backstop  other  advertising,  supporting 

push  for  sampling  or  test  campaigns, 

saturation  drives,  and  raising  the  level 

ol  product  acceptance. 

2.  Spot  radio,  says  the  >l!  \.  i-  ""as big  as  all  ol  Vmerica  penetrating 

everywhere.  Highlighl  facts:  one  or 

more  radios  in  over  98'.  of  I  .  S. 

homes:  an  average  toda\  of  two-and- 
a-half  radio  sets  per  faniilv  :  almost 
three  hours  of  listening  per  home  per 

da\  :  radios  in  over  29,000,000  auto-: 

i  ontinuing  sale-  of  radio  sets  in  u 
areas. 

.'■5.  Spot  radio-  -real  (lexibilit)  and 

wide  range  of  local  program  Inns 
mean  that  advertisers  can  use  it  to 

,:hic\c  greale-l  ad\erti-ing  efficiency, 

particularl)  where  brand  preference 

or  local  tastes  \ar\  widely.  The  pres- 

i  ntation  punches  home  tin-  example: 

"In  Columbus,  Ohio.  18.2',  of  the 
families  hu\  corned  heel  hash.  Hut 

in  the  nation's  capital,  the  percentage 
is  more  than  double.  On  the  other 

hand,   in    Washington   onlj     19^5    are 
dog    owner-    while    Phoenix    lias    more 
than  double  thai  percentage. 

I  rges  the  SKA  : 

"Don't  spread  yoursell  so  thin  that 

your  budgets  become  ineffectual.  Re- 
duce the  number  of  media.  Enlarge 

your  use  of  the  only  one  that  is  \ir- 
tuall)  1(1(1'  <  national  in  coverage 

spot  radio  and  make  sure  all  your 

prospects  hear  you  plainly,  over  and 

over,  exactlj  where  you  want  and 
when   you   want. 

The  It  ill:    According  to  is  president, 

Ke\in  B.  Sweenex.  the  Radio  Adver- 

ti-ing  Bureau  will  pla\  a  major  role 

in    promoting   spot    radio   in    1955. 

\n  increased  percentage  of  the  in- 

dustr\  group's  over-$750,000  budget 
ihi-  year  is  now  slated  to  go  into  a 
-die-  of  spot  radio  presentations 

based  on  original  research  projects 

conducted    l>\    R  VB.      \»    outlined    t.> 

SPONSOR,   these   projects    will    include   a 

series   "I"  comparisons   between    radio 
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and  other  media,  su<  li  as  newspapers, 

magazines  and  television.  RAB  also 
plans  to  explore  further  the  influence 
of  radio  in  consumer  brand  selections, 
the  number  of  housewives  who  tune 

their  car  radios  on  the  waj  to  market- 

ing and  the  cumulative  effects  of  ra- 
dio program  audien<  es. 

Such  research  is  expected  to  pro- 
\  idc  considerable  industry  ammunition 

for  spot  radio.  Earlier  checkups  by 
I!  \ll.  when  it  was  BAB,  have  shown, 

for  example,  that  21  spot  announce- 
ments per  week  in  radio  in  the  185 

largesl  metro  markets  can  reach  13'  - 
of  tlie  population  an  average  of  2.3 

limes  per  week— a  total  of  <">  1,800,000 
weekly  impressions  at  a  \  ear-long  cost 

of  some  $2,000,000  b\  today's  rates. 
I!  \B  is  current!)  putting  the  finish- 

ing touches  on  the  first  of  its  new  spot 

presentations,  ''Spot  Radio  vs.  News- 
papers." \  few  weeks  ago.  it  was  pre- 

\iewed  for  95  executives  from  the  13 

major  rep  firms  that  are  R  \B  mem- 
bers. 

This  presentation,  as  outlined  brief- 

l\  li\  the  RAB's  Dave  Kimble,  is  "spe- 
•  ifi<allv  slanted  at  air  clients  with 

selective  marketing  problems.  By  this. 
Kimble  means  such  industn  categories 
as  soft  drinks,  food  brands,  seasonal 

products  and  the  like  that  face  local- 
level  competition  ranging  from  prac- 

tical nothing  to  the  stifTest  kind  of 

product  rivalry. 
I  in  such  clients,  the  KM!  presenta- 

tion states,  spot  radio  is  an  ideal 

medium.  \-  compared  with  news- 

paper-: spot  radio  offers  advertisers  the 

advantage  of  greater  flexibility,  more 

thorough  market  coverage,  memora- 

bility  and   lower  cost-per- 1,000. 

Apart  from  it-  upcoming  presenta- 
tions. RAB  is  promoting  spot  radio 

through  other  channels  as  well.  The 

industry  group  has  been  working 

closely  with  the  semi-social  Radio  and 
Television  Executives  Society  in  or- 

ganizing a  weekl)  series  of  spot  semi- 
nars attended  b\  \e\\  ̂   oik  agency- 

men.  This  spring.  RAB  will  also  take 
over  most  of  the  duties  of  Crusade  for 

Spot  Radio,  an  offshoot  of  the  SRA, 
and  expects  to  assign  as  many  as  nine 
contact  men  to  call  on  air  clients  with 

spot   radio  presentations. 

I».».»  soles  tactics:  Among  most  of 

the  larger  rep-,  the  emphasis  in  daily 
selling  and  periodic  presentations  this 

\ear  will  be  on  radio's  traditional 
values,  although  a  considerable  effort 

will  be  made  to  tailor  spot  radio  cam- 
paigns  loi    particular  client  needs. 

Some  special  projects,  however,  are 

in  the  work- : 
Henry  I.  Christal:  In  1953  this 

rep  firm  sponsored  a  valuable  survey 
of  radio  use  in  tv  markets.  Field  work 

was  done  b\  Alfred  Politz.  The  study 

-bowed,  for  example,  that  the  majority 
of  tv  owners  still  looked  to  radio  as 

their  primary,  reliable  source  of  im- 
portant news.  According  to  Irving 

Gross,  sales  promotion  manager,  the 

rep  firm  now  contemplates  doing  more 
studies  in  the  qualitative  aspects  of 

-pot  radio.  Said  Cross:  "We  mav  do 
a  special  study  on  the  use  of  radio  in 

multiple-set  homes  to  find  out  how 
much  listening  is  missed  in  ordinary 

radio  measurement." \  BC  Spot  Sales:  The  use  of  spot  ra- 

dio as  a  "basic  advertising  medium"  is 
the  theme  of  a  current  series  of  trade 

ads  from  this  rep  firm  designed  to 

reach  executives  at  the  "decision-mak- 
ing" level.  Each  ad  plays  up  a  specific 

"case  history"  use  of  spot  radio  by  a 
well-known  advertiser.  As  Hank  Shep- 

ard,  new^  business  and  promotion  man- 
ager, describes  the  ad  scries,  it  is  sup- 

posed to  "pre-condition  top  executives 
and  implant  a  more  favorable  atti- 

tude toward  spot  radio." 
Spot  radio  campaigns  of  firms  like 

Mueller's  Macaroni.  Anahist,  Sunshine 
Biscuit.  Pontiac.  Regent  Cigarettes  and 

Esso  are  profiled  in  the  ad  series.  Ba- 
sic uses  of  spot  radio  by  these  firms — 

flexible  coverage  for  regional  advertis- 
ers; seasonal  saturation  campaigns 

during  bad- weather  months;  spot  pro- 

graming that  can  be  merchandised — ire   stressed. 

Reprints  of  these  trade  ads  are  being 
mailed  by  NBC  Spot  Sales  to  a  long 

list  of  management  and  corporation 
executives  to  broaden  their  impact  as 

"door-openers""  for  NBC  Spot  sales- men. 

"Nearlj  all  of  the  in-person  presen- 
tations we'll  make  in  1955  will  be  care- 

fully tailor-made  to  the  requirements 

of  prospective  clients,"  Shepard  told 
SPONSOR,  "but  much  of  the  'education- 

al' job  will  have  been  done  in  ad- 

vance, we  feel." Katz  Agency:  According  to  Maurice 

r NABISCO 

UDILLAC 

ttlOWW
" 

^Q 

Business  is 

SPOTTY  at 

DR.  LYONS 

/)     % 

THE  NEW  SOUND  IN  CINCINNATI 

WITH  THE  CASH  REGISTER  RING! 

and  we  LOVE  IT! 

Put  your  spots  on  the  station 

that  ,xSPOTS"  Cincinnati 

for  national  advertisers. 

GORDON      BROADCASTING      COMPANY, 

Notional    R  e  p  r  »  l  e  n  I  a  t  i  v  t  ,     WEED 
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A  new  kind  of  programming,  a  new  kind  of  listening,  a  new 

and  exciting  success  with  audiences  and  advertisers  is  yours 

on  NBC  RADIO. 

POSITIVE  PROGR  \\I\II.\G 
To  its  roster  of  great  personalities  heard  daily,  NBC  RADIO 

adds  one  of  Vmei  ica's  ten  most  influential  people,  Dr.  Norman 

Vincent  Peale— availal>lc  for  the  first  time  to  mli  citisers. 

I)|{.  PEALE  IS  HEARD  EACH  WEEKDAY  MORNING  10:05-10:  I  5  EST. 

Dr.  Peale  is  a  man  who  has  already  won  an  audience  of  over 

30,000,000  homes  through  his  regular  look  Magazine  ar- 

ticles, his  syndicated  newspapei  column,  hi*  speeches  and  his 

books.  His  latest,  THE  POWER  OF  POSITIVE  THINKING,  is  fast 

becoming  the  most  important  book  ol  our  generation— it  has 

been  #1  on  best  seller  li^N  for  more  than  two  years. 

Programming  of  important  personalities  who  have  huge 

follow  ings  has  proven  its  appeal  in  Man  Margaret  McBride's 
daily  chats.  Sold  out  for  ueekda)  segments,  it  was  extended 

to  weekends  by  popular  demand  of  listeners  and  advertisers. 

Dr.  Peale  immediately  follows  Miss  McBride:  together  they 

provide  a  programming  order  unmatched  in  day-time 

listening  impact. 

POSITIVE  LISTENING 

Dr.  Peale  each  day  answers  questions  from  listeners  on 

problems  of  personal,  everyday  life,  acting  as  guide  and 

counselor.  Out  of  his  rich  experience  and  wisdom  he  brings 

inspiration  to  lift  the  In-art  and  practical,  useful  steps  to  help 

in  working  out  problems. 

POSITIVE  BIN  l\G 
The  Norman  Vincent  Peale  program  can  be  of  immense  value 

to  acceptable  advertisers.  Dr.  Peale  is  a  nationally-known 

figure  of  impressive  stature  and  personal  following.  His  pro- 

gram in  NBC  Radio's  effective  new  format  is  available  for 

sponsorship  one  to  five  days  a  week  at  amazingly  low  cost. 

Here  is  a  truly  outstanding  advertising  opportunity. .  .of  that 

you  can  be  positive.  Get  all  the  facts  from  your  NBC  Radio 

Network  representative  today. 

RADIO 
a  service  of  I 

THE 
POWER 

OF 
POSITIVE 

24  JANUARY   1955 97 



If  Your  Market  is 

MINNEAPOLIS 

ST.  PAUL 

NOW 
IS  THE 
TIME 
to  see  your 

television  representative 

. . .  about  choice  availabil- 

ities on  KEYD-TV 

...you can  buy  maximum 

power  at  minimum  cost 

on  the  Upper  Midwest's new  Channel  9  station 

.  .  .  ask  your  H-R  man 

about  KEYD-TV's  "in- 
centive" rates 

316,000  WATTS 

Offices,  Studio*,  Transmitter 

FOSHAY  TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 

Kellner.  radio  sales  manager,  the  Katz 

rep  firm  ma\  order  special  Pulse 

studies  during  L955  which  show  how 
main  more  listeners-per-set  spot  radio 
counts  at  night  as  opposed  to  daytime 
radio.  In  addition.  Katz  executives 

expect  to  intensify  their  efforts  to  set 

up  general!)  similar  disk  jockey  shows, 
with  similar  merchandising  tie-ins.  on 

main  Katz-repped  stations.  Basic 
plan:  to  offer  advertisers  shows  in 
several  markets  with  similar  audiences 

as   vehicles   lor  saturation  campaigns. 

From  other  reps  and  sales  organi- 
zations, advertisers  can  expect  to  see 

a  nuinher  of  1  *Joo  presentations  based 

on  various  "package"  plans  or  rate streamlining. 

Here  are  some  notewortln  examples: 

Quality  Radio  Croup:  Bill  Ryan, 

ex-BAB  executive  who  now  head's 
QRG's  organization,  recently  started  a 
round  of  calls  on  media  directors  of 

the  top  20  U.S.  ad  agencies  to  spell 
out   the  group  s  story  . 

Here's  the  gist  of  what  Ryan  has 
been    discussing: 

1.  QRG  will  soon  be  offering  a  se- 
ries of  taped  nighttime  radio  programs 

aired  on  a  "network"  of  approximate- 
ly 36  large  stations.  These  shows  will 

be  selected  by  a  program  screening 
committee  that  includes  Dick  Pack  of 

Westinghouse,  Carlos  Franco  of  Cros- 
ley  Broadcasting  and  Don  Hamilton 
of  WOR. 

2.  The  same  show  will  he  aired  in 

all  of  the  QRG  markets,  although  time 

-lols  may  vary  locally.  Advertisers 
who  bin  a  -how  on  the  full  lineup  can 

expect  an  appreciable  reduction  be- 
low the  published  rate  for  gross  time 

on   the  individual  stations. 

3.  One  of  QRGs  key  points  is  radio 
coverage.  Although  the  group  is  not 
an  interconnected  network,  its  cover- 

age— as  Ryan  describes  it — will  soon 
resemble  one.  QRG  is  now  adding 
about  a  dozen  more  stations  to  its 

list;  litis  would  bring  the  combined 

coverage  of  the  36  stations  to  the 

level  of  some  90*  <  of  the  I  .  s. 
John  Blair  Co.:  Main  spot  radio 

admen  have  heard  about  the  Blair 

"\  VIS  \  T"  plan.  As  of  niid-Januai  \ . 
the  basic  presentation  for  it  had  been 
-how n  to  34  major  clients,  ranging 

from  Armstrong  Cork  to  Yick  Chemi- 
cal, and  to  more  than  00  ad  agencies. 

Bui  some  new  NATSAT  develop- 
ments are  simmering,  and  will  soon 

he  reflected  in  the  pitches  made  b\ 
Blaii   salesmen: 

1.    Executives  of  the  Blair  firm  are 

working  out  final  details  of  a  series 

of  "customized"  presentations  which 
will  be  made  to  advertisers  in  various 

basic  industry  categories.  These  cate- 
gories include  autos,  cigarettes  and  in- 

surance companies.  The  point  of  these 

presentations:  to  show  advertisers  how 
NATSAT  can  dovetail  with  basic  ad 

campaigns  of  various  types.  "Well show  an  auto  advertiser,  for  example, 
how  NATSAT  can  reach  his  customers 

through  more  than  13,000,000  auto 

radios  in  its  coverage  area,"  explained 
Blair's  radio  sales  v. p..  Bob  Eastman. 

2.  The  slide  presentation  that's  been 
used  to  sell  \  ATS  VI  has  been  dupli- 

cated in  a  booklet-sized  reference  book 

which  timebuyers  and  admen  can  keep 
on  file.  Also  in  the  works:  a  uniform 

merchandising  campaign  which  will 

be  an  integral  part  of  the  NATS  VI 

package.  "We've  spent  a  lot  of  time 
developing  one  that  really  adds  a  new 

dimension  to  NATSAT."  added  East- 
man, "and  we  expect  to  add  it  to  our 

sales  presentations  in  the  near  future. 
At  the  moment,  the  NATSAT  plan 

calls  for  24  announcements  per  week 

per  station  on  "around"  45  Blair- 
repped  radio  outlets  I  the  size  of  the 

list  changes  occasionally).  Cost:  $13,- 
71M.60  per  week  on  a  year-round  basis. 

Avery -Knodel:  Salesmen  from  this 
rep  organization  are  currently  calling 

on  agencies  to  promote  a  price  adjust- 
ment of  one  of  their  repped  outlets 

which  may  set  a  pattern  for  other 

\\ery-Knodel   stations. 

Called  "Realistic  Pricing  Method," 
the  formula  is  now  the  official  rate 

structure  of  k\YZ.  Houston.  "RPM" ties  the  costs  of  minute  announcements 

ver\  closely  to  the  station's  percentage share  of  audience  I  according  to  Pulse 
studies  l    throughout  the  day. 

Prime  lime  slots  on  KXYZ  are  now 

from  6:30  a.m.  to  noon,  and  from 

5:00  to  7:00  p.m.  Other  times  are 
lower-priced. 

Donald  Cooke:  A  Cooke-repped  sta- 

tion. Hoi  [tester's  W  BBF.  is  using  a  new 
price  formula  which  will  be  a  feature 

of  the  rep  firm's  sales  tactics  in    1955. 
"Our  other  stations  are  watching 

the  experiment  very  closely,  Don 

Cooke  told  SPONSOR.  "If  it  is  a  six- 
er--, several  may  change  over  to  it. 

We've  had  plcnh  of  interest  in  the 
plan  from  agencies  and  advertisers 

with  whom  we've  discussed  it." 
The  plan   works  out   like  this : 
Advertisers  are  guaranteed  a  mini- 

mum Pulse  rating  of  .">.()  and  a  30'. 
share    of   audience.     The   cost-per-an- 
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ow    to    clear 
op    a   <v    picture 

Back  in  the   L870's  a  I. inner  near  Monticello, 

[owa,  developed  an   inordinate  yen   for 

turke)   giblets.     To  gratify  it  he  started  killing 

off  his  turke)   flock,  first  one  a  day.  then  two, 

and  finally,  when  the  habit   readied  .hug  proportions. 

ten  a  day.     The  pile  of  Eeathers  grew  so  high 

feathers   were  coining   out    of   Ins  ears;    one   d.r. 
he   loaded    them    all    onto    a    wagon    and 

headed    for   town. 

"What  you  got  in  the  wagon,  bub?' 
the  man  at  the  store  ashed. 

"Turke)    feathers." 
"Why?" 

"Danged  if  1  know.  Reckon 

they   good   for  anything?'" 

"Yup." 

"What?" 

"Dusters." 

"What  you  gimme  for  the 
whole  load  ? 

"Six  bits  or  a  turkey." 

"Got  any  gihlets  on  him? 
"Yup." 

"  'Sadeal." 

And  that's  how  the  duster  indus- 
try was  started  in  Monticello. 

Iowa.      Today   as   many   as   16.000 
feathers    per   day    are    washed, 

disinfected     and     moth-proofed, 
before  80  to  200  are  selected  for 

one  of  the  twenty  different 
models  made  in  Iowa  and  dis- 

tributed all  oyer  the  Western 

Hemisphere. 

Carried  to  extreme-,    leather  dusters  might 
eventually   take  the  place  of  vacuum  cleaners 

and  therein   eliminate  one  source  of 

t\    picture  interferes  e. 

WMT-TV 
Chonncl  2 1/  nl  add) 100,000  watts 

I  edar  Kai 

National     Reps:       The     Katz     Agency 
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nouncement  is  based  on  these  figures. 

If  the  rating  level  of  a  purchased 

time  slol  is  below  the  5.0  mark,  the  ad- 
vertiser can  selecl  other  slots  mil il  the 

cumulative  rating  adds  up  to  5.0. 

CBS  Radio  Spot  Sales:  Said  Sher- 

ril  \\  .  Taylor,  sales  promotion  man- 

ager of  CBS  Radio  Spot  Sales: 

•"\\  e  feel  that  most  of  the  agencies 
who    control     big     broadcast    billings 

nize  the  uses  to  which  spot  radio 

ran    be    put    and    are    in    favor   of   tin* 
medium. 

"The  problem  of  'educating'  admen 
in  spot  radios  basic  values  lies  there- 

fore w  iili  the  client.  \\  e  now  have 

three  contact  men  in  our  Sales  Devel- 

opment team  who  will  spend  most  ol 

their  i  ime  calling  directlj  on  clients 

usuall)  with  the  blessing  of  the  cli- 

ents agency  —  to  discuss  spot  radio 

'basics'.  ' 

I  he  chiel  promotional  weapon  pre- 

pared for  L955  use  |p\  CBS  spot  sales- 

men i-  a  slide  presentation  entitled 

"Hear  Ye!  Hear  Ye!"  Recentlj  un- 
veiled before  22  top  General  Foods 

executives,  the  presentation  is  ear- 
marked for  showings  before  clients 

and  agenc)  executives  throughout  the 
industry  - 

"1  tear  Ye!"  parallels  spot  radio  - 
role  to  that  of  the  colonial  Tow  n  Crier. 

State-  the  presentation  "In  the  old 
days,  the  quickest  and  best  means  ol 

reaching  lots  and  lots  of  people  was 
the  Town  Crier.  Then,  as  now.  the 

human  voice  was  the  most  effective 

means  ol  communication." 
In  its  review  ol  spot  radios  L955 

size  and  dimension-,  the  presentation 

points    out    that    '"in    a    typical    week an    average 
12,880,000    home-   spend 
of  2<l  hours  and  10  minutes  with  ra- 

dio."" \l-o  pointed  up:  "In  homes 
equipped  with  television,  radio  claimed 

.")',  more  listening  lime  in  1954  than 

it  did  the  pre\  ions  year."     I  he  i  i-e  in 

out-of-home   listening    ( particularly    in 
auto-  i    is  likew  i-e  cited. 

The  presentation  departs  from  its 
broad  educational  mission  to  stress 

attractive  spot  radio  buys  on  the  14 

stations  represented  bv  (!P>S  Radio 

Spot  Sale-.  Particular  stress  is  placed 

on  the  fait  that  you  can  reach  more 

homes  per  dollar  with  such  buys  than 

\oii  can  in  spot  tv  and  print  media. 

Free  &  Peters:  This  rep  firm  has 

developed  recent l\  a  ''general'  -pot 
radio  presentation  based  on  an  earlier 

F&P  promotion  campaign  which  cen- 
tered on  the  use  of  radio  jingles  in 

saturation  -pot  drives. 

Titled  "  \  Formula  lor  Selling 

Americans  Today,"  the  presentation  is 
zeroed-in  on  "the  use  of  spot  radio  in 

the  light  of  today's  selling  principles," 
according  to  F&P  Promotion  Manage] 
Frank  \\  oodruff. 

Three  main  points  are  made: 
I.  Spot  radio  is  the  best  advertising 

medium  to  "find  "em.  tell  em.  and  sell 
'em.'"  -av-  the  presentation.  Spot 

radio,  it  continues,  "reaches  the  \mer- 

ican  family  at  the  rale  of  •'!()  hours 
weekly,  tells  them  about  products  with 
a  minimum  of  delaj  in  preparing  copy 

and  sells  them      as  proved   bv    results. 

1.      I  In     use   o|    a    "central    musical 

(he    using  top  creative  skill  and   top 

production"  is  recommended.  Such  a 
national  musical  trademark,  the  pres- 

entation explains,  could  be  varied  to 

suit  the  activit)  and  type  ol  radio 

audience  found  throughout  the  dav.  It 

could  also  be  the  focal  point  ol  a  drive 

to  promote  spot  radio  campaigns  to 

dealers  and  company  salesmen,  or  used 

in  direct  consumer  merchandising. 

3.  Spot  radios  low  cost-per-1,000 

i>  highlighted  in  the  F&P  presentation 

as  its  clincher.  Nighttime  station 

break-  on  the  31  I'M '-represented  sta- 

tions "now  give  an  advertiser  100', 

more  impressions  at  less  than  27', 

more  cosl  than  last  year."  -k  +  * -r 

The  program  that-  will 

sell  your  product  to  West 
Texas   housewives. 

on    KRBC-TV 

HOMEMAKERS' 

FIESTA" 

4-4:30  p.m. 

Mon.-Fri. 

Represented      notionolly      by 

JOHN    E.    PEARSON    TV   Inc. 
ABILENE 
TEXAS 

SPONSOR  ASKS 

\C.ontimied  jrom  page  73  i 

on  her  mind!  Fondly,  Your  ectoplas- 

mic  playmate,  Marion  Kirbv.'"  Marion 
Kirbv.  it  seems,  was  the  chief  feminine 

character  in  a  movie  appearing  at 

Wanna  -  Downtown  Theatre.  How- 

ever,  il  turned  out  that  Marion  Kirbv 
was  also  the  name  ol  a  real  flesh-and- 

blood  woman  living  in  Los  Angeles — 
and  her  phone  -tailed  ringing  madly 

after  the  distribution  of  the  letter, 

llighlv  indignant,  she  brought  suit  for 

invasion  ol  privac)   and  defamation. 

In  this  particular  case,  the  parties 
involved  in  creating  the  promotion 

might  have  -aved  themselves  a  lot  of 

legal  trouble  if  thev  had  just  picked 

up  the  local  telephone  book  to  see  if 

there  was  a  real  person  bv  the  name 

thev  wen-  using  in  the  -omewhat  scur- 
rilous letter. 

But  il  is  not  alwavs  that  easy  to 

handle  the  problem  of  fictitious  names 

— which  is  one  reason  why  radio  and 

iv  broadcasters  so  often  run  into  right 

of  privaev  and  defamation  suits.  Char- 
acter- on  air  shows  must  have  names; 

how  can  advertiser-  and  broadcasters 

go  about  picking  and  using  fictitious 
names  and  reduce  the  risk  of  being 
sued  bv   live  persons? 

Here  are  the  devices  usually  used: 

1.  Pick  the  most  common  name  in 

the  world,  e.g.  John  Smith.  There  are 

so  many  of  them  l hat  you  may  be  safe 

if  one  sues;  you  can  alwavs  point  to 

another  and  sav  he  is  really  voin 
character. 

2.  Pick  the  mosi  unusual  tongue- 

twisting    name    v  oil    can    dream    up — 
Mo\  sius  Felix  Kensington  Robespierre- 
Mills,  for  instance.  This  will  serve 

nicely,  unless  a  fellow  turns  up  who 

happens  to  have  the  same  name — in 
which     case,     you     mav      reallv      be     in 
trouble. 

3.  Have  a  person  with  the  name  vou 
want  to  use  sign  a  release  giving  you 

the  right  lo  use  hi-  name.  This  is  the 

device  used  by  most  segments  of  the 

advertising,  radio  and  television  in- 
dustry, but  the  protection  which  it 

gives  i-.  ai  best,  illusory.  Though  such 
a  release  can  sometimes  help  in  a  suit 

as  proof  of  lack  of  malice,  it  affords 

no  real  protection  against  liability,  the 
lest    of   which    is:    Would    a    reasonable 

person  conclude  that  the  fictional 
<  haractei  portrayed  is  the  same  person 

as   the   plaintiff? 
I  Kim  mv   investigation  of  this  prob- 
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36-24-36 

WOW! 

KRON-TV  has  some  impressive  statistics  too.  Look  at  the  way  the  station 
stacks  up  — 

•  Antenna  Height:  1441   feet  above  sea  level,  the  highest 
in  San  Francisco 

•  Power:  100  KW,  the  top  power  authorized  for  Channel  4 

•  Audience:    1,382,000   families   in    KRON-TV's   23   county 
coverage  area. 

It  all  means  this:  You  can  count  on  KRON-TV  to  give  you  the  best  and  most 

complete  coverage  over  the  widest  area  of  the  Northern  California  market. 

4 AFFILIATED  WITH  THE  S.  F.  CHRONICLE 

AND  THE  NBC-TV  NETWORK  ON  CHANNEL 

No.  1  in  the  series,  "What  Every  Time  Buyer  Should   Know  About  KRON-TV" 

Represented  nationally  by  Free  &  Peters,  Inc. 
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lem,  here  i>  the  device  I    recommend: 

Invest  your  characters  with  as  com- 

plete a  personality  and  environment 

us  ii»«  can;  name  [he  street  he  lives 

on.  give  names  and  occupations  to  his 

parents,  hi-  brothers  and  sisters,  de- 

lineate his  background  and  schooling, 

his  particular  habits  and  hobbies.  In 

this  way  vou  can  always  point  to  dis- 

similarities between  your  show  charac- 

ter and  the  actual  person  who  believes 

he  is  being  portrayed.  For  instance, 
if  \  mi  can  -how  that  vour  character- 

father  is  alive  and  is  in  the  appliance 

business  whereas  the  plaintiff's  father 
i-  dead  and  was  an  insurance  sales- 

man, it  is  convincing  evidence  that 

your  fictional  charactei  i-  not  the  same 

pei -on  as  the  plaintiff. 

Naturally,  the  more  complete  the 

depicted  personalit)  and  environment 

the  better  the  chances  ol  showing  dis- 
similarities in  character:  and  as  these 

di fie rence-  increase  so  do  possibilities 

ol   successfully    defending   lawsuits. 

I  lie  traditional  disclaimer  about 

"Any  resemblance  being  pureh  coin- 
cidental run  b\  nearly  all  air  show-, 

i-  practically  useless  in  legal  suits  of 
this  nature:  in  onl)  one  reported  case 
has  it   done  an\    good. 

BMI 
MILESTONES 
BMI's  series  of  program 

continuities,  entitled 
"Mile-tones,"  Ionises  the 

Spotlight  on  important 
events  ami  problems  which 

have  shaped  the  American 
scene. 

"Milestones"  for 
February: 

GROUNDHOG    DAY—  iFeb.    21 

MUSIC     LINCOLN     LOVED-A
bra- 

ham  Lincoln's  Birthday   iFeb.   \i> 

THE    SPIRIT    OF    FREEDOM—
 Free- 

dom   Week     (Feb.    12-22) 

YORKTOWN  MACNIFICENT
 

CAMBLE— George      Washington  s 
Birthday    'Feb.    22) 

IN  BROTHERHOOD  WE  PROCRESS 
—  National  Brotherhood  Week 
(Feb.     21-281 

Mlleitonet"  .«  available  l»r  com- 
mercial   tpontorthlf — »<•'•    youi 

local    nation!    for    delalll 

BROADCAST  MUSIC,  INC. 
NEW  YORK    •    CHICAGO    •    HOLLYWOOD 

TORONTO    •    MONTREAL 

SELECT  SHOW  WITH   CARE 

By  Harry  R.  Olsson  Jr. 

Right*  Attorney,   MiC.   \<u    >  ork 

Compfele  insula- 
tion can  he  guar- 

anteed to  spon- 

sors and  agencies 

against  right  of 

p  r  i  \  a  c  j  claims 
and  defamation 

suits  onlj  1»\  the 
method  available 

to  escape  the  oth- 
er ills  of  this  world  -departure  from 

it.  However.  I  assume  we  are  inter- 

ested primarily  in  less  drastic  steps 

even  though  the)  offer  less  complete 

protection. 
First  of  all.  you  can  obtain  Liability 

insurance  i  from  Seaboard  or  Lloyd's) 
which  provides  both  legal  defense  and 

indemnit)  against  mam  claims.  .  .  . 

In  the  broadcasting  industry,  it  is 

customar)  for  the  supplier  of  a  show 

to  insure  those  who  use  it  against  suits 

brought  arising  out  of  use  of  the  ma- 
terial, lou  should  he  able  to  secure 

from  anyone  who  supplies  a  show  to 

you  an  indemnification  provision  in 

\  our  contract.  This  provision  will  not 

serve  as  a  shield  against  a  privacy  or 

defamation  plaintiff:  you  will  remain 

liable  il  the  bases  of  liability  are  pres- 

ent. But  il  you  make  sure  that  your 

indemnitor  is  ol  good  honor  and  will- 

ing to  live  up  to  his  agreement,  it  will 
afford  some  protection.  If  not,  you 

niav  be  obliged  not  onl)  to  defend  the 

privacy  or  defamation  suit  but  also 

to  bring  -nil  againsj  the  indemnitor. 
I  -c  (are.  I  -e  <are  in  the  selection 

of  the  tvpe  of  show  which  you  sponsor 

oi  produce.  If  vou  produce  the  show, 

make  sure  the  script  is  carefully  read 

before  each  broadcast  by  someone  who 

is  qualified;  in  fact,  have  the  authors 

obtain  qualified  guidance  as  they  work 

where  the  subjeel  mailer  of  the  show 

justifies  it.  Gel  sober,  responsible 

performers  on  the  show  who  are  not 
likclv   to  ad  lib  foolishly . 

Lastly,  gel  your  lawyer  in  as  a  pre- 
venlor  lather  than  onlv  as  a  litigator. 

Have  a  staff  lawyer  on  hand  who  can 

•  heck  your  operations  constantly  on 

the  spot  rather  than  using  someone 

u  ho  can  <j\\  e  only  offhand  adv  ice  un- 

til you  have  something  important,  i.e. 

a  pending  law-nil.  Lei  him  attend  to 
the   business   ol   getting    vou   the    best 

insurance     available,     proper     indenmi- 

i  ies,  a  "<lean  scripl  while  v  ou  deA  ote 
youi  energies  to  the  business  of  mak- 

ing  youi    produd   famous.  *  *  * 

ESQUIRE  ON  TV 
((  ontinued  from  page  41 1 

displav.  The  company  would  like  to 
use  other  media  like  radio  because  of 

the  circulation  the\  can  provide,  but 

under  its  current  estimated  budget  of 

$1,750,000,  this  could  onlv  be  achieved 
I iv  weakening  the  lv  campaign;  and 

iv.  Knomark  has  discovered,  delivers 

the  most   powerful  ad  jolt   of  all. 

Fortunately  for  Knomark.  alternate- 
week  sponsorship  has  proved  a  practi- 

i  al  tv  arrangement  lor  smaller  clients 
with  limited  tv  budgets.  It  alternates 

with  Remington  Hand,  with  whom  it 

has  a  one-minute  reciprocal  agreement 

thai  affords  each  sponsor  a  form  of 
week-to-v\  eek  continuity . 

Commercials:  Knomark  ha-  decided 

view-  on  the  advantages  of  program 

sponsorship    over    participations    and 

spot,  i  One  of  iis  two  chief  competi- 

tors, Griffin,  is  a  participating  sponsor 

en  the  Imogene  Coca  Show,  while  the 

other.  Shinola.  u-e-  -pot.  i  Program 

sponsorship  allow-  lor  show-product 
identification  and  lor  integration  "I 

i  ommercial  and  program,  both  of 

which  strengthen  the  impact  sought  as 
all  important  b\   the  company. 

Integration  i-  simplv  achieved  with 

a  panel  show,  particularl)  one  that 

provides  for  the  frequent  introduction 
ol  new  characters.  In  one  commercial, 

lor  example.  MA'..  Peter  Donald  intro- 

duced the  ""next  masquerader,  who 
turned  out  to  he  announcer  Rex  Mar- 

shall dressed  up  as  Air.  Ksquire  i  he's 
(he  figure  on  every  can  of  Esquire 
Hoot  Polish).  After  a  little  by-play 

between  the  two.  Marshall  was  able  lo 

go  into  his  sales  talk  easily  and  com- fortably . 

\s  mighl  be  expected,  the  commer- 
cials themselves  are  demonstration- 

type,  the  idea  being  that  nothing  is  so 

convincing  as  seeing  the  shine  itself. 

I  he  copy  is  simple,  direct  and  re- 

search-tested.  Marshall's  spiel  in  the 
bil    mentioned    above    is    typical: 

"'\\  hen  v  ou  use  an  ordinary  shoe 

polish,  vou  re  jusl  laying  a  thick  coat- 

ing on  the  -ui  face  ol  the  -hoc.  Bui 

when  vou  lanolize  your  shoe-  with  Es- 
quire   1'xiol     Polish,    it-    exclusive    deep 

$60.00  INVESTMENT 
SOLD  $1,500.00  in  floor  covering 
via  ALL-NEGRO 

WSOK 
NASHVILLE,  TENNESSEE 
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With  cats  who  know  their 
■n 

it's  KTRK-TV,  13  to  1 
Dixieland  takes  the  beat  from  the  leader:  Houston, 

with  its  million  people  .  .  .  long  gone  and  still  going. 

And  the  hottest  spots  in  Houston  are  the  few  left  open 

on  KTRK-TV.  Programming's  in  the  key  of  ABC,  with 

KTRK-TV's  local  variations.  It  must  be  good,  because  it 

packs  'em  in  .  .  .  audience  and  advertisers. 

Get  the  pitch  direct  from  us  or  from  BLAIR-TV. 

KTRK-TV.   CHANNEL   13.   THE   CHRONICLE   STATION,   P.   0.   BOX    12,    HOUSTON    1,   TEXAS 

Houston  Consolidated  Television  Co. 
General  Mgr.:  Willard  E.  Walbndce.  Commercial  Mgr.:  Bill  Bennett. 
National  Representatives:  BLAIR-TV.   150  E.  43rd  St.,  New  York  17,  N.  Y. 

Basic  ABC. 



lanolizing  action  builds  in  a  reserve 
shine.  Let  me  show  \  ou  what  I  mean. 

(A  film  clip  then  shows  the  process  in 
animation.)  Deep  lanolizing  action 

sends  Esquire's  fine  ingredients  deep 
into  the  leather  itself  .  .  .  softening  .  .  . 
presenilis  .  .  .  and  shining  so  bright 

you  can  actually  see  your  face  in  it 
.  .  .  just  like  a  looking  glass.  So  if 
you  want  \onr  shine  to  he  brighter 
.  .  .  and  to  last  longer  .  .  .  lanolize 

your  shoes  with  Esquire  Boot  Polish." 
Skeptics  maj  question  the  effective- 

ness of  the  phrase  "lanolizing  action," 
but  a  recent  survey  showed  that  21'. 
of  the  respondents  were  able  to  asso- 

ciate it  with  Esquire.  This  was  by  far 

the  highest  correlation  between  ad  slo- 
gans and  polishes  that  turned  up  in 

the  study. 

Belie  lability:  Although  demonstra- 
tion is  central  to  the  Knomark  tv  sales 

approach,  the  truth  is  that  certain  parts 
of  the  story  are  not  demonstrated.  For 

example:  how  the  boot  polish  is  ap- 
plied and  the  shine  obtained.  The  ac- 

tual shine,  explains  a  Knomark  spokes- 
man, is  directly  dependent  on  how 

briskly  you  rub  the  leather  with  your 

cloth;   this  releases  the  oils  that  pro- 

are  we  ha|)|)«j  7 

&  tear! SERVING  300.000 

LATIN-AMERICANS!! 

THE  MIGHTY  "MIKE        OF 
SAN  ANTONIO 

250,000   Milliwatts 

Ikiiww 
National    Time    Sales — New    York 

Harlan  G.  Oalces  &  Assoc. 

Los  Angeles  —  San   Francisco 

vide  the  gleam. 

No  matter  how  you  show  it,  the  ac- 
tual shining  of  the  shoes  is  work! 

How  do  you  showr  a  person  getting  the 

shine  without  indicating  through  \  isi- 
ble  action  that  it  involves  time  and 

effort?  At  present  the  solution  seems 
to  be  to  forget  about  it. 

Th.'  othei  demons!  rat  ion  omission  is 

directly  connected  with  the  question 

of  belitn  ability.  Liquid  Scuff  Rote,  the 

biggest  seller  in  its  field,  according  to 
Knomark.  offers  no  obvious  \  isual  dif- 

ficulties; reason:  a  basic  part  of  its 

sales  storv  is  the  ease  of  its  applica- 
tion. It  is  simply  daubed  on  to  the 

shoe  with  a  little  bottle-contained 
brush.  Its  covering  power  is  easily 

shown  by  Rex  Marshall  through  the 
device  of  a  board  marked  by  a  grease 
line.  This  cannot  be  well  covered  by 

the  "ordinary"  polish,  but  it  gives  no 
trouble  to  Scuf  Kote. 

However,  it  has  proved  impossible 
to  prove  visually  the  quality  of  the 

shine  produced  by  Scuff  Kote,  for  the 
simple  reason  that  it  takes  time  for  the 

liquid  polish  to  dry  and  grow  lustrous. 
The  obvious  attempt  was  made  to  show 

Marshall  applying  the  polish  at  the  be- 
ginning, then  returning  later  on  in  the 

program  with  the  same  shoe  in  the 
glistening  state.  But  an  audience  ques- 

tionnaire revealed  that  viewers  sus- 

pected the  shoes  had  been  switched. 
Knomark  concluded  that  it  might  as 

well  slick  to  showing  the  application 
and  the  end  results  on  two  different 

shoes,  asking  the  audience  to  believe 

the  claim  about  the  polish  and  letting 

it  go  at  that. 
Onlv  with  Lanol-White  does  Kno- 

mark solve  all  demonstration  difficul- 

ties. In  this  case  it  is  merer)  neces- 

sary to  show  a  hand  daubing  a  polish- 
laden  cloth  over  the  dirty  surface  of 

s  lady's  white  pump.  The  covering 
ability  of  the  polish,  which  is  said  to 
lead  in  sales  among  the  whiteners,  is 

made  graphically  clear.  The  film  com- 
mercial on  Lanol-White,  Incidentally, 

is  a  model  oi  simplicity,  directness  and 
convincing  sell.  It  is  shot  in  closeup, 
with  only  hand.  shoe,  cloth  and  bottle 

of  polish  ever  shown.  Visually  it  is 

complete  in  itself.  1 1  the  sound-1  ra<  k 
failed,  little  commercial  effectiveness 
would   be  lost. 

Believability  is  something  .ill  adver- 
tisers are    i  ei  tied  w  ith,  and  Kno- 

mark is  perennially  researching  con- 
sume] N  actions  to  its  ad  claims.  Si   •- 

limes  ibis  research  turns  up  surprises. 

\  consumel   survey    found,   foi   exam- 

ple, that  people  accept  the  idea  of  the 

"miracle  ingredient."  Oxilan  B,  which 
"does  it  all  for  you  when  you  apply 

Scuff  Kote.  This,  even  though  the  con- 
sumer has  little  idea  of  what  this  magic 

gimmick  is.  The  important  thing,  how- 
ever, is  that  Oxilan  B  seems  to  be  an 

effective  selling  notion. 

The  dream  client:  Knomark's  un- 
oithodoxv  extends  to  its  relations  with 

its  agency.  Emil  Mogul.  Account  man 
Charles  "Chuck"  Rothschild  has  han- 

dled the  account  since  1939,  when  he 

joined  Mogul.  Rothschild  and  Emil 
Mogul  are  frequent  visitors  to  the 

company's  six-story  Brooklyn  plant- 
and-office,  where  SPONSOR  ran  into 

them  during  a  Cooks  tour  of  the  belt- 
operated  factory.  At  Knomark  they 
deal  directly  with  the  two  owners,  Sam 

and  Al  Abrams,  who  are  president  and 
executive  vice  president  respectively, 

and  young  Mel  Birbaum.  trained  in 
the  Emil  Mogul  agency  for  his  present 
duties  as  sales  and  ad  manager. 

The  Abrams  brothers  and  Birnbaum 

regard  themselves  as  shoe  polish  man- 
ufacturers rather  than  advertisers  or 

showmen.  So  far  as  they  are  con- 
cerned, it  is  up  to  the  agency  to  do 

the  basic  ad  thinking.  Many  advertis- 
ers give  lip  service  to  this  idea,  but  the 

Knomark  high  command  actually  prac- 
tices  it. 

The)  refuse  to  preview  a  commer- 
cial before  it  is  released.  They  will 

not  look  at  copy  or  storyboard,  will 
neither  O.K.  nor  delete  anything,  will 

have  nothing  to  do  with  sets,  costumes, 

talent! 
Instead,  the  first  notion  they  have  of 

the  commercial  they  get  when  they  see 

il  in  their  living  rooms  along  with 
family  and  friends.  They  try,  in  other 

words,  to  get  as  close  an  approxima- 
tion  of  a  consumer  impact  as  it  is 
possible  for  a  manufacturer  to  receive 
from  his  own  advertising. 

\\  hat  if  the  living  room  audition 

fails  to  please?  Says  \1  Abrams:  "Our personal  taste  does  not  count.  It  does 
not  matter  whether  we  like  the  com- 
menial  or  not.  W  hat  counts  is  its  sales 

power."     This    ma\     be    open    to    legiti- 
i  Please  turn  to  page  107) 

RADIO  &  TV  PERSONNEL 

We  screen  New  York's  vast source  of  qualified  personnel; 

lake  the  guesswork  out  of  hir- 
ing for  stations  anywhere.  Tell 

us  your  needs,  we  do  the  rest  I 

CAREER  BUILDERS  Agency 
Mor;orie   Willy,   Director,   Radio-TV   Div. 

35  West  53rd  St.,  New  York  19  •  PL  7-6385 

104 SPONSOR 



THE     CRITIC, 

or  gun  play  in  one  act 

A  genuine  24-karat  Texas  cowboy  went  to 

*•  a  movie.  He  saw  a  feature  about  cow- 

boys— the  usual  Hollywood  version  typical 

of  the  genre.  He  returned  to  the  box  office, 

poked  his  gun  through  the  cashier's  window, 
and  demanded  his  money  back. 

"In  fact,"  he  added,  mulling  over  the 

atrocity  he  had  just  seen,  "give  me  every- 

one's  money   back." 

You  can  see  what  our  program  director 

is  up  against.  Our  audience  is  mighty  choosy. 

It  can  afford  to  be.  The  Amarillo  area  is 

first  in  the  nation  in  per  family  retail  sales, 
even  without  gunplay. 

KGNC-AM&TV 
marillo 

NBC   and    DuMONT   AFFILIATE 

AM:    10,000  watts,  710  kc.  TV:   Channel  4    .    Represented  nationally  by  the  Katz  Agency 
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WFMY-TV . . .  Now  On  The  Air  With  FULL 

SELLING   POWER 

Power:      now  six  times  greater 

Studio   Space:      now  eight  times  greater 

Tower:     now   1,549  feet  above  sea   level 

Population:     now   1,961,500 

Families:     now  501,100 

Market:     now  $2,305,273,000 

Retail   Sales:     now  $1,560,824,000 

Set  Count:     now  over  300,000 

Experience:     now  in  our  sixth  year 

All  this  —  and  color,  too! 

Call   or   write   your   H-R-P   man   today  for  the 

amazing   story   of  this   greatly   expanded    market. 

*  On  maximum  power,  effective  January  2,  1955,  as 

authorized  by  FCC  on  Channel  2.  Statistics  above  based 

on   Sales   Management   Survey   of   Buying    Power   —    1954. 

uifmu-tv 

< . 

w 

Basic    Affiliate 

GREENSBORO.     N.     C. 

Represented    by 

Harrington,    Righter   &    Parsons,    Inc. 

New    Yorlt  —  Chicago  —  San    Francisco 

i     f    .jew.  .J;    i  y, 
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mate  question,  but  if  the  agency  argues 
strongly  in  its  favor  the  Abrams  will 
allow  it  to  continue  even  if  it  dis- 

pleases them. 
How  does  such  an  arrangement  work 

out?  Here  are  the  advantages  cited  b\ 
account  man  Rothschild: 

1.  Because  the  creative  people  do 
not  have  to  concern  themselves  with 

the  limiting  factors  of  client  taste  and 

imagination,  better  and  more  imagina- 
tive creative  thinking  goes  into  the  job 

— the  agency  concentrates  on  trying  to 
produce  effective  advertising  rather 

than  on  trying  to  please  the  client. 
2.  Because  the  client  does  not  have 

to  O.K.  everj  step,  desirable  or  neces- 
sar\  changes  can  be  made  at  am  stage 
\\  ithout  hitches. 

But  it  is  not  all  sunshine,  for  agency 

responsibility  becomes  greater  than  is 
usual — there  is  no  one  to  blame  but 

yourself  is  anything  goes  wrong. 

Rothschild  sums  it  up:  '"Such  an 
agency-client  relationship  stimulates 
the  agency  to  function  at  its  creative 

best  and  at  its  most  efficient  form.'" 

Knomark  air  history:  Even  in  it^ 

basic  concept  of  and  experience  with 
advertising  the  shoe  polish  firm  differs 

from  the  customary.  Traditionally  ad- 
vertisers have  gone  from  newspapers 

and  magazines  into  radio  and  telc\  i- 

sion.  following  the  pattern  of  histori- 
cal development  of  the  various  media; 

even  today  at  some  agencies  policy  is 

largely  determined  by  print-oriented 
minds.  But  in  the  case  of  the  Esquire 
brand,  print  is  a  latecomer  and  has 

always  played  a  secondary  role. 

Advertising  means  broadcasting  to 
Knomark.  The  fact  is  that  consider- 

ably more  than  half  of  this  year's  ad 
budget  would  probably  be  in  tv,  were 
it  not  for  a  feeling  that  it  may  not  be 

wise  to  depend  completely  on  any  one 
medium. 

This  identification  of  advertising 

with  broadcasting  steins  from  10  years 
of  rich  experience  in  both  radio  and 

tv.  The  very  first  advertising  cam- 
paign launched  by  Knomark  for  Es- 

quire was  in  broadcasting.  This  was 
in  1945.  on  a  test  campaign  that  ran 
three  months,  consisting  of  an  Ed 
Herlihy  newscast  on  WEAF  (now 
WRCA). 

Today,  with  shoe  polish  sold  on  big 
network  tv  shows — in  addition  to  Kno- 

mark's  Masquerade  Party  there  is  Grif- 
fin's Imogene  Coca  Show  (formerly  it 

was  a  sponsor  of  Your  Show  of 

Shows  I — the  significance  of  that  first 

ladio  venture  is  not   readih    apparent. 

Up  to  that  time,  the  compan)  says, 
shoe  polish  was  strictl)  a  10c  business, 

although  kiwi'~  20c  poli-h  had  been 
013  the  market  long  belore  I  squire  ap- 

peared in  I1).;1),  knomark  had  been 

manufacturing  polish  under  its  corn- 
pain  name  >ince  the  late  Twenties,  but 
its  real  growth  began  when,  at  the 

wars  close,  it  began  to  push  the  Es- 
quire line.  During  the  war,  a  basic 

distribution  had  been  built  in  the  shoe 

tiade  through  the  \lnam~"  personal 
Friendships,  but  in  order  to  realK  get 
under  way  this  had  to  be  enlarged  bj 

taking  in  other  types  of  retail  outlets; 
and  consumer  demand  had  to  he  cre- 
ated. 

This  was  the  task  allotted  to  broad- 

casting. The  first  New:  York  campaign 
got  the  shoe-repair  trade  distribution, 
created  a  mild  consumer  demand  and 

revitalized  the  sales  force.  From  this 

success  the  company  went  on  to  a 

heavy  spot  program  of  radio  promo- 
tion in  city  alter  <  it\.  and  sta\ed  with 

the  medium  until  tv  came  along  with 
its  visual  advantages. 

The  ke\  element  in  both  radio  and 

t\.  so  far  as  Knomark  is  concerned. 

the  thing  that  made  it  possible  for  the 

company  to  put  across  the  25c  quality 

product  in  a  pedestrian,  behind-the- 
times  trade,  was  and  is  their  merchan- 

dising potential. 
The  whole  problem,  ad  manager 

Birnbaum  points  out,  revolves  about 
the  low  esteem  in  which  shoe  polish 
is  held.  You  cannot  reasonably  expect 

other  people  to  get  excited  over  shoe 

polish  just  because  you  manufacture 

it,  for  in  the  common  view7,  "It's  just 
shoe  polish."  Birnbaum  ruefully  re- 

flects that  his  "grandmother  went  to 
her  grave  disappointed  that  her  pre- 

cious grandson  had  become  just  a  ped- 

dler of  shoe  polish  to  bootblacks.'' 
Radio  provided  the  first  set  of  an- 

swers; it  made  possible  heavy  mer- 
chandising to  the  trade.  Tv  offered 

similar  opportunities  plus  the  excite- 

ment of  being  part  of  a  growing  new- 
medium.  When  Knomark  went  on 

tv  with  its  first  show.  Blind  Date,  in 

the  fall  of  1950.  an  elaborate  merchan- 

dising piece  told  the  trade  the  program 

was  "reaching  over  15,500,000  people" 

every  week  "with  the  most  forceful 
sales  producing  impact  ever  devised  to 

bring  business  to  your  industry." 
The  merchandising  pieces  have  tend- 

ed to  grow  more  elaborate  with  the 

years,  announcing  such  shows  as  Hold 
That    Camera     Ian    earlv    fiasco    that 

HOW  TO 

TURN  A 

"HOT" 

INTO 

COLD  CASH: 

BUY  CESAR   ROMERO... 

always  a  big  name  — now  even  bigger! 

(Current  top-budget  motion  pictures,  plus 

high-rated  tv  appearances  prove  it) 

IN   PASSPORT  TO   DANGER... 

a   high-tension  series  of  world-wide 
adventure . 

TO  SELL  YOUR  PRODUCT 

to  his  vast  ready-made  audience!  Other 

top  advertisers  are  selling  their  products 

with  this  show.  Why  don't  you? 

CESAR    ROMERO,    starring   in... 

ABC   FILM 

SYNDICATION,   INC. 
7  West  66th  St.,  N.  Y. 

CHICAGO   •   ATLANTA   •   HOLLYWOOD    ■    DALLAS 
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ALL    DAY   SATURDAY  .  .  .  ALL    DAY   SUNDAY 

DETROITERS   HUM  ALONG   WITH   UJUHvl   AND 

MUSIC  wetthe  WEEKEND! 
"Music  Over  the  Week  End"  is  a  WWJ  spot  saturation  plan  for  advertisers  who  want  quick  results 
in  the  fabulous  Detroit  market  .  .  .  where  factory  workers  paychecks  are  averaging  $95  weekly! 

Spot  your  one-minute  sales  message  in  these  seven  Saturday  and  Sunday  MUSIC  shows,  featuring 

Detroit's  top  radio  personalities. 

SATURDAY  NIGHT  is  COUNTRY  MUSIC  NIGHT! 

8:00-9:30  Art  Lazarow       9:30-10:00  "Grand  Ole  Opry" 
10:00-12:00  "WWJ  Square  Dance 

j  > 

See  Your  Hollingbery  Man 

for  full  details  of  WWJ's 
"Music  Over  the  Week  End" 

Spot  Saturation  Plan  . . . UIUU 
AM 

FM 
Auociafe     Television   Station    WVVJ-TV 

Basic  NBC  Affiliafe 

AM-950  KILOCYCLES-5000  WATTS 

FM-CHANNEL  2«-97.1   MEGACYCLES 

WORLDS  FIRST  RADIO  STATION    •    Ownerf  and  Operated  by  THE  DETROIT  NEWS   •   National  Repteienlalivei:  THE  GEORGE  P.  HOLLINGBERY  CO. 
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taught  Knomark  it  knew  more  about 

polish  than  show  business  I;  Kate 

Smith  on  NBC  TV  (daytime);  1951- 

'52;  The  Arthur  Godfrey  Shoiv  on 
CBS  Radio  and  TV,  1953;  and  the 

NBC  Radio  Operation  Tandem  in 
1952. 

With  the  ad  approach  has  gone  a 

concern  with  dealer  incentives.  Kno- 

mark has  kept  the  profit  margin  hiiili 
to  make  it  worthwhile  for  the  retailer 

to  push  the  product,  and  is  a  strong 
advocate  of  fair  trade.  It  is  this  com- 

bination of  effort  on  the  dealer  level 

along  with  its  extensive  promotion  to 

the  public  that  has  brought  the  com- 
panj    to   its  present  position. 

Competition  has  not  >|ood  still,  (iiil- 

fin  and  Shinola  are  going  strong,  hav- 
ing themselves  introduced  25c  lines  in 

recent  \ears.  I  nit-wise.  Shinola  prob- 

abl)  outsells  the  rest  because  of  it- 

popular  lower-priced  lines.  But  Kno- 

mark is  content  to  regard  its  25', 
share  of  the  industry  volume  as  about 
all  it  can  handle  at  the  present  time. 

Production  is  at  an  all-time  high.  But 
Knomark  is  obviously  gearing  itself 

for  future  expansion,  for  the  present 

plant's  capacity  has  been  exceeded  by 
demand  —  and  a  new,  larger  plant  is 
under  construction  now.  *  *  * 

NETWORK  RADIO 
[Continued  from  page  45) 

new     programing     concepts     in     mid- 
March. 

Here  are  the  PIB  figures  for  billings 
of  the  four  radio  networks  during  11 
months  of  1953  and  1954: 

1953 

ABC  $26,971,954 
CBS  $56,826,894 
MBS  $21,030,808 

NBC  $41,520,106 

TOTAL       $146,349,762 

1954  Decrease 

$26,688,385  1.1% 

$49,971,925  12.1% 
$18,682,726  11.2% 
$31,036,583  25.2% 

$126,379,619 

It  is  unlikely  that  radical  policy- 
changes  will  go  into  effect  in  1955  de- 

spite decreases.  Among  those  new  con- 
cepts of  network  radio  that  have  been 

discussed  by  men  in  the  industry  dur- 
ing the  past  year  are  the  following:  (1) 

possibility  of  taped  networks;  (2)  pos- 
sibility of  net  radio  becoming  a  pro- 

gram service  on  the  order  of  the  Asso- 

ciated Press;  (3)  possibility  of  pro- 
graming net  radio  with  tv  soundtracks 

and  simulcasts. 

Here's  what  top  executives  at  the 
four  major  radio  networks  say  about 
these  three  possibilities: 

Taped   programing — Very    unlikely, 

-a\  the  network  officials.  There's  lit- 
tle possibility  "I  compensating  for  cur- 

rent network  radio  revenue  through 

sale  of  taped  programing  to  stations 

only.  For  one  thing,  there-  a  public 
service  need  for  nationwide  radio  cm- 

erage  for  such  things  as  a  Presidential 

message.  "i  et.  on  a  one-shol  basis,  one 
hour  of  national  co\era^e  would  cost 
as  much  as  a  full  day  does  today. 

A  top  network  official  explained  the 
economies  of  the  situation  this  way: 
The  cable  cost  for  all  four  networks 

under  the  present  set-up  is  about  $6 
million  a  year.  Assuming  then  that  it 
is  $1.5  million  per  network  for  the  lines 

and  assuming  that  Network  A  has  220 
affiliates,  this  would  mean  a  cable  cost 

of  some  $7,000  per  year  per  station.  It 

would  be  impossible  to  provide  com- 
parable taped  programing  for  that 

amount  of  money. 

But,  the  advertiser  would  lose  some- 

thing beyond  the  quality  and  variety 

of  programing:  He'd  lose  spontaneity. 
If  an  advertiser  today  buys  network 
radio,  he  does  so  because  he  wants 

simultaneous  broadcasting  over  a  vast 

coverage  area.  He  can  change  his  com- 
mercial copy  five  minutes  before  going 

on  the  air.  In  the  case  of  taped  pro- 
graming replacing  live  nets,  this  would 

not  be  true. 

Associated  Press  approach — Not  eco- 

nomical, say  the  networks.  Here's  how 
the  "AP"  system  would  work :  The  net- 

work would  again  be  a  programing 
service,  but  it  would  sell  this  program- 

ing to  the  stations  rather  than  to  ad- 
vertisers. The  programing  would  be 

live,  transmitted  over  the  telephone 
cables. 

Network  officials  agree  that  this  sys- 
tem does  not  hold  the  solution  to  net- 

work radio's  problems.  Local  stations 

couldn't  pay  enough  for  this  service  to 
make  up  for  the  loss  of  advertiser 
revenue.  Therefore,  with  cost  of  tele- 

phone lines  continuing  to  be  high,  and 
cost  of  production  maintaining,  the 

level  of  programing  would  decline 
sharph . 

Tv  soundtracks  or  simulcasts  —  Of 

course,  say  the  networks.  There  are  a 
lot  of  simulcasts  even  now.  Also,  there 
are  some  musical  tv  shows  which  ad- 

vertisers sponsor  on  radio  without  hav- 
ing much  added  radio  production  costs. 

But,  \ou  can't  rely  on  tv  alone  for  ra- 
dio programing.  In  the  first  place,  not 

every  tv  show  is  adaptable  to  radio 
without  rewrites  and  production 

changes.  Take  a  show  like  /  Love  Lucyr 
and  the  number  of  visual  gags  it  de- 

BIG-TIME 

SNAPPED  UP 
THIS  SHOW 

WHY? 

Powerful  format— swiftly  paced  adven- 
tures of  a  daring  diplomatic  courier  in 

the  hot  spots  of  the  world. 

Great  star  appeal— CESAR  ROMERO 

delivers  a  ready-made  audience  of 
millions,  even  before  the  first  telecast. 

Terrific  promotion  "plus" — big 
opportunity  to  build  an  entire  promotion 

around  a  big-name,  big-time,  big 

box-office  attraction.  Romero's  avail- 
able for  commercials,  too. 

Such  brewers  as  Blatz,  Griesedieck  and 

Pearl,  just  to  name  a  few,  have  already 

hitched  their  sales  story  to  Romero  and 

"Passport  to  Danger."   How  about  you? 

CESAR    ROMERO,   starring    in  .  .  . 

TO 

DANGER 

CHICAGO 

ABC   FILM 

SYNDICATION,    INC. 
7  West  66th  St.,  N.  Y 

ATLANTA   ■   HOLLYWOOD    •   DALLAS 
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"IT'S  AS 
BASIC 

AS  YOUR 

RATE  CARD" 

1955  Buyers'  Guide  to  Station  Programing 
ADVERTISING   FORMS   CLOSE   FEBRUARY   15 
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pends  upon.  The  soundtrack,  alone 

wouldn't  provide  first-rate  radio  enter- tainment. 

But  beyond  that,  eliminating  the  ob- 

vious production  costs  wouldn't  neces- 
sarily spell  out  economy  for  the  net- 

works. There'd  be  the  union  problem 
to  contend  with.  Musicians,  as  an  ex- 

ample. You  might  want  to  use  a  large 
band  on  t\  partl\  because  of  the  visual 
effect,  but  on  radio  the  sound  of  a 

large  band  could  be  faked  at  a  con- 
siderable saving.  11  use  of  tv  sound- 

tracks became  the  rule  on  radio  net- 

works, unions  would  be  unlikely  to  by- 
pass reuse  payments. 

It  seems  unlikely  then,  that  drastic 
polic\  or  structure  changes  will  alter 
net  radio  within  a  year.  Top  network 
radio  executives  forecast  realistically 

that  they  expect  no  rise  in  network  ra- 
dio revenue  for  the  year,  despite 

changes  in  programing  concepts.  At 
the  same  time,  they  feel  that  billings 

reached  a  levelling-off  point  in  1954, 
and  the\  expect  1955  to  be  a  profitable 

year  for  network  radio.  *  *  * 

CUT-INS 
(Continued  from  page  45) 

There's  no  standardization  whatsoever. 
The  only  approximation  of  standard 

rates  is  the  $55  rate  set  by  NBC's  o&o 
stations.  ABC  and  Du  Mont  clear  cut- 

ins  for  a  client,  but  don't  set  the  rates, 
though  lO^S  of  the  hourly  nightttime 

rate  is  fairly  standard.  CBS  doesn't 
handle  this  extra  service  at  all,  thus 

eliminating  the  service  charge  incurred 

through  extra  bookkeeping  that  would 
be  needed  at  the  network. 

Costs  notwithstanding,  more  adver- 
tisers than  ever  used  network  tv  cut-ins 

in  1954.  As  an  industry,  the  tobacco 
companies  were  the  newest  and  most 
extensive  users  of  the  device.  They 

used  cut-ins  to  introduce  the  king-size 
and  filter-tip  brands  that  crowded  the 
standard  cigarettes  on  cigar  counters 
in  the  past  year. 

New  cigarettes,  like  most  new  prod- 
ucts, are  introduced  on  a  market-In  - 

market  basis,  until  they  gradually 
achieve  national  distribution.  In  the 

ultra-competitive  post-cancer  scare  at- 
mosphere tobacco  companies  were  anx- 

ious to  put  a  particularly  big  advertis- 
ing push  behind  their  new  entries. 

Prime  spot  tv  time  is  tough  to  clear. 

Furthermore,  the  tobacco  companies 
already  sponsor  20  network  tv  shows 
every   week.    Local  cut-ins.   while  ex- 

pensive,  provided  the  new  brands  iden- 
tification with  existing  network   prop- 

cities.  On  NBC  alone.  R.  J.  Reynolds. 
\merican  Tobacco  and  P.  Lorillard 

used  network  t\  cut-ins  on  their  shows 

to  push  their  new  brands. 
Eventually,  as  the  new  cigarettes 

achieved  more  than  spott\  distribution, 

the  tobacco  companies  were  able  to  use 

regional  cut-ins,  which  are  generalb 

compartiveK  cheaper  than  clearing  lo- 
cal cut-ins  over  scattered  stations.  Re- 

gional cut-ins  are  always  arranged 
through  the  network,  and  the  rate 
charged  is  the  cost  of  the  film  studio 

or  announcer  at  the  station  of  origina- 

tion, plus  an  extra  charge  for  the  addi- 
tional feed  lines. 

Another  use  of  local  cut-ins  in  recent 

times  is  illustrated  by  Buick  on  The 
Milton  Berle  Show  I  through  kudneri. 
The  cost  of  the  car  differs  in  different 

localities.  Therefore,  the  agency  sched- 
uled 11-second  cut-ins  with  slides  show- 

ing the  local  price  on  more  than  100 

stations.  In  the  same  way,  an  adver- 
tiser can  localize  the  appeal  of  his  par- 

ticular product  in  different  parts  of  the 

country  b\   using  cut-ins. 

The  third  reason  for  using  cut-ins  is 

to  give  local  dealer  tags.  Roto-Broil 
I  through  Products  Services)  did  just 

that  with  its  sponsorship  of  the  Elec- 
tion Night  returns  over  CBS  and  NBC, 

though  probably  on  a  grander  scale 

than  generally  attempted  by  one-shot 
advertisers.  Roto-Broil  used  local  cut- 
ins  of  11  to  20  seconds  on  some  160 
stations. 

Here's  how  it  worked : 

Dealers  had  been  notified  that  Roto- 

Broil  was  planning  to  sponsor  the  Elec- 
tion Night  returns.  They  were  in- 

formed that  they  could  get  a  dealer 

mention  provided  they  placed  a  speci- 
fied order.  These  cut-ins  were  slides 

with  the  names  and  addresses  of  the 

local  dealers  in  a  particular  market, 

while  the  regular  network  announcer 

was  heard  voice-over,  urging  viewers 
to  go  to  their  local  retailer. 

In  some  instances,  Roto-Broil  got 
package  deals  because  it  used  more 

than  one  cut-in  per  station.  In  Dallas, 

for  example,  Roto-Broil  had  six  cut- 
ins —  three  on  CBS  and  three  on  NBC. 

Some  stations  gave  package  rates  of 

approximately  5%  of  a  network  hour. 
Other  stations  charged  virtually  their 

regular  spot  rate.  One  particular  sta- 
tion charged  $600  for  the  cut-in.  To- 

tal cost  of  the  cut-ins  alone  on  that 

evening  was  between  $10,000  and 

$12,000. 

HOW  TO  GO 

BIG-TIME 
IN  TV 
WITHOUT 
OWNING 
FORT  KNOX 

Buy    PASSPORT  TO  DANGER  .   .  .  hottest 

property  available  to  local  and  regional 

advertisers!  This  is  a  brand-new, 

bang-up  show,  the  kind  only  the  big 

networks  can  usually  afford  to  put  on  .  .  . 

and  it's  yours  at  a  remarkably  low  cost, 
well  within  the  reach  of  almost  all  local 

sponsors.  Nothing  else  you  can  buy  gives 

you  a  star  like  this  .  .  .  slick  production 

.  .  .  elaborate  foreign  settings.  And 

what  a  promotion  you  can  build  around 

the  magic  of  Romero's  name!  No  wonder 
Blatz  Beer,  Welch  Grape  Juice,  and 

other  "savvy"  advertisers  have  already 

snapped  it  up.  Better  check  your  market 

. . .  contact  one  of  the  offices  below. 

CESAR    ROMERO,    starring    in  .  .  . 

ABC   FILM 

SYNDICATION,   INC. 
7  West  66th  St.,  N.  Y. 
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Despite  the  -tiff  charge,  Roto-Broil 
was  pleased  with  the  results.  Initial 
dealer  orders  were  substantial,  and  the 

dealers  were  delighted  with  the  slide 

mention.  Roto-Bmil  was  able  to  open 
up  a  lot  of  new  accounts  as  a  result  of 

the  promotion.  \l-o.  sales  of  the  rotis- 
serie  were  sparked  considerable 

Network  t\  cut-ins  are.  of  course,  a 
carry-over  from  network  radio.  Such 
advertisers  as  P&G,  Bristol-Myers,  Gen- 

eral Mills,  Philco,  General  Foods — to 

mention  just  a  few — had  long  been 
using  network  radio  cut-ins  to  adver- 

tise different  brands  in  various  regions 

or  to  insert  local  messages.  In  radio, 
a-  in  t\.  some  networks  are  more  re- 

ceptive  to  cut-ins  than  others.  ABC 
and  MBS  haw  always  been  generally 

more  willing  to  make  network  radio 

cut-in  deals  than  CBS  ami  NBC.  By 
the  same  token.  VBC  and  Du  Mont 

were  more  likelj  to  permit  their  use  in 

tv  some  two  or  three  years  ago.  To- 
day, however,  the  pressure  of  major 

network  tv  clients  requiring  local  and 

regional  cut-in-  is  such,  that  MIC  has 
joined  the  ranks  of  networks  making 
i  ut-ins  easier  for  advertisers.  CBS  still 

leaves  clearance  of  cut-ins  up  to  the 
individual  client.  *  *  * 

ADDED  STATIONS 
I  Continued  from  page  45  I 

all)  because  of  fringe  coverage  from 
other  cities.  Still  others — like  Da\ton 

— have  only  one  or  two  stations  on  the 
air  because  one  or  more  uhf  operators 

have  returned  their  CP's  or  have  sus- 
pended service  and  no  new  applications 

have  been  made. 

4.  Competition  for  new  channels, 

parti<  ularlv  vhf.  is  often  fast  and  furi- 
ous. As  a  station  relations  executive  of 

CBS  I  \  said:  "Applicants  may  call  a 
truce,  hand  together  and  put  a  station 

on  the  air  pending  final  FCC  decision. 
This  has  already  happened  with  KSL  \. 

in  Shreveport.  But  in  the  biggest  mar- 
kets where  vhf  channels  are  still  in 

contest,  most  applicants  aren't  likely 
to  give  an  inch  and  the  process  may 

drag  on  for  months/' Here  are  detailed  highlights  of  the 

situation  according  to  SM  market  size: 
Boston:  The  Hub  Citv  now  has  two 

vhf  and  one  uhf  channels  operating; 

it's  the  biggest  of  the  cities  where  sta- 
tion clearance  in  tv  is  still  a  major 

headache,  \nother  uhf-er,  Channel  44, 

has  been  granted.  There  is  one  more 

vhf  channel  assigned  to  the  area — but 
five  major  applicants,  from  DuMont  to 

For  a  real  Sales  KNOCKOUT 
in   the   Detroit  area 

CKLW-TV  penetrates 
a  population  grand 
total  area  of  5.295.700 
in  which  85%  of  all 

families  own  TV  sets. 

CKLW-TV 
channel  9 

the  Boston  Post,  are  battling  for  it. 
Outlook  for  1955:  No  change  foreseen 
before  fall  in  vhf.  WJDW,  which  has 
had  a  uhf  44  C.P.  for  more  than  a  year, 
may  put  its  tv  station  on  the  air  in 
1955. 

Pittsburgh:  This  city  is  the  biggest 
two-station  market  on  the  U.S.  map;  it 
has  one  vhf  (WDTV,  now  Westing- 
house-owned  I  and  one  uhf  I  WENS) 
actively  on  the  air.  One  uhf  channel, 

53,  suspended  after  substantial  losses. 
A  vhf  channel,  11,  is  hotly  contested 
hv  two  applicants.  CBS  TV,  however, 
is  currently  seeking  FCC  approval  for 

a  deal  which  may  add  another  vhf-er 

to  the  area.  CBS's  plan:  To  purchase 
Steubenville's  WSTV,  Channel  9  and 
move  the  transmitter  to  Florence,  Pa. — 

just  three-and-a-half  miles  from  down- 
town Pittsburgh.  The  Columbia  tv  web 

may  need  the  outlet,  too;  WDTV  is 

going  to  be  a  basic  NBC  TV  outlet,  and 
some  CBS  TV  shows  may  lose  their 

prized  slots.  Outlook  for  1955:  It's all  up  to  the  FCC. 
New  Orleans:  Two  stations  are  on 

the  air  in  this  citv:  one  (WDSU-TV) 

is  a  firmly  established  vhf,  the  other  is 
a  recent  uhf.  Grants  for  three  more 

uhf  stations  have  been  issued,  although 

one  (WTLO,  Channel  20)  was  recently 
returned.  Three  local  radio  stations — 

\\  \\  L,  WNOE,  and  WTPS— are  com- 

peting for  the  sole  remaining  vhf  chan- 
nel, 4,  not  yet  assigned.  Outlook  for 

1955:  You  probably  won't  see  another 
vhf  outlet  in  the  market  this  year.  One 
or  more  uhf-ers,  however,  may  go  on. 

Providence:  Currently,  this  New 

England  market  is  a  two-station  citv. 
with  one  uhf  and  one  vhf  channel  ac- 

tive. A  union  of  three  applicants, 

(Please  turn  to  j>age  116) 

KRIZ  Phoenix  said  to  tccd  him  Dr.  Ross- 

that's  why  he's  so  friendly." 
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with WAVE 
you  don't  buy  the  cane— 

YOU  BUY  THE  SUGAR! 

There's  only  one  radio  station  in  Kentucky  that  gives 
you  exactly   what  you   need  —  at  the  right  cost! 

KENTUCKY'S  SWEETEST  MARKET 

WAVE'S    50%   BMB   daytime   coverage  area   almost  exactly  parallels 
the   rich,   27-county    Louisville   Trading   Area,   where 

42.5%  of  Kentucky's  total   effective  buying  income  is  concentrated. 

TOP  PROGRAMMING  —  TOP  AUDIENCE 

WAVE   is  the  only  NBC  station  in  or   near  Louisville. 

Plus   that,   WAVE   commands   high   listenership   by   investing   in 

top  local  programming  —  employing  44  people   exclusively 
for  on-the-air  RADIO  activities. 

You  don't  have  to  raise  cane.  You  get  the  sugar  when 
you  use  WAVE.  NBC  Spot  Sales  has  the  figures. 

WAVE 

LOUISVILLE 

5000  WATTS 

NBC  AFFILIATE 

Nrid|SPOT   SALES 
National  Representatives 

M 
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oav    necessary    is    tra<; 

low  n  id\  ertisinj 

rade  paper  advertising  for  a  logical  televisi 
radio  station  is  no  different  than  brand-name  advertisin 

for  a  can  of  beans  or  a  pai  shcx 

The  product  needs  a  push.     And  advertising  provides  the  pus; 

Manx  stations  have  no  business  using  trade  paper  ad\ 
ing  because  they  have  little  or  no  potential  for  national  busine 

But  if  your  station  merits  consideration  by  a  national  or  r 
gional  advertiser  then  trade  paper  advertising  is  necessary  indee 

For  what  is  a  trade  paper  but  an  advertising  vehicl 
especially  and  uniquely  designed  to  carry  the  messag 

industry  to  their  special  field 

Radio  and  television  stations  are  fortunate  that  within  their  fi 

are  some  trade  publications  of  outstanding  quality.     The 
exceptional  merit  and  service  are  recognized  throughout  ind 

and  trade  paper  cirri 

Thus  valid  advertising  vehicles  designed  to  help  sell  yo 
station  to  national  and  regional  buyers  are  available  to  y< 

just  as  your  station  is  available   to  help   sell  win 
machine  or  a  breakfast  cereal  to  a  logical  audience 

ligh  among  the  publications  available  to  a  tv  or  radio  statio 
is  SPONSOR,  the  only  magazine  whose  total  editori; 

concentration  is  on  tv  and  radio-minded  accoun 

PONSOR   the  magazine  radio  and  tv  advel 



previously   published   .ids:    (1)    "Why    i?.   a    trade    paper    like   a    tel 
Itationr"       (2)     "How     much     ihould    a    station    invest    in    trade    papei 

( 3 )    "Sure   way   to   ̂ p<>t    a    well-read    trade   paper'"      (4)    "Who   is 
the    man     behind     the    ad    curtain  r" 

IVlay  Jake  Evans,  Bernie  Piatt,  Bob  Mendel- 
son,  Ed  Cooper,  Homer  Griffith  or  Arnold 
Alpert     tell     you     more     about     SPONSOR? 
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SELLS 

Los  W\es 
 B^ —•"ST 

V Mexican  -  »         , 

10,000   WATTS 
Transmitter:  Los  Angeles,   California 
Executive  Offices:  Santa  Monica,  California 

National  Representatives: 

Forjoe  &  Co.  New   York,    Chicago, 
Dallas,  San  Francisco 

Dora-Clayton  Atlanta,  Georgia 

GEORGE  A.  BARON,  Gen'l  Mgr. 

If  you  use  TV  film 

you  need  BONDED 
TV  film  service! 
Saves  You  Money,  Worry 

and  Mistakes! 

COMPLETE  TV  FILM  SERVICE  FOR 

PROGRAMS  OR  COMMERCIALS 

Shipping  •  Splicing  •  Routing, 

Scheduling,  Print  Control 

Records  •   Examination, 

Repair,  Cleaning,  Report  on 

Print  Condition  •  Storage 

Supplies,  Equipment 

DED 
TV  FILM  SERVICE 

LOS  ANGELES  •  NEW  YORK 
904  N.  lo  Ciencga         630  Ninth  Ave. 

BR   2-7825  JU   6-1030 

FASTER,  SAFER,  LESS  COSTLY... 

Because  It's  More  Efficient! 

however,  will  bring  a  new  vhf  station, 

WPRO-TV,  Channel  12,  on  the  air  "in 
'.>()  days.""  according  to  the  John  Blair 
rep  firm.  Protest  to  the  FCC  had  pre- 

viously blocked  the  CP. 
Miami:  Two  stations  are  on  the  air 

in  this  resort  city,  but  four  more  are 

in  the  works.  The  FCC  has  already 

granted  CP"s  for  two  uhf-ers.  Channels 
27  and  33  to  WMIE-TV  and  WMFL. 

Either  ma)  go  on  within  six  months, 
according  to  network  sources.  Two 

more  channels,  vhf  7  and  10,  are  each 

being  sought  b\  four  big  applicants. 

Incidentally,  Niles  Trammell.  ex-NBC 
chairman,  is  president  of  one  of  the 

firms  seeking  Channel  7.  Outlook  for 

1955:  Strong  possibility  of  one  more 
uhf-ei  :  sonic  chance  for  another  vhf 
station. 

Tampa:  One  uhf  channel,  38,  is  cur- 

rently active  in  the  Tampa-St.  Peters- 

burg area.  However,  CP's  have  been 
granted  to  two  applicants  for  vhf  chan- 

*••••••• 
•  •In  the  atomic  and  electronic  age  in 
which  we  now  live,  changes  are  transpir- 

ing al  such  a  rapid  rate,  that  it  takes 
more  than  our  past  experience  to  adjust 
to  them,  and  to  appreciate  and  fully 
comprehend  them.  But  alter  all  is  said 
and  done,  the  efforts  in  which  we  are 
engaged  are  stimulating  because  they 
are  for  the  purpose  of  entertaining  and 
informing  and  educating  people  and 
not  for  destroying  them.  They  are  in- 
lentled  lo  serve  the  constructive  pur- 

poses of  advancing  civilization,  increas- 
ing happiness  and  making  life  more 

meaningful." 
BRIG.    GEN.    DAVID    SARINOFF 

Chairman    of   the  Board 
RCA  and   1\RC.    /Veto    York 

•  ••••••• 

nels  8  and  13.  The  first  of  these, 

WFLA-TV,  expects  to  be  on  the  air 

early  in  February,  according  to  its 

rep,  John  Blair.  The  other.  WTVT.  has 

set  March  as  its  target  date,  according 

to  Wery-Knodel.  Outlook  for  1955: 

Tampa  will  go  from  a  one-station  to  a 
three-station  <  itv . 

Toledo:  Another  market  currentlj  in 

the  one-station  category,  Toledo  may 

also  jump  to  three  stations  this  year. 

A  CP  has  been  granted  for  uhf  chan- 

nel 7(>.  and  the  owners  hope  to  get  on 

the  air  b\  mid-1955.  The  remaining 
channel  foi  the  area.  \bf  channel  11. 

is  being  contested  bj  no  less  than 

seven  applicants.  However,  the  appli- 

cant- are  currentlj  trying  to  agree  on 

an  "interim""  deal  wherein  each  firm 

puts  up  $100,000  to  put  a  station  on 
the  air.  with  the  ultimate  winner  of  the 

FCC's  nod  to  pay  back  the  others. 
Outlook  lor  1055:  \t  [easl  one.  and 

possibl)  two  more  stations.  *  *  * 

TALENT  COSTS 

{Continued  from  page  37  i 

rights  for  writers  on  the  show. 
'"No  matter  what  you  say  about  the 

agents  wanting  to  pick  the  best  non- 

performing  talent  for  a  show,"  said  an 

agency  man.  "there's  no  denying  that 
anj  agent  has  a  natural  bias  in  favor 
of  bis  clients  and  when  this  agent  is  a 

power  in  the  business,  this  natural  bias 

means  something." In  some  agency  circles,  there  is  an 

inclination  to  pooh-pooh  the  idea  that 

an  agent  with  a  large  list  of  clients  can 

do  anv  better  than  an  agent  with  only 

a  few. 

"It's  the  star  who  counts."  said  one 

adman,  "not  the  agent.  If  a  star  is 

worth  money  to  a  client,  the  star  will 

get  just  what  he's  worth  and  it  doesn't make  an\  difference  who  the  agent  is. 

If  you  want  to  start  putting  the  blame 

on  somebod)  for  high  costs,  how  about 

blaming  the  sponsors  who  are  shelling 

out   all  this  dough?" 2.  The  fierce  battle  for  supremacy 

between  CBS  and  NBC  is  playing  di- 

rectly into  the  hands  of  WM  and  MCA, 

a  number  of  agency  men  fear.  I  his 

gives  the  agents,  these  admen  say,  an 

opportunity  to  play  one  network 
against  another  and  bid  up  talent 

prices.  They  cite  the  recent  case  of 
CBS'  Ed  Sullivan,  an  MCA  client,  as 
an  example. 

As  one  well-informed  programing 

executive  tells  the  Sullivan  storj  : 

Sonny  Werblin,  MCA  vice  president 

and  its  top  t\  talent  negotiator  asked 

NBC  if  it  was  interested  in  Lincoln- 

Mercurvs  top  salesman,  whose  CBS 

contract  expires  next  fall.  NBC  was, 
offered  Sullivan  around  $8,000  a 

week,  substantially  above  what  he  was 

getting,  and  a  long-term  contract.  CBS 
has  first  refusal  rights  for  Sullivan, 

meaning  it  has  to  be  given  the  chance 

to  meet  anv    offer. 

Sullivan's  Toast  of  the  Ton  n  is  the 

anchor  show  on  CBS'  Sunday  night 

lineup.  (IBS'  entire  Sunday  evening 
schedule  would  be  in  jeopardy  were 

Sullivan  to  join  NBC.  I  nwilling  to 

live  without  Sullivan,  CBS  met  the 

NBC  offer  (and  some  sa\  it  bettered  it 

a  little).  In  the  final  settlement.  Sulli- 
van got  $8,200  a  week  and  a  20-year 

contract,  which  includes  being  paid 

for  just  promising  to  work  for  no othei    network. 

The  Sullivan  case  was  nol  the  only 

recenl  example  <  ited.  The  details  are 
not    important.     What    is    important    is 
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admen  feel  that  part  of  the  cost  of  the 

talent  the)  pa)  for  represents  nothing 
more  or  less  than  insurance  against 

inter-network  raiding  —  or  agent-in- 
duced inter-network  raiding  rather 

than  payment  for  audiences  delivered. 
More  on  t li i>  later. 

3.  The  spectaculars,  saj  the  ad 
agencies,  have  had  a  hig  impact  on 

talent  <<p~l-.  \s  one  agenc)  man  put  it: 

"As  soon  as  NBC  announced  it  was 
going  to  put  on  spectaculars,  talent 

prices  suddenlv  jumped.'"  The  so- 
called  baby  spectaculars  on  CBS, 

Shower  <>l  Stars  and  Best  <>j  Broad- 
urn.  made  the  situation  worse,  he  said. 

\\  hili-  not  denying  the  positive  ex- 
citement values  of  the  spectaculars,  ad- 

men point  out  that,  on  the  other  side 
of  the  coin,  their  nature  made  it  neces- 

sar)  for  the  networks  to  bring  in  names 

of  marquee  standing  —  which  means 
mone)  stars.  For  NBC  the  stakes  were 
high.  The  network  was  not  onl\  cast 

in  the  role  of  stimulating  interest  in 

coloi  sets  for  its  parent  company,  RCA, 
luil  was  determined.  h\  means  of  the 

spectaculars,  to  ride  roughshod  over 

CBS  competition.  ()nl\  1>\  accomplish- 
ing this  latter  job,  sax  admen,  could 

the  high-priced  spectaculars  pan  out 
as  a  worthwhile  buy  for  advertisers. 

Those  who  saw  NBC's  sales  presenta- 
tion for  tin-  spectaculars  recall  that 

riding  roughshod  over  the  competition 
was  just  what  NBC  promised. 

The  significance  of  this,  admen  now 

sa\  ruefully,  was  not  lust  on  WM  and 
MCA.  the  two  agents  who  could  deliver 
more  name  talent  than  all  the  other 

agents  combined.  The  result  was  that 

the  network-  were  asking  \Y\I  and 
MCA    how    much   such   and  such   talent 

JUST   RELEASED! 
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would  cost  rather  ihan  telling  them 

that  the)  could  afford  only  such  and 
such  an  amount  of  dollars.  \\  M.  which 

represents  Max  Liebman  and  books 

the  two  Liebman  spectaculars,  is  obvi- 
ouslv    in  a  strategic  position  here. 

There  was  another  aspect  of  the  spec- 
taculars that  affected  the  talent  market. 

This  was  their  periodic  nature,  which 
meant  that  a  new  pool  of  talent  was 

available,  namely,  the  film  stars  who 

were  interested  in  tv  —  or  just  plain 

money  —  but  who  feared  that  every- 
week  programing  would  destroy  them. 

So,  because  of  the  periodic  nature 
of  the  spectaculars  (as  well  as  the  tax 

laws  I  the  price-  asked  for  talent  by 
WM  and  MCA  tended  to  be  high.  But 

a  number  of  agencies   wish  that  WM 

******** 

"Countless  millions  of  dollars  are  be- 
ing spenl  for  scientific  research  used 

in  developing  new  products.  That's smart.  In  comparison,  only  pennies 
are  being  spent  for  sound  advertising 
and  marketing  research  to  help  sell 
these  products  more  economically,  and 

that's  not  so  smart.  Industry  needs  re- 
liable and  believable  advertising  re- 

search to  help  move  the  steadily  mount- 
ing   output     of    goods." eix;ar  kobak 

President 

ARF,   /Veic    York 

******** 

and  MCA  could  have  shown  more 
restraint. 

The  entrance  of  additional  film  stars 

into  tv  is  not  unwelcome  by  the  net- 
works. But  some  of  the  program  men 

are  riled  at  having  to  pa\  high  prices 

for  talent  who,  they  say,  consider  their 

Hollywood  careers  uppermost,  look  at 

tv  as  a  stepchild  and  use  it  as  a  second- 
ary souce  of  income. 

4.  One  of  the  biggest  problems  with 

high  tv  talent  costs,  the  agencies  >a\. 

is  the  wa\  in  which  the)  snowball.  A 

big  factor  here  is  prestige.  If  one  star 

gets  a  certain  figure,  another  one  will 
leel  he  must  get  the  same  lor  more) 

to  keep  his  Standing  in  the  entertain- ment   industry. 

Here's  one  agenc)  executive's  com- ment on  how  NBC  and  talent  have 

been  "educated  '  b)  tv's  cosl  I  rends: 
"<  Ince  NBC  j  ielded  to  a  price  ol 

$50,000,  a>  it  ilid  in  the  case  of  Ginger 

Rogei  -  w  Inn  she  appeared  on  a  spec- 

tacular, ii  can'l  expeel  agents  to  ask 
for  $40,000  when  it  inquires  about  a 
name  ol  similar  or  bigger  magnitude. 

"\ot  l< .iilj  ago  one  ol  i\  -  top  corn- 
ed*   stars    was    asked    how    much    he 

wanted  to  do  a  spectacular.  The  price 

he  came  up  with  was  $250,000.  The 

NBC  inquirer  expressed  himself  as 

aghast  and  asked  the  star  how  he 
arrived  at  that  figure. 

"'Well.'  the  star  retorted,  'you  paid 

Cinger  Rogers  §50.000  and  I  consider 

myself  as  certainly  worth  five  times 

that."  
"• 

I  he  influence  of  the  prestige  factor 

spreads  out  like  ripples  from  a  stone 
thrown  in  the  water.  One  adman  cited 

the  case  of  Gloria  Swanson,  who  asked 

for  S75.000  to  do  "Sunset  Boulevard" 
on  Lux  J  ideo  Theatre,  a  price  con- 

sidered way  out  of  line  and.  in  this 

case,  a  price  that  was  not  paid.  In 
defense  of  the  talent  agents,  another 
adman  said  thai  thev  were  the  victims 

as  well  as  the  victimizers  in  this  num- 

bers game  involving  prestige.  And,  it 
is  said,  the  Las  Vegas  talent  price  level 

has  had  a  minor  but  perceptible  influ- 
ence on  video. 

It  is  not  only  the  high-priced  shows 
that  are  affected.  The  big  talent  cost 
numbers  trickle  all  the  way  down  the 

line  and  have  a  varied  impact  on  less 

expensive  shows  and  talent. 

Some  agencies  are  griping  about 

the  long-term  contracts  which  pay  tal- 

ent for  tying  itself  exclusively  to  one 
network.  In  the  Jackie  Gleason  deal. 

for  example,  the  star  will  get  SI. 5  mil- 
lion over  a  period  of  15  \ears.  or 

roughly.  $2,000  a  week,  from  CBS 
whether  he  works  or  not. 

One  agenc)  man  summed  up  the 

problem  as  follows: 
More  and  more  stars  (and  their 

agents)  will  be  asking  for  this  kind  of 
deal.  The  mone)  paid  out  will  pyramid 

and  become,  in  effect,  a  cost  of  doing 

business,  so  far  as  network  accounting 
is  concerned.  The  result  is  that  this 

cosl  will,  in  the  long  run.  be  borne  b) 
all  network  advertisers,  and  not  onlv 

the  sponsors  who  bin  the  particular star. 

.».  Sonic  of  those  close  to  the  talent 
situation  sa\  that  the  income  tax  laws 

have  had  more  of  an  effect  on  l\  costs 

than  most  admen  realize.  It  is  pointed 

out  that  tax  brackets  rise  to  01', 
and  thai  aftei  a  star's  taxable  income 
reaches  $200,000,  nine  out  of  ever)  I" 
dollars  he  earns  goes  to  I  nele  Sam. 

For  a  -tar  who  already  has  a  substan- 
tial income,  additional  appearances  on 

i\  ine\  itabl)  call  for  a  lot  of  cash  to 
make  his  after-tax  income  a  tangible 
i  it  ii  i  n. 

The    big    trend    is   toward    sett in<2    up 
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With  "TRUTH  DOLLARS"-*/,***' «  how! 
Your  "Truth  Dollars"  fight  Communism  in  it's  own  back  yard  —  behind  the 

Iron  Curtain.  Give  "Truth  Dollars"  and  get  in  the  fight! 

"Truth  Dollars"  send  words  of  truth  and 
hope  to  the  70  million  freedom  loving  peo- 

ple behind  the  Iron  Curtain. 

These  words  broadcast  over  Radio  Free 

Europe's  29  transmitters  reach  Poles. 
Czechoslovakians,  Hungarians.  Romanians 
and  Bulgarians.  RFE  is  supported  by  the 
voluntary,  cooperative  action  of  millions 
of  Americans  engaged  in  this  fight  of  good 
against  evil. 

^  How  do  "Truth  Dollars"  fight Communism  ?  By  exposing  Red  lies  . . . 
revealing  news  suppressed  by  Moscow  and 
by  unmasking  Communist  collaborators. 
The  broadcasts  are  by  exiles  in  the  native 

tongues  of  the  people  to  whom  they  are 
beamed. 

Radio  Free  Europe  is  hurting  Commu- 
nism in  its  own  back  yard.  We  know  by 

Red  efforts  to  "jam"  our  programs  (so  far 
without  success).  To  successfully  continue 
these  broadcasts,  even  more  transmitters 
are  needed. 

Every  dollar  buys  100  words  of 

truth.  That's  how  hard  "Truth  Dollars" 
work.  Your  dollars  will  help  70  million 
people  resist  the  Kremlin.  Keep  the  truth 

turned  on.  Send  as  many  "Truth  Dollars" 
as  you  can  (if  possible,  a  dollar  for 
each  member  of  your  family).  Thef^ 
need  is  now. 

FIGHT 
COMMUNISM 

with 

DOLLAR5" 

Support  Radio  Free  Europe 
Send  your  "Truth  Dollars'"  to  CRUSADE  FOR  FREEDOM  c/0your  Postmaster 
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stars  in  business.  While  the  tax  situ- 

ation is  a  complicated  one,  what  it 

comes  down  to  is  that  once  a  star  in- 

corporates his  personality  in  some 

form  he  has  additional  opportunities 

to  turn  his  skill  into  money.  He  can. 

for  example,  put  himself  on  film  and 

get  additional  revenue  from  reruns. 

He  can  set  up  capital  gains  situations 

and  be  taxed  at  the  lower  capital  gains 

rate.  Star  after  star  has  -et  up  <>r  been 

set  up  in  a  film  producing  outfit  for  his 
t\    -how. 

One  result  of  all  this  has  been  the 

influx  of  additional  advisors  to  the 

star's  retinue.  Business,  or  personal, 
managers  are  much  more  numerous 
than  before  television.  There  are  also 

lawyers  and  accountants  to  add  their 
advice. 

Since  the  star  is  no  expert  in  the 

abstruse  tax  held,  there  is  a  tendency 
for  him  to  lean  more  on  his  advisors. 

Both  \\  \1  and  \IC  \  (and  their  law- 

yer executives,  Nat  Lefkowitz  and 

Maurice  Schreier,  respectively)  are 

past    masters    in    the    field    of   advising 

TRIED  by  a 
10  MAN  JURY 

Yes,  10  of  the  current  accounts 

on  Bob  Trebor's  "DAY- 
BREAKER"  Show  have  been 
sponsors  for  3  or  wore  years. 

Several  for  AVi  years  on  this 

5-year-old  show. 
The  verdict  of  this  10-man 

jury  is  justified!  From  morning 

to  night  WVET  gets  results 

in  the  Metropolitan  Rochester- 
Western  New  York  Market, 

3rd  largest  in  America's  first State. 
5000   WATTS 

IN   ROCHESTER,  N.  Y. 
Represented  Nationally   by 
THE    BOLLING    COMPANY 

clients  on  tax  matters  and  fashioning 

contracts  to  extract  as  much  net  in- 

i  "me  as  possible  out  of  a  star's  gross. 
This  enhances  their  alread\  obvious 

elements  of  powei . 

One  sidelight  touched  on  by  an 

agents  man  involved  with  talent  nego- 
tiations is  what  he  called  the  tendency 

for  a  star's  asking  price  to  be  pushed 
up  because  of  contending  advisors. 

He  said.  "The  agent,  the  business  man- 
ager, the  lawyer  and  the  accountant 

all  want  to  show  they  have  the  star's 
best  interests  at  heart  and  prove  it  by 

insisting  he  is  worth  more  than  the 

other  advisors  say.  If  the  business 

manager  sa\  s  hi>  bo\  i-  worth  s.ilU )(!(). 
the  agent  may  answer  that  the  price 

will  be  hard  to  get  but  he'd  better  go 

out    and    try." 
\  talent  man  told  SPONSOR  that  the 

in<  reasing  number  of  stars  who  are 

producing  films  for  tv  under  the  aegis 

of  their  own  corporations  has  pro- 
duced an  ironical  turn  of  events  so 

far  as  the  networks  are  concerned. 

The  networks,  he  said,  were  afraid  to 

go  into  film  production  themselves 
because  of  the  possibility    of  conflicts 

4*The  confusion  about  ratings  arises 
more  than  anything  else  from  simple 
misunderstandings  of  the  functions  of 
television  surveys  and  misinterpreta- 

tions of  their  findings.  Audience  mea- 
surement i-  a  vastly  complicated  sub- 

ject and  cannot  be  fully  grasped  with- 
out   long    and    careful    study.'' 

HUGH  M.  BEVILLE,  JK. 

Director   Research    &■  Planning 
IS liC.    New    York 

between  the  live  and  film  unions. 

Hence,  llie\  were  instrumental  in  set- 
ting  up  talent   as  t\    film  producers. 

"\\  hit  started  off  as  a  favorable  tax 

position  for  the  talent  and  a  workable 
convenience  for  the  networks  sudden- 

ly turned  into  a  loss  of  control  for 

the  lallei .  The  stai  w  ho  had  been  put 

into  the  film  business  can  now  -a\  :  "I 
own  this  show  and  il  you  want  a  new 

deal,  you'll  have  to  talk  to  mj  agent." 
Vnd  this  is  either  W  \1  or  MCA." 

Another  l>il  o|  iron)  about  this  fili- 
ation involves  not  onlj  the  networks 

bul  the  network  sponsors.  I  he  increas- 

ing amount  of  film  shown  on  networks 
has  meant  a  corresponding  decrease 

in  use  of  live  facilities.  \n  agenc) 

radio-h  chiel  expressed  some  fears 
about    tbi-   development: 

assume    that    the    networks    are 

still  amortizing  their  equipment.  Well, 

if  they  are,  that  means  each  live  show- 
is  bearing  more  of  a  production  cost 

burden.  That  may  explain  win  our 

production  costs  have  gone  up  70'  , 
over  last  year.  And  now  I  see  CBS  has 

joined  NBC  in  saddling  us  with  that 

$500  film  origination  charge.  That's 
outrageous!  Gas  stations  give  free  air. 

hotels  give  free  water.  \\  by  should 

networks  charge  us  for  running  a 

film?" 

With  some  of  the  long-term  effects 
of  the  economics  of  the  talent  market 

alreadv  beginning  to  appear,  the  ques- 
tion naturally  arises  whether  anything 

can  or  should  be  done  about  the  tv 

cosl  situation.  This  question  will  be 

discussed  in  the  next  issue,  along  with 

a  further  look  into  the  operation-  of 

WM  and  MCA.  an  analysis  of  the  cost- 

per- 1.000  figures  for  name  shows  and 
rebuttal  from  those  who  feel  talent 

agent-  have  nol  acted  unreasonably  in 

raising  costs.  *  *  * 

ROUND-UP 
I  Continued  from  page  7(>  i 

In  1929  Richard  II.  Mason  went.to 

work  at  WPTF.  Raleigh.  \.  C,  as  a 

part-time  announcer  and  singer.  This 

month  he  celebrated  his  25th  anniver- 

sary with  the  station — of  which  he 
now  i-  president.  To  mark  the  event, 

S.  B.  Coley,  chairman  of  the  board  of 
\\  P  IT  Radio  Co..  gave  Mason  a  silver 

bowl  and  25-year  certificate.  In  recall- 

ing Mason"-  career  at  WPTF.  Colej 
said  the  present  station  president,  after 

part-time  annoum  ing-singing  chores 
for  two  \ears.  was  made  program  man- 

ager. Three  wars  later  he  was  pro- 

moted to  general  manager  and  in  1944 
was  elected  to  the  board  of  directors. 

He  was  made  a  vice  president  in  1951 

and    in    December  of    P).">.'i   was  elected 

president.  I  nder  Mason's  management 
and  direction  the  outlet  has  grown 

from  a  one  kw  part-time  station  to  50 
ku   lull-time  NBC  affiliate. 

*       #       # 

The  Maryland-D.C.  Broadcasters  As- 

sociation has  formed  a  Freedom  ol  In- 

formation  committee,  reports  II-  Leslie 

Peard  Jr.,  president.  Function  of  the 

committee  is  to  operate  as  a  "watch 
dog"'  to  protect  access  to  new-  and  in- 

formation. Members  of  the  committee 

are  torn  White.  WBAL-AM-TV,  .hair- 
man  :  Theodore  I  Ted  I  Koop.  CBS. 

Washington;    Charles    Truitt.    WBOC, 
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Thanks  to  the  thrift  of  employed  Americans  and 

the  cooperation  of  45.000  companies  which  have 

enrolled  more  than  8.000.000  men  and  women  in 

the  Payroll  Savings  Flan — 

•  Sales  of  E  and  H  Bonds  (H  Bond  is  the  current-income 

companion  piece  of  the  E  Bond,  sold  only  to  individuals 

and  purchased  in  larger  denominations  by  executives)  in 

1954  totaled  $4.9  billion,  a  new  peacetime  record. 

•  Sales  in  1954  exceeded  all  redemptions  in  that  year  of 

matured  E  Bonds  and  unmatured  E  and  H  Bonds  bv  more 

than  $400  million — the  highest  net  amount  since  1949. 

•  Cash  value  of  E  and  H  Bonds  outstanding  reached  a  new 

record  high  of  $38.2  billion,  a  gain  of  $1.5  billion  in  1954. 

•  This  $38.2  billion  cash  holding  b\  individuals  represents 

14%  of  the  national  debt.  Never  before  has  the  national 

debt  of  our  country  been  so  widely  held. 

These  figures,  far  more  effectively  than  mere  words, 

tell  the  story  of  The  Payroll  Savings  Plan — why  it 

is  good  for  America,  why  it  is  good  for  husiness.  If 

you  do  not  have  the  Plan,  or  if  you  have  the  I  Man 

and  your  employee  percentage  is  less  than  50%, 

phone,  wire  or  write  to  Savings  Bond  Division, 

U.  S.  Treasury  Department,  Washington,  D.  C. 

The  United  States  Government  does  not  pay  for  this  advertising.  The  Treasury  Department 

thanks,  for  their  patriotic  donation,  the  Advertising  Council  and 

SPONSOR  PUBLICATIONS,  INC 

24  JANUARY   1955 121 



Salisbury,    and     Man    Long,    WFML). 
I  rederick. 

*  #       » 

Al  Jarvis,  who  is  m.c.  <>f  Make  Be- 

lieve Ballroom  on  KIWI!.  Hollywood, 

has  met  an  .una^r  of  3.000  people 

each  Saturda)  at  his  personal  ap- 

pearances  at  Los  Angeles  super  mar- 

Mi-.  Mori  Sidley,  station  manager, 

says  thai  the  KFWB  merchandising 

program  has  brought  so  many  new 

people  into  the  markets  that  the  sta- 

tion has  a  waiting  list  of  more  than 

•  i0  stores  which  wish  to  participate  in 

the  plan.  Only  payoff  required  from 

the  market  is  product  display  space  foi 
KIWI!  food  ad\  ei  li-er-.  One  market 

wrote  the  station  that  "the  Saturda) 
Jarvis  made  his  appearance  was  the 

largesl  single  da)  both  in  dollar  vol- 

ume and  customer  count  in  the  history 

o|    our   market." 
*  «■        * 

laced  with  competition  from  three 
\  hi  stations  and  its  inahilit\  to  obtain 

network  affiliation,  W  FMZ-TV,  Allen- 

lown.  I'a..  a  uhf  station,  has  adopted  a 
polii  \  of  live  local  programing.  In 

less  than  two  weeks  of  operation  it 

I  1  l  brought  the  volunteer  fire  depart- 

ment of  a  neighboring  town,  with  its 

two  firetrucks,  into  W  FMZ-TV's  large 
studio  to  demonstrate  fire-fighting 

techniques;  (2)  brought  a  prize  win- 

ning bull  into  the  studio,  along  with 
the  farmer  who  raised  it  and  the  meat 

packer  who  bought  it.  and  interviewed 

all  three  principal-:  i .'!  i  again  taking 
advantage  of  the  large  studio,  brought 

in  an  entire  high  school  basketball 

team  to  demonstrate  \  arious  pla\  s. 
*  *       * 

"Buy-it-at-your-drugstore"     will     he 

the  theme  1. 1   next  month's  tv  commer- 

'Ncx»  time  I'll  let  KRIZ  Phoenix  tell  me 

where  to  go  to  get  gasoline.'' 

cials  telecast  1>\    Pharmaceuticals  Inc. 

(Serutan,    Geritol).     On    its    Douglas 
Edwards  &  the  Seics,  Juvenile  Jury. 

Life  Begins  at  Eighty  and  Meet  Millie 

network  t\  pro-rams.  Pharmaceuticals' 
commercials  will  stress  that  the  drug- 

gist, together  with  the  physician,  helps 

protect  the  family's  health.  "Your 
druggist  i>  ready  to  help  you  in  ever) 

need  or  emergency."'  the  commercials 

will  say.  "Help  him  to  help  you  In 

patronizing  him."'  Radio,  newspaper 
and  magazine  advertising  also  will  be 

used  in  the  month-long  campaign. 
*        *        * 

Claude  Frazier  (left),  manager  of 

W  \(.\.  Atlanta,  is  shown  in  the  pic- 

ture handing  over  the  keys  to  a  lT>r> 

Plymouth  Belvedere  sports  auto  to  Lew 

l!e\  nolds    of    the    W  \( ',  \     -ales    staff. 

i     jt: 

l!e\  nold-  won  the  car  in  a  -ale-  contest 

conducted  among  WAG  A  salesmen.  He 

brought  in  the  greatest  increase  in  ac- 
counts and  dollar  volume,  both  in 

numbers  and  percentage-wise,  to  win 
the  car. 

-::•  *  * 

I  he  next  million-watt  uhf  tv  station 

ma)  be  KI'TV.  Portland.  The  outlet 
reports  that  it  has  received  its  trans- 

mitting equipment  and  lacks  onl)  a 

filterplexer  and  two  racks.  It  aims  for 

a  1  March  power-boost  dale. *         *         * 

Poll\  lladdad.  publicity  manager  of 

WORK.  Roston.  sa\s:  "What  better 
medium  than  radio  to  get  all  churches 

to  keep  their  doors  open  at  all  lime-, 
and  to  get  all  people  to  take  advantage 

ol  these  open  doors  whenever  the)  feci 
the  need  for  meditation,  solace  and 

comfort'.''  Answering  her  own  ques- 
tion. Mis-  lladdad  sa\s  her  station. 

cooperating  with  the  Open  Church  As- 
sociation ol  Gloucester,  is  airing  a 

dail)  L5-minute  program  phis  an- 

nouncements throughout  the  da)  urg- 

ing listeners  to  \  i-it  a  church  and  to 

leave  their  trouble-  there.  "The  trend 
already  shows  more  and  more  churches 

leaving  their  doors  open  after  Sunday 

services  are  over,"  she  adds. *  *        * 

A  colorful  36-page  book  showing 

the  historical  development  of  Grand 

Rapids  with  old  drawings  and  pic- 

tures has  been  prepared  by  WOOD- 

AM-TV.  Pictures  in  the  book  contrast 

early  Grand  Rapids  with  the  <  it\  as  it 

stands  today  and  covers  industry,  bus- 

iness, schools,  churches,  transporta- 

tion and  other  elements  of  the  com- 

munity. In  addition  the  book  gives  a 

bird's-eye-view  of  the  day-by-day  op- 
eration of  WOOD-AM-TV. 

*  «      * 

The  continuit)  writer-  at  W  TIC. 
Hartford,  are  getting  some  unexpected 

competition.  Recentb  one  of  the  stu- 
dio engineers  submitted  a  script  for  a 

special  program-  and  it  was  accepted. 
William  Marks,  the  night  supervisor 

of  engineers,  didn't  stop  with  just 
writing  the  program,  however.  He 
went  ahead  to  direct  the  -how  and  had 

it    taped    in    advance    of    its    broadcast 
time. 

*  «        * 

An  enormous  cardboard  mailing 

piece  arrived  on  agencymen's  desks  re- centb from  KNX,  Los  Angeles.  A  big 

folder,  the  promotion  piece  had  a 

string  tied  around  it  and  on  the  front 
cover  showed  an  elephant  wrapped  in 

paper,  with  the  headline.  "How  to 
wrap  an  elephant.''  Inside,  the  folder 
said  that  Los  Angeles  is  like  an  ele- 

phant and  has  spread  in  all  directions. 

Today,  says  the  folder,  less  than  10', of  all  retail  sales  arc  made  in  the 

downtown  business  area.  To  cover  the 

whole  retail  sales  area — 50  miles  or 

more  in  diameter — you  need  K\\.  the 
station    asserts. 

*  *         •* 
Never  underestimate  the  power  of 

a  musical  commercial.  The  Mode 

0  Day  Corp..  Los  \ngele-.  in  a  re- 
cent series  of  promotions  for  its  chain 

of  women's  store-,  used  singing  jin- 

gles produced  b)  Song  Ads  Co.  of 

HolKwood.  '"We've  received  I  derail) 
dozens  of  comments  from  our  store 

operators  regarding  the  elTecli\ene— 
o|  our  jingle-  in  actuall)  bringing 

customers  into  our  -tons."  II.  II. 
Lindstrom   of  the   women-   wear  chain 

reported.  "Dozens  of  sales  were  traced 

directl)  to  the  commercial."  \Iosi 
amazing  stor)  he  heard  about.  Lind 
strom  said,  concerned  a  woman  in  Se- 

attle who  was  -ick  in  bed.  Rut  -hi' 
wrote    in    to    sa\    thai    the    jingle    made 
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The  budget  is  set  .  the  client 

has  okayed  the  general  plan  • 

now  the  pressure  is  on  to  draw  up 

space  schedules;  compare  stations  • 

the  hour  is  late,  hut  the  agency  men 

work  on  •  work  with  Standard  Ha 

and  if  you  have  a  Service-Ad 

near  your  listing 

you  sure 
For  the  full  story  on  the  values  1.101  media  get  from  their  Ser\  ice- 

Ads,  see  Standard  Kate's  own  Service-Ad  in  the  front  of  an) 
edition  of  SRDS;  or  call  a  Standard  Rate  Service-Salesman. 

N.  Y.  C- Murray  Hill  9-6620      •      CHI.-Hollycourt  5-2400      •      L.  A.- Dunkirk  2-8576 

ISole:  Six  years  of  continuous  research  among  buyers  anil  users  of  space 
and  time  has  revealed  thai  one  of  the  most  welcome  uses  of  Service-Ads 

comes  at  those  times  account  executives  or  media  men  are  working  ni<dil- 
or  weekends,  planning  new  campaigns  or  adjusting  current  ones. 
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10,000    WATTS 
Transmitter:   Los  Angeles,   California 

Executive  Offices:  Santa  Monica,  California 

National  Representatives: 

Forjoe  &  Co.  New   York.    Chicago, 
Dallas,  San  Francisco 

Dora  Clayton  Atlanta,  Georgia 

GEORGE  A.  BARON,  Gen'l  Mgr. 
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FOR  HOTEL  ACCOMMODATIONS 
IN  SEW  YORE  ViTY 

CALL   YOUR    LOCAL   TRAVEL 

REPRESENTATIVE   OR 

TELETYPE— N  Y  1-3601 

GRAND   CENTRAL   AREA 

RADIO 

Shelton 
LEXINCTON  AVENUE  AT 
49TH  STREET 

1200  Modern  Rooms  Tele- 
vision equipped.  Reasonable 

Rates,  Swimming  Pool 
(complimentary  to  guests). 
Coffee  Shop,  Restaurant, 
Cocktail    Lounge. 

CITY    AREA 

abbey  #>otel 
51st  STREET,  JUST  EAST 
OF  7th  AVENUE 

A  23  Story  Modern  Hotel. 
Accommodates  1,000 
Cuests.  Sensibly  Priced. 
Breakfast  Room.  Stock- 

holm Restaurant.  AAA 
Recommended. 

her  feel  so  good  that  she  disobeyed 

her  doctor,  got  up,  went  to  a  Mode 

O'Day  store  and  bought  herself  a  dress. 
*  *        « 

"Tele-Sell  Merchandising"  is  the 
name  \\  CCO-TV,  Minneapolis,  gives 
to  its  food  merchandising  plan.  The 
station  will  offer  food  advertisers  the 

choice  of  three  plans  (based  upon 

week!)  expenditures  for  WCCO-TV  ad- 
vertising  I .  All  three  plans  offer  from 
30  to  75  mass  displays  in  about  110 

cooperating  super  markets;  guaranteed 

shelf  exposure;  shelf  talkers  and  other 
merchandising  aids.  Don  Gillies. 

\\  (CO-TV  merchandising  director,  su- 

pervises the   "Tele-Sell"   plans. *  *        * 

The  advertising  industry  is  getting 

all  set  to  publicize  itself  during  Na- 

tional Advertising  Week,  13-19  Febru- 
ary. Major  promotion  of  the  week  is 

being  handled  by  the  Advertising  Fed- 
eration of  America.  J.  L.  Van  Volken- 

burg,  president  of  CBS  Television,  is 
\d\ertising  Week  chairman.  Other 
members  of  the  committee  include 

Roger  Pryor,  v.p.,  Foote,  Cone  & 
Belding;  Elon  G.  Borton,  president  of 
(he  AFA;  Tom  Ragland  Jr.,  WMBQ, 

Memphis;  Richard  Geismer,  Du  Mont 
Television;  John  Yeck,  Yeck  &  Yeck 

'  Dayton  agency)  ;  Dick  Messner,  Mar- 
bridge  Printing  Co.;  Howard  Abra- 

hams, National  Retail  Dry  Goods  As- 
sociation, and  Jim  Proud,  assistant  to 

the    president,    AFA. 
*  *        * 

When  the  100,000th  baby  was  born 
in  the  Columbia  Hospital  for  Women, 

Washington,  D.  C,  WTOP  broadcast 

l hr  blessed  event.  To  make  sure  they'd 
be  on  hand  when  the  100,000  child 
arrived,  WTOP  staffers  Elinor  Lee, 

Patti  Searight  (program  director)  and 
James  Sillman  (WTOP  Radio  Direc- 

tor) were  on  "standby"  for  three 
days.  The  station  forgot  to  mention, 

in  its  press  release,  whether  the  bal>\ 
turned  out  to  be  a  boy  or  girl. 

»        *        * 

\\  \  \\I  (tv),  Baltimore,  has  a  new 

trademark.  It's  a  sculptured  figure, 
designed  for  the  station  b\  Jack  Lam- 

bert. The  figure  i-  a  powerful  kneel- 
ing  archer  in  the  acl  ol  releasing  hi 

arrow.  \\  \  \\1  says  llii-  represents 

the  station's  "top  power"  and  its  aim 
at  the  heart  of  it-  community.  The 

figure  is  being  used  in  station  identi- 
fication, promotion  announcements 

ami    other   on-the-air    announcements. 

Mai  Hansen,  farm  service  director 

for  WOW-AM-TV,  Omaha,  has  been 
awarded  a  Certificate  of  Commenda- 

tion by  the  Nebraska  County  Agents 
Association.  The  certificate  read  in 

part:  ".  .  .  Presented  to  Mai  Hansen 
for  meritorious  public  service  in  the 

field  of  agricultural  education.  His 

efforts  made  it  possible  for  thousands 

of  people  to  understand  better  the  ob- 
jectives of  the  agricultural  extension 

service.  His  work  has  aided  count  \ 

agents  in  carrying  their  education 

program  to  people  throughout  Ne- 

braska .  .  ." 

*  *        « 

It  was  ladies'  day  all  day  one  recent 
Wednesday  at  KLAS,  Las  Vegas,  Nev. 

The  station's  operation  for  the  day 
was  turned  over  to  the  Las  Vegas 

Business  &  Professional  Women's  Club. 
Tom  Ivory,  KLAS  manager,  said  this 
was  the  third  year  that  the  gals  have 
taken  over  the  station  during  National 

Business  &  Professional  Women's 
Week.  He  says  it  creates  high  listen- 

ing interest. «        *        * 

Five  radio  and  television  executives 

recently  were  honored  by  the  Joint 

Defense  Appeal  "for  their  contribu- 

tions to  the  cause  of  human  rights.  " Network  presidents  Sylvester  L.  (Pat) 
Weaver  Jr.  of  NBC  TV,  Jack  L.  Van 

Volkenburg  of  CBS  TV,  Robert  E. 

Kintner  of  ABC,  Thomas  F.  O'Neil  of 
MBS  and  Ted  Bergmann.  managing 

director  of  Du  Mont,  were  honored  by 

JDA. *  *       # 

To  herald  the  1.1 00- foot  tower  of 
\\S\Z-TY.  Huntington,  W.  Va.,  the 

Huntington  Advertiser  ran  a  front- 

page picture  of  the  structure.  The 
photo  was  one  column  wide  and  ran 
from  the  top  to  the  bottom  of  the 

page.  Cost  of  the  tall  tower,  accord- 
ing to  the  paper,  was  $500,000.  The 

station  began  telecast  inn  in  Novem- 

ber 1()1<)  from  a  ,'UO-foot  tower. 

*  »        » 

Nearly  every  English-speaking  coun- 
try in  the  world  will  soon  be  able  to 

bear  Conversation.  The  program,  aired 

over  NBC  Saturday  nights,  features 
Clifton  Fadiman  in  discussions  with 
famous  men.  I.ouis  G.  Cowan,  who 

(  onceived  ami  now  produces  t In-  -how. 
said  the  program  i-  being  aired  in 

Canada.  England,  South  Africa  and 

Australia.  *  *  • 
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49TH  b  MADISON 
(Continued  from  page  18) 

NO  DOUBT  ABOUT  RADIO 

First,  let  me  say  the  December  13th 

issue  of  SPONSOR  is  really  "loaded" 
with  fine  reading.  It  is  one  of  the  best. 

We  would  also  appreciate  four  cop- 
ies of  the  September  6th  issue  contain- 

ing the  article  "Spot  Radio's  Creative 
Salesman." 

By    the    way,    for    those    who    have 
their  doubts  about  radio — we  are  en- 

joying the  best  December  in  25  years 

Pat   O'Halloran 
Sales    Manager,   EPO 
Wenatchee,   Wash. 

YEAR-END  REPORT 

For  years  I  have  avoided  subscrib- 

ing to  your  magazine  because  "I  don't 
have  time  to  read  any  more"  but  I 
find  after  reading  your  year-end  re- 

port in  the  December  27th  issue  I  can 

no  longer  ignore  you. 

Enclosed  is  my  check  for  $8.00  for 

a   one-year  subscription. 
William  D.  Van  Dyke 

Regional  Adv.   Supv. 

Seaboard   Finance   Company 
Jacksonville,  Fla. 

CORRECT  LISTING 

I  note  that  your  "New  Stations  On 

Air"  listing  gives  ERP  in  kilowatts  for 
new  stations.  Since  ours  is  one  of  the 

few  directional  patterns,  our  RMS 
power  around  the  circle  differs  from 

our  peak  power  along  the  coast  line. 
...  we  are  rated  at  112  kilowatts. 

This  is  the  peak  power  which  we  ra- 
diate up  and  down  the  coast,  where  the 

population  is  located.  Toward  the 

ocean  our  power  is  much  reduced  in 

order  not  to  waste  power  on  the  fish. 

When  we  filed  our  application  for  112 
kilowatts,  they  requested  that  we  inte- 

grate the  power  over  360°.  This  cal- 
culation came  out  to  63  kilowatts  RMS. 

which  is  the  value  you  will  find  in  FCC 
releases. 

I   wouid   appreciate   your   listing   us 
with  the  112  kilowatt  value. 

J.  R.  Meachem 

General  Mgr.,  WE  AT -TV 
West  Palm  Beach,  Fla. 

MEDIA  STUDY 

Many  thanks  indeed  for  the  two 

copies  of  your  All-Media  Evaluation 
Study  which  were  safely  received. 

It  occurs  to  both  of  us  there  is  much 

very    useful    material    indeed    in    this 

hook.    May  we  proceed  as  follows: 

1.  I  should  like  you  to  send  and  bill 
us  for  51  copies  of  the  book. 

2.  Could  you  please  send  us  250 

copies  of  the  reprint  entitled  "High- 
lights of  the  All-Media  Study."  We 

|'ii »|>ose  to  send  this  to  all  members 
together  with  our  recommendation  that 

tli<-\  get  the  book  ordering  it  through 
us  in  order  to  simplify  matters  for  you 

and  make  volume  mailings  possible.  I 

sincerely  trust  these  arrangements  will 

be  acceptable  to  you  and  our  congratu- 
lations   on    an    extremely    useful    and 

comprehensive  study. 

T.  J.  Allard Executive  vice  president 

CARTB,  Ottawa,  Canada 

Could  you  please  send  me  a  cop) 

of  the  May  3rd  issue  of  SPONSOR?  If 
this  is  not  possible,  I  would  appreciate 

it  if  you  could  send  me  a  tear  page  of 

the  article  "Psychology  of  Media." 
Waits   \\  \<  ki  i; 
D.  P.  Brother  &  Co. 
Detroit 

•  Thi-  i-  treated  in  SPONSOR'S  Ul-Media  Eval- 
uation Slucly  now  in  hook  form.  Cost  per  ropy 

is    St. 

GOOD  NEWS  FOR  TV  AND  RADIO  ADVERTISERS! 

SONG  ADS  COMPANY  ANNOUNCES  A  NEW 

SIGHT  n-  SOUND 
PACKAGE  $150 Never  before  has  such  an  outstanding  TV-Radio  Package  been  offered  at  such 

a  k>w,  low  price.  Here's  your  opportunity  to  see  and  hear  television  and  radio 
ideas  prepared  for  you  by  America's  foremost  creators  of  singing  commercials 
—  The  Song  Ads  Company.     This  is  what  you  get  for  just  $150: 

1 

2 

ART  DRAWN  TELEVISION  STORY  BOARD. 
This  depicts  each  scene  as  it  will  be  filmed  in  the  finished  commercial 
Drawn  by  outstanding  Song  Ads  artists,  the  story  board  consists  of  eight 
or  more  pictures  with  copy  below  each  Important  action  is  highlighted, 
complete  camera  and  sound  instructions  are  indicated  The  story  board 
is  made  up  from  the  |ingle  you  select  from  those  submitted  by  The  Song 
Ads  Company,  and  described  below. 

3  VOICE-PIANO  AUDITION  COMMERCIALS 
Each  of  the  audition  jingles  will  be  created  by  a  different  composer- 
lyricist  —  in  order  to  get  a  variety  of  viewpoints  and  techniques  Each 
audition  |ingle  will  be  carefully  conceived  and  tailor-made  to  fit  the  cur- 

rent copy  theme  of  your  product  or  service.  And  Song  Ads  know-how, 
developed  through  the  creation  of  hundreds  of  successful  singing  com- 

mercials, will  assure  you  of  fresh,  original,  memorable  musical  trade- 
marks     Mail  the  coupon  now' 

FREE! 

PRODUCTION 

6000    SUNSET    BLVD.,    HOLLYOOD    28, 

CALIFORIA     .    .     .     HOIIywood      5-6181 

SONG  ADS  COMPANY 
6000  SUNSET  BLVD  ,  Hollywood  28,  Calif 

Please  send  me  full  information  about: 

:     TELEVISION  —  Sight    n     Sound    Pockoge:     SI50    Sight 

n'  Sound  audition  record  and  story  board  at  described  above. 

□    RADIO  —  Guaranteed  Satisfaction  Plan:  Your  new 

absolute  guarantee  plan  for  singing  commercials. 

G    SINGLE  JINGLE  PLAN  —  Rodio-  Audition  Jingle:  Your 

$75  plan  that  entitles  me  to  one  voice-piano  jingle  on 
audition  record. 

NAME   

FIRM   

ADDRESS   

CITY   

TITLE_ 

_STATE_ 

24  JANUARY  1955 
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AN 

openrfow 
to  the  Nation's 
Test  Market! 

WLBC-TV 
Muncie  .  .  .  sometimes  called  Mid- 

dletown,  U.S.A.  .  .  .  has  been  the 

nation's  recognized  test  market  for 
years.  Reach  this  rich  Muncie  area 
market   via   WLBC-TV. 

^  70,000  UHF  sets  (May  1954) 

+  65%  tuned  to  Channel  49 

jr  $225    Base    Rate 

■^  All    4    networks 

-X-  Proven    Test    Market 

6i\ 

MflUM/H 

fo 

A 
o 
T1  TTTl 

lull  B>  111111 

CHANNEL 

49 

MUNCIE,      INDIANA 
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ttonald  S.  Frost  is  the  newly-elected  vice 

president  in   charge  of  advertising  for  the  Bristol- 

Myers   Products  Division  of  the  Bristol-Myers  Co. 

As  such,  he'll  oversee   the  advertising  programs  of 
a  long  list   of  products  ranging  from  Ipana  and 

Bufferin  to  Mum  and  Sal  Hepatica     1 I  in  all,  plus  <t 

new  product,  Ban   (deodorant  I .  due  out  next  month. 

Bristol-Myers  participates  in  the  Arthur  Godfrey 
Time  simulcast :  on  radio  sponsors  Nora  Drake  and 

Godfrey  Digest;  on  tv,  Garry  Moore  Show,  Favorite 

Playhouse,  Four  Star  Playhouse.   Also  spot  radio,  tv. 

Edward   Plant,   president  of  Lehn   &  Fink- 
Products  Corp.   (Dorothy  Gray  and  Tussy  cosmetics, 

other  cosmetics  and  proprietary  products),  made 

news  when  he  bought  re-runs  of  I  Love  Lucy 

for   coast-to-coast  telecasting  over  CBS   TV 

(usually  reruns  are  bought  on  a  spot  basis).    The 

show,  to  debut  17  April,  will  be  aired  Sunday 

nights  at  6:00 — /list  a  day  before  the  first  run  Lucy 
telecasts.    Lehn   &  Fink  also  sponsors  the  Ray 

Roller  Show  (ABC  TV,  79  stations,  Fridays  8:30- 

9:00  p.m.)    and  has  a  heavy  spot  schedule. 

II  iff  in  in   E.   K«'iJ«m/.  formerly  national  sales 

manager  of   KGBS-TI  ,  San    Antonio,   when    it   was 

Oil  ned  by  Storer  Broadcasting  Co.,  has  been  ap- 
]>ointed  sales  executive  for  Storer  in    its   !\ew    )  ork 

office.    Before  joining  KGBS-Tl     [now  KENS-TI  I, 
Kelley  was  associated  with  KTSA,  San  Antonio. 

Storer  owns  tt'SPD-AV-TV.  Toledo:  WAGAAM-TV. 
Atlanta:    IT  BRCAM-TV,   Birmingham:    WJW  and 

II  W./.-7'l  .  (do, land:  JFJBK-AM-TI  .  Detroit; 
WGBS-AM-TV,    Miami.    KPTV     (tv),    Portland, 
Ore.,   and    IT  IT  I  A.    If  heeling.    IT.    la. 

J.  Joseph  Tat/lor  Jr.,  marketing  director  of 

the  Jin  oh  Ruppert  Brewery   (Knickerbocker  beer), 
has  been  elected  v. p.  and  director  of  advertising. 

He's  been  with  Ruppert  since  L936,  was  appointed 
ad  manager  in    1948,  marketing  director  in    1952. 

Ruppert  is  unique  in  that  it  sponsors  few  sports 
slums.   Current  an  activity  includes  15  minutes 

nightly   of  Steve  Allen  on   II  Rt    I  TV,    Sew  York, 
various    shows    and  announcements    on    tv   stations 

throughout    Happens   territory,   and    foreign 

language    radio    in    the    New    )  ork    area. 
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"This  scries  has  been  a 
great  contribution  to  the 

industry." 

II.  C.  Pick, 
Russel    M.    Seeds    Co. 

".  .  .  this  will  prove  to  be 
one  of  the  most  valuable 

things  yet  done  in  this  busi- 

ness." 

F.   Stubbs, 

KLMS 

"I  mould  again    like   to    compliment  you    on   this   series." 
II.    D.    Everett   Jr., 
Ford   Motor  Co. 

AU-N»e
dla 

.  .  seems  everyone  in  our  agency  has  found  a  use  for  it." J.  A.  BoyL  , 

The    Maulner    Agency 

"Please     order    for    BBDO "SPONSOR'S    media    stud- 

25   copies." ies   are   the   big   bargain    in 

research." F.     Barrett, J.    Katz, 

BBDO The  Jos.  Katz  Co. 

THOUSANDS    ARE 

ACCLAIMING   AND    USING 

SPONSOR'S  155  PAGE 
"ALL  MEDIA 

EVALUATION  STUDY" 

SEND   FOR  YOUR  COPY  TODAY! 

Between  the  covers  of  this  idea-filled 
book  youHl  find.  .  .  . 

•^     the  advantages  and  limitations  of 
all  major  media 

•^     tips  on  when  to  use  each  medium 

■^     yardsticks    for    choosing    the    best 
medium  for  each  product 

■jf  pitfalls  to  watch  for  when  making 
media  selections 

•^     how  top  advertisers  and  agencies 
test  -media 

PLUS  hundreds  of  other  flans,  suggestions,  for- 

mulas that  you  can  put  to  profitable  use  immediate- 

ly. Containing  all  26  chapters  of  SPONSOR'S 
history-making  "All-Media"  series,  this  perma- 

nent-bound hook  is  yours  to  use  and  profit  from, 

time  and  time  again  for  just  $4. 

— Don't  Be   Disappointed-Mail  This   Form   Now — 

SPONSOR 
40    East   49   St. 

SERVICES       INC. 
New   York    17,   N.   Y. 

Send  me      copies  of  the    1 5  5    page   "All 
Media  Evaluation   Study"  at  $4  each. 
□    Payment  enclosed  □    Bill  me  □    Bill  company 

Name 

Company 

Address   

City   Zone State 
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quite 

a  girl ! 

fl 

She's  not  exactly  what  you'd  call  dainty,  but  she 
sure  gets  a  lot  done.  Louise  is  a  blast  furnace  at  the 
Portsmouth,  Ohio,  plant  of  the  Detroit  Steel  Corporation 

On  an  average  day  she's  likely  to  produce  (among  other 
items)  about  1,200  net  tons  of  molten  pig  iron  with 
all  the  hard-working  energy  of  a  housewife  turning  out 
a  batch  of  pies.  Louise  is  pretty  young  as  blast 
furnaces  go  (a  year  and  a  half  old) ,  stands  a  whopping 
238  feet  high,  and  has  thus  far  contributed  almost 
half  a  million  tons  of  pig  iron  to  the  needs 
of  American  industry. 

We  tell  you  about  Louise  because  she's  only 
one  of  many  super-sized  producers  of  both  raw 

materials  and  finished  goods  you'll  find  from 
one  end  to  the  other  of  our  Ohio  River  Valley. 
This  busy  area,  so  completely  served  by  WSAZ-TV, 
has  earned  logical  recognition  as  the  industrial 
heart  of  America  —  a  vastly  expanding  region 
where  manufacturing,  employment,  payrolls,  and 
buying  power  are  in  their  happiest  of  heydays. 

As  a  market  for  whatever  you  sell,  this 

can't  be  beaten.  Nor,  as  an  efficient  way  of  ' 
leaching  all  this,  can  you  do  better  than 

enlist  the  aid  of  WSAZ-TV.  Here's  the  sole 
medium  that  covers  the  whole  market  —  and 
in  two  essential  ways.  For  one,  you  can 
inscribe  a  sweeping  circle  that  encompasses 
dozens  of  major  towns  and  cities.  For 
the  other,  you  must  weigh  the  sphere  of 
influence  WSAZ-TV  programming  has  inth 
homes  and  affections  of  almost  500,000 
TV-set-owning  families. 

If  you  think  that  a  share  of  four 
billion  dollars  in  annual  income  is 

something  you'd  like,  we'd  suggest  that 
you  get  in  touch  very 
quickly  with  the 
Katz  agency.  Others 
have.  They  are  very 

happy  because 
they  did. 

■  * 

mb  v 

Jl 

Huntlr 

Clymeston, 
Virginia CII.IXM 

:  BASIC 
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SPEAKS_ 

Tv  and  talent  agents 

The  article  starting  on  page  35  litis 

issue  is  must  reading  for  the  man  who 

pays  the  hill  for  television  programing. 

It  tells  the  story  of  the  power  thai  two 

agents  have  acquired  over  the  supply 
of  tv  name  talent  and.  to  an  extent, 

the  costs  of  network  tv  as  a  result  ol 

the   fierce  competition   for  big   names. 

We  know  no  magic  solution  for  the 

problem.  Nor  anyone  to  blame.  The 

agents  surelj  can't  be  marked  black  for 
riding  the  boom  as  hard  as  the)  know 

how.  lint  in  the  last  analysis  the  oppor- 

tunit)  to  remed)  the  situation  rests 

with  the  advertiser.  If  \ou  don't  want 
to  pay  fabulous  prices  for  talent  to- 

morrow, risk  the  use  id  new  talent 

today  in  order  to  increase  the  supply 
of  names:  or  consider  the  values  of 

the  show  built  on  an  idea  rather  than 

a  millionaire-star:  or  explore  low-cost 

programing  in  daytime. 

No  one  has  to  encourage  talent  sal- 
aries that  in  the  long  run  may  squeeze 

the  advertiser  out  of  television. 

Closeup  on  a  tv  test 

I  here  s  an  air  of  excitement  at  spon- 

sor's offices  as  we  await  the  start  this 
month  of  a  television  test  in  a  Midwest 

market.  The  product  is  B&M  beans 

and  the  basis  of  the  test  is  that  only 

television  advertising  will  be  used.  The 

objective  is  simply  to  evaluate  sales 

growth   before  and   after   tv. 

\\  e  can't  help  but  get  excited.  This 
is  a  baby  we  were  in  on  from  the  start 

and  a  project  we've  been  dreaming  of 
ever  since  we  started  publishing.  B&M 

beans  has  agreed  through  its  distribu- 
tor to  furnish  figures  on  progress  of 

its  sales  week-by-week  during  the 

course  of  the  six-month  campaign. 
^  on  II  find  them  reported  regularly  in 

SPONSOR,  with  the  kickoff  next  issue. 
*        *        * 

Big  year  for  spot  radio 

More  than  one  big  radio  station 

manager  was.  during  the  last  half  of 

1954,  bemoaning  the  sharp  dip  in  his 

national  spot  billings.  Unmindful  of 
the  handsome  revenue  that  national 

s|iot  brought  during  a  succession  of 

years,  many  managers  were  proclaim- 
ing aloud  that  spot  radio  was  on  its 

way  out  along  with  radio  networks. 

SPONSORS  opinion  on  this  subject 

was  positive,  deep-rooted  and  fre- 
quently   voiced,    indi\  idually    and     in 

print.  Its  opinion:  that  national  spot 

radio  as  a  medium  has  not  yet  achieved 

its  full  growth.  That  national  spot's 
flexibility,  universality,  economy  i  link- 

ed to  radio's  persuasive  salesmanship! 
added  up  to  an  outstanding  advertising 

medium  that  was  just  on  its  way  to 

being  discovered  by  many  advertisers. 
Now  comes  1955.  and  with  it  a 

healthv  influx  of  spot  business.  Sta- 
tions and  reps  are  reporting  not  only  a 

flock  of  saturation  campaigns,  but  some 

52-week  contracts  as  well.  Some  of  the 

clients  who  dropped  spot  radio  a  year 

or  two  ago  have  now  come  back. 

The  signs  are  encouraging.  And  the 
Radio  Advertising  Bureau  is  adding  to 

them  by  announcing  that  it  will  devote 

far  more  attention  to  pinpointed  sale 

of  spot  in  1955  than  heretofore. 

But  the  warning  sign  is  out,  too. 
And  this  is  it. 

National  spot,  with  its  emphasis  on 

flexibility,  permits  wide  choice  of  sta- 

tions by  the  men  who  foot  the  hills. 

Main  indies  that  in  years-gone-by  were 

the  also-rans  in  the  race  for  spot  busi- 
ness are  now  assuming  the  lead  by 

strong  radio  station  programing,  sales 

and  promotion.  By  and  large,  the 

powerhouses  still  hold  all  the  trump 

cards,  but  they  can't  win  by  inaction, 
negative  attitude,  or  complete  top- 

management  interest  in  the  more  profit- 
able l\  entitv.  The  challenge  to  the  big 

radio  station  is  clear  —  and  1955  will 

be  a  decisive  year  for  national  spot 
radio  business,  in  determining  how  big 

its  to  be  and  where  it  will  go. 

Applause 

The  4A's  steps  in 
The  American  Association  of  Ad- 

vertising Agencies  ihis  week  took  a 

step  which  can'l  help  but  have  a  bene- 
ficial effect  on  the  buyer  and  seller  of 

radio  and  l\  time.  The  1  \  -  wenl  on 

rd  with  clear,  albeit  carefully 

worded  recommendations  against  some 

of  the  worst  ol  the  pi  a  I  ire-  w  liich 

have  plagued  both  air  media:  rate 

deal-:  excesses  in  merchandising  done 
for  clients. 

I  he  result  won  t  be  an  overnight 

•  hange  among  agencies  which  seek  and 

stations  which  give  deals.  Bui  one  ver) 

strong    influence    has    been    added    on 

tin'  side  of  good  business  procedure. 

\n  atmosphere  in  which  deals  flour- 

ish hurts  the  Inner  and  seller.  'I  he 
seller  demeans  his  product  1>\  hawking 

it  without  a  firm,  published  rate.  The 

Inner  puts  himself  in  the  position  of 

never  knowing  whether  or  not  he  has 

bought  at  the  lowest  prevailing  price. 

I'oi  the  agenc\  as  middleman,  ibis  is 

a  particular!)  uncomfortable  s|l(,i  in 
be  in. 

It's  to  be  hoped  that  the  1  \"s  rec- 
ommendations will  serve  to  stiffen  re- 

sistance to  deal-making  both  within 

agencies  and  among  broadcasters.  The 

buyei  w ho  is  asked  to  seek  a  deal  now 

has  a   "bible     to   refei    I".    Similarly 

the  station  can  oppose  agenc)  efforts 

to  get  special  treatment  by  referring 
to  the    1  As  statements. 

Requests  for  merchandising  beyond 

what  the  broadcaster  regards  as  prop- 

er as  well  as  other  attempts  to  pressure 

the  broadcaster  for  preference  are  op- 

posed in  the  1  V's  recommendations. 
Here  again  the  1  \  s  is  adding  clarifi- 

cation on  the  proper  relation-hip  be- 

tween   buyer    and    seller. 
I  towever  the  recommendations  work 

mil  in  practice,  the  1  \  -  committee  on 
broadcast  media  and  its  stalT  deserve 

the  commendation  of  the  industry  for 

the  job  they've  done  (see  pages  12-43 
lot  complete  text  of  recommendations). 
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Here  are  the  facts . . . 

KSTP-TV 

KSTP-TV 

KSTP-TV 

KSTP-TV 

leads  all  Minneapolis-St.  Paul  TV  stations  in 

average  weekday  program  ratings*  from  7:00  AM 
to  10:15  PM  week-in,  week-out. 

is  the  Northwest's  first  television  station,  first  with 
maximum  power,  first  with  color  TV  and  first  in 
audience. 

gives  you  greater  coverage  of  the  nation's  7th 
largest  retail  trading  area  than  any  other  station 
...  a  market  which  commands  FOUR  BILLION 
DOLLARS  in  spendable  income. 

has  earned  a  listener-loyalty  through  superior  en- 
tertainment, top  talent,  service  and  showmanship 

that  means  sales  for  you.  That's  why  it  is  first  in 
ratings.  That's  why  it's  your  best  buy. 

♦Combination  Telepulse,  ARB,  weekly  average,  Novem- 
ber, 1954. 

TV 
MINNEAPOLIS-ST.  PAUL  "ELKSSt 
Basic  NBC  Affiliate 

Edward  Petry  &  Co.,  Inc.,  National  Representatives 



in  the  Heart  of  America 

KMBC  *&  Kansas  City  serves  83 «  oc 
in  western  Missouri  and  eastern  Ks 
Four  counties  (Jackson  and  ̂ U 
Missouri,  Johnson  and  Wyancob 
Kansas)  comprise  the  greater  K, 
City  metropolitan  trading  area,  rt 
!5th  nationally  in  retail  sales! 

KFRM  ft*  the  State  of  Kansas,  is  aj 
to  KMBC,  puts  your  selling  mess  ig( 
the  high- income  homes  of  Kan  as 
richest   agricultural   state. 

3>, 

PROGRAMS  THE 
HEART  OF  AMERICA 

LISTENS  FOR: 
RHYMALINE  TIME 

with     David    Andrews    and    the    KMBC] 
Tune  Chasers. 

THE  HAPPY  HOME 
with   Bea  Johnson  and  Guests. 

FARM  SERVICE  PROGRAMS 

three  times  daily,  Monday  through  Sat 
Livestock,  grain,  produce  markets,  music, 
weather  and  farm  features  originating 
the   KMBC  Service  Farms. 

DINNER  BELL  ROUNDUP 

news,  music,  comedy,  market  reports  o1 
—  with    the   Texas   Rangers   and   Jed   Si 

WESTERN  ECHOES 

with  the  KMBC  Texas  Rangers. 

SPORTS  QUIZ 

with   the  Experts,  Sam   Molen   and  gues 

BRUSH  CREEK  FOLLIES 
famed    variety    show    Country    and    W 

RHYTHM  AND  BLUES 

Saturday  night  dancing  party  disc  joe 

by  B.   B.   Dilson. 
LOCAL  News,  Weather,  Sports,  Public  V 
Interviews  and  Discussion    Programs. 

PIUS 

BASIC  CBS  Radio  NETWORK  FEATUR 

the  KMBC-KFRM  radio  TEAM 

ive 

A  BLUE  RIBBON  RADIO  BUY  —  You  go  first  class  when  you  go  into  the 

great  Heart  of  America  market  with  KMBC-KFRM,  the  Midwest's 
leading  radio  combination.  One  of  the  nation's  foremost  broadcasting 
institutions,  the  Team  is  famous  for  programming  that  draws  listeners 

and  holds  them  throughout  each  day's  18!/j-hour  schedule.  Local-flavor 
news,  entertainment  and  information  (part  of  the  Team's  vigorous 
programming)  balance  CBS  network  programs  to  appeal  directly  to 

every  interest  level! 

IN  A  BLUE  CHIP  MARKET  —  Populous  and  prosperous,  the  Heart  of 
America  derives  its  vast  economic  strength  from  many  sources.  Agri- 

culture, manufacturing,  mining,  retail  and  wholesale  selling,  transpor- 
n,  oil,  insurance  and  a  multitude  of  other  sound  enterprises  make 

the  Hearl  of  America  one  of  the  country's  richest,  most  stable  markets. 
K.MI'.f '  KFRM  advertising  reaches  the  people  who  hold  the  purse  strings 
in  the  area's  high-average-income  families.    So  when  you  ante  up  your 

radio  budget,  make  sure  you're  backing  a  sure  bet.    See  your  Free  &  Peters 
Colonel   for  the  Team's  choicest  availabilities. 

r"*<L*/- 
rf.e  &   Peters,  I  nc. 

:    ;,!  Repr,    ,  > 

DON    DAVIS,   Vice   President 
JOHN    SCHILLING,    Vice   President   and    General    Manager 
GEORGE    HIGGINS,    Vice    President    and    Sales   Manager 

Basic 

CBS  Radio 

./^\. 

•heKMBC-KFRMrodioTEAM 
J^'/n  the  Heart  of  America! 

PERSONALITIES  THE 

HEART  OF  AMERICA  LISTENS 

Claude  Dorsey,  News  Director,  and  the 
Newsbureau   Staff:    Bill   Griffith,   Rev    W 

Lionel  Schwan,  Neal  Johnson,  John  Thorn 
Jim  Burke. 

Phil  Evans,  Director  of  KMBC  Service  f 
and  area-famous  farm  experts  Bob  Rile 
Jim   Leathers. 

Sam 
Merl 
Bea 
McCall  Mage 

other    broadcasting    honors. 

Plus  these  long-famous  musical  group*) 
Texas  Rangers,  The  Brush  Creek  Gan! 
Tune  Chasers. 

PLUS 

CBS  features:  Amos  'n  Andy,  Gene  *i 
Jack  Benny,  Edgar  Bergen,  Perry  0 

Bing  Crosby,  Xavier  Cugat,  Galen  D( 
Doug  Edwards,  Tennessee  Ernie,  GangM) 
Arthur  Godfrey,  Guiding  Light,  Guns*| 
Robert  Q.  Lewis,  Larry  LeSeur,  Perry  I 
Ma  Perkins,  Ed  Murrow,  Mr.  &  Mrs 
Mr.  Keen,  Our  Miss  Brooks,  New  YodJ 
harmonic,  Lowell  Thomas,  Bob  Trout  P 

host  of  other  high-rated  radio  favorite 

and  for  Television,  it's  KMB 
Kansas  City's  Most  Power\ 

TV  Station 
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58%  of  W-I-T-H's  audience  have 
incomes  of  $5,000  or  more! 

W-I-T-H's  audience 
by   income  groups 

Just  about  everybody  in  the  business  knows 

that  WITH  has  the  biggest  listening  audience 

in  Baltimore  City  and  Baltimore  County.  They 

know,  too,  that  WITH  provides  the  lowest 

cost-per-thousand  listeners  of  any  station  in 
town. 

But  there's  a  lot  of  talk  about  the  quality  of 
this  audience.  The  A.  C.  Nielsen  Company  has 

recently  made  a  survey  which  shows  the  com- 

position of  the  listening  audience  for  WITH  and 

one  other  Baltimore  station.  The  other  station 

is  a  powerful  network  outlet. 

— In  Baltimore 

Audience  of  Network  Station  A 

by   income   groups 

The  upper  group — families  with  incomes  of 

$5,000  a  year  or  more — make  up  58 '[  of  the 

total  WITH  audience.  Only  48' ;  of  the  net- 

work's audience  is  in  this  group.  In  the  middle 

group — incomes  from  3  to  5  thousand  dollars 

a  year— WITH  has  33';,  the  network  37'  ,. 

In  the  lower  group — under  $3,000  a  year — 

WITH  has  9%,  the  network  l.V  ]  . 

So  don't  worry  about  "prestige"  when  you're 
buying  radio  time  in  Baltimore.  WITH  gives 

you  all  the  "prestige"  you  need.  Ask  your 

For  joe  man! 

TOM   TINSLEV,  President REPRESENTED    BY    FORJOE    &    CO. 



SAC  demands   Advertisers  may  pay  as  much  as  15%  more  for  film  commercials,  if  SAG 

15%  increase   gets  its  way  in  upcoming  contract  sessions.   Negotiations  began  in 
Los  Angeles  1  February.   John  Wheeler  is  attorney  representing  Film 
Producers  Association  of  New  York.   Dave  Miller  (Y&R)  and  Jack  Devine 

(JWT)  attend  as  observers  for  4  A's.   New  SAG  demands  represent  15% 
daily  pay  increase  for  actors,  15%  increase  of  existing  reuse  pay- 

ments.  Union  also  wants  to  end  unrestricted  reuse  rights  advertisers 

now  have  if  they  pay  maximum — $650  per  actor  for  network  commercial. 
-SR- 

New  spot  data   Problem  of  finding  out  what  your  competitor  is  doing  in  spot  radio 

due  in  April   moves  closer  to  solution.   Target  date  for  publication  first  "Spot 
Radio  Register"  by  Jim  Boerst  and  N.  C.  "Duke"  Rorabaugh  has  been  set 
for  25  April,  covering  activity  first  quarter  this  year.   Report  will 
be  based  on  data  from  200  stations  in  top  43  markets.   Questionnaires 

to  stations  hit  mails  15  February.   Service  hopes  to  cover  500  sta- 

tions eventually.   (See  "Spot  radio  spending:  out  in  the  open  in 
•55,"  10  January. ) 

~SR- 

Evening  net  radio   According  to  latest  Nielsen  nationwide  net  radio  ratings,  "evening 
higher  than  day   once-a-month"  programs  still  out pull  daytime  shows — despite  tv  in- 

roads.  Nighttime  shows  which  rank  as  far  down  as  5th  and  6th  place 
on  rating  scale  deliver  as  many  radio  homes  as  show  which  ranks  first 

in  daytime  and  there  are  more  people  per  radio  home  at  night. 

(NBC  Radio  has  unveiled  Starch  study  of  evening  radio — subtitled 

"Last  night  56,250,000  listened  to  evening  radio  ..."   It  documents 
size  and  characteristics  of  night  audience.   Details  on  study  appeared 

in  SPONSOR  24  January,  page  64.) 
-SR- 

K&E,  McCann-E.   Can  one  agency  buy  time  for  another's  accounts?  K&E  and  McCann-Erick- 

spot  teamwork   son  say  "yes."   When  McCann-Erickson  got  Mennen  shave  products  and 
Afta-Shave  on  1  January,  it  conferred  with  K&E,  one  of  Mennen  agen- 

cies.  Following  arrangement  resulted:   K&E  buys  radio  for  all  Mennen 

products.   McCann-Erickson  buys  tv  for  all  Mennen  products.   Each 

agency  cross-bills  other  for  cost  of  time  of  other  agency's  products. 
Each  agency  collects  commissions  on  its  accounts  only.   Client  likes 

it  because  timebuyers  can  get  better  time  for  total  budget  and  longer- 
range  campaigns  than  when  products  are  split. 

-SR- 
Barbasol  returns   Barbasol  began  20-week  spot  radio  campaign  in  January  (through  Erwin, 

to  spot  radio   Wasey)  after  3  years  out  of  medium.   Campaign  includes  30  announce- 
ments weekly  in  New  York,  20  weekly  in  Chicago,  with  5  cities  to  be 

added  in  February.   Barbasol  is  one  of  many  advertisers  buying  longer- 

range,  higher-frequency  campaigns   than  in  last  few  years.   (For 
other  1955  spot  radio  trends,  see  story  page  38.) 

SPONSOR,   Vnlume  9,   No.    3.    7   February    1055.     Published   biweekly   by   SPONSOR   Publications,   Inc.     Executive,   Editorial.   Advertising,  Circulation  Offices.   40  E.    49th  St       Not 
York  17.    Primed  at  3110  Elm  Ave.,  Baltimore,  Md.    $8  a  year  In  US    $9  elsewhere.  Entered  at  second  class  matter  29  Jan.   1919  at  Baltimore  poatofflce  under  Act  of  S  Mar.   1879 
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Debate  starts 

on  ARF  report 

WDEL-TV   sold; 

Meredith  gets  CBS 

Probe  season 

for  radio-tv 

Channels  2-6 

in  no  danger 

RTES  workshop 

on    Negro   radio 

NARTB    boards 

O.K.  am-tv 
research 

Look  for  more  debate  on  ARF  ratings  report  now  that  industry  has  had 
chance  to  digest  voluminous  charts  and  analysis.   Daniel  Denenholz, 

Katz  Agency  research-promotion  director,  started  public  discussion 
in  talk  before  recent  RTES  buying  and  selling  seminar.   Denenholz 

felt  ARF  recommended  too  small  a  sample  size  for  accuracy  in  measur- 
ing radio  and  took  issue  with  set  tuning  as  measure  of  exposure  and 

household  as  unit  of  measurement.   Vigorous  rebuttal  came  from  G. 

Maxwell  Ule,  research  v. p.  of  K.&E.  and  chairman  of  ARF  report  work- 
ing committee. 

-SR- 
Big  station  sales  and  major  changes  in  affiliation  continue  to  make 

news.   On  station-sale  front,  WDEL-TV,  Wilmington  (which  with  pro- 
posed power  increase  will  blanket  Philadelphia),  was  sold  by  John  and 

Hale  Steinman  to  Paul  Harron — owner  of  WIBG-AM-FM,  Philadelphia — for 
$3,712,500.   Meanwhile,  just  after  losing  CBS  TV  affiliation  contract 

for  KPHO-TV,  Phoenix,  Meredith  Publishing  Co.  won  CBS  TV  affiliation 
for  its  5  other  stations;  WOW-AM-TV,  Omaha,  KCMO-AM-TV,  Kansas  City, 

WHEN  (am),  Syracuse  (WHEN-TV  already  is  CBS  TV  affiliate).   In  Minne- 
apolis Harry  M.  Bitner  and  his  son  bought  share-time  Ch.  11  stations 

WTCN-TV  and  WMIN-TV  for  $3.1  million  (price  includes  WTCN  radio). 

-SR- 

Nat ion's  lawmakers  and  courts  are  becoming  more  involved  in  radio 
and  tv.   Current  legislative-judicial  activity  includes:  (1)  Senate 
Commerce  Committee  probe  of  networks.   (2)  Senate  Judiciary  Committee 

investigation  of  "monopoly"  in  radio  and  tv.   (3)  On  local  level, 

Brooklyn  Grand  Jury  investigation  of  "bait-and-switch"  air  adver- 
tising.  Admen  queried  feel  Senate  may  slow  down  network  expansion 

of  option  hours  which  has  increased  problem  of  clearing  good  spot 
film  time. 

-SR- 

Authoritative  newsletter,  Television  Digest  scotches  trade  reports 

that  Navy  is  demanding  television  spectrum  covering  Channels  2-6  for 
its  own  use.   Digest  quotes  government  officials  to  effect  such  move 

is  afoot.   (Twentieth  edition  of  semi-annual  Television  Factbook  was 
published  by  Television  Digest  late  last  month,  including  directories 
of  stations  and  networks  with  rates,  personnel,  facilities  and  lists 

of  all  new-station  c.p.  permits  outstanding,  applications  pending.) 

-SR- 

Fact  that  good  Negro  radio  programing  consists  of  something  more  than 

rhythm-&-blues  music  one  of  major  points  made  by  Negro  radio  panel  at 
RTES  workshop  meeting  late  last  month.   Other  point:  Stations  too 
often  lack  full  facts  on  their  audience  and  their  markets.   (See 

SPONSOR  "Negro  Radio  Section,"  20  September  1954,  page  47.) 

-SR- 
Sponsors  stand  to  gain  from  action  by  NARTB  at  radio  and  tv  board 
meetings  late  last  month.   Boards  each  voted  for  more  air  media 
facts.   Radio  group  suggested  primer  on  radio  as  ad  medium  which 
will  tie  together  all  radio  research.   Tv  board  voted  to  further 

means  of  getting  3  important  tv  facts:  How  many  homes  have  tv,  what 
stations  are  tuned  to  in  these  homes  and  what  public  thinks  about 
tv  advertising. 

SPONSOR 



GUILD   SCORES   AGAIN    WITH    FILM   SYNDICATION'S 

FIRST  DAYTIME   SERIES 
FOR  ACROSS-THE-BOARD  PROGRAMMING! 

^ 

5   quarter-hours   per  week 

jtt 

LOW. 

■$ttffl 

r*i<i. 
R* 

TV'S    BIGGEST   VALUE 
YOUR    LOWEST  COST-PER-THOUSAND   BUY! 

Daytime  ratings  are  climbing  throughout  the  country —  yet 
time-costs  are  lower  and  time-clearance  easier.  Now  is  the 

time  to  stake  out  your  claim  in  the  sales-productive  daytime 

.  .  .  and  IT'S  FUN  TO  REDUCE  is  the  one  show  that's 
designed  to  bring  you  more  viewers,  more  sales  ...  at  LOWER 

cost!  More  than  just  an  entertainment  vehicle,  IT'S  FUN  TO 
REDUCE  is  actually  a  keen-edged  sales  and  merchandising 
tool  that  has  proved  its  ability  to  bring  fast  results.  Contact 
GUILD  today  and  get  full  details! 

A  PROVED  WINNER! 
IT'S  FUN  TO  REDUCE  has  been  tested 

and  proved  as  a  "live"  show  in  Pitts- 
burgh by  one  of  the  nation's  largest 

retail  chain  operations! 

Successful?  Beyond  the  sponsor's  wild- 
est dreams — as  a  matter  of  fact,  more 

than  35(),()()()  women  visited  the  sponsor's 
stores  specifically  to  ask  for  a  "FUN  TO 
REDUCE"  exercise  chart  .  .  .  and  the 
show  has  consislatitly  outrated  every  other 
local  day  lime  show  in  (he  Pittsburgh  area! 

llMJiB.II.H 

SALES-PRODUCING 

MERCHANDISING  GIMMIC 

•  Exercise  Chart  Giveaways 

•  Premium  Phonograph  Records 

•  Dramatic  Point-Of- Purchase 
Displays 

T ,t.'f«U» 

GUILD FILMS 

460  PARK  AVENUE,  NEW  YORK  22,  N.  Y.  •  MUrray  Hill  8-5365 



advertisers  use 

ARTICLES 

B«\  JI  beans:  hlotv-hy-hhnv  story  oi  n  tv  ti'st 
Using  only  tv,  B&M  beans  has  just  started  an  advertising  test  campaign  in  a 
Midwestern  market.  Sales  resulis  will  be  attributable  to  tv  because  no  other 

medium  is  used.    SPONSOR  will  report  on  results  as  they  happen 

Esso:  lit  ui'itrs  of  rutlio  news  sponsorship 
Spot  radio  continues  to  spearhead  advertising  of  this  gas  and  oil  company  in  18 
states  from  Maine  to  Louisiana.  Five-minute  newscasts  on  52  radio,  18  tv  sta- 

tions are  basic  format;  403  independent  dealers  buy  time  locally 

Tulent  agents:  alternatives  to  pitying  their  price 
To  keep  down  tv  talent  costs,  admen  advise:  keep  away  from  name  stars,  use 

low-cost  panel  shows,  dramatic  presentations  with  less  well-known  players,  put 
more  emphasis  on  good  writing. 

Spot  rutlio:  oil'  to  fust  '55  stttrt 
Leading  reps  and  ad  agencies  report  a  growing  resurgence  in  spot  radio  interest 
among  advertisers,  with  the  first  few  weeks  of  1955  showing  activity  above  com- 

parable  period   last  year 

I n<{ ii.v l rif  reacts  to  I    \'s  reeommentltttions 
Opinion  among  broadcasters,  industry  groups  and  agency  spokesmen  generally 

endorses  the  recent  4  As  recommendations;  some  feel  they  need  implementa- 

tion, ask  the  4  A's  to   put  teeth  in  their  recommendations 

Are  tr  commercials  getting  pieture-lttzg? 
Look-alike  tv  plugs  weaken  sales  messages,  says  Art  Bellaire.  Copymen  have 

become  picture  "copycats,"   must  seek  new  visual   ideas 

inr,.;  i.iiimhct  ON  TV  FILM 

SHO  in  if  lion  Hint  tv  business:  stiles  untl  hetttlttehes 

Here  are  solid  facts  and  figures  on  the  $80  million  film  syndication  business, 
its  present  status  and  future  direction.  Data  covers  sales  trends,  competition 

in  field,  new  shows,  color  tv,  explains  why  a  half-hour  film  show  costs  $5,000  in 
one  market  and  another  such  show  costs  $10  ir,  another  market.  Study  includes 

charts  which  throw  light  on  whether  or  not  film  reruns  lose  audience  (Nielsen), 
also    analyze     audience     composition     of     leading     film     show     types     (ARB) 

;/ 
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COM  I  NC 

Coca-Cola  goes  modem 

Traditional    tone    has   disappeared    from    Coke's    advertising,    and    here's    how    its 
substantal  air  campaigns  will  be  affected  2  I    I'**!*. 

\re  tv  commercials  getting  talent-lazy? 
More   observations   by   Art    Bellaire   on    tv   commercial   triteness.     Next    he   scores 

the   over-use   of   personality  salesmen,    encourages   originality    in   talent    selection         21   I't'O. 
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don't  "PICK  BLIND" 
IN  SHREVEPORT! 

look  at  KWKH  s  HOOPERS! 

Latest  Hooper  figures  are  eye-openers. 

Look  how  we're  liked  by  the  hometown 
folks  in  Metropolitan  Shreveport — and 
they  represent  just  15%  of  the  listeners 

in  our  total  coverage! 

J  AN. -FEB.,    1954 -SHARE  OF  AUDIENCE 

TIME 
KWKH STATION  B STATION  C 

STATION  D 
STATION  E 

MON.  thru  FRI. 

8  00  A.M.  -  12:00  Noon 

MON.  thru  FRI. 

12:00  Noon  -  6:00  P.M. 

SUN.  thru  SAT.  EVE. 

6:00  P.M.  •  10:30  P.M. 

38.1 

44.3 

54.6 

19.5 

21.2 

6.2 

9.2 

11.2 

16.0 

6.1 8.5 

19.5 

19.4 

24.0 

look  at  KWKH's  SAMS  AREA! 
S.A.M.S.  shows  KWKH  with  22.3%  more  daytime  listeners 

than  all  the  other  Shreveport  stations  combined.  But  cost-per- 
thousand-homes    is    46.4%    less    than    the    second    Shreveport 
station: 

KWKH 
A   Shreveport  Times  Station 

I  TEXAS 

SHREVEPORT,  LOUISIANA 

50,000  Watts    •    CBS  Radio 
The  Branham  Co. 

Represenfatives 

Henry   Clay 

General  Manager 

Fred   Watkins 

Commercial  Manager 

LOUISIANA 

! ARKANSAS 
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THE  BIG  PLAYBACK... 

TV's  most  exciting  all-sports  show! 
Available  first   run  —  in   many  markets.  Omaha,  and  real  sock  ratings  all  across  the  country. 

Sponsored  by  The  Ethyl  Corporation  (through 
i.B.D.&O.)  in  55  cities  for  the  past  two  years,  this 
uarter-hour  TV  film  series  is  immediately  available 

i  all  markets  at  a  price  that  can't  be  beat.  This  is  the 
how  that  cost  this  important  advertiser  less  than  90V 
er  thousand  viewers. 

It's  the  highest  rated  quarter-hour  sports  show 
a  more  than  twenty  major  cities... racking  up  a 
8  in  Tulsa,  24  in  Indianapolis,  another  24  in 

•  Each  show  features  celebrities  such  as  Joe  Louis, 
The  Four  Horsemen  of  Notre  Dame,  Eddie  Arcaro, 
Jackie  Robinson,  Sammy  Snead,  Doc  Blanchard, 
Florence  Chadwick— and  hundreds  of  others. 

•Jimmy  Powers,  famed  sports  writer,  and  Bill  Stern, 
noted  sports  commentator,  give  you  52  all-request 
programs . . .  the  greatest  moments  in  sports.  Write, 
wire  or  telephone  us  at  once  for  the  status  of  THE 
BIG  PLAYBACK  in  your  area. 

SSQSB 
TELEVISION  SUBSIDIARY  OF  COLUMBIA  PICTURES  CORPORATION,  233  WEST  49th  STREET,  NEW  YORK  19,  N.Y.  •  CIRCLE  5-5044 

The  only  company  providing  advertisers  with  Hollywood  and  New  York  custom 
produced  national  shows,  syndicated  programming ,  and  commercials— all  on  film. 

BLDG..  PHONE  3-3903        SAN  FRANCISCO.  995  MARKET  ST..  DO  2-1060       ATLANTA.  3130  MAPLE  DRIVE.  N.  E..  EX  6100       CHICAGO,  230  N.  MICHIGAN,  FR  2-3696 
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WENATCHEE 

A  286  million  dollar  market 

in  the  heart  of  Washington 
State  ....  surrounded  by 
seven  to  nine  thousand  foot 

mountains — natural  physical 
barriers  to  other  station 

penetration. 

THE  RANCH  &  FARM 
RADIO  STATION 

KPQ  Wenatchee  is  ABC- 
NBC  radio  for  the  NEW 
IRRIGATION  FRONTIER, 

the  great  Columbia  River 
Basin. 

CAPTIVE,  BUT  ACTIVE! 

KPQ's  Wenatchee  market  is 
isolated,  BUT  CAPTIVE, 
AND  ACTIVE.  Market  rec- 

ords verify  that  Wenatchee 
is  the  Apple  Capital  of  the 
World. 

PER   CAPITA    INCOME 

16%     above     national     average 

SALES   PERFORMANCE 

1 60 /0    above    national    average 

STARTING   OUR    26th    YEAR 

5000  WATT? 
560  K.C. 
WENATCHEE 
WASHINGTON 

REGIONAL    REPRESENTATIVES, 

Moore    and    Lund,    Seattle,    Wash. 

NATIONAL    REPRESENTATIVES, 

Forjoe   and   Co.    Incorporated 

by  Bob  Foreman 

fffeiif if M'fifioit  is  hey  t»  tv  success 

\-  am  studenl  of  the  drama  or  tyro  playwright  can  tell 

you,  a  play,  if  it's  to  succeed,  must  oiler  ready  identification 
with  its  audience.  You  (as  a  viewer)  have  to  root  for  some- 

one in  the  performance — and,  as  you  sit  there,  you  actually 
become  that  person.  This  is,  of  course,  just  as  elementary  to 

television  drama  as  it  is  to  that  seen  on  Broadway.  But  since 

television  reaches  masses  of  people  cutting  through  all  strata 

of  income,  education,  background  and  ages,  identification  is 
the  leading  cause  for  the  sameness  in  tv  programing. 

In  tv  especially,  it  takes  an  artist,  indeed,  to  be  able  to  win 
an  audience  over  when  the  characters  he  fashions  and  the 

-lories  into  which  he  places  them  are  off-beat:  period  piece-, 
foreign  locales,  farce,  fantasy,  etc.  Here  it  requires  even 

greater  ingenuity  to  create  the  "quicksilver"  that  must  flow 
betwixt  players  and  viewers.  Minus  it,  there  is  an  impassable 
moat  dividing  tv  tube  from  living  room  chair,  footlights  from 

theater.  Even  fantasy  must  build  upon  credulity  and  farce 

upon  believability  if  it  is  not  to  be  considered  absurd  by  the 

egocentrics  who  make  up  an  audience.  For  example,  it  takes 

as  vibrant  a  personality  as  Mary  Martin  an  entire  act  of  Peter 

Pan  to  "make  you  believe" — and  then  there's  a  lump  in  your 
throat  over  the  impending  death  of  an  invisible  sprite  known 
as  Tinker  Bell. 

What  has  all  this  to  do  with  tv  fare?  Everything.  It's  the 
reason  for  the  plethora  of  husband  and  wife  shows — for  so 

many  troublesome  (but  lovable,  of  course!)  kids — for  so 
many  cynical  next  door  neighbors.  The  audience  itself  is 
made  up  of  millions  of  husbands  and  wives  and  just  such 

kid-.    And  neighbors  are  always  a  bit  odd. 

It's  this  Identification  Quotient  that  gives  the  basic  appeal 
to  Lassie — identification  for  every  member  of  the  family 

(hence  it  -  phenomenally  high  viewers-per-set).  It's  this  same 
\.i).  that  gives  Mama  its  tremendous  tug  (despite  the  fact  that 

the  series  is  a  period  piece  replete  with  foreign  accent).  It's 
the  reason  Ann  Sothern  is  so  popular:  as  Susie  MacNamara 

she  represents,  in  addition  to  the  Secretariat  of  the  World,  all 

working  girl-  a-  well. 
Perhaps  it  point-  mil  the  problems  in  Life  U  ith  Father,  one 

of  the  literary  gem>  and  theatrical  successes  of  our  genera- 
tion.   Translated    for  tv.  however.   sen-iti\el\    and    faithfully 

(in  mv  opinion  I.  il  -till  may  not  give  sufficient  identification 
i  Please  turn  to  page  92  I 

SPONSOR 



We're  getting  more  people  in  growing  San  Diego ! 

38.1  %  more  than  in  1950! 

For  a  County  total  of  769,200!  (Calif.  Taxpayers 
Assoc,  estimate,  Jan.  1 ,  1955.) 

Even  in  Jan.  1954,  the  city  of  San  Diego  alone 
had  more  people  than  Newark,  Atlanta 

or  Indianapolis  !  (Sis.  Mgt.  '54) 

More  people,  making  more,  spending  more  and 
watching  Channel  8  more  than  ever  before! 

KFMB 
WRATHER-AI.VAREZ  BROAIK ASTING,  INC 

REPRESENTED  BY  PETRV 

SAN  DIEGO.  CALIF. 

America's  more  market 



to  cover  the 

NEW  YORK 
Metropolitan  area... 

^ 

ttrt 

.  .  .  use  one  of 

America's  2 
GREAT  independents! 

WINS 
■oio   ij I  ll  I   I  I  I  I  I  M   I   I  I  M   I   III  I 

50,000  watts  .  .  . 
.  .  .  £fc  Ziowrs  a  da?/ 

SAN  FRANCISCO  SALES: 
Chuck  Christianson 

DOuglas  2-2536 
CHICAGO  SALES: 

George  Clark 
RAndolph  607 12 

iimi to  cover  the 

II  III  I  Ml  \  SAN  FRANCISCO 
sponsor  invites  letters  to  the  editor, 
Address  40  E.  49  St.,  New  York  17. 

MULTI-MARKET  FILM 

I  would  like  you  to  know  how  much 

I  enjoyed  reading  the  article  entitled 

"How  to  use  multi-market  film  shows" 
in  the  December  27th  issue  of  spon- 
sor. 

As  is  usually  the  case  with  your  arti- 
cles, this  one  is  definitely  informative, 

and  therefore  worthwhile.  However. 

my  reason  for  writing,  and  what  im- 
pressed me,  is  the  completely  fair  man- 

ner in  which  you  presented  your  facts. 

R.  R.  Kaufman 
President,  Guild  Films  Co.,  Inc. 

New  York 

WRONG  LETTER 

Among  the  highlight  trends  in  radio 

spol  sales  for  1955,  your  comprehen- 

sive  "Year-End  Report  on  Radio-Tv" 
December  27  predicted  "more  selling 

based  on  specialized  audiences,"  such 
as  the  music-and-news  audience  ".  .  . 
stations  like  WQXR,  New  York. 

WFLN,  Philadelphia,  and  KLAC,  Los 

Angeles,  are  landing  national  business 

based  on  their  'good  music'  research." 
Having  just  completed   the   biggest 

business  year  in  its  history  with  a  24- 
hour     schedule     devoted     entirely     to 

"good  music"  and  news,  KFAC,  Los 
Angeles,  heartily   agrees   with  you   in 

every  detail  except  one  small  but  im- 

portant call  letter.    KFAC's  enthusias- 
tic sponsors  know  very  well  which  sta- 

tion has  meant  "good  music"  to  South- 
ern California  listeners  for  more  than 

10  years,  but  wouldn't  all  timebuyers 
like  to  know  that  you  meant  KFAC? 

Calvin  J.  Smith 
General  Manager 

KFAC,  "The  Music  Station" 
Los  Angeles 

RADIO  VITAL 

sponsor's  readers  can  get  some  per- 
spective on  changes  in  radio  through 

an  incident  at  CFCF.  A  man  who  was 

heard  over  CFCF  33  years  ago,  said 

recently  on  our  Good  Neighbor  Club, 
{Please  turn  to  page  14) 

Bay  area... 

.  .  .  use  one  of 

America's  2 
GREAT  independents! 

KYA 
The  Personality  Station 

.  .  .  1260  k.  c. 

NEW  YORK  SALES: 
John  Barry 

BRyant  9-6000 CHICAGO  SALES: 

George  Clark 
RAndolph  6-0712 

10 
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EMO 
TO    ADVERTISING    EXECUTIVES 

:  TV  SPOTS 

Eleven  of  America's  most  successful  agencies  are 
using  Caravel  to  produce  quality  TV  spot  com- 

mercials. Reasons  for  their  choice,  they  tell  us, 

are:  follow- through  service;  on-time  deliveries; 
and  personal  responsibility  of  the  specialists 

in  Caravel's  TV  Department. 

The  roster  of  products  for  which  Caravel  has 
recently  produced  TV  commercials  includes: 

•  Borden 
•  Buf f erin 
•  Buick 
•  Dunhill 
•  Fab 
•  Geritol 

•  Gillette 
•  Goodrich 
•  Ivory 

•  Jell-0 

•  Mistol-Mist 
•  Nabisco 
•  Nash 

•  Packard 

•  Johnson  &  Johnson  •  Socony-Vacuum 
•  Kelvinator       •  U.  S.  Treasury  Bonds 

•With  our  clients'  permission,  we  are  glad  to  show 
our  TV  work  to  executives  of  interested  agencies. 

Write  or  telephone  today  for  our  new  bulletin 

on  TV  spots,  "For  Advertising  Agency  Executives." 

CARAVEL  FILMS,  INC 
730   Fifth    Ave.,  New  York   19,   N.  Y. 

Telephone:  Circle  7-6110 

7  FEBRUARY  1955 11 
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CHO'«  MARKETS 
STI"   AVAILABLE 

;8io^ 

OREIGN  LEGION 

C%«ew  "0#?/"  CraMe 

By  Allah!  This  program  has  everything! 

The  French  Foreign  Legion !  The  intriguing  and 

mysterious  desert.  Native  peoples  and  animals 

and  customs.  Unprecedented  government  coop- 

eration for  highest  authenticity. 

Add  a  name  star  like  Buster  Crabbe  .  .  .  and  his 

son  "Cuffy",  in  a  role  children  of  all  ages  will 

envy  . . .  and  scripts  that  weave  them  all  into  top 

TV  viewing — and  you  get  a  glimmer  of  the  tre- 

mendous appeal  of  this  program. 

mplete, 

integrated  i 

Included  in  the  package  is  a  built-in  merchandis- 

ing program  featuring  36,000  free  premiums  for 

every  market  ordered :  trading  cards  .  .  .  auto- 

graphed photos  of  Buster  and  Cuffy  .  .  .  comic 

books  . . .  membership  cards  and  certificates.  Plus 

free  posters  and  special  commercials,  also  free. 

It's  all  absolutely  free — and  trouble  free,  when 

you  buy  the  show. 

"Captain  Gallant"  is  a  show  whose  performance 

in  the  living  room  and  at  the  cash  register  will 

delight  every  sponsor.  For  full  details  and  avail- 

abilities, call,  write  or  wire — fast! 

inminniiii 

Television  Programs  of  America,  Inc. 

477  MADISON   AVENUE,    N.  Y.  C.  •   PLAZA  5-2101 



QUALITY 
IS  OUR  BUSINESS 

For  COMPLETE 

FILM  PROCESSING 

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

49TH  b  MADISON 
(Continued  from  page  10) 

that  radio  today  moves  in  the  daily 

lives  of  people  like  the  sun  and  fresh air. 

Sixty-five-year-old  Isidore  Goldberg 
of  5485  Terrebonne  Avenue  made  this 

remark  in  referring  to  the  tremendous 
strides  that  radio  has  taken  since  the 

days  when  he  appeared  before  a  mi- 
crophone. 

Mr.  Goldberg  was  heard  in  1922 

over  CFCF,  producing  and  singing  in 

minstrel,  musical  and  comedy  shows. 

At  that  time,  there  were  no  other  radio 
stations  in  the  Montreal  area  and  a 
mere  handful  in  all  of  North  America. 

He  says  that  station  identification  was 

given  after  every  number  in  those 

days,  and  not  as  now,  at  each  quarter 
hour.  This  was  to  insure  that  people 

who  were  hearing  him  on  a  crystal  set 

with  earphones  know  what  station  they 

were  listening  to,  as  reception  was 

very  poor. 
Mr.  Goldberg,  who  in  his  radio  days 

was  known  as  "The  Singing  Bache- 
lor," today  feels  that  radio  is  a  vital 

part  of  people's  lives,  not  as  it  was  33 
years  ago.  Goldberg  says  he  is  very 

much  aware  of  the  fact  that  as  a  per- 
son can  open  the  window  to  receive 

fresh  air,  they  can  flick  a  switch  to 

hear  up-to-the-minute  news  and  com- 

plete entertainment. 
Arthur  Weinthal 
Promotion  Manager 

CFCF,  Montreal 

ALL   MEDIA  OBJECTIVITY 

I  finally  found  the  time  to  finish 

reading  your  "All-Media  Evaluation 
Study"  and  I  should  like  to  congratu- 

late you  for  a  top-notch  job  on  a  sub- 
ject which  is  anything  but  easy  to 

cover.  I  particularly  enjoyed  reading 

the  comments  about  Life's  4-Media 
study  that  was  done  by  Politz. 

I  was  certainly  impressed  by  the  ob- 

jectivity of  your  study — something 
that  is  becoming  rare  in  this  day  and 

age  for  some  "vertical"  publications. 
Again,  congratulations  on  a  splendid 
piece  of  reporting. 

George  Anthony 
Media  Director 

Stromberger,  LaVene,  McKenzie 
Los  Angeles 

•  SPONSOR'*  All-Moilin  Study  1*  available  in 
booh  form  at  $-1.00  per  ropy.  Addrcft*  orflrra  to 
SPONSOR    Services    Inc.    at     10    E.    49th    St. 

14 SPONSOR 



FIRST  IN  SPRINGFIELD 
Springfield,  Massachusetts,  November  1954  Hooper 

SHARE  OF  AUDIENCE 

MONDAY 

THROUGH 

SATURDAY WTXL 
"A" "B" 

"C" 

"D" 
"E" "G" "H" 

Other 
AM  & 
FM 

7 :00  A.M.-12  NOON 28.1 
20.6 19.8 13.4 

7.9 

4.6 
2.7 1.6 0.7 0.5 

12:00  NOON-6 :00  P.M. 33.1 
16.0 12.1 14.7 

7.6 
7.3 

4.2* 
3.1* 

2.0 
1.7 

6 :00P.M.-8 :00  P.M. 34.0 
20.7 17.5 

8.4 
7.4 

10.5 0.4 1.1 

*The  above  measurements  are  adjusted  to  compensate  for  the  fact  that  Radio  Stations  "P"  and  "G"  sign  off at  4  :30  in  November. 

WTXL  is  first  in  19  out  of  26  rated  half  hours.    Saturation  spots  on  WTXL 

get  high  rated  periods  all  day. 

WTXL  is  the  only  full-time  independent  station  in  the  Springfield  markel 

MEMBER   STATION 

For  avails  and  other  information, 

call  Larry  Reilly,  Gen.  Mgr.,  WTXL, 

Springfield,  Mass.,  RE-9-4768  or  any 
office  of  the  Walker  Representation 

Co.,  Inc. 

7  FEBRUARY  1955 
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Only 

STATIONS 

are  powerful  enough 

and  popular  enough 

to  register  audiences 

in  radio  survey  ratings 

of  both  Los  Angeles  and 

San    Diego. 

Of  these  top  four, 
KBIG  is 

•  the  only  independent 

•  the  least  expensive 

•  the     lowest    cost    per 

thousand    families 

9 
KBIG 

T/ie  (atolma  Slot/on 

10,000  Watts 

740ono,ya°1ur 

JOHN  POOLE  BROADCASTING  CO. 

6540  Sunset   Blvd.,   Hollywood   28,  Colifornia 

Telephone:   Hollywood  3-3205 

Nat.  Rep.  Robert  Meeker  &  Assoc.  Inc. 

II.  A.  Karhun,  Malcotm-Howafd  Advertising, 

Chicago,  is  very  tv  conscious  "because  we  have  been 
so  active  in  this  field  since  the  very  beginning  of 

commercial  tv."    He  rarely  bases  buying  decisions 
on  tv  ratings.    "We  insist  on  knowing  just  who  our 

audience  is,"  says  he,  "and  whether  it's  the  audience the  client  wants  to  reach.    Then,  into  that  time 

segment,  we  put  announcement  copy  or  a  program 
cued  directly  to  that  audience.    We  have  had  the 
greatest  success  with  saturation  programing.    In 
other  words,  ive  dont  try  to  be  all  things  to  all  men. 

We  pick  a  particular  audience  and  we  .concentrate 
on  that  audience  with  heavy  bombardment,  rather 
than  attempting  to  bin    coverage  or  scattered  shot  tv 
advertising.    This  type  of  concentration  has  worked 

very  well  for  a  considerable  number  of  our  clients." 

Anne  Small,  Scheideler.  Beck  &    Werner,  Neiv 

York,  looks  at  spot  radio  1955  in  a  new  light.    "It's 
an  advertising  medium  in  its  own  right,"  says  she. 
"Not  just  the  father  of  tv,  or  something  to  be 

used  to  supplement  tv  coverage.    There's  a  separate and  distinct  radio  audience,  and  this  radio  audience 

exists   both  in   radio-only  and  in  tv  areas. 
Idvertisers  are  finding  spot  radio  an   attractive 

Inn    again,  partly  because  most  of  the  rates   hare 
been  adjusted  to  the  times,  partly  because  they 

find  that   they're  missing  part  of  their   potential 
market  it  they  ignore  this  medium.   Also  they're 
using  a   different  spot  radio  Strategy.     W  here  five 

announcements  weekly   might   have   been   'saturation 
a  la   1945,'  it  takes  20  or  more  weekly    to 

qualify  for  the   term  one   decade  later.' 

Henry  IV.  Cleefl.   Mars,  hall.  &  Pratt  Division, 
WcCann-Erickson,  New  York,  buys  all  media  foi  Ins 
accounts.    "We  converted  to  the  integrate,!  ,  rcative 

media,  or  'all-media'  operation  about  one  year  ago," 
he  told  sponsor.   "/  feel  that  this  system  does  make 

it  possible  to  buy  media  more  creatively,  because 
it   gires   the   buyer  greater   perspective   over   the 
strategy    and  problems  of  his  accounts.     ind  it 

doesn't  mean  neglei  ring  one  medium  lor  the  others. 
by  am    means.    I   see  as   many  of  the  reps   of  all 
media  as  I  need  to.  ami  Still  hare   time  l«  Ion 

merlin  for  five  accounts.    I  in  able  to  gel  a  feel  of 
each  ae,, >unt  and  its  problems  as  a  whole.    As 

all-media   buyers,   wi  ected  in   make 

budget   recommendations  that   include  a  media 
breakdown.    To  do  this,  we  have  to  be  close 

to  the  accounts  marketing  problem'.:' 

16 SPONSOR 



Even  before  their  eyes  are  open,  folks  around  Dallas 

tune  in  to  WFAA's  Early  Birds,  the  oldest  breakfast-type  comedy-variety 

show  in' the  nation.  For  25  years,  the  Early  Birds  have  given 

eye-opening  performances  with  music  . . .  patter . . .  audience  participation. 

The  selling  power  of  the  Early  Bird  program  is  outstanding 

over  the  Southwest.  One  national  food  company  has  been  a  sponsor 

for  6  years;  a  drug  firm  for  7.  Many  others  have  found  the 

Early  Birds  to  be  top-notch  salesmen  for  a  variety  of  products. 

Latch  on  to  the  high-flying  Early  Birds  of  WFAA. 

Then  watch  your  sales  go  soaring! 

See  the  Petry  man  for  details. 

A  CI***  Channel  Sorvic*  of   th»   Daitot   Morning  N«w« 

WRAA 
Alex   Keese.  Manager 

Geo.   Utley,  Commercial  Manager 

Edward   Petry  &  Co.,   Inc.,   Representative 

7  FEBRUARY  1955 17 



It's  the  same  difference . . . 
■ ? 



s IB  I 

The  difference  that  sets  WCBS-TV 

apart  from  all  other  stations  in 

New  York  is  its  policy  to  devote 

the  same  effort,  ingenuity  and 

production  skill  to  each  of  its 

programs,  whether  in  the  field  of 

entertainment  or  in  the  area  of 

education  and  information. 

It  is  this  "difference"  that  last 

year  won  for  WCBS-TV  the  largest 

average  audiences  in  New  York, 

day  and  night. 

It  is  this  same  "difference"  that  in 

1954  earned  for  WCBS-TV  high 

praise  from  the  critics  and  the 

community  for  the  largest  schedule 

of  public  interest  programs  of  any 

station  in  New  York— plus  a 

George  Foster  Peabody  medal. 

Finally,  it's  this  same  "difference" 

that  last  year  persuaded  advertisers 

to  invest  more  of  their  dollars 

with  WCBS-TV  than  with  any  other 

New  York  television  station. 

■ 

This  distinction  can  make  a  big 

difference  in  sales  to  any  advertiser 

who  wants  to  get  the  most  out  of 

television  in  1955. 

■ 

WCBS-TV  New  York,  Channel  2 
CBS  OWNED.  Represented  by 

CBS  Television  Spot  Sales. 



i 
SALES  GO 

OVER  the  TOP 
when  your  sales  message 

goes  to  •  •  • 

Tv\'?'°°0 

MICHIGAN 

JACKSON 

INDIANA OHIO 
FORT  WAYNE 

WKZO-TV  (Channel  3)  has  100,000  watts  of  power  — 
has  a  new  1000-foot  tower  —  offers  you  514,000  families 
nit  bin  its  grade  li  coverage  urea! 

So  more  than  ever,  WKZO-TV  ran  help  yon  «:<»  over  the 
top  in   Western  Michigan! 

100,000  WATTS   VIDEO    •    CHANNEL  3    •    1000'   TOWER 

WKZO  —  KALAMAZOO 

WKZO-TV  —  GRAND  RAPIDSKALAMAZOO 
WJEF  — GRAND  RAPIDS 
WJEF-FM  —  GRAND   RAPIDSKALAMAZOO 
KOLN  —  LINCOLN.  NEBRASKA 
KOLN-TV  — LINCOLN.  NEBRASKA 

Anociated   with 
WMBD  — PEORIA.  ILLINOIS 

•TV 

OFFICIAL   BASIC   CBS   FOR  WESTERN   MICHIGAN 

Avery- Knodel,  Inc.,  Exclusive  National  Representatives 

20 
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New  and  renew 7    FEBRUARY    1955 

1.     New  on  Radio 
SPONSOR 

Networks 

Amcr   Motors    (Nash),    Det 

Bristol   Myers    (Vitalis),   NY 

Bristol   Myers    <  Vitalis* .   NY 

Burton    Dixie   Corp,    Chi 

Gcnir.il    Prods 

Ccneral    Prods 

Mary   Ellen   fames  &   Jellies.   Berkeley. 
Cal 

O'Keefe  &   Merritt    (gas  ranges!,    LA 

Pearson    Pharmacal,    NY 
Pharmacco,     Kenilworth,     N| 

Philco    (phonographs  &  radios'.   Phila 
Reducing    Inst.    LA 

Rexall    Drug.   LA 

Studebaker-Packard    (Packard),    South 
Bend,    Ind 

Union   Oil   of   Cal,    LA 

Vitamin    Corp   of  Amer,    Newark,    N| 

AGENCY STATIONS 

Ceyer   Adv,    Det NBC  full  net 

DCSS,    NY 
KNX-CPRN  23 

DCSS.    NY 
KNX-CPRN  23 

Robert  B.  Wesley  &  A 
Chi 

Dean    Simmons 

soc. MBS  250 

CPRN  23 

Cean    Simmons CPRN  23 

Ralph  fcwell.  Oakland, Cal CPRN  22 

Atchison.  Donahue  &  H 
den,     LA 

DCSS,    NY 

ay- 

CPRN   12 

MBS  570 
CPRN  23 

Hutchins   Adv,    Phila 
N.    B.    Scott.    LA 

MBS  565 

CPRN  23 

BDDO.    LA CBS    206 

Maxon.   Det ABC  350 

Y&R,    Hollywood CPRN  23 

BBDO.    NY CBS    206 

PROGRAM,  time,  start,   duration 

Fibber-McCec  &   Molly;  Sun-Th    10-10:15   pm;   Feb 16   &    17    only 

Frank  Coss  News;  alt  M,  W.  F  &  T.  Th,  Sat  5:45- 
5:55  pm;  PST;  (an  24,  49  wks 

Sunday    Night    News;   7:55-8   pm    PST;    |an    30;    48 

Les   Paul   &    Mary    Ford;   W,    F   7:45-7:55    pm ;    Feb 
16;   55  season 

Story    Master;    Sat    7:45-7:55    am;    9:05-9:15    am. 
PST;    |an    22;    52   wks 

Story-Teller;    Sat     10:30-10:45    am    PST;    |an    22; 

52   wks Harry   Babbitt  Show;  alt  days  7:45-8  am   PST;   )an 
24;    55    wks 

Memory    Lane;    Sat    10-10:25   am    PST;    |an    22;    52 

Multi-Message;   M-F  8-8:30  pm;    |an   24;    13   wks 

Wendy  Warren  &  The  News;  M,  W.  F,  9:05-9:15 
am    PST;    Jan    17;    13    wks 

Phonorama;   Sat    11:30-11:55   am;   Feb    19;   52   wks 
Don  Otis  Show,  Sat  11:30-11.45  am  PST;  |an  15; 

13   wks 

Amos  &  Andy  Music  Hall;  Th  9:30-9:55  <6  min- 
ute sponsorship);   Feb   16  &   Feb   17   only 

Your  Packard  Reporter;  M.  W,  Th,  F  8:25,  9:25, 
10:25    pm;   T   8:25,    10:25    pm;    Feb   7;   2   wks 

Frank  Coss  News;  M-F  7:30-7:45  am  PST;  Feb 

7;   52   wks 
Amos  &  Andy  Music  Hall;  M,  Th  9:30-9:55  pm 

(six   minute  sponsorship);  Jan  31    &   Feb  24  only 

i 

Hub 

Hood  1 3) 

2.     Renewed  on  Radio  Networks 
SPONSOR AGENCY STATIONS 

PROGRAM,  time,  start,  duration 

Bristol-Myers,   NY 

CBS-Columbia 
Colgate-Palmolive.    NY 

DCSS,    NY 

Ted    Bates,    NY 
Wm    Esty,    NY 

CBS    206 

CBS    206 
NBC    full   net 

Arthur    Codfrey    Digest;    F   8:30-8:45    pm;    |an    14; 
52  wks 

Amos  &  Andy;   Sun   7:30-8  pm;  (an  30;  7   wks 
Lorenzo    Jones;    M-F    5:15-5:30    pm;    |an    3:    1955 

Miles   California Ceoffrey    Wade    Adv,    LA Don    Lee   45 
season 

Newspaper  of  the  Air;  Sun-F  Feb  1  ;  52  wks 

Miles    California Ceoffrey    Wade    Adv,    LA Don    Lee   45 Here's  the   Answer;   M-F   Feb   1;   52   wks 

Quaker   Oats,   Chi Sherman   &    Marquette, 

Chi 

NBC   full   net Hotel    For    Pets,    M,   W,   F    5:30-5:45   pm;    Jan    3; 
1955   season 

3.     Broadcast  Industry  Executives 
NAME FORMER  AFFILIATION 

Harry    Abbott 
Roger    Allen 
William    Andrews 
Ceorge    W.    Armstrong 
Leon    Arons 
Lee  Atwell 
Ezra    Baker 
Kenneth   H.   Baker 
Lionel    Baxter 

Noel    C.    Berault 
Robert    C.    Berry 
H.    M.    Bitner  -Jr 
Stanely  A.    Bogan 
Dave    Booher 
John   M.   Borghese 
Richard   W.    Brahm 
William    B.    Buschgen 
Leonard    Bridge 
Roger  C.   Brown 
Howard    Cann 
Richard    L.    Cass 
By    Colvig 
Bill    Cornish 
Dan   Curtis 
|ohn   F.    Day 
William    Dcmpsey 
Paul    S.    Dixon 
Robert   M.    Dooley 
Leon    Drew 
John    Eichhorn 
Paul    Frank 

John   Carficld 
Norman    Cittleson 
Wm.    Thomas    Hamilton 
Bill   Harms  Jr 
Bob    Hart 
Robert   L.   Harris 

KTVQ-TV,    Oklahoma    City,    mgr 
WOTW,    Nashua.    NH,    announcer 
KPTV,    Portland,   sis  stf 
WHB.    Kansas,    mgr 
William    Weintraub,    NY,    vp   &    dir   of   res 

WHBC,   Canton.   Ohio,   s's  dept International    Motion    Picture    Studios,    NY.    dir   of    sis 
Standard    Audit    &    Measurement    Svcs.    pres 
WSFA.   WSFA-TV.    Montgomery,    Ala,    vp   &    gen    mgr 

WFAN,    Providence,    sis    mgr 
WOTW,    Nashua,    NH.    prog    dir 
Crandwood    Sdcstg,    Cd    Rapids 
The  American  Weekly,   NY,  acct  exec 
WMBR.    Jacksonville,    sis    mgr 
Amer    Korean    Found,    NY,    r-tv   dir 
WMCA,    NY.    acct    exec 
NBC    Spot    Sis,    NY,    radio    acct    exec 
C'andwood    Bdcstg,    Cd    Rapids,    controller 
CB^-Col     of    Texas,    southern    sis   mgr 
MBS.    NY.    acct   exec 
WBBM,    Chi.    radio    sis   stf 
KNXT,    Hollywood,    asst    sis    prom    dir 
Edward    Fctrv.    Chi 
NBC   Film,   Chi,   actg   supvr 
Star-Ledger,    Newark,    asst    mg    ed 
KPIX.    SF,    educ    dir 
KSL,    Salt    Lake   City,    natl    spot    sis    mgr 
Blair-TV.    NY,    gen    sis    mgr 
KNXT,    Hollywood,    prod    mgr 
KINC    radio,    Seattle,    mgr 
WTVN,   Columbus,    newscaster 
WCAR.    Ckve,    sis    mgr 
W|AR.    Prov.    gen    mgr 
CBS,    sis    exec 
Edward    Petry,    Chi,    tv   rep 
KFEL-TV,    Denver,   comml   mgr 
WIBC,    Indianapolis,    mc.    dj 

NEW  AFFILIATION 

KCEN-TV,   Temple,  Texas,  mgr 

Same,    prog    dir 
Ziv   Tv,    northwest    rep 
Same,  vp  &  gen   mgr 
TV   bureau   of  Adv,    NY,   dir   of   res 
Same,    prog    dir 
Screen    Cems.    NY,   comml   sis  stf 
Market  Research,  vp  in  chg  media  studies 
WBRC.    Birmingham,    Ala,    sis    mgr    in    chg    of    local    & natl   sis 

WPAW,    Pawtucket,    stf 
Same,    stn   mgr 
Same,    pros 

CBS   Radio    Network   Sis.   acct  exec 
Same,    vd 

Magna   Theatre   Corp.    r-tv   dir Media-Mdsg.    NY.    pres 

NBC    Spot   Sis.    Det,   radio    mgr 
Same,    also    dir 
Same,    gen    mgr 
CBS    Radio    Network   Sis,   acct  exec 
Edward    Petry,   Chi,   TV   sis   stf 
WXIX,    Milwaukee,    prom-publ   dir 
Official   Films,   Chi.   sis  exec   stf 

Same,    sis    mgr   of    Central    sis    force 
CBS.    dir    of    news 
Same,   prog   mgr 
Same,   exec  asst   in   chg  of   corporate   affairs 
CBS    Radio   Spot    sis.    sis   development    dept 
WXIX,    Milwaukee,    prog    dir 
Same,  asst  to  vp  &  gen   mgr 
Same,    asst   to   gen    mgr 
WXFL.    Clcve.    sis   stf 
WMUR-AM-TV,   Manchester,  NH,  exec  vp.  gen  mgr 
WNDU-TV,    Notre    Dame,    sis   mgr 
Avery-Knodcl,    Chi,    tv   acct    exec 
KLZ-TV.    Denver,    local   sis   mgr 
WTVN,   Columbus,    radio   sis   stf,   acct  exec 

In  next  issue:  Neic  and  Reneiced  on  Television  (Network)  ;  Advertising  Agency  Personnel  Changes: 

Sponsor  Personnel  Changes;   Station   Changes   (reps,    network    affiliation,    power    increases) 

H.   Weller 

Keever  13) 

Charlie 

Stone    (3) 

Herbert  W. 
Hobler  (3) 
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IS/ew  and,  renew 

Arons  (3) 

Dan   E. 

Ries  (3) 

Stanley 

Wilson  (3) 

Shaun 

Murphy  (3) 

Don    H. 

McCannon  (3) 

3.     Broadcast  Industry  Executives  (continued) 
NAME 

Louis    Hausman 
Herb    Heilbrun 

Ralph    Hess   Jr 
Herbert   W.    Hobler 

Fred    Von    Hofen 
Hub    Hood 

isabell    Hoyt 

Walter    C.    Johnson 

Robert   S    |ones 
Martin    Katz 

H.    Weller    Keever 

George    Kcnvon 

laon    Carol    King 
joseoh    A.    Kjar 

|ohn  F.   Klatt 

lames    L.    Knipe 
Cornelius    Knox 
f-'avid    N.    Laux 

Harry    LeBrun 
Terry    Lee 

I  con    Levine 
Thorn's  0     Loeb 

Roy    Maner 
Dave    Maxwell 

W.    Barrett    Mayer 
Donald    H.    McCollum 
Paul    Mensing 

Don    H.    McCannon 

Shaun    F.    Murphy 

£1    Nagler 

Charles    Newton 
Wilson    H.    Oelkers 
Cliffo-d    Ogden 
Milt    Olin 

Edw2rd    C.    Page 

lohn     B.     Poor 

C.    Wesley   Quinn Earl    Reilly 

Dan    E.    Ries 
Harry    Ripps 

William    P.     Robinson 
Frank    B.    Rogers 

Lee    Savin 
Robert    C.    Scott 

William  F.  Schnaudt 

Willard   Schroeder 
Mike    Shapiro 

TheoHo'e    F.    Shaker 
Virgil   Sharoe 
Austin    B.    Sholes 

loseph    M.    Sitrick 
Charlie    Stone 

Robert   H.    Storz 
Todd   Storz 

H.     L.     Sturtz 
Bill    Swanson 

R.    L.    Swats    Jr 
David    A.    Traylor 
Donald    E.    Tomkins 

lohn    L.    Vicmeister 
Leonard    C.     Warager 

R.   W.    Wasscnberg 

lay    Watson 
lames    P.    Walker 
Robert    Wechsler 

Franklin    J.    Weiner 

lames  A.   Wethington 
Ccorge    Y.    Wheeler    II 

Wayne    J.    Wilcox 
Stanley  Wilson 
Nadine    Wright 

Ccorge    E.    Yonan 

FORMER  AFFILIATION NEW  AFFILIATION 

sec,    asst   gen    mgr   & 

CBS-Col,    NY,    vp 

WKRC,  Cin.  sis  stf 

WDVA,    Danville,   Va,    prom   dir 

TelePromptcr   Natl   Sales,    NY,   gen   sis   mgr 
KINC-TV   Seattle,   acct  exec 
WKRC,  Cin,   sis  mgr 

KPOJ.    Fortland,    Or,    mdsg   mgr 
Travelers    Bdcstg    Service,    Hartford, 

sis   mgr   of   WTIC 

Sidney   Carfield    &    Assoc,    SF,    radio-tv   dir   &    acct   exec 
WCAU-TV,    Phila,    sis    stf 

NBC    Film,    Chi,    Central    sis   supvr 

US   Armv WRC.   WRC-tV,    Wash,    DC.    asst   to   adv    prom    mgr 
KSL.    Salt    Lake    City,    prog    dir 

McCann-Erickson,    Chi,    media    mgr 

C.    E.    Hooper,    NY,    exec    vp    &    gen    mgr 
NBC,    NY,    sis    dept 

Ruthrauff    &    Ryan,    NY,    acct   exec 

WLM-T,    Cm,    asst    stn    mgr 
WFAA-TV,    Dallas,    asst    mgr 

CBS,    NY,    dir   of  edu   &    public    affairs   progs 
NBC    Business    Unit,    NY,    prodr   &    mgr 
WSOC.    Charlotte 

KB!C,    Catalina,    pub    serv    dir 
Mechanical    Products,   (ackson,   Mich,   regl   mgr 
S-^we-in    Research,   dir   of   client   rcl 

NBC    Spot    Sis,    Det,    mgr 

DuMont    Tv    Stations,    gen    mgr;    also    Labs,    asst    dir    of 

bdcstg 

WFIE-TV,    Evansville,    Ind,    sis    mgr 

W|BK,    Det,    sports    dir 
Darlington    County    asst    Farm    Agent 
Philco,    Phila,   gen    purch   agent 
NBC    Film,    Hollywood,    supvr 

United    Artists   TV,    NY 

George    P.    Holinberry,    NY,    tv    acct    exec 
General    Tclcradio,    NY,    vp 

WTP.I-TV,    Albany,    sis    rep 
KING    Radio,   Seattle,    prog   dir 

WKRC.    Cm,    asst    prom    dir 
Du    Mont,    NY,    sis   mgr 

WLW-A,    iCrosley)    Atlanta,    pres 
Reeves  Soundcraft  Corp.    NY,   vp 

United   Tv   Prog  ams,   exec   vp 

Du    Mont,   Cathode-iay  Tube    Div,   Clifton,    N|,   asst    sis mgr 

WHK,    Cleve,    acct    exec 
Crandwood    Bdcstg,   Cd   Rapids,   gen    mgr 
Avery  Knodcl,   Chi,   tv  rep 

CBS   Tv   Spots   Sis,    NY,   acct   exec 
KOWH.    Omaha,    mgr 

Presto    Recording,    NY,   asst   sis   mgr 

Inte-natl    Press  Service,    US    Information    Agcy,   asst   chf 
WMBR,    Jacksonville,   vp   in    chg    sis 
Mid-Continent    Bdcastg,    pres 

Mid-Continent    Bdcastg,    vp   &    gen    mgr 
Omaha   World    Herald,   adv   dept 

KTVX    (r&TV),    Tulsa,    sis   mgr 
NBC    Radio   Net,   Chi,   acct  exec 
MBS,   acct   exec 

Grant   Advertising,    NY,   radio-tv  dir 
CBS   Tv,    NY,    asst    to    budget    dir 
NBC    Film    NY,    sup 

KPIX.    SF,    prog    mgr 

KPOA,    Honolulu,    asst    mgr 

Tulsa    Bdcstg,    asst    gen    mgr 
Benton    &    Bowles,    NY,    acct   exec 

WCBS-TV.    NY,    stf    prom    writer 
William    G.    Rambeau,    NY,   exec   vp 
NBC,  Wash,  stf 

Good    Housekeeping   Mag,    Det   sis  rep 

KFDA    (r-tv),    Amarillo.    Tex,    vp   &    gen    mgr 
WDVA,    Danville,   Va,   continuity  writer 

MBS.    sis   mgr   of   co-op   div    for    Midwest 

CBS.   NY.  corporate  stf  vp 
Same,    sis    mgr 

Same,   acct   exec 
Same,    also    vp 
KING,    Seattle,    mgr 

Same,    gen    mgr 
KVAN,    Vancouver,    Wash,    mdsg    mgr 

Same,    also    member   of   bd 

CBS    R    Net   Sis.    SF,    acct   exec 

Blair-TV.    NY,    dir    of    special    sis 
Same,    natl    sis   mgr 

W)BK.    Det,   Tv  film   dir 
Same,    adv   &    prom    mgr 
Same,    sis    mgr 

Standard  Rate  &   Data  Service,  Chi.  rate-service  medr 

rcl    dir 
Same,    pres    &    chmn    of    the    bd 
CBS   Radio   Net   Sis,    NY,  acct  exec 
Studio    Films,    NY,    vp 
WLW-A,    Atlanta,    gen    mgr 

KOVR-TV,   Stockton,    vp   &    gen    mgr 
Columbia    University,   dir  of  radio  6   tv  activities 
Same.   Tv   Net    Prog    Div,    mgr 

WIST,    Charlotte,    acct    exec 
KBIF,    Fresno,   gen    mgr 

WOND,    Atlantic    City.    „atl    sis   rep Same,    also    vp 

NBC    Spot    Sis.    Chi,    r    mgr 

Wsetinghouse   Bdcstg,    NY.   vp  &  gen  exec 

WTVP,    Decatur.    III.    stn    mgr 

Same,    news  &    Sporls   dir 
WBTW-TV,    Florence,    farm   ed 

Same,  vp  in  chg  of  purch 
Same,    sis   mgr   of   Western   sis   force 
Telefilm    Enterprises,    NY,    sis    stf 
Edward    Petry.    NY,    sis    stf 

Same,    also    MBS,    exec    vp 
WTRY,   Troy,   sis  prom   mgr 

KINC-TV,   Seattle,   acct  exec 

WTVN,    radio,    Columbus,    dir    of    prom    &    publ 

Same,    gen    sis   mgr 
Croslcy    Bdcstg,    Cin,    hd    sis   plans   unit 
Same,    exec    vp 

Gross-Krause,   exec   vp  &  gen    mgr 

Same,    gen   sis   mgr 

Telefilm    Enterprises.    NY,    sis    stf 
Same,    also   vp 

WFAA-TV,    Dallas,    comml    mgr 
WKIX.    Milwaukee,   gen   sis  mgr 

Same,    vp   &    gen    mgr 

Muzak,    Recorded    Tape    Div,    NY,   dir   of    sis 

NARTB,    Wash,    pub   &    informational   sves   mgr 
WMBR-TV,    lacksonville.    vp 

Same,   bd   chmn Same,    pres 

WOW-TV.    Omaha,    local    sis    stf 

Same,    only   TV    sis Same,   Det,  mgr 

A.   C.    Nielsen,   sis  services  exec 
own   radio-tv  consultant  service 
WXIX,    Milwaukee,    bus    mgr 

Same,   sis  mgr  of   Eastern   sis   force 
KTVU,    Stockton,   stn    mgr 

KOVR.    Stockton,    asst    mgr 
KTUL,    Tulsa;    KFPW,    Ft    Smith,    Ark;    in    chg 
Screen    Cems.    NY,    sis   prom    mgr 

WCBS-TV,    NY,    assi    adv  &    sis   prom    mgr 
KONA    (TV),    Honolulu,    sis    mgr 
Radio   Corp   of    Amer,   stf  vp 

CBS   Radio    Net   Sis.    Det,   acct   exec 

Texas   State   Net,    Ft.   Worth,   asst   gen    mgr 

Same,    prom   dir 
Boiling    Co,    Chi,    acct    exec 

4.     New  Agency  Appointments 
SPONSOR 

Alsol   Wax,    Newark 
Amino    Products    Div,    Intcrnatl    Minerals    & 

Chemical   Corp,   Chi 

Arizona    Brewing,    Phoenix 
Buitoni    Foods,    S.    Hakcnsack,    N) 

Cheramy,    NY 

Chquot    Club    Co,    Millis,    Mass 
tbcrhard    Faber    Pencil    Co,    Bklyn 
Walt   Framcr 

Frank   Fthr   Brewing,    Louisville,    Ky 

KDKD,    Clinton,     Miss 

KLEE,    Ottumwa.    Iowa 
National    Brewing,    Bait 
Northern   Cal   Chevrolet   Dealers  Assoc 

Proctor    Electric.    Phila 

Quality    Radio   Group,    NY 
Revlon    Products,    NY 

Schneider    Brewing,    Trinidad,   Col 

Sweet-Orr,    NY 

Storer   Bdcstg   Co,   W|W,    Cleve 
WGVM,    Creenville,    Miss 

W.    T.    Young    Food,,    Lex,    KY 

PRODUCT    (or  service) 

Wax Accent    (protein    derivative) 

A-l    Pilsner   Beer 

Macaroni 

April    Showers   toiletries 
Ginger  ale,  club  soda 
Pencils,    erasers,    rubber    bands 
Tv    Productions 
Beer 
Radio   Station 
Radio   Station 
Beer 
Chevrolet    cars 

Appliances Radio  Stations 

Hair-Net    Spray.    Aquamarine    Shampoo 
Beer 
Work    Clothing 

Radio   Station 
Radio    Station 

Big    Top    Peanut    Butter 

AGENCY 

Hal    Tunis    Assoc, 

Crant    Adv,    NY 

NY 

Erwin.    Wasey,    LA 

Albert    Frank-Cuenther    Law,     NY 
Emil    Mogul.    NY 
Harold   Cabot.    Boston 

Anderson    &    Cairns.    NY 

Ashlcy-Steiner,     NY.     LA 
Doolcy.    Adv.    Louisville.    Ky 
Devney.    NY 

Devney.    NY 
W.    B.    Doner,    Det 

Roy  S.    Durstine.   SF 
Weiss   &    Celler.    NY 
Dine   &    Kalmus,    NY 
BBDO,    NY 

limmy    Fritz    &    Assoc,    Hollywood 
Peck    Adv.    NY 
The    Katz    Agency,    NY 

Devney,    NY 
Rutledg?    &    Lilienfcld.    St.    Louis 

5.     New  Firms,  New  Offices,  Changes  of  Address 
Lansburgh    &    Oldham,    new    adv    agency,    123    El    Pasco,    Santa 

Barbara,    Cal,    Mark    Lansburgh    b    Joyce    Oldham    Lansburgh 
heads 

Miller    &    Wallace     Mackay,     Seattle,     merge     to     form     Miller 
Mackay    Hoeck    &    Hartung.    510    Virginia    St,    Seattle 

National  Closed  Circuit  System.  595  Madison  Ave.  NY, 

formed;    sis   rep   of    DuMont's   Closed    Circuit    Dept 
Rogers  &  Cowan,  public  relations,  new  offices  at  17  E 48th    St.    NY 
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If  you  want  to  sell 

Philadelphia 

housewives 

4- 

Let  Scott  Do  It  is  the  top-rated  9:00  to  10:00  a.m. 
show  in  Philadelphia  .  .  .  according  to  both  Pulse 
and  ARB  .  .  .  the  greatest  kitchen  show  in 

America.  And  Alan  Scott's  the  consistent  winner 
in  popularity  polls. 

SALESMAN  FOR  BLUE-CHIP  SPONSORS! 

National  Advertisers  who've  experienced  Alan 
Scott's  terrific  selling  power  include:  General 
Foods,  Lipton's,  Hoover  Appliances,  Morrell 
Meats,  Pillsbury,  St.  Joseph's  Aspirin,  Sunshine 
Biscuits,  Seabrook  Frozen  Foods,  and  many 
others. 

LOWEST  COST!  Alan  Scott's  Let  Scott  Do  It 
has  the  lowest-cost-per-thousand  rating  of  any 

daytime  women's  show  in  America's  major 
markets,  according  to  a  study  by  Television  Age 

Over  100,000  TV  homes  at  a  cost  of  only  $1.45 
per  thousand.  And  now,  Let  Scott  Do  It  comes 

under  WPTZ's  "45-12"  discount  plan.  45%  off 
one  time  rates  when  you  buy  12  or  more  an- 

nouncements under  the  "45-12"  plan. 

TOP  COVERAGE!  WPTZ  is  peak-powered  at 
the  low  end  of  the  band,  to  deliver  a  clearer, 
stronger  signal  to  more  people  over  a  wider  area 
than  any  other  TV  station  in  Pennsylvania! 

WHAT  A  BUY!  Let  Scott  show  you!  And  be 

sure  to  ask  about  the  "45-12"  plan.  Write  or 
wire  your  nearest  Free  &  Peters  "Colonel" — or 
phone  Alexander  W.  Dannenbaum,  Jr.,  WPTZ 

Sales  Manager,  LOcust  4-5500;  or  Eldon  Camp- 
bell, WBC  National  Sales  Manager,  PLaza 

1-2700,  New  York. 

WPTZ     CHANNEL 
First  in  Television  in  Philadelphia 

WESTINGHOUSE    BROADCASTING   COMPANY,  INC. 

WPTZ'KYW,  Philadelphia  .  WBZ     WBZA*  WBZ-TV,  Boston  .  KDKA«KDKA- 
TV,  Pittsburgh;  wo  wo,  Fort  Wayne;  KEX,  Portland:  KPIX,  San   Francisco 

KPIX  represented  by  The  Katz  Agency,  Inc. 
All  other  WBC  stations  represented  by  Free  &  PETERS,  Inc. 

f 
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"NBC's  programming  of  spectaculars  and  general  razzlc  dazzle,"  writes  John  Crosby  in  the 

New  York  Herald  Tribune,  "has  given  television  an  important;  and  a  sensi  of  i  witemeni  that 

it  cannot  afford  to  lose." 

The  NBC  Color  Spectaculars  have  broken  the  rigid  radio-mold  of  unvarying  strips  of  half- 

hour  shows.  They  have  forced  wider  horizons,  new  programming  concepts  .  .  .  they  draw  into 

television  great  stars,  writers,  directors  from  all  over  the  world.  In  addition  they  have  given 

Color  Television  tremendous  impetus  by  providing  regular  and  impressive  color  programming. 

The  special  ingredient  that  has  given  all  television  its  great  expansion  and  excitement  has 

been  the  NBC  Color  Spectaculars.  And  the  audience  response  has  been  unmistakable. 



Since  the  new  season  began  in  September,  Nielsen  ratings*  show 

Mori  than  11  million  familit  s  watching  tin  avt  rage  Spectacular  --  almost 

tin  audience  of  the  averaye  evening  network  program. 

Seven  Spectaculars  with  Top  Ten-sized  audiences  during  the  six  rating  periods. 

Store  homes  tuned  to  NBC  -  an  average  of  649,000  more  homes  than  the 

second  network,  with  its  average  nighttime  program. 

In  every  rating  period,  more  Top  Ten  shoivs  from  NBC  than  any  othi  i  m  tivork. 

NBC's  program  leadership  has  made  it  a  most  exciting  year  for  the 

television  audience.  And  a  most  profitable  year  for  advertisers. 

exciting  things  are  happening  on 

TELEVISION 
a  service  of 

•Nielsen  second  September  Report- first  December  Report  195-1.  All  data  verified  by  A.  C.  Nielsen  Co. 



In  Milwaukee 

Coffeehead  Larsen 

Spins  the  Platter 

And  the 

Pulse  Goes  Up 

WEMP 

Milwaukee's  Second 
Station 

Of  seven  Milwaukee  radio  stations, 

WEMP  now  scores   No.   2. 

Milwaukee's  best  radio  buy,  WEMP 

offers  more  audience  per  dollar 

than  any  other  station. 

WEMP  audiences  are  growing  bigger 

year  by  year.  Latest  Pulse  ratings 

show  a  20  per  cent  increase  for 

Coffeehead  Larsen  at  6:00  to  10:00 

A.M.  All  other  WEMP  segments 

show    a    proportionate    increase. 

Get  the  facts  on  Milwaukee's  only 

24-hour  Music,  News,  Sports  sta- 

tion— Milwaukee's    best    radio    buy. 

CALL    HEADLEY-REED 

WEMPWEMPFM 
MILWAUKEE 

HUGH  IOICE.  JR.,  Gen.  Mgr. 

HEADLEY-REED,  Natl.  Rtp. 

HOURS  OP  MUSIC.  NEWS,  SPORTS 

JERRY    PICKMAN     (R.)     CHATS    WITH     BING    CROSBY    ON    STUDIO    SET 

Ji'rome  Piehman 

idpnir V.p.,    Dir.    nat'l    adv.,    pub.    &   exploitation 
Paramount    Pictures   Corp.,    New   York 

Jem  Pickman  directs  Paramount  advertising  from  a  dark-pan- 
eled office  in  a  tall  building  overlooking  Time-  Square  -  that  is. 

when  he  isn't  at  the  studio  in  Hollywood,  at  a  San  Francisco  pre- 
view or  at  a  New  York  opening. 

Paramount  got  into  tv  back  in  1950,  when  most  film  studios  still 
considered  the  medium  a  sort  of  plague  that  might  go  awa)  il  the) 

only  ignored  it.  Pickman  likes  tv.  He  feels  it's  an  advertising  me- dium made  to  order  for  selling  movies. 

"I'm  an  instinctive  showman,"  he  told  SPONSOR,  drawing  lis  knees 
to  his  chest  for  comfort.  He-  a  \oungish  38:  dark  hair,  dark  horn- 

rimmed glasses,  shirtsleeves,  tie-less,  with  a  rapid-fire  deliver)  of 
movie  jargon. 

"Our  product  can't  be  sold  through  fane)  packaging,"  said  he. 

"If  we're  gonna  sell  a  movie,  we've  gotta  have  a  name.  I  hat  -  why 
the  studio  consults  us  about  story,  production  and  cast.  II  the) 

wanna  sell  me  m\  sister,  I'd  say,  'No.  She  wont  sell.  I  ve  gotta 

mother  and  grandmother  who  act.  But  I  cant  sell  'em.  Kell\.  I 
can  sell.  .  .  ."  (He  is  currently  working  on  Country  Girl,  in  which 
Grace  Kelly  stars.) 

Radio  and  l\  movie  advertising,  Pickman  explained,  generall) 

come  into  pla\   for  about  three  to  10  days  when  the  new  film  open-. 

"We  call  it  'merchandising  a  motion  picture',"  he  said.  "'What 

we're  doing  is  conditioning  peopli — building  the  want-to-see.  Where 
there's  a  definite  plus,  we  localize  an  ad.  Like.  sa\  Hryce  Canyon 

appears  in  a  Western  so.  we  tell  'em  in  I  lah  to  go  look  for  shots 

of  their  own  scenery.  Each  movie'.-  handled  differently.  Sometimes 
we  don  I  work  for  a  week,  then  we  don't  see  daylight  for  72  hours 
in  a   row   because  there's  a   rush  job." 

Ilie  rapid  pace  comes  naturall)  to  Pickman.  who  »a-  once  de- 

scribed  1>\  the  employees  of  the  Brooklyn  Eagle  as  the  "youngest 

newspaperman  on  si\  continents''  a  title  he  earned  l>\  starting  to 
u<>i  k  a>  a  cop)  bo)    .il   age  nine. 

Pickman  has  also  learned  to  relax  upon  rare  occasions.  \  pic- 
ture in  his  desk  drawer  shows  him  sound  asleep  in  a  terrace  ham- 

mock at   "Dottie's  home  in   Balboa      .   .   .  that's   Dorotln    I. amour,   of i  miii  -e. •   *   • 
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MEREDITH 

STATIONS 

KANSAS  CITY:  KCMO  Radio  &  KCMO-TV 

SYRACUSE:      WHEN  Radio  &  WHEN  -TV  ,,  ,„,  *,„,, 

PHOENIX:        KPHO  Radio  &  KPHO-TV 

OMAHA:         WOW  Radio  &  WOW-TV 

i,h  BetterHomes  ̂   Farming 
Affiliated  Wit 

The  Katz  Agency 

John  Blair  &  Co. 

and  Blair-TV 

Magazines 
and  Gardens 

7  FEBRUARY  1955 27 



Cat  Sales 
Sez. 

D 

0 
N 

'T 

K 

I 

D 

Y 

O 

U 

R 

S 
E 

t 

F 

YOU  can't  cover 
California   unless   you 

u$e   KSBW-TV,   Channel    8, 
Salinas-Monterey,  California. 

The  rich  central  coast  of  Califor- 
nia is  covered  exclusively  by 

KSBW-TV,  422,709  TV  sets,  of 

which  over  90,000  are  undupli- 
cated. 

Consumer  Income  in  KSBW-TV's 
Basic  Market  (which  does  not  in- 

clude all  the  unduplicated  cover- 
age) i$  equal  to  Phoenix,  Ariz., 

PLUS  Camden,  N.  J. 

Ask  Hollingberry. 

CBS,  NBC,  ABC,  DuMONT 

28 

by  Joe  Csida 

Film:  television's  "new  business"  tlept. 

At  the  beginning  of  the  tall  season  we  dimmed  the  lights 
in  the  seance  room  at  our  headquarters,  gazed  deep  and  long 

into  our  tv  film  crystal  hall  and  did  a  Backstage  of  comment, 
observation  and  prediction  concerning  programing.  On  and 

off  for  the  past  several  week-;  we  have  again  been  locked  up 
with  the  eerie  blue  and  green  light-  and  the  spirit  voices,  but 
this  time  we  used  our  special  tv  film  business  crystal  globule. 

Appeared  therein,  of  course,  the  faces  of  friend-  who  are 
practitioners  on  the  producing,  selling  and  merchandising 

side  of  the  business,  like  Don  Kearney  of  ABC  Film  Syndi- 
cation Sales,  Phil  Williams  of  Ziv,  Walter  Schuimmer  and 

numerous  others.  And  their  voices  were  the  spirit  voice-. 

According  to  the  Backstage  ball,  this  i>  how  the  hti-inc—  -ide 
of  the  tv  film   industry  shapes  up: 

Competition  has  reached  its  keened,  most  dog-eat-dog 
point.  Never  since  the  first  vidfilm  was  tossed  on  the  market 
has  there  been  as  much  product  offered  for  lease  by  as  main 

people  via  as  multitudinous  a  number  of  deals  as  is  the  case 

today.  And  this  competition  i-  likely  to  reach  even  greater 
degrees  of  canine  devouring  brother  canine. 

'Way  up  at  the  top  of  the  heap  a  struggle  of  recently  de- 
veloped titans  i-  taking  place.  Strangely  enough  (or  perhaps 

not  too  strangely)  the  powerful  network-  (  NBC,  CBS.  ABC) 
are  not  among  the  titans  in  this  area  of  industry  operations. 

For  while  all  three  of  the  tv  webs  (and  particularly  the  first 

two  named)  have  solid  tv  film  operations  with  good  product 
and  capable  sales  and  mrechandising  Forces,  the  gargantua 

are.  of  course,  Zi\  TV  and  MCA  TV.  MCA\  purchase  of 

United  Telex  ision  Productions  gave  it  the  largest  and  mo-t 

imposing  collection  of  product  in  the  field.  And  Ziv's  accel- 
erated and  big-time  production  as  represented  1  \  its  Eddie 

('alitor  series  make-  it  either  the  reigning  champ  or  the 
number  one  challenger. 

Parenthetically,  in  the  gradual  evolution  brought  to  -how 
business  and  the  advertising  business  b)  television  generally, 

and  tv  films  specifically,  another  noteworthy  development 

might  be  mentioned  here.  In  the  looking  field  MCA'-  major 
competitor,  of  course,  i-  the  \\  illiam  Morris  Vgency.  And 
while  MCA  lias  chosen  to  enter  the  l\  film  production  and 

distribution  business  in  a  vasl  and  superlatively  aggressive 

manner,  the  Morris  agencv  lias  steered  clear  oi  l\  film  pro- 
duction and  distribution  for  the  most  part.  The  Morris 

i  Please  turn  to  page  9  1  I 

Also  see  I'ifm  section  this  issue  png<»   17 
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Tex  &  Jinx  1:00-2:00  p.  m. 
11:20  p.  m.-12 :30  a.  m. 
Monday  through  Friday 

selling*  by  the  stars  •  •  on  WRC-A. 
When  you're  navigating  your  product  through 

competitive  waters  in  America's  No.  1  market,  you'd 

do  well  to  let  wrca's  program-personalities  help 
set  your  course. 

TEX  &  JINX  for  instance.  The  glamor  of  their  per- 
sonalities, the  interest  and  excitement  of  their  two 

daily  radio  programs,  and  the  warmth  and  sincerity 

with  which  they  describe  their  sponsors'  products  — 
all  combine  to  make  them  star-salesmen  for  a  wide 

range  of  contented  advertisers.  The  selling  power 

of  TEX  &  JINX  keeps  winning  them  enthusiastic  tes- 
timonials like  these: 

Coffee  -  "How  we  feel  about 
Tex  &  Jinx  for  Savarin  is  best 
told  by  the  fact  that  we  are 
their  oldest  sponsor.  We  are 
now  on  their  program  five 
nights  a  week  in  the  8th  year 

of  a  very  happy  association." 
S.  A  Schonbrunn 

President 
S.  A.  Schonbrunn  &  Co.,  Inc. 

Maker*  of  Savarin  Coffee 

Beauty  Aids  -  "Tex  &  Jinx 
introduced  our  new  home  hair 

stylist  school  with  so  much  en- 
thusiasm that  we  are  signing 

up  new  students  daily.  We  are 
especially    pleased    to   have 
reached  such  a  large  audience 
of  career  girls.  We  certainly 

look   forward   to  continuing." 
Victor  Vito 
President 

Victor  Vito,  Inc. 

If  your  aim  is  to  sell  more  of  your  product,  faster, 

in  the  New  York  market  — try  selling  by  the  stars 
on  WRCA.  Stars  like  Tex  &  Jinx.  Stars  with  docu- 

mented records  of  sales  successes.   Come  aboard ! 

Call  George  Stevens,  Circle  7-8300  in  New  York. 
Or  your  nearest  NBC  Spot  Sales  office. 

Movies  -"Tex  &  Jinx  are 
without  question  two  of  the 
finest  radio  boosters  of  motion 

pictures  in  the  New  York  area. 
Their  approach  is  sincere  and 
direct ;  and  their  loyal  audience 
has  learned  thataTex-and-Jinx 
endorsement  of  a  film  puts  that 

film  on  their  'must  see'  list..." 
Charles  Einfeld 
Vice-President 

20th  Century-Fox 

Beverages-"Tex&Jinx  were 
extremely  helpful  in  making 

No-Cal  New  York  City's  top- 
selling  dietetic  beverage.  Their 

convincing  delivery  and  believ- 
able commercials  did  much  to 

help  attain  this  goal.  We  have 
just  increased  our  frequency 
schedule  with  Tex  &  Jinx  for 1955.  Morris  Kirsch 

President 
S'o-Cal  Beverage  Corp. 

1 
l 

I WRCA-660    | 
Radio  in  New  York     ̂  

i 

Jj3 

a  service  of 

REPRESENTED  BY  NBC  SPOT  SALES 
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JEFFERSON  STANDARD  BROADCASTING  COMPANY 

WBTV-WBTW  combination  creates 

market  comparable  to  nation's  8th  largest 

in  the  industry-mushrooming  Carolinas 

Advertisers  have  a  rich 

stake  in  what's  happening 
in  the  Carolinas. 

The  Carolinas  are  on  the 

march  economically,  and  two 

top-power  stations — WBTV 
and  WBTW — now  service  this 

upsurging  selling  market. 
WBTV  and  newcomer 
WBTW  can,  as  a 

combination,  deliver  50% 

of  the  people  in  North 
and  South  Carolina. 

Together,  WBTV  and  WBTW 
create  a  market  of  3,375,000 

people,  over  $3V2  billion 
in  buying  power  and 

$2V2  billion  in  retail  sales — 
a  TV  market  comparable 

to  the  eighth  largest 
in  the  nation. 

For  complete  details  on  how 
WBTV  and  WBTW  truly 

measure  up  to  "Dominance 

doubled  in  the  Carolinas," 
call  CBS  Television 

Spot  Sales. 
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MARKET:  100-mil< 
around    ( ;  rei  n     Bay,    W  Lsc. 
media  USED:  only   television 

PAST    ADVERTISING:    almost i   n   area 

SUCCESS    YARDSTICK:    sales, 
incri  iased    distribul  ion 
BUDGET:     $12,500 

DURATION:   six    months 

SCHEDULE:    six    minute 
a nnour.ci  ment s    weekly 

Blow-by-blow  story  of  a  tv  test 
SPONSOR  will  report  sales  results  of  B&M  eampaign  as  they  eonie  in  during 

six-month  effort  to  see  if  sales  ean  Ise  upped  using  tv  only 

by  Miles  David 

J%.  dream  became  reality   for  sponsor  late  last  month. 

For  the  first  lime  in  television  and  tradepaper  history  a  test  campaign  began 

which  sponsor  will  report  to  readers  as  the   results   happen. 

Traditionally  test  campaigns  are  top  secret,  seldom  revealed  even  years  alter  the 

fact.  But  ever  since  SPONSOR  started  publishing  eight  years  ago  it  has  sought  a  chance 

to  bring  its  readers  the  blow-by-blow  story  while  a  campaign  was  in  progress. 

The  opportunity  came  when  the  Burnham  &  Morrill  Co.  of  Portland,  Maine, 

agreed  to  give  sponsor  exclusive  semi-monthly  reports  on  sales  during  a  six-month 

tv  test.     (Agency  is  BBDO,  Boston.) 

The  campaign  began  24  January  in  a  single  Midwestern  market.  The  products 

are  B&M  oven-baked  beans  and  B&M  brown  bread.  The  objective:  to  see  what  tele- 

vision can  do  to  pep  up  a  relatively  low-volume  market. 

B&M  beans  has  high  distribution  in  the  area  but  sales  volume  is  small  relative 

to  New'  England,  home  of  the  oven-baked  bean.  B&M  brown  bread  ha-  low  distribu- 
tion, only  a  trickle  of  sales.    (Total  wholesale  sales  in  area:  $54,000.) 

Prior   to  the   campaign   both   products   had   virtually  no  advertising   in   the   test 
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SALES 

WILL  BE 

THE  SUCCESS 

YARDSTICK 

Figures  at  right  show  monthly 

wholesale  sales  oj   B&  1/   beans 

and  brown  bread  in  first  half 

L954.    sponsor  will  carry    1955 

sales  as  the)   conic  in  ovei 

six-month    period,     i  Test 

bt  gan    2 1    January  .  I    Figures 

for  '55  will  be  curried  side- 

l,\  -side  uiili  '5  1  to  give 
reudci  the  Ik>.\  score  at  »  glam  e. 

Note  how  poorly  brown  bread 
did  in    51  and  how  sales 

are  strongei   in     irea     I. 

■  loser   to    the    majot    city 

in   the   region,   Green    Bay 

First    six    months     1954    sales    of    two 
sizes    of    B&M    beans    and    one    size    of 

brown   bread    <by   dozens   of  cans) 

January' 

18  02.       27  <K.        Bread 

1st   half    Feb.  2nd  So 
18  oz.       27  oj.       Bread  18  oz.      27 

I  If  I   I    1   (50-ni  ile  vittiius  (irouitcf  Green  Buy) 
1.  MANITOWOC,   WIS 

2.  OSHKOSH,    WIS. 

3.  APPLETON,  WIS. 

4.  CILLETT,  WIS. 

5.  CREEN  BAY,  WIS. 

6.  MENOMINEE,  MICH. 
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Wtfvl  B  (50- I 00-ni if e  radius  annual  f*r<»c»n  Bay) 
7.  FOND  DU  LAC,  WIS. 

8.  STEVENS  POINT,  WIS. 

9.  WAUSAU,   WIS. 

10.  NORWAY,  MICH. 

11.  SHEBOYGAN,  WIS. 

12.  WISCONSIN  RAPIDS,  WIS. 

.i;inu;ii\    nol    divided   to   show  half-month   figures. 
res)   did  not   begin  until   2!  January   1 
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PART  ONE 
OF     A    SERIES 

market,  with  the  exception  of  sporadic 

mentions  within  multi-product  news- 

paper .id-  b)   local  stores. 
I  In-  whole  burden  of  the  test  is  car- 

ried l>\  television.  \n\  rise  in  sales 
will  be  attributable  to  i\.  since  no  othei 

new  form  of  advertising  will  he  used 
l"i  the  duration  of  the  test  and  no 

other  new  factors  have  been  intro- 
duced. 

\s  admen  pointed  mil  w  hile  sI'onsou 

was  researching  the  Mi-Media  Study, 

ii  -  usuall)  impossible  lor  the  national 
advertise]  i"  correlate  -ale-  with  ad- 

vertising in  an)  one  medium.  Hut  fo] 
B&M  and  the  readers  ol  sponsor  the 

rare  opportunit)   is  at  hand. 

Years  »i  planning:  The  B&M  test 

campaign  will  las)  -i\  months.    Bui  ii 
look   o\  ei    two  and   a   hall    \  ears   to   work 

out  all  the  details  ol  the  test  in-a-gold- 
flsh  how  I. 

Back  in  the  spring  of  L952  just  af- 
ter the  N  \KTP>  convention,  sponsor 

Editor-Publisher  Norman  H.  Glenn 

and  Havdn  Evans,  general  manager  of 

\\  B  U  -TV,  Green  Bay,  Wis.,  met  at 
the  del  (.oionado  Hotel  in  San  Die-o 

for  breakfast.  Over  their  second  cup 

of    eolfee.     Glenn     confided     sponsor's 
long-held  ambition  to  cover  a  cam- 

paign as  it  happened. 

Haydn  Evans  listened  enthusiasti- 
cally. \nd.  within  a  few  months  he 

was  on  the  long-distance  telephone  re- 
porting  thai  he  had  an  advertise] 

primed  to  cooperate  in  a  SPONSOR-re- 

ported  campaign.  In  the  final  plan- 
ning, however,  llie  advertiser  in  ques- 

tion decided  io  remain  anon)  mous  and 

to  carefull)  shield  his  sales  figures.  \ 

series  ol  blow-by-blow  article-  became 

impossible.  Nonetheless  a  tesl  cam- 
paign was  undertaken,  designed  to 

measure  a  television  station's  /one  of 
influence.  '  See  "How  fai  oul  does  a 

u  station  sell"  sponsor  3  Ma\  I1).")  I. 
page  39.  Results  "I  this  tesl  are  <o\ - 
ered  later  in  l  his  repoi  1. 1 

Ii   was  nol   until   I  la\  dn   I  \  ans  sold 

\\  .  G.  Northgraves.  advertising  man- 

ager of  Burnham  \  Morrill,  on  a  com- 

pletely open  t\  test  thai  the  present 
series  of  articles  could  be  undertaken. 

B&M  agreed  to  furnish  SPONSOR  with 
il-  -ales  figures  for  Green  Bay  and  the 

area  within  a  1  (10-mile  radius — on  an 

exclusive  basis.  The  month-by-month 

figures  for  the  first  sJn  month-  of  1054 
appear  in  the  <  hart  above.  Figures  for 
L955  will  be  published  in  succeeding 

issues  ol  sponsor  as  the)  are  tabulated 

hv    B&M's  broker  in  the  territory,  the 
(  IttO  L.  kuehn  (  o.  of  Milwaukee. 

Figures  for  the  comparable  period 
during    1954    will    always   be   carried 
side    h\    side    wilh    1055    -ales    Io    -how 

the  reader  i\   results  al  a  glance. 

W  hile  no  sale-  figures  had  been  tab- 
ulated at  presstime,  Walter  L.  Kuehn, 

president  ol  the  Kuehn  brokerage  linn. 
told  sponsor  sales  foi  Januarj  1055 

.  ppeared  i"  be  up.  Vmong  the  rea- 
sons in  his  opinion:  anticipation  oi  the 

i\   i  .imp. nun  b)   the  gi  oeei  \    trade. 

Sales    figures    will    be    reported    to 

SPONSOR   from  two  /one-:     \rea    \.  coii- 
Please  turn  /<>  page  L09) 
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,     March  2nd   halt   March 
Bread  18  02.       27  02.        Bread 

1st  half  April 
I802.      27  oz.       Bread 

2nd  half  April 
18  i)i        27  »2.       Bread 

7  st    half   May 

18  02.       27  02.        Bread 

2nd   half   May 

18  '>2.       27  02         Bread 

1st    halt    June 
18  02.       27  02.        Bread 

2nd  half  June 
18  02.      27  02.       Bread 
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WBAY-TV   WHIPPED    UP    INTEREST    IN    TV  TEST   WITH    MEETING    FOR   GROCERY  TRADE.    POINTING   TO  TEST   AREA    IS   HAYDN    EVANS 
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Kssii:  19  years  of  radio  news 
Despite  entry  into  t\ .  Esso  lias  inereasecl  spot  radio  news  budget. 

It's  now  spending  about  81  million  for  newseasts  over  52  stations 

2w  earl)  two  decades  ago  Esso  Stand- 
ard Oil  <  o.  began  .1  spol  radio  cam- 

paign consisting  of  five-minute  news- 
casts. The  campaign  is  still  going. 

And   it's  still  growing. 
In  an  era  which  has  found  many 

spot  radio  users  diverting  some  of 
their  radio  budgets  into  television  or 

other  media,  Esso  continues  to  add  ra- 
dio markets  to  its  news  schedule.  From 

an  original  list  of  13  stations  in  1935, 

I  sso  has  expanded  )  our  Esso  Reporter 
newscasts  to  52  stations,  each  of  which 

airs  the  Reporter  an  average  ol  three 
times   a  <la\.    sponsor   estimates   thai 

Esso  currentl)  spends  more  than  SI 

million  annuall)  on  the  Esso  Report- 

er for  radio.  \nd  this  doesn't  include 
extra  spot  radio  campaigns — like  one 
now  being  carried  on  nearly  300  sta- 

tions plus  the  52  Reporter  outlets. 

Esso  experimented  with  news  on  tv 

15  years  ago.  now  sponsors  a  tv  \er- 
sion  of  the  Esso  Reporter  on  16  sta- 

tions and  weather  reports  on  two  oth- 
ers. SPONSOR  estimates  the  annual  spot 

tv  budget  at  about  $1.25  million.  Bulk 

of  t\  money  is  new  money — not  di- 
verted from  radio.  I  In  a  future  is- 

sue SPONSOR  will   tell   the  storv   of  Es- 

so's  spot  tv  news  approach  and  the 
lc---ons  it  has  learned  in  translating  its 
traditional  radio  fare  into  the  visual 
medium.  1 

Esso  actively  encourages  its  dealers 
in  smaller  markets  to  use  radio.  It 

-end-  spe<  ial  kits  to  radio  stations  ol 
less  than  1  kw.  tells  the  radio  outlets 

how  to  gel  business  from  service  sta- 
tion operator-.  I.s-o  doe-n  t  pax  a 

nickel  toward  the  time  these  indepen- 
dent service  station  operators  purchase 

on  local  radio  outlets,  yet  about  400 
Esso  gasoline  dealers  currently  have 

schedules  on  more  than  300  radio  -ta- 

MAP    SHOWS     ESSO'S     18-STATE     MARKETING     AREA,     LISTS    52     RADIO    STATIONS    AIRING    AVERAGE    OF    THREE    SHOWS    DAILY 
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tions  throughout  18  states. 
For  nearly  20  years  Esso  has  had 

<ml\  one  regular  radio  formula:  new-. 
Your  Esso  Reporter  is  the  name  given 

Esso-sponsored  newscasts  on  all  52 
radio  and  18  tv  stations.  But  the  pro- 

grams are  locally  produced.  All  Esso 

does  is  supply  its  stations  with  stand- 

ard openings  and  closing  and  new  com- 
mercials. It  maintains  close  touch  w  ith 

over-all  operation,  however.  A  liai- 

son man  from  Esso's  radio-ti  agency, 
Marschalk  &  Pratt  Division  of  M< - 

Cann-Erickson,  New  York,  visits  sta- 

tions regularK.  Hut  neither  Esso  e\c<  - 
utives  nor  the  liaison  man  attempt  to 
tell  the  stations  how  the  news  should 
be  selected  or  edited. 

The  Esso  Reporter  delivers  substan- 

tial audiences.  Nielsen  ratings  indi- 
cate the  radio  version  is  heard  in 

34.2  r<  of  all  radio  homes  in  Esso's  18- 

state  marketing  area  an  average  of    >.!'» 

case    history 

times  per  month.  That's  a  monthly 
average  of  6,323,000  homes  hearing 
l lie  Reporter  for  a  total  of  about  37 
million  times.  I  Details  later  on  how 
Esso  is  able  to  use  national  Nielsen 

ratings  to  determine  its  total  local  au- 
dience.) 

Over  the  years  Esso  and  Marschalk 
&  Pratt  have  perfected  their  use  of  spot 

radio  until  today,  the  wa\  they  prac- 

tice it.  it's  in  about  the  same  class  as 
fine  art.  Not  only  does  Esso  get  full 

horsepower  from  the  news  broadcasts 

themselves,  but  also  the  company  gets 
more  mileage  through  promotion  given 
to  Esso  and  the  Reporter  1>\    stations. 

tl'fi i/  spot?  Esso's  primary  reason 
for  using  spot  radio  is  its  distribution 

area.  Esso — a  wholly-owned  marketing 
subsidiary  of  Standard  Oil  Co.  I  New 

{Please  turn  to  page  104  I 

ll«»n    stations  promote  'Keporti'r' 

If  hen   new  Esso  station  opened  in  Portland. 

Me.,  WCAN  'Esso  Reporter1  covered  event 

II RCA,  New  York,  gives  show  plug  on  its 
big  Times  Square  spectacular  moving  sign 

WNOX.  Knoxville,  broadcasts  'Reporter 
from  booth  at  Tennessee  Valley  A&l  Fair 

24-sheet  posters  are  used  by  some  stations 
(.like   WSJS,   Winston-Salem)    in  promotion 

WW'L,  New  Orleans,  uses  posters  on  outside of  street  cars  to  plug  time  show  is  on 

► 
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PART  TWO 
OF    A    TWO-PART    SERIES TOT  AGENTS:  wha 

keep  away  from  star  names,  concentrate  on  ideas  j 

Wv  i  tli  a  few  advertisers  already 

getting  out  their  shovels  to  pay  net- 
work t\  stars  next  season,  admen  are 

casting  about  desperatel)  for  answers 

to  the  dual  problem  of  rising  tv  talent 

costs  and  meagre  prospects  for  sub- 
stantial audience  increases. 

There  is,  admittedly,  no  easy  solu- 
tion. But  there  is  a  strong  feeling  that 

something  must  he  done  about  talent 

agents  calling  the  tune  while  adver- 

tisers  pa)  the  piper.  I  See  "Talent 
igents:  have  they  won  control  over  tv 

costs?"  in  the  previous  issue.)  A  num- 
ber  "I  ageuc\  men  told  SPONSOR  that 

the)  welcomed  its  efforts  to  focus  on 
i  workable  solution. 

The  ad  agencies  are  particularly 

frustrated  while  the)  contemplate,  ovei 

the  long  term,  the  gradual  slippage  ol 

program  control  from  their  ringers  as 

the  magazine  formal  comes  to  domi- 
nate the  network  tv  picture.  Though 

there  i-  a  definite  fear  that  the  monop- 

•il\  of  star  talent  by  the  William  Morris 

^genc)  ami  Music  Corporation  of 

America  is  helping  to  drive  star  prices 

out  of  line,  there  is  also  strong  resent- 
ment directed  at  the  networks. 

l'he  resentment  is  twofold.  On  tin- 
one  hand,  say  admen,  networks  are 

bidding  up  talent  costs  and  concen- 
trating on  battling  the  competition 

rather  than  pav  ing  attention  to  sooth- 

ing the  advertiser's  headaches.  On  the 
other  hand,  the  control  over  time  slots 

and  programing  by  the  networks  is 

limiting  the  advertiser's  ability  to  con- 
trol program  costs. 

by  lien  Bodec  and  Alfred  J.  Jaffe 

Nevertheless,  admen  feel  it  is  possible 
I"  moderate  the  obvious  excesses  of  the 

rat  race  which  always  seems  to  accom- 

pan)   the  star  svstem. 

I-  The  most  common  piece  of  advice 

offered  was:  keep  away  from  stars  if 

you  possibly  can.  Said  one  agency 

radio-tv  department  chief: 
'"Main  advertisers  would  be  better 

off  if  they  concentrated  on  shows  built 
on    ideas    rather    than    names.     On    a 

Are  tv  costs  out  of  line? 

Despite  liigli  prices  paid  for 

"marquee  names"  their  cost-per- 
1.000  is  low  because  of  big  audi- 

ences. Average  cosl  ol  general 
variei)  shows  in  October  was 

$2.93-per-l,000  homes  per  com- 
mercial minute,  according  to 

Nielsen  data.  This  was  lowest  of 

all  program  types  on  net  video. 
General     drama     averages     $3.68 

-how  with  ideas  names  arc  expendable 

and  very  often  not  necessan.  You  may 

not  get  the  biggest  audiences  in  the 

world  but  are  20  rating  points  worth 

$5  million?  J  don't  think  so.  You 

don't  even  need  people  on  your  show. 

What  about  dogs?  I'm  not  kidding.  I 
understand  one  of  the  two  dog  shows 

has  been  coming  in  at  little  over  >2- 
per- l.OOl I  homes  per  commercial  min- 

ute.   And  that  compares  with  the  best." 

\  number  of  agency  men  specificall) 

urged  the  use  of  more  drama  show-. 
Said  one: 

"One  of  the  greatest  accomplish- 
ments of  tv  has  been  it-  drama  shows. 

especially  the  hour-long  ones.  It's  no accident  that  most  of  them  have  been 

running  a  long  time.  And  they  do  \er\ 

well   without  stars." Another  agency  man.  speaking  of 
dramatic  shows,  said : 

"One  thing  I  like  about  dramatic 

shows  is  that  they're  flexible.  You're 
not  -link  with  a  comedv  star  whose 

material  ma\  not  be  panning  out  or 

who  s  gradually  being  devoured  b\ 

frequency.  Each  dramatic  show  gives 

you  a  fresh  opportunit)  to  attract  a 
loval  audience.  Of  course,  you  have 

to  keep  up  quality.  But  \ou"re  not -tuck  with  one  theme  or  one  person. 

You  can  do  comedy,  satire,  romance, 

mystery,   practical!)    anything." The  non-star  shows  commonly  cited 

as  examples  of  the  direction  in  which 

advertisers  can  move  are  NBC's  Kraft 
Tv  Theatre:  the  two  Edward  R.  Mur- 
row  shows  on  CBS.  Person  to  Person 

and  See  It  Now;  CBS'  What's  My 
Line:  NBC's  Mr.  Peepers.  While  it  was 
acknowledged  that  well-known  names 
are  connected  with  some  of  these 

shows,  it  was  pointed  out  that  the) 

are  not  high-priced  names. 

-.  \d\erlisers.  ad  agencies  and  net- 

works were  urged  to  keep  a  sharper 

eye  out  for  promising  new  talent  and 

be  willing  to  invest  in  a  long-term  de- 
velopment of  such  talent.    A  lot  of  ad- 

'itiM'/iiiMf  ion    is    best  alternative  to    buying     high-priced     stars,    say        }l<tre    intensive    SVOtltina     of     night     clubs     (where     Danny    ThdB 

admen,   who   cite   Ed    Murrow's  "Person   to   Person,"   "See   It   Now"   as   examples         developed),    other   sources   is    urged    to   avoid    reliance    on    a    few    big    run 



p  alternative  to  paying  their  price :' I",  admen  advise.    But  there's  a  eateli:  "If  one  pays,  everybody  pays 
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men  feel  that  there  is  a  shortage  of 

top  names  on  tv  and  that  this  shortage 
tends  to  raise  the  level  of  all  talent 

prices  asked  by  agents. 
Most  opinions  laid  the  burden  of 

scouting  and  signing  new  talent  on  the 
shoulders  of  the  networks.  This  atti- 

tude, common  among  the  ad  agencies, 
exists  with  the  realization  that  it  will 

do  nothing  to  regain  for  the  agencies 

the  kind  of  programing  control  they 

had  in  radio.  However,  a  typical  com- 

ment explaining  the  seeming  contra- 

diction was:  "The  networks  have 
helped  create  this  upward  cost  spiral; 
let  them  do  something  to  push  it  down 

again  in  the  future." 
The  emphasis  on  new  talent  also 

carried  over  into  new  program  ideas. 
Interest  was  expressed  in  the  methods 

used  by  NBC's  Pacific  division  in 
building  new  shows.  What  caught  the 

eye  of  admen  particularly  was  the 
opinion  expressed  bv  Frank  Cleaver, 

the  division's  program  director,  that 
the  common  procedure  of  picking  a 
star  and  then  building  a  program 
around  him  should  be  ended  in  tv. 

The  Cleaver  method,  taken  from  the 

movies,  where  he  once  worked,  is  essen- 
tially a  svstem  of  developing  shows  bv 

stages.    It    avoids   the    alternatives    of 

turning  down  an  idea  cold  or  laying 

out  $30,000  or  more  for  a  pilot  film. 
It  starts  out  with  a  writer  getting  paid 

for  an  idea,  additional  pav  for  a  first 

draft  of  the  program  and  further  pav- 
ment  for  revisions,  if  necessary.  Onlv 

when  this  point  is  reached  are  audi- 
tions held  for  talent. 

Because  of  the  economy  of  this 
method,  the  division  now  has  more 

than  40  "programs"  in  various  stages 
of  development.  If  everv  idea  accepted 
under  the  either-or  method  was  made 

into  a  pilot  only  10  to  15  new  program 
ideas  could  be  undertaken,  according 

(Please  turn  to  page  107) 

me  in  agency-produced  shows   (SSCB's  "City  Hospi- 
as  casualty)    is  limiting    power  to  control   costs,   agency  men   say 

Panel    shows,    such  as  "What's  My   Line,"    prove   to  admen   that  a    popular 
show    doesn't    have    to    cost   a    lot    of    money.     Show    is    one    of   cheapest    on    air 

MjBirdnqijrn.  Electric  Shaierc 

^wHraii?^ 
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ABOVE   MEMO,   FROM   ONE  OF  TOP  20  RADIO-TV  AGENCIES,   IS   NOW  BEFORE  CLIENT;   RADIO  RECOMMENDATION  SHOWS  TREND 

Spot  radio:  off  to  fast  '.15  start A  SPONSOR  survey  of  reps,  25  radio-tv  agencies  reveals  upsurge 

in  spot   radio  buying,   rcevaluations   of   buying   strategy 

J.  he  memo  above  maj  be  a  sign  of 

the  times  in  spot  radio.  Its  a  faithful 
though  carefull)  shielded  version  of  a 
rei  ommendation  one  of  the  top  20 

air  agencies  made  to  .1  client.  The 
ag(  n<  \  urges  the  advertiser  to  come 

back  to  spot  radio  heavil)  after  a 

two-year   hiatus. 
\  SPONSOR  survej  indicates  dozens 

oi  similai  recommendations  are  circu- 

lating today.  Ii  all  adds  up  to  a  re- 
surgence in  spot  radio  interesl  with 

more  account  activitj  during  the  first 

few  week-  of  L955  than  in  the  compar- 

38 

able   period   around   the  start   of   '54. I  he   memo   above   is   in   tune   with 

thinking    toda)    for  other   reasons.    It 

|n  oposes: 
•  \  schedule  -plead  n\er  both  da\ 
and  night. 

•  A  higher  frequencj  than  the  ac- 
count  ever  used  in  past  spot  radio 
<  ampaigns. 

•  A  campaign  of  at  leasl  13  weeks' duration. 

•  I'se  of  major  t\  markets  which  the 
aCCOUnl    had   tended   to  exclude  in  some 

past  spot  radio  campaigning. 

It's  apparent  as  you  talk  to  the  buy- 
ers and  sellers  of  spot  radio  toda\  that 

this  is  the  pattern  which  has  begun  to 

develop  for  dozens  of  accounts,  spon- 
sor spoke  to  buyers  in  25  agencies 

and  most  oi  the  leading  reps  in  this 

latesl  survej  of  the  spot  radio  scene. 
I  See  report  last  issue.  24  January,  on 

selling  method-  in  use  this  year:  "Big 

1955  push  for  spot   radio."'  page  38.) 
Not  all  the  25  agencies  sur\e\ed 

e\  inced  increased  interest  in  spot  ra- 
dio. Nor  did  all  the  reps  queried  feel 

that  valid   forecasts  could  \et   he  made 

SPONSOR 



for  a  big  1955. 

"Still  too  early  to  draw  conclu- 

sions," said  one  rep,  "we've  still  got  a 

tough  fight." 
"You  can't  <<>uiii  December.  It  s  not 

a  typical  month,"  said  Y&R's  Frank 
Coulter,  hut  he  added.  "I  think  spot 
radio  will  have  a  big  L955.  Tv  costs 

have  gotten  to  the  point  where  an  ad- 
vertiser must  either  sacrifice  frequency 

or  reevaluate  radio." 
A  sufficient  number  of  clients  have 

gone  on  the  air  during  the  past  leu 

weeks  with  now  and  different  spot  ra- 
dio campaigns  to  indicate  that  spot 

radio  is  being  reevaluated.  Brief!) . 

here  are  some  significant  characteris- 
tics of  1955  spot  radio  buys  to  date: 

1«  There's  the  return  to  long-range 

radio  buying.  "More  advertisers  have 
come  to  recognize  that  the  medium 

must  be  used  steadily,"  comments  Rob- 
ert E.  Eastman.  John  Blair  &  Co.  v.p. 

Among  clients  buying  on  a  52-week 
basis  is  Vaseline  Hair  Tonic  (through 
McCann-Erickson ) .  This  advertiser 

began  using  spot  radio  in  Januan 
1954,  dropped  magazines  in  order  to 
go  into  the  air  media.    This  Januar\ 

status    report 

llic  firm  again  bought  spot  radio  on  a 

long-range  basis  ami  with  an  increased 
budget. 

Atlantic  Refining  and  the  Insurance 

Co.  of  North  America  I  both  through 

N.  W.  Ayer)  bought  spot  radio  sched- 
ules for  1955  on  a  52-week  basis.  Says 

Bill  Croasdale,  Ayer  timebuyer: 

"There's  no  appreciable  change  this 

year,  except  that  we're  adding  mar- 
kets to  our  1954  list,  and  we're  bu\ing 

on  a  more  long-range  basis  this  year." 
2.  More  advertisers  are  bin  mil  high- 

er frequencv  schedules  than  ever  be- 

fore. "They  have  found  that  spot  ra- 
dio makes  frequent  daily  advertising 

exposure  economically  possible  on  a 

long-range  as  well  as  short-range  ba- 

sis," says  Jack  Hardingham.  Headley- 
Reeds  radio  sales  manager. 

Barbasol  (through  Erwin,  Wasey) 

began  a  20-week  campaign  on  10  Jan- 
uary, after  having  been  out  of  spot 

radio  for  some  three  years.    The  ac- 

count is  using  30  ami. Mm.  ements  week- 

ly in  New  ̂   oi  k.  20  weekl)   in  Chi. 
ami  plan-  to  increase  it-  frequency   in ( ihicago. 

"We  went  back  into  spot  radio  be- 
cause we  felt  the  medium  gave  us  bet- 

ter coverage  and  more  frequency  for 

our  budget  than  any  other  medium," 
says  Keith  Shaffer,  agency  timebuyer 
for  Barbasol. 

Late  last  fall,  P&G,  for  Tide 

(through  B\Bl.  tested  high-frequency 
in  spot  radio  in  a  set  area  in  order  to 
correlate  sales  with  the  number  of  an- 

nouncements used.  Schedules  ranged 
from  100  to  400  a  week,  and,  although 

-ales  results  have  not  all  been  tabulat- 

ed as  yet,  P&G  is  expected  to  maintain 
or  increase  the  level  of  its  spot  radio 

spending  in  1955. 
Nestle's  Instant  Coffee  (through 

Bryan  Houston)  bypasses  television 

in  28  out  of  35  markets  to  buy  high- 
frequency  radio  campaigns  for  special 

price  promotions.  Nestle's  Instant  is 
using  spot  radio  differently  this  year 

than  last:  short  waves  of  high  frequen- 

cy, that  is  some  50  announcements  a 
[Please  turn  to  page  102) 

These  are  among  buyers  who  have  clients  active  in  spot  radio 

MacDonald    Dunbar,   Ted    Bates,  Vicki    Cundell,    Bryan    Houston, 

buys    powerhouse    stations    for  buys     frequency     for     Nestle's 
Carter    Products    for    big    cities  Coffee    for    special    promotions 

Bob  Wulfhorst,  D-F-S,  buys 
small-town  coverage  for  Cold 
Medal     Flour,     a     CM     product 

Larry    Donino,    Kcnyon    &    Eck-  Peter     Bardach,     FC&B,     use! 
hardt,    buys    big-city    radio    for  day     and      night      radio      foi 
Nabisco  s    100%     Brand    Cereal  Rheingold   in    Eastern  market! 

Croasdale,    N.    W.    Ayer,  Steve    Suren,    SSCB,    buys    day-  John  Marsich,  Kudner,  buys  ra-  |ohn  Widholm,  Lcnncn  &  New-  Anita   Wasserman,   Lawrence   C 

i   to   Atlantic    Refining's  time     announcements     for     Fil-  dio     for    special     Ceneral     Mo-  ell.  uses  radio  to  introduce  Old  Cumbinner,     bought     40     radio 
schedules     in     January  bert's    Margarine    for   26   weeks  tors       short-range       promotions  Cold     Filtertips    in     new    cities  markets    for    Q-Tips   in    January 



QUOTES  SHOW  RANGE  OF  REACTIONS  TO  4  A's  RECOMMENDATIONS 

4  4 The  rep>>ri  i-  an  excellent  and  (>■  >~ i t i \ •■  step  forward  in  ce- menting  station-agency  relations.  .  .  .  However,  the  section 

regarding  rate-  i-  not  so  positive  as  it  might  be.  Certainly  it  is 

the  function  of  the  agency  to  secure  for  its  client  the  most  favor- 

able rate  possible  in  each  time  buy.  It  is  not.  however,  in  my 

judgment,  the  function  of  any  agency  to  encourage  station-  to 

quote  rate-  which  are  unpublished  or  may  even  represent  a  bid 

for  business  1>\  playing  one  station  ofl  against  another.  1  have 

personal  knowledge  ol  several  instances  where  reputable  agencies 
have  whipsawed  station  against  station  by  claiming  their  abiliiv 

to  secure  unpublished  pi  ire-  fur  time.  This  can  only  result  in 

further  pressures  being  brought  to  bear  .on  stations  and  conse- 

quently further  lowering  of  the  agency's  impression  of  radio.  It 
Bets  -latino  against  Station  in  open  price  competition  which  nun 
temporarily  be  to  the  advantage  of  the  advertiser  or  agency,  but 
which  in  the  long  run  can  only  work  to  the  detriment  of  all  radio. 

Therefore  I  would  like  to  see  the  section  on  Rates  state  positively 

that  all  agencies  should  not  seek  rah-  which  are  not  published. 

As  a  matter  of  fact,  as  most  agencies  realize,  there  is  great  danger 

to  any  agency  which  bins  from  unpublished  rates,  since  that 

agency  has  no  assurance  that  it  has  received  the  lowest  rate  possi- 

ble. As  a  code,  the  report  is  fine,  but  does  the  4  A's  intend  to 
implement  it?  Will  broadcasters  who  feel  that  the  code  is  being 

violated  by  a  particular  agency  have  any  recourse'.'  Does  the  1  V-. 
by  any  chance,  propose  to  allow  its  Broadcast  Media  Committee 

to  be  the  place  where  broadcaster  grievances  could  be  referred 

so  that  the  4  A's  could  investigate  such  grievances?  \nd  would 
the  broadcaster  who  resorted  to  notifying  the  committee  be  pro- 

tected from  identification?  Ii  seems  to  me  that  this  code  needs 

implementation.  Such  a  procedure  as  outlined  in  the  above  ques- 

tions might  accomplish  just  that.  If  all  stations  who  had  a  gripe 

about  the  way  they  were  treated  in  regard  to  the  provisions  of 

this  code  would  write  the  1  A's  no  formal  machinery  might 
even  be  needed.    Benedict  Gimbel,  Jr.  Pres.  WIP,  Phila. 
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/  7  I  believe  this  i-  a  needed  and  valuable  policy  statement.  It 
•  Wuill  certainly  work  to  the  advantage  of  both  media  and 
agencies  as  time  goes  along,  especially  if  the  statement  is  given  the 

wide-t  possible  distribution  by  agency  principals  and  media  own- 
er.-. We  have  long  had  a  similar  expression  of  policy  for  print 

media  and  it  ha-  been  most  beneficial  through  the  years.  I  believe 
it  vital  thai  everyone  in  the  industry  concerned  with  broadcasting 

read  the  language  carefully  and.  above  all.  take  it  seriously  and 

live  up  to  the  ethical  standards  which  it  clearly  stales.  Win. 0k  ft 
R.  Raker.  Jr.  Rd.  Chmn.  4  A's  and  Renton  &  Bowles.'    7 

*  y  I  am  in  full  agreement  with  regard  to  (1)  publicity,  <2) 

•  ©programs  and  commercials  and  (3)  operating  in  the  public 
intere-t.  \-  to  <1>  rates  and  (5)  merchandising  cooperation,  I 
am  in  substantia]  agreement  with  some  qualification.  While  I 
agree  that  the  agency  is  bound  to  seek  for  it-  client  the  lowest  rate 

available  for  any  class  of  advertising,  I  do  not  agree  that  it  be- 

comes the  responsibility  of  the  advertising  agency  to  encourage 

the  broadcasters  to  publish  any  special  rate  they  may  make.  While 

1  agree  thai  a-  a  matter  of  ethics  ami  good  business,  whatever  rate 
is  made  i,,  one  should  be  made  available  to  all.  it  i-  my  opinion 
that  the  responsibility  rests  with  the  broadcaster  to  make  this 

known.  In  m\  opinion  it  would  be  presumptuous  of  the  adver- 

tising agency  to  tell  a  broadcastei  to  do  it.  \s  to  merchandising 

cooperation,  I  agree  thai  the  advertising  agency  may  accept  what- 

ex.  i  merchandising  cooperation  a  broadcaster  makes  available. 

However,  I  do  not  necessarily  agree  ilia;  agency  people  should  not 

demand  oi  encouragi  other  services.  It  then  becomes  a  matter  of 

determining  what  an-  excess  services  or  what  free  services  are  not 

a  proper  function  ..I  broadcasters.  Here,  too.  I  think  the  respon- 
sibility rests  with  the  broadcaster.  Because  of  the  variance  in 

merchandising  services  offered  by  stations,  including  the  fact 

thai  -one  stations  offei  none,  I  think  it  i-  the  responsibility 
of  the  merchandi  ing  agency  in  try  in  gel  from  any  broadcaster 

merchandi  ing  services  a-  are  maximal  witb  the  stations 

thai  'In  make  the-,-  merchandising  services  available,  ft  % 
Emil    Mogul,     President,     limit    Mogul    Company,     Inc.  7    7 

...  It  is  regrettable,  and  I  might  add  embarrassing,  that  a 

situation  exists  in  which  the  4  A's  has  to  put  into  print 

the-,-  recommended  'rules  of  the  road"  for  broadcasters.  The  many 
items  covered  .  .  .  are  really  the  provinces  and  obligations  of  the 

radio  stations  themselves.  Responsible  broadcasters  run  their 

respective  businesses  and  stations  with  the  highest  of  integrity 

and  adhere  rigidly  to  sound  business  practice-.  .  .  .  For  these 

broadcasters,  the  recommended  practices,  as  proposed  by  the  1  V- 

are  superfluous  and  unnecessary.  Other  broadcasters,  for  whom 

these  practices  have  been  published  out  of  necessity,  should  im- 

mediately  lake  step-  to  correct  their  operations  in  an  effort  to  bring 
them  in  line  with  these  )  \  recommendations.  ...  If  each  broad- 

caster complies,  |this]  will  do  much  to  raise  radio  from  its  present 

day  'left-over'  -tatu>  in  advertising  budgets  to  that  of  a  pri- ^  ̂  
man  medium.  .  .  .  E.  O.  Wayne,  Sis.  Mgr.,  WJR.  Detroit.  7    7 

7    •The  recommended  Practices  of  AAA  A  i-  an  important  con- 

w  w  tribution  to  the  improvement  of  the  already  excellent  rela- 

tions between  this  important  group  of  buyers  and  the  sellers  of  the 

radio  industry.  It  goes  about  a-  far  as  any  group  can  agree  to  go. 
.Most  of  the  minor  irritations  that  exist  in  the  relationships  of 

agencies  and  broadcasters  are  beyond  the  scope  of  a  document  like 

this  because  they  stem  from  the  manner  in  which  an  individ- 

ual agency  run-   its  own  shop.  Kevin  Sweeney,  Pres.  R.iR. ?> 

44 An  agency  has  no  choice  but  to  accept  a  good  deal  if  a  sta- 

of  its  clients.  However,  demands  are  out  of  order.  We  think  we 

adhere  to  the  recommendations  but  such  code-  perform  a  useful 

function.  They  set  up  standards  that  you  try  to  live  up  to.  The 

4  A's  document  should  be  circulated  widely  within  agencies,  and 
discussed.  It  might  well  be  utilized  at  training  meetings,  ft  ft 

Lloyd    Raillie.    Vice    Pres.    Head    Plans    Roard.    SSCB.7    7 

4  7  ...  A  credo  i-  only  as  strong  a-  the  will  of  ils  participants 
•  to  hold  to  it.  Freedom  of  interpretation  should  exist,  but  full 

and  complete  consideration  must  be  made  of  other  participants' 
views.  But  tackled  with  the  right  -pirit  and  complete'  sincerity  by 

all  concerned,  the  4  A's  recommendations  are  to  be  highly  ̂   £ 
applauded.    Jos.  J.    Weed.  Pres.    Weed   Television    Corp.  7    7 

7  7  .Most  agencies  are  behaving  themselves.  We  refused  the  ra- 
•  •  dio  billing  of  a  client  a  few  years  ago  who  wanted  to  buy  off 

the  rate  card.  But  it  is  an  agency's  duty  to  il-  clients  to  look 
into  any  packages  station-  submit.  Both  parties,  in  other  word-, 
should  abide  by  the  same  code.  Our  position  must  be  that  we 

are  entitled  to  the  same  deal  a-  anyone  el-e.  It  is  our  experience 

that  the  best  stations  usually  will  not  make  a  ileal.  The  station 
which  starts  out  by  offering  loo  much  to  one  agency  may  finally 

wind  up  unable  to  supply  anything.  Stations  can  do  much  toward 

setting  up  desirable  agency  relations  by  sticking  to  their  ft  £ 
gun-.      Whitney     Hartsliornr.    Off.     Mgr.     Kririn     Wascy.  7    7 

7   7  We  think  the  recommended  practices  for  ad  agency    people 
w  w  in  their  relations  with  broadcasters  as  approved  by  the  \  \  \  \ 

i-  a  significant  and  constructive  step.  It  i-  further  evidence  of  the 

important  progress  thai  is  being  mad<  in  client-media  relations,  and 
we  leel  the  program  will  have  highly  beneficial  effects  within 

the    industry.    J.    L.    Van    Volkenburg,    Pres.    CBS    TV. 

5? 

44 \  station  whose  -ale-  practice-  approach  those  employed  in 

They  deprecate  their  own  media  and  certainly  make  no  friends. 

\gcneie-  who  look  for  the  'deal'  buy  aie  in  the  -ame  category  and 
project  themselves  into  a  precarious  position  with  their  ^  ^ 
ents.  .  .  .ThoB.  B.  McFadden,  V.P.  Mr.  \li<    Spot  Sales.  7   7 

i  Quotes  continue  page  1 1 1  I 
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Reactions  to  l.l's  radi«-l v  stand Ratik  and  merchandising  statcmoiit  wins  approval,  but  also  raises  questions 

••^yhis  i>  terrific,  a  great  help  to  sta- 

tions in  stiffening  resistance  to  deals." 

"They've  come  out  in  favor  of  moth- 
erhood and  count  rv ." 

"We  like  it,  but  why  can't  they  put 
some  teeth  into  it?" 

These  three  quotes,  composites  of 
statements  made  to  sponsor,  sum  up 
broadcaster  reactions  to  the  American 

Association  of  Advertising  Agencies 

recommendations  against  special  rate 

deals  with  stations  and  other  improper 

business  practices.  The  recommenda- 
tions, first  ever  to  be  published  by  the 

4  A's  on  relations  between  agencies 
and  broadcasters,  appeared  in  full  in 
the  last  issue  of  sponsor. 

Summed  up.  broadcaster  opinion 
had   these  facets: 

1 .  There  was  wide  agreement  that 

no  matter  how  many  codes  are  issued 

or  statements  promulgated,  the  buck 

rests  with  individual  stations.  It's 
their  responsibility  to  operate  on  a 

firm-rate  basis  and  nothing  can  do 
more  good  than  broadcaster  resolve 
to  operate  without  barter,  station  men 
and   reps  agreed. 

2.  However,  some  suggested  that 

the  4  A's  could  help  to  relieve  what 
was  regarded  as  unfairly  severe  pres- 

sure from  agencies  by  putting  teeth  in 
it>  recommendations.  Bernard  Gim- 

bel.  president  of  WIP,  Philadelphia. 

suggested  the  4  A's  radio-tv  commit- 
tee could  act  to  hear  station  com- 

plaints.  He  feels  station  suggestions 

tould  be  used  as  a  guide  for  the  com- 
mittee in  its  action,  without  identifica- 

tion of  the  station.  (See  statement 

from  Gimbel  on  page  at  left.) 
3.  Station  representatives  stressed 

that  the  problem  of  rate  deals  went  far 

beyond  the  matter  of  bargaining  for 

special  prices.  There's  strong  feeling 
among  many  reps  that  the  problem  of 
dual  station  rates — national  as  well  as 

local — is  a  growing  menace  to  both  the 
broadcasting  industry  and  agencies. 
Robert  Eastman.  John  Blair  executive 

v.p.  and  chairman  of  the  Station  Rep- 
resentatives Association  committee  on 

rates   told   SPONSOR:   "I  p   to   50  major 

national  advertisers  have  been  trying 

to  get  local  rates  in  radio  through  dis- 

tributors and  retailers." 
SK  \  believes  the  solution  lies  in  es- 

tablishment of  a  single  rate  -vstem. 
In  the  meantime.  Eastman  urges  that 

the  4  A's  take  a  stand  against  efforts 
of  advertisers  to  obtain  local  rates. 

Implicit  in  rep  warnings  to  agencies 
on  the  issue  is  the  possibility  that 

agencies  will  suffer  if  the  advertiser 

seeks  to  place  his  national  spot  cam- 
paign  on    a   local   basis. 

4.  Some  of  the  not-to-be  quoted 
comments    indicated    the    heat    of    the 

Recommended  Practices 

fir, 

Using  Agent  \  People 

in  their  Relations  with  Broadcasters 

it  ii 

Copies  can   be  obtained    by  writing  to  4  A's. Recommendations  were  in   24  Jan.   SPONSOR 

i>sues  stirred  by  the  4  A's.  Said  one 
rep:  "There's  a  tv  code  on  program- 

ing but  how  many  low-cut  gowns  do 
you  still  see?  Id  estimate  that  about 

2,500  radio  stations  out  of  the  2,600- 

plus  are  guilty  of  special  deals.  \ml 
all  agencies  demand  deals  when  they 

can  get  them.  The  4  A's  recommenda- 
tions are  meaningless.  The  guvs  who 

sit  on  the  board  just  don't  know  what's 

happening." Agency  reaction  can  be  summarized 
in   these  highlights: 

1.    Agency   men  >av   that  better  agen- 

cies observe  the  code  anyway.  They 

point  out,  however,  that  agencies  are 

duty-bound  to  seek  out  the  best  rate 
and  merchandising  possibilities  for 
their  clients,  that  thev  would  be  fool- 

ish to  turn  down  a  good  deal  offered 
bv  a  station.  One  agency  president. 

Emil  Mogul,  said  that  it  is  "presump- 

tuous" of  agencies  to  advise  stations 
to  publish  all  rates,  though  like  others, 
he  wants  to  be  assured  he  is  getting 

the  same  treatment  as  competitors. 

2.  Agencies  universally  want  to  be 

assured  of  getting  a  deal  as  good  as 

the  next  fellow's,  which  is  why,  says 

It  win,  Wasey  General  Manager  Whit- 
nev  Hartshorne,  "the  station  that  starts 
out  offering  too  much  to  one  agency 
mav  finallv  wind  up  unable  to  supply 

anything." 
3.  In  the  long  run,  say  ad  men, 

the  rate-cutter  cheapens  his  station. 

4.  Agency  heads  believe  the  code 
can  have  a  long-range  salutary  effect 
as  a  standard  setter,  but  that  it  will 

require  education  on  the  subject  with- 
in agencies  to  produce  results. 

5.  Most  important  of  all.  in  the 

view  of  a  4  A's  director  and  big-agen- 

cy topper,  is  the  fact  that  "the  major 
purpose  of  the  recommendations  is  to 
encourage  the  broadcasters  to  run  the 
kind  of  business  they  should. 

sponsor  queried  all  segments  of  the 
industrv.  and  received  replies  from 

broadcasters,  agencies,  representative-, 
trade  associations.  Respondents  range 
from  William  R.  Baker,  Jr.,  Chairman 

of  the  Board  of  the  4  A's  and  of  the 
Benton  &  Bowles  agency,  to  non-4  A 
member  Emil  Mogul,  whose  agency 

has  been  in  the  forefront  of  the  dis- 

pute with  reps  over  efforts  to  get  local 
rates  for  bis  Rayco  account.  Among 

the  most  skeptical  of  respondent-  is 
William  Caskey,  General  Manager  of 

\\  PEN,  Philadelphia,  who  writ.-  that 
the  1  \  statemenl  will  hardly  solve 

anything  bv  merel)  "purporting  to 
wish  that  tin-  situation  would  go 

away."  Statements  begin  on  the  op- 

posite  page. 

•  •  * 

7  FEBRUARY   1955 
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PART  TWO 
OF    A    THREE-PART    SERIES 

Look-alike    i\     plugs    weaken 

J.  here  once  was  a  millionaire  named 

Obvious  Adams.  He  got  that  way  by 

solving  everybody's  big  business  prob- 
lems through  a  method  overlooked  by 

most  of  his  fellow  men.  He  did  the 
obvious. 

Doing  the  obvious  is  no  trick  with 

us  television  copywriters.  It's  the  easy 
ua\  out.  Often  a  fairly  safe  and  sound 
practice  to  boot.  Trouble  is,  after  a 

time  we  all  get  so  confounded  sound 

in  our  thinking  we  begin  to  look  alike 
and  talk  alike.  And  our  commercials 

do,  too. 

So  what's  the  answer?  Avoid  the 
obvious?  As  far  as  the  video  portion 

of  our  commercials  is  concerned,  per- 
haps this  is  the  road  to  recognition. 

It  takes  guts  for  a  copywriter  to  fol- 
low it.  And  the  fewer  who  have  the 

guts,  the  better  for  those  who  do. 

Research  today  provides  a  pitfall  for 
the  copywriter  inclined  to  lean  on  the 

picture-cliche.  Certain  research  has 
now  provided  some  generalities  about 

food  commercials:  '"If  you're  selling 

food  on  tv,  show  somebody  eating  it." 
The  implication  is  thai  blunt,  so  it 

doesn  t  take  brains  and  daring  for 
an)   copj  w  i  iter  to  compl) . 

Bui  wait  a  minute.  In  my  own  pri- 
vate list  of  Three  Great  Food  Commer- 

i  i.il-  now  on  television,  onl)  one  shows 
an\bod\  eating.  In  that  one.  a  little 

girl  is  devouring  a  hunk  of  cake  as 

big  as  her  head.  But  there's  a  twist. 
No  awkward  posing  here.  She-  uot  it 
smeared  all  o\er  her  face.  She  knows 

and  the  viewer  know-  she's  enjoying 
thai  <  ake. 

Then  there  -  the  weeklj  series  of 
cheese  commercials,    shol    entirelj    in 

closeup,  casual  voice-over,  showing 
luscious  ways  of  serving  cheese  with 
other  foods  and  by  itself.  Nobody  is 

eating  it  on  camera,  but  my  wife  is 

drooling  on  sofa. 
And  what  about  that  slice  of  rye 

bread  which  eats  itself  away,  bite  by 
bite,  in  20  seconds?  Looks  delicious 

without  anybody  to  stare  me  down  as 
he  eats  it. 

This  is  no  brief  against  showing 

characters  eating  food  in  food  com- 
mercials. It  is  a  brief  for  avoiding 

the  obvious — for  working  harder  to 
create  new  and  different  visual  se- 

quences that  could  prove  to  make  your 
sales  messages  all  the  stronger.  But 

once  you  achieve  it.  don't  rest  for  a 
minute.  Others  will  follow,  so  keep 
on   the  move. 

Properly  applied,  modern-day  tele- 
vision research  can  be  valuable  to  a 

copywriter.  Improperly  applied,  it  can 
make  him  picture-lazy.  Those  who  ap- 

ply   it   improperly   are   those   who   are 

LAST  ISSUE    (24  Jan.) 

Are  tv  commercials  getting 
weord'laxy? 

slaves  to  generalizations  from  research 

findings.  If  research,  for  example,  ob- 

serves  that  from  a  group  of  food  com- 
mercials tested,  those  which  contained 

eating  scenes  scored  highest,  it  is  not 

always  accurate  to  conclude  that  fu- 
ture commercials  should  necessarily 

picture  eating  scenes.  No  research  can 

ever  offer  a  formula  to  creativeness — 
and  research  experts  are  the  first  to 
admit  it.  No  research  can  ever  give  a 

copywriter  that  one  great  visual  idea 
that  will  set  him  above  and  beyond  his 

competitors.  It's  onlv  after  he  has  the 
idea,  and  expresses  it  in  an  actual 
commercial,  research  can  move  in  and 

tell  him  how  great — or  how  lousy — it was. 

From  the  picture  point  of  view,  many 

tv  commercials  featuring  on-camera 

personality  selling  realh  get  lazy.  Of- 
ten you  are  forced  to  begin  with  three 

constants:  ill  your  product.  (2)  the 
man  or  woman  who  sells  it.  and  (3) 

i  Please  turn  to  page  98) 

COMING   (21  Feb.) 

Are  tv  commercials  getting 
talent-lazy? 

Arthur  Bellaire,  author  of  this  series,  is  v.p. 
in  charge  of  ratlin  and  tv  commercial  copy  at 

BBDO.    In  his  three  articles,  hi   deplores  tin 
various   imitative   ruts   into   which   h(    feels 

most   tv  commercials  hue,    fallen. Here,  In 
points  "ni  trite  scenes,  poses,  camera  angles  in 

video  plugs  which  havt  by  now  becomi  "picture- 
cliches."    Ih    offers   suggestions    for    fresh 

variations,  makes  plea  for  mori    imagination 
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fommercials  getting  picture-lazy? 
|  usages    says    Art    Bellaire.      Copymen   must   seek   new,   different   visual    ideas 

Avoid    the   obvious.    In    food   commercials,   it 

isn't  necessary  that  the  food  be  eaten.    It  can  be 
effectively  presented  and  sold  in  other  ways 

Announeer-behind-desU  should  not  be  over- 
used.   It  is  inexpensive  but  it  is  possible  to 

spend  even  less  and  still   be  more  interesting 

Cartoons    bj     Mphonse    v 

Usual    voiee-and-face  approach   shouldn't  be expected  to  hold  viewers  still,  compete  with 
between-the-acts   toilet   habits.    Use   originality 

Steer  ntvai/  from  trite  poses  when  showing 
someone  holding  your  product.    No  one  ever 
went  wrong  showing  product  in   clear 



"a  filmed  version  of  'Hit  Parade'  . .  .  but  it's  got  far  more  in  terms  of  style  and 

class  which  is  saying  a  lot .  .  .  everything  about  the  show  spells  quality  ...  a  sure 

fire  vehicle  for  any  type  of  sponsor  be  it  institutional,  hard  sell  or  any  other/ 

/      VARIETY 

Music  to  the  ears  of  discriminating  regional 

and  local  sponsors  searching  for  a  new 

TV  show  that  spells 

Sfatttkf  He 

follywood's  most  attrac- 
tive, newest  singing  sensations  JOAN 

WELDON  and  BYRON  PALMER  and  one  of 

the  country's  favorite  recording  groups  — 
THE  PIED  PIPERS. 

&boc6tc&f4y  Jac 
ick  Denove.who  super- 

vised the  start  of  "Your  Hit  Parade"  on  TV, 
MUSICAL  DIRECTOR-Nelson  Riddle. 

CHOREOGRAPHER -David  Lichine. 

<£zcA  So*?  lfatt0\  a||.»i 

favorites  are  spectacular  production  nur 

bers  inspired  by  a  heartwarming  them 

such  as  "SHOW  BOAT  DAYS"  . . .  "ACAf 

EMY  AWARD  WINNING  SONGS" 
"THE  ROARING  TWENTIES"  .  .  .  "SALU1 

TO  LATIN  AMERICA". 

■ 
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". . .  probably  the  best  musi- 
cal show  ever  done  either 

live  or  on  film  for  televi- 

sion." BILLBOARD 

".  .  .  the  brightest,  most 
tuneful,  most  scenically  im- 

aginative half-hour  of  music 

yet  brought  to  TV." SAN  FRANCISCO  NEWS 

"At  last  television  is  present- 
ing a  top  quality  musical 

show  .  .  .  you'll  come  away 

shouting/7 
SAN  FRANCISCO  CHRONICLE 

T&eset  6yfi*&  4tcc4 .  .  . 
iuperlative    Singing,    Entrancing    Dancing, 
Superb  Staging. 

TS  THE  FUN  SHOW  OF  THE  YEAR. 

C0R  THE  WHOLE  FAMILY! 

Don't  delay. 
Strike  it  program-rich  while  YOUR  area  is  still  available. 

WITE!  WIRE!  VHONE! 

OFFICIAL  FILMS  mc 
25  WEST  45th  ST.,  NEW  YORK  36,  N.Y.    •    PL  7-0100 

Atlanta  •  Baltimore  •  Beverly  Hills  *  Boston  •  Chicago  •  Dallas  •  Detroit  •  Minneapolis  •  St.  Louis 

o4*e&uc&4  &ac6k&  cfofatfedbt  <tf  Qaa&ty  ~/rir7ti0*Ht THE  STAR  AND  THE  STORY        •       MY  HERO        •        COLONEL  MARCH  OF  SCOTLAND  YARD 
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THE  CRITICS  TALK 
about  that  terrific  new  musical  film  show 

"EDDY  ARNOLD  TIME" 
says Billboard: 

'"Eddy  Arnold 

Time'  shapes  up 

to  be  one  of  the  highest  potential  TV  film 

vehicles.  There's  no  doubt  that  this  show 
will  stack  up  as  winner  and  possibly  rank  as 
another  Liberace. 

"The  show  follows  a  definite  format  with  a 
unique  utilization  of  a  music  base  flavored 

with  a  story  line.  It  seems  to  this  reviewer 

says  Variety: 
"This  series  has  a  lot 

of  things  going  for  it 
in  the  admittedly  rugged  musical  telepix 
sweepstakes.  It  marks  the  telefilm  debut  of 

Eddy  Arnold,  whose  name  needs  little  pre- 
selling  what  with  his  RCA  Victor  recording 
sales  now  at  the  30,000,000  level . . .  And  while 

Arnold,  and  rightly  so,  is  the  kingpin,  it's  more 
than  a  singleton  effort,  as  he's  aided  and 
abetted  by  a  worthy  supporting  cast  in  the 

that  several  innovations  production-wise,  will 
prove  standard  operating  procedure  for  this 
as  well  as  many  other  shows  using  songs  and 
music. 

"All  in  all,  the  show  rates  as  one  of  those 
few  which  are  ideally  suited  for  a  million  and 
one  sponsors,  and  this  probably  is  going  to 
be  the  least  of  the  worries  confronting  the 

property."— Steve  Schickel 

person  of  Betty  Johnson,  a  pert,  telegenic  lass 
with  pipes  to  match,  the  Gordonaires,  a  real 

pro  vocal  quartet,  and  Hank  Garland  and 

Roy  Wiggins,  guitar  specialists  .  .  . 
"With  host  Arnold  projecting  potently 

throughout,  this  project  has  a  folksy  appeal 

that  escapes  the  strict  country  and  western 
idiom  without  alienating  the  c&w  fans.  It 

could  well  be  the  first  big  telepix  winner  bear- 

ing the  Windy  City  dateline."  —  Dave 

says Janet  Kern: "The  producers  will 

have  the  show  spon- 
sored and  on  the  air  in  time  to  cash  in  on  the 

mammoth  January  publicity  drive  which 

RCA-Victor  is  planning  in  celebration  of 

Eddy's  10th  year  with  them. 
"The  show  may  have  a  good  chance  to 

make  TV  film  history  of  the  Liberace  sort. 

LiJUy     Ml     lOlU  llC        ...a  thrilling  new  half-hour  musical  film  series... 

featuring  America's  all-time  singing  favorite,  Eddy  Arnold  .  .  .  supported  by  a  clever,  talented  cast. 

Arnold  has  sold  over  30,000,000  records  in 

the  10  years  (none  of  his  discs  has  sold  less 
than  250,000  copies).  When  he  replaced 
Dinah  Shore  on  TV  last  year,  some  of  his 

popularity  ratings  were  higher  than  Dinah's ...  in  fact,  there  were  times  he  outrated 

Eddie  Fisher,  with  whom  he  alternated." 
—  Chicago  American 

We've  Got  'em .  .  .  Prices,  brochures,  audition  prints,   order  blanks!  26  half- 

hours  now  in  production,  ready  for  January  release.  Let's  hear  from  you! 

WALTER  SCHWIMMER  CO. 
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75  East  Wacker  Dr.,  Chicago  1,  III.  — FRanklin  2-4392 

New  York  Office:  Ted  Beil,  16  E.  41st  St.  — LExington  2-1791 

Hollywood  Office:  Tom  Carradine,  5746  Sunset  Blvd.  — HOIIywood  2-4448 
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Project  Editor 

Charles  Sinclair 

► 

Scope:  Tv  film  men  predict  a  boom  year  and  $80 
million    gross    in    syndicated    tv    films    and    features 

Competition:  Top  firms  make  money,  but  rivalry 
is    keen    and    mergers    of    syndicators    are    common 

Selling:    Price    spread    can    range    from    thousands 

to    a    few    dollars    weekly    per    market    for    tv    films 

Clients:  Syndicator-sold  shows  are  aired  at  many  lev- 
els, from  network  to  local,  as  result  of  quest  for  sponsor 

I%ew    films:    Producers   are    busy    developing    new 

formats,     from     soap     opera     to     cloak-and-sworders 

Color:    Most    production    continues    in    black    and 

white,    bid    a    few    firms    are    rolling    in    color    film 

Research:  Up-to-daU   charts  by  ABB  and  Nielsen 
show    audience    composition*,    rerun    film    audiences 
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$80  million  Iv  film  imliisli 
.. 
I\o  business  for  amateurs'*  is   how    film   men   cleserihc 

JjMOVi'  than  $60  million  worth  of  gross  business  will  be 
done  in  1955  in  made-for-t\  syndicated  films.  And  another 

$20  million  gross  will  be  done  in  feature-length  mo\  it- 

packages.  That's  the  consensus  of  guesstimates  from  kt-\ 
executives  among  the  125  companies  that  make  up  the 
rambling,   scrambling   syndicated  tv  film   industry.    Total: 
->'•   illion  or  more. 

\l>"ut  S8  million  worth  of  this  sum  will  be  in  program 
film  sales  to  sponsors  who  will  air  their  film  purchases  on 

all  of  the  three  leading  tv  networks.  Syndicators  or  syndi- 

cator-producers  who  landed  business  at  this  level  include 
Screen  Gems  [Father  Knows  Best,  Kin  Tin  Tin,  Captain 

Midnight)  via  Genera]  Artists  Corp.:  Television  Programs 

of  America  (Halls  of  Ivy,  Lassie,  Captain  Gallant)  and 

Official  Films  \  Four  Star  Playhouse).  MCA-TV,  one  of 

the  "Big  Three"  syndicators,  has  no  syndicated  property 
directlj  on  the  network,  but  does  handle  the  sale  of  many 

packages  at  network  level  through  its  regular  talent  rep 
functions.  SG  also  produces  Ford  Theatre  (NBC  TV). 

Some  $12  million  worth  of  film  series  will  be  contracted 

this  \ear  b\  national  and  regional  advertisers  for  spotting 

on  multi-market  station  lists  that  may  run  anywhere  from 

five  or  six  outlets  to  over  100  stations.  A  few  :  Ziv's  Eddie 

Cantor    show     for    Ballantine    in    20    markets;    MCA-TV's 

Soldiers  oj  Fortune  for  7-1  p  in  over  !<><>  markets,  starting 

in  April:  CHS  TV  Film  Sales'  Annie  Oakley  for  Tv  Time 

Popcorn  on  alternate  weeks  in  1  15  markets;  Guild's 
Liberace  for  Bowman  Biscuits  in  12  markets;  NBC  TV 

Film  Division's  Badge  714  {Dragnet  rerun)  in  32  markets 

for  Pure  Oil;  ABC  Film  Syndication's  Passport  to  Danger 
in  seven  markets  for  Welch's  Crape  Juice. 

The  bulk  of  the  syndicated  business  in  tv-tailored  film 
series  —  about  $40  million  worth  —  will  be  done  at  the 

local  level  through  syndicators'  sales  staffs.  These  local- 
level  sales,  film  men  estimate,  will  be  split  almost  evenly 

between  stations,  and  local  agencies  and  advertisers. 

Almost  all  of  the  feature  film  packages  —  such  as  those 
of  Associated  Artists.  General  Teleradio.  Holhwood  Tv 

Service,  Guild  Films  (formerly  the  MI'IA  feature  group) 
and  Hygo  —  are  sold  directly  to  stations.  Sales  calls  are 
rarely  made  by  distributors  on  major  ad  agencies  and  clients. 
Top  spot  advertisers,  however,  are  taking  much  more 

notice  of  feature  film  packages  these  days.  This  is  particu- 

larly true  of  premium  packages  around  which  special  pro- 

motions revolve.  A  good  example:  General  Teleradio's 
Million  Dollar  Movie  package  showcased  on  WOR-TV, 
New  York,  which  now  has  eight  participating  sponsors  at 

$4,175  a  week  apiece  in  the  multi-exposure  showings.   Over 

KutlffVts:  Production  spending  is  reaching  new  heights.  Ziv's 
"Eddie  Canter"  show  costs  $55,000  weekly  to  produce  in  Hollywood. 
Shooting   is   in   color.    Show   is  sponsored    in   201    U.S.,   Canadian   cities 

,llt»r«7«»rs:  Competitive  pressures  have  forced  many  syndicators 
into  1954-55  mergers.  Biggest  was  between  MCA-TV  and  UTP  last  fall. 

Tie-up   gives    MCA   22   shows,   such    as    new   "Man    Behind    the    Badge" 
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ales  and  headaches  aplenty 
nclicatecl  television  field,  in  whieh  you  ean  get   rich  or   poor  overnight 

50  stations  have  bought  the  first  MDM  package,  and  mam 

leps  are  now*  pitching  slots  in  it  to  agencies. 
The  biggest  business  is  still  in  niade-for-tv-fihns.  At  a 

glance,   the   field   looks   like   a    real  gravy   train.     It   isn't. 
Less  than  half  a  dozen  companies  are  really  making 

mone\  in  syndicated  tv  films.  Another  half  dozen  or  so  are 
important  Factors  in  the  business,  but  several  are  shaving 

their  profit  margins  paper-thin.  The  rest  are  hanging  on 
by  their  teeth,  or  else  are  specializing  in  some  form  of 

programing  such  as  cartoons  or  educational  pictures. 
In  1955,  the  syndicated  film  business  is  one  of  extremes: 

•  The  pricing  range  is  almost  beyond  belief.  A  new 
show  in  the  top  market,  for  example,  may  command  a 

price  of  up  to  $5,000  weekly.  A  rerun  show  in  a  small 
market  may  be  grossing  as  little  as  $10  weekly. 

•  The  success  of  a  few  firms  continues  to  be  meteoric. 

Hut  in  the  past  year  there  have  been  more  than  half  a 

dozen  mergers  and  consolidations  of  syndicators  who  had 

been  financially  backed  against  the  wall. 

•  Syndicators  are  playing  a  wide  variety  of  sales  angles. 
Often,  they  will  try  several  at  once.  A  few  are  virtually 

shifting  to  production  for  network  airing.  One,  Guild 

Films,  is  now  in  effect  in  open  competition  with  networks. 
Others  are  concentrating  on  big  multi-market  sales.    Still 

more  are  centering    on    station   and    local-level    sale-. 
•  The  market  is  flooded  with  syndicated  film  properties; 

there  are  literally  hundreds  of  series  available.  Producers 

and  syndicator-producers  toda\  are  being  forced  to  break 
away  from  stereotypes  and  to  find  (or  invent)  new  types 

nl  programing.  In  addition,  budgets  on  existing  shows  are 

being  upped  20  to  30'  .  . •  Color  filming  en  masse  in  the  syndicated  field  just 

hasn't  materialized.  About  809?  of  new  production  foot- 
age will  be  black-and-white.  But  some  producers  are 

gambling  on  a  1955  or  1956  materialization  of  color  tv  in 
U.  S.  homes  and  are  shooting  all  ( or  nearly  all  i  of  their 

programs  on  tinted  film. 
•  Price-cutting,  bargaining  and  various  types  of  tie-in 

package  "deals"  are  common  in  the  syndicated  film  indus- 
try today.  Prices  at  which  some  syndicators  are  selling 

existing  film  series  in  the  top  50  markets  are  anywhere 

from  10  to  30' r    below  those  of  last  year  for  many  shows. 
That's  the  situation  in  brief. 

On  the  pages  following,  are  more  details  on  the  syndicated 
film  field  today.  Information  was  gathered  by  sponsor 
editors  through  a  series  of  extensive  personal  interviews 

with  executives  of  the  major  syndicators  and  syndicator- 

producers.  *  *  * 

Ban  i  l/lllilt*/:  A  few  firms  are  shooting  in  color.  But  most  new 

production,  such  as  shown  below  on  "His  Honor,  Homer  Bell"  (syndi- 
cated   by   NBC   TV   Film    Div.)    is   b&w.     Reason:   Scarcity   of  color  sets 

.Mll.viccil.SJ  One  of  new  program  film  trends  is  to  fancy  musicals, 

such  as  Official  Films'  "This  Is  Your  Music."  Growing  list  of  spon- 
sors   includes    Pacific    Tel    and    Tel    in     14    cities    in    three    Coast    states 
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FILM:  new  sales  gimmicks,  new  shows,  new  ouj 

Mtlltl-mtirln't:  Budweiser  recently  bought 

"Damon  Runyon  Theatre."  Here,  D'Arcy  ad- 
men Roland  Krebs,  Jack  Macheca  (center 

two)  confer  with  Screen  Gems'  Ralph  Cohn 
(left),  GAC's  Pat   Lombard   on   50-market  deal 

Merchandising:  Syndicators  build  audi- 
ence, gain  sales  prestige  for  their  shows 

today  by  developing  many  merchandising 
angles.  Michael  Sillerman,  TPA  chief,  and 

Jerome     Capp,     discuss     tie-ins     for     "Ramar" 

Film  "network":  Guild  Films  has  time- 
and-program  sales  plan  with  over  50  Vitapix 

stations  and  such  shows  as  "Liberace."  Brother 

George  and  KBTV's  Bill  Michaelson  chat  with 
pianist  star   before   products  of  regional   client 

Reruns:  Market  is  flooded  with  film  re- 
run shows,  but  best  ones  play  on  and  on. 

Gene  Autry  films  of  CBS  TV  Film  Sales  have 
been  shown  as  many  as  17  times  in  a  single 
market    (Chicago),    still    draw    ratings,    clients 

COMPETITION. •   razor-sharp 

Syndicated  film-  continue  to  offer 
the  lure  of  millions  of  dollars  in  reve- 

nue to  those  who  make  the  grade. 

Even  major  Hollywood  studios,  like 

20th  Century-Fox  and  Republic  Pic- 
lures,  are  currently  eyeing  big-time 

film  syndication  and  have  started 
edging  into  it.  Fox  is  now  planning  to 
rent  studio  space  to  film  producers  and 

>\  ndicator-producers,  is  thinking  seri- 
ously of  tapping  its  own  huge  resources 

to  enter  tv  film  production.  Republic 

has  signed  a  SI  million  deal  with  Sax 
Rohmer  for  the  Fu  Manchu  properties 

that  includes  a  series  of  half-hour  s\  n- 
dicated  telepix. 

At  the  top  of  the  heap  among  syndi- 
cators are  such  firms  as  Ziv.  MCA-TV 

and  Screen  Gems.  This  "Big  Three" 
group  are  thumping  monetary  suc- 

cesses; each  grosses  well  over  the  $10 

million-annually  mark  and  shows  a 
substantial  net  profit.  Although  their 
chief  reason  for  success  lies  in  the 

quality  of  their  present  tv  properties, 
each  of  these  firms  has  been  back- 

stopped  in  its  growth  by  the  financial 
resources  of  large,  experienced  parent 

companies. 

Ziv  for  years  was  by  far  the  biggest 

and  wealthiest  radio  syndicator.  MCA- 
TV  is  the  offshoot  of  one  of  the  two 

leading  talent  agencies  and  has  top- 
level  sales  and  film  talent  contacts. 

Screen  Gems  is  a  subsidiary  of  Holly- 

wood's Columbia  Pictures  \Caine  Mu- 
tiny, etc.)  and  has  the  facilities  of  one 

of  the  best  studios  on  the  Coast  at  its 

disposal. 
Television  Programs  of  America, 

Ollicial  Films  and  Guild  Films  have  be- 

come notable  successes  in  the  syndica- 

tion field  without  being  linked  to  major 
parents.  All  of  these,  however,  have 

been  the  product  of  shrewd  mergers 

and  clever  salesmanship  which  have 
thrust  them  into  the  front  ranks.  The 

nil  work-owned  syndication  firms  of 

ABC,  CBS  and  NBC  tv  webs  have  been 

■mm  i  essful,  although  not  in  a  class  with 
the  top  iiidiislr\   leaders. 

But  in  the  past  12  months,  there  has 

been  a  round  o|  mergers  and  consoli- 
dations that  have  made  trade  headlines 

again  and  again.  The  trend  of  old 
firms  folding  and  new  firms  forming  is 

likely   to  continue  in   L955,  1>\   all  ex- 
peclations.  The  big  one-  get  bigger. 
More  than  a  dozen  series  from 

I  nited  Television  Programs  —  includ- 
ing Waterfront.  Heart  of  the  City,  Lone 

Wolj  and  Mayoi  of  the  Town  —  were 

taken  over  in  late  1954  by  MCA-TV. 
\\\im  Nathan,  former  v.p.  of  UTP, 

became  a  v.p.  and  general  sales  man- 

ager of  MCA-T\  Film  Syndication. 

The  move  ga\e  MCA-T\  almost 
two  dozen  made-for-tv  film  series  to 

sell    in    syndication. 

The  fall  also  saw  a  linking  of  Guild 

Films,  which  has  become  a  major  syn- 
dicator in  less  than  four  years,  and  the 

station-owned  \  itapix  operation.  Thus, 
Guild  has  a  time-and-program  tieup 
with  stations  in  nearly  50  markets  to 

cover  such  Guild  properties  as  its  new 
Ina  Ray  Hutton  Show,  Liberace,  Life 
with  Elizabeth  and  others.  Late  last 

month,  Guild  acquired  the  feature  film 

packages  of  MPTV,  which  had  been 
rumored  in  bad  financial  straits  for 

nearly  a  year. 
There  have  been  several  others. 

MPTV  turned  its  local-level  syndication 
selling  over  to  yet  another  merged 

group.  UM&M.  The  re-activated  Fla- 

mingo Films  took  over  United  Artists' 
Cowboy  G-Men  and  also  the  Vitapix 
feature-length  films  made  in  Europe  by 
Princess  Pictures.  National  Telefilm 

Associates  merged  with  Comet  Tele- 
vision. Official  Films  took  over  the 

feature  pictures  sold  by  Lippert's  Tele- Pictures.  Consolidated  TV  Sales,  one 

of  the  syndicator  pioneers,  joined 

forces  with  George  Bagnall. 
The  situation  was  summed  up  by 

John  Mitchell,  v.p.  in  charge  of  sales 
of  Screen  Gems,  when  he  told  SPONSOR: 

"To  be  successful  in  the  tv  film  field, 

you've  got  to  be  a  showman,  a  prophet, 
a  great  salesman  and  a  good  credit 

risk.  Syndication  is  definitely  no  busi- 

ness for  amateurs."  *  *  * 

SELLING:  poker  face  needed 

The  top  syndicators  today  can  name 

a  price  and  get  it  —  provided  the  show 
is  new,  good  and  in  demand  on  the 
part  of  stations  and  advertisers. 

Ziv,  for  instance,  made  many  a  syn- 
dicator turn  green  with  envy  when  it 

asked  for — and  got—  a  reported  $5,000 
weekh  from  Ballantine  for  just  the 

New  York  market  in  the  brewery's  26- 
market  spread  with  the  Eddie  Cantor 
Show.  Although  the  production  budget 
on  the  Cantor  show  has.  according  to 
Zi\  President  John  Sinn,  been  running 

at  "more  than  $55,000  weekly  in  the 

first  cycle,"  Zi\  m>w  -lands  a  good 
chance  of  getting  it  back,  plus  a  nice 
profit,  on  the  first  run.  The  show,  at 

last  count,  was  sold  in  over  200  mar- 
ket-  in  the  U.S.  and  Canada. 
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t  ,v  plans  of  industry  are  detailed  in  report  below 

But  syndicators  whose  lists  of  prop- 

erties lack  big-name  value  and  look 
verj  much  like  similar  lists  of  prop- 

erties are  forced  to  use  other  tactics. 

A  few  syndicators  are  trying  to  keep 

up  their  sales  pace  through  the  use  of 

"hulk"  or  "library"  sales  deals  to  sta- 
tions.  particularly  new  outlets  in  new 

markets  and  uhf-ers  in  "mixed"  mar- 
kets. Instead  of  purchasing  a  single 

series,  a  station  may,  under  such  a 

plan,  sign  up  for  a  whole  library  of 

film  series  at  a  low  per-show  cost.  Na- 
tional Telefilm  Associates,  which  has  a 

librar)  plan  whereby  stations  contract 

for  as  much  as  1.000  hours  of  pro- 

graming, may  get  as  little  as  $10  week- 
ly per  rerun  show  from  small  stations 

in  small  markets. 

In  between  such  extremes  of  pricing, 

almost  anything  goes.  Some  salesmen 

manage  to  maintain  firm  price  struc- 

tures because  their  shows  are  "hot." 
Others  conduct  their  business  in  the 

classic  tradition  of  poker-faced  horse 
traders,  with  the  seller  quoting  a  too- 

high  price  and  the  buyer  a  too-low- 
price  until  a  compromise  is  reached. 

"Cut-price  selling  is  one  of  the 

toughest  problems  we've  got  to  face  in 
film  syndication,"  said  Don  Kearney, 
sales  v.p.  of  ABC  Film  Syndication. 

"There's  no  industry-wide  policing  by 
an  industry  organization.  Stations  now 

haggle  on  almost  every  local-level  syn- 
dicated sale,  and  brag  to  their  friends 

if  they  can  knock  the  price  down.  In 
the  top  50  U.  S.  markets,  show  prices 

have  generally  been  forced  down  as 

much  as  30%,  except  for  a  few  top 

programs." 
Is  there  such  a  thing  as  an  "average 

price"  for  a  half-hour  film  show?  Film 

men  queried  by  sponsor  didn't  for  the 
most  part  think  so.  But  continued 

questioning  produced  a  "loose  average" 
of  around  "$700  weekly"  to  sponsors 
for  a  strong  show  on  a  good  station  in 
a  major  market  today. 

In  explaining  the  wild  pricing  prev- 
alent in  the  industry,  several  film  men 

pointed  out  that  there's  a  reason  for  it. 
"Market-by-market  pricing  can  depend 
on  as  many  as  a  dozen  variables — any 

one  of  which  can  change  at  almost  any- 

time," is  how  Jake  Keever.  national 
sales  manager  of  NBC  TV  Film  Divi- 

sion put  it. 
These  factors,  as  sales  executives 

describe  them,  vary  from  the  size  and 

importance  of  the  tv  market,  the  im- 
portance of  the  station  involved,  the 

time  rates  on  the  station,  to  the  sta- 
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tion's  network  affiliation.  Other  fac- 
tors: the  general  degree  ol  i  ompetition 

in  the  syndicated  field:  the  numbei  .>| 
other  shows  of  a  similar  type  on  the 

market;  the  age  and  "run"  'first?  sec- 
ond/ subsequent?)  of  the  film:  wheth- 

er or  not  the  market  ̂ hows  a  growth 
potential  in  tv  sets:  whether  or  not  new 
stations  are  due  to  come  on  in  the 

market;  the  degree  to  which  the  profit 

margin  of  the  syndicator  can  \»- 
trimmed.  *  *  * 

CLIENTS:   at  every   level 

The  film  syndication  industry  often 

looks  as  though  it  can't  make  up  its 
minds  about  whom  it's  selling  to. 

•  Screen  (Jems,  for  instance,  is  defi- 

nitely in  the  orbit  of  network  film  pro- 

ducers and  program  sellers.  Accord- 
ing to  sales  v.p.  John  Mitchell,  the  Co- 

lumbia Pictures-owned  firm  draws 

"about  70 %  of  gross  revenue  from 
shows  aired  on  networks,  about  20% 

from  various  forms  of  syndication,  and 

the   rest    from    film   commercials." 
•  Television  Programs  of  America 

will  shortly  have  the  same  number  of 
shows  I  three )  on  the  networks  as 

Screen  Gems,  but  will  draw  up  to  50% 

of  its  expected  1955  revenue  from 

straight  syndication.  TPA  looks  upon 

a  network-aired  show  partly  as  a  reve- 

nue-earner, partly  as  a  prestige  item. 
Stated  Michael  Sillerman,  executive 

v.p.:  "Local  advertisers  are  happy  to 
do  business  with  a  company  that  pro- 

duces films  like  Halls  of  Ivy  and  Lassie 

carried  on  national  networks.  It's  like 
buying  a  car  from  General  Motors  or 

buying  a  bridge  from  U.S.  Steel." •  Ziv  and  MCA-TV  are  out  of  the 

network  picture  as  far  as  syndicated 

properties  go.  Official  Films  has  one 
package,  Four  Star  Playhouse,  aired 
on  a  network  basis  and  draws  only 

about  10%  of  its  revenue  from  net- 
work activities.  But  all  three  will  draw 

from  40  to  65%  of  their  1955  revenue 
from  the  sale  of  shows  to  sponsors  for 

airing  on  a  multi-market  basis,  and 
are  actually  competing  strongly  with 

network-controlled  program  selling. 
•  Guild  Films  is  even  more  com- 

petitive with  networks,  and  has  in  ef- 
fect put  itself  forward  as  a  direct  rival 

of  web  telecasting.  As  a  result  of  its 

tieup  with  Yitapix  to  offer  time-and- 

program  availabilities  in  over  50  mar- 

kets, Guild's  Reub  Kaufman  told  SPON- 
SOR that  he  had  "no  intention  of  sell- 
ing anv  Guild  shows  to  sponsors  for 

airing  on  CBS  TV,  NBC  TV  or  ABC 

{Please  turn  to  page  60) 

f ll(<*ril<lf ioiltff :  Film  syndicators  are  mov- 

ing into  foreign  markets.  Canadian  Admiral's ad  manager  Denis  Olorenshaw  signs  for  ABC 

TV  syndicated  "Passport  to  Danger"  for  26 
cities.      ABCmen    Shupert    and     Donato    beam 

ftllf/c  sales:  New  trend  in  syndicator  sell- 

ing to  local  outlets  is  "library"  package  in 
which  stations  sign  for  hundreds  of  film  hours. 

One  of  many  shows  in  NTA's  library  sales  is 
"China    Smith"    series    with    star    Dan    Duryea 

Features:  Tony  Martin,  Yvonne  de  Carlo 

("Casbah")  are  stars  in  such  big  first-run 

feature  packages  as  "Million  Dollar  Movie" of  General  Teleradio.  On  WOR-TV,  N.  Y., 

package     has     eigh*     $4, 175-weekly     sponsors 

Specialties:  Growth  of  tv  has  meant  bet- 
ter chance  to  syndicate  special-appeal  shows, 

such  as  Award  Television's  new,  in-color 
"Jimmy  Demaret"  golf  series.  Show  has  star 
guests    like     Bob     Hope,     Bing    Crosby,    Snead 
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it 
CHAMPIONS 
A  TV  RATING 
A  FIRST  RUN,  BRAND  NEW  SERIES  OF  26  ONE  HOUR 

FILMS  (Shot  Specifically  for  Television)  featuring  match 

elimination  games  between  champions  of  the  bowling 

world  for  major  cash  awards.  America's  top  stars 
under  our  exclusive  contract.  This  show  will  build  a  top 

rating  overnight  in  any  time  slot  regardless  of  com- 

petition—even the  best  feature  films. 

All-Star  Bowlers  in  the  "Championship 

Bowling"  Lineup: 
STEVE  NAGY  (1955  Ail-Star  Singles  Champion) 

DON  CARTER  (1954  All-Star  Singles  Champion) 
BILL  LILLARD 

JUNIE  McMAHON 

JOE  WILMAN 
BUDDY  BOMAR 

PAUL  KRUMSKE 

AND  OTHERS 

ED  KAWALICS 

BUZ  FAZIO 

JOE  KRISTOF 

CARMEN  SALVINO 

ROBBY  ROBINSON 



BOWLING 
MASH  HIT! 
Scores  Exceptional  Ratings 

in  Market  after  Market 

n 

Here's  a  typical  Metropolitan  market  experience: 
After  3  weeks  on  the  air  in  Cincinnati  (WKRC-TV) 

at  1  to  2  P.M.  Sundays,  "Championship  Bowling" 
comes  up  with  a  terrific  ARB  .  .  . 

WKRC-TV 14.2 

Here's  a  typical  small  market  experience:  In 
South  Bend,  Ind.,  where  3  stations  come  into  the 

market,  and  against  the  week's  top  live  sports 
show  (CBS  fights)  on  Wednesday  night — this  is  the 

"Championship  Bowling"  Hooper: 

WSBT-TV 
22.0 

Second  Station  3.6 

Third  Station  3.0 

Second  Station  6.0 

Third  Station  2.0 

"Championship  Bowling"  also  scoring  rating  "strikes" 
in  62  other  markets  including: 

WPIX-TV— NEW  YORK    •   WGN-TV— CHICAGO 
WFBM-TV— INDIANAPOLIS   •   KHJ-TV— LOS  ANGELES 
WDAF-TV— KANSAS  CITY   •   KTRK-TV— HOUSTON 
KTVW-TV— SEATTLE-TACOMA   .   XETV— SAN  DIEGO 
KFEL-TV— DENVER    •   WHAM-TV— ROCHESTER 
WMIN-TV— MINNEAPOLIS 

For  descriptive   brochure,   prices   and   audition 
film,  write,  wire  or  phone 

WALTER   SCHWIMMER   CO. 

75  East  Wacker  Dr.,  Chicago  1,  III.  — Franklin  2-4392 

New  York  Office:  Ted  Beil,  16  E.  41st  St.  — Lexington  2-1791 

Hollywood  Office:  Tom  Corradine,  5746  Sunset  Blvd. 

Hollywood    2-4448 



YOU 

CAN'T 
I 

America's  Top 
^m^OTLDEO©  ©LP®5Si©  ©BOH] 
A  Fifteen -Minute  TV  Series  With  A  Million    Dollar  Sell! 

Featuring  Such 

Outstanding  Guest  Stars  As: 

BING   CROSBY   •    BOB    HOPE 

TED  WILLIAMS  •  SAM  SNEAD 

BOBBY  JONES 

BING  CROSBY 

TED    WILLIAMS 

FIRST  13  SHOWS  FILMED 
AND  READY  TO  GO  RIGHT  NOW!  39  SHOWS  IN  ALL! 

Here's  A  Combination  of  PERSONALITY-  FORMAT-  STARS  ...  and 
a  ready-made  market  that  will  make  the  JIMMY  DEMARET  SHOW 
the  hottest  fifteen  minutes  in  television ! 

Over  25,000,000  rabid  golfing  fans  form  an  immediate,  eager  audience  for 
personal  instructions,  anecdotes  and  interviews  by  their  all-time  favorite 
. . .  the  smiling,  colorful  Jimmy  Demaret. 

A  GRAND  SLAM   FOR  PRODUCT  PROMOTION,  TOO- 

•  A  Million  Dollars  Worth  Of  Free  Advertising—  Five  national  advertisers 
now  using  Jimmy  Demaret  will  slug  in  "Watch  the  Jimmy  Demaret  TV 
Show"  in  large  space  ads  appearing  in  Life,  Look,  Saturday  Evening 
Post,  Newspapers,  etc. 

•  I  k'inaret  himself  delivers  personable,  polished  commercials! 
•  The  Jimmy  Demaret  Golf  Instruction  Book  is  ready  for  sponsor  imprint! 
•  Filmed  in  color! 

•  Full  publicity  and  promotion  program  backs  the  Jimmy  Demaret  Show 
constantly!  A  natural  from  any  point  of  view. 

SAM   SNEAD 

~  <: AN  JtT  *jJ ' I 
PRESENTATION 

BOBBY   JONES JIMMY    DEMARET 

Jimmy  Demaret  delivers 

the  Golf  Market-An 

active,  enthusiastic 

market— geared  to 

backing  their  interests 

with  buying  power ! 

Jimmy  Demaret  and  his 

top-name  guest  stars  give  :i 

drawing  power  that  will 

appeal  to  millions  of 

TV  viewers  of  all  interests 

A  One  of  the  all  time  money  winners  on 

the  links,  Jimmy  has  a  great  commer- 
cial record  as  well.  His  reputation, 

personality,  colorful  dress  and  sales- 
manship make  him  one  of  the  most 

successful   TV  salesmen   available. 

For  further  information  or  audition  prints,  phone,  write,  wire,  Award  Television,  1501  Broadway,  Room  1501,  N.  Y.  C,  N.  Y.,  Wl  7-6 



FILM:  can  reruns  still  draw  large  audiences? 

Answer  to  this  poser,  on  the  basis  of  the  Nielsen  figures 

below,  is  "yes."  Film  rerun  share  of  audience  is  only  9% 
lower  than  original  telecasts,  and  average  minutes  of  view- 

ing only  6%  less  than  first  run.  Since  study  is  basically 

a  comparison  of  winter  originals  with  summer  reruns,  drop 

in   ratings   is  due  mostly   to  lower  sets-in-use  at  time  of 

rerun  shows.  Charts  here  analyze  repeat  telecasts  during 
both  summer  and  winter  of  1954  of  24  different  programs 

— a  total  of  254  reruns.  Says  Nielsen  firm  of  comparison 

of  new  and  initial  rerun  showings:  "No  appreciable  differ- 
ence shown."  Study  is  based  on  Nielsen  Television  Index 

figures   and   are  thus  considered   representative   of  U.   S. 

Summer  ratings  drop  but  share  holds  up  well  on  reruns 

NIELSEN   RATING                SHARE  OF  AUDIENCE 
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No  "mass  walkout"  on  tv  reruns 

AVERAGE   MINUTES   VIEWED 

22.0. 

In 

Reruns  also  hold  audience*  who 

dial  them,  even  if  large  per- 
centage has  seen  it  before. 

Rerun  is  less  than  two  minutes 

below  level  of  first  run  in  terms 

of  minutes  spent  viewing  a  show. 

Winter  season  repeats  are  only  20%  "off"  in  rating,  and  almost  a  match  in  share  of  tv  viewing  audience 
NIELSEN    RATING  SHARE  OF  AUDIENCE 

ORIGINAL  RERUN  ORIGINAL  RERUN 

28,1%  28.1% 
22.5% 

18.6% 

ORIGINAL  RERUN  ORIGINAL  RERUN 

43,3%  38.7%      42.5%  39.3% 

WINTER SUMMER WINTER SUMMER 

Special  break-out  of  summer  and  winter  repeats  were 
part  of  Nielsen  study.  Summer  repeats  fell  between  15 

June  and  15  September;  winter  reruns  at  any  other 

time.  Charts  give  admen  a  chance  to  find  out  how  well 
a  rerun  show  will  do  if  it  runs  in  the  same  season  as 

the  original  show  (not  just  summer  vs.  winter).  In 

terms  of  ratings,  winter  repeats  (there  were  53  last 
year)  were  only  20%  lower  than  the  first  runs.   Summer 

repeats  were  34%  lower  than  the  originals.  But  winter 
rerun  shares  of  tv  viewing  audience  were  only  off  an 

average  of  11%.  Summer  repeats  were  off  even  less — 
8%.  The  reruns  in  both  seasons  also  held  up  strongly 

in  terms  of  average  number  of  minutes  of  viewing.  Win- 
ter repeats  were  down  5%  and  summer  repeat  shows 

were  down  7%.  Admen  therefore  can  safely  assume 
that  good  reruns  will  draw  big  audience  at  any  season. 
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ZIVs  GOT  EM  AND  YOU  CAN  BUY  E 
>       6  a  day,  30  a  week,  1S60  a  year 

c\ov*n»ng  P
°* 



HERE'S  WHAT  YOU  GET! 

*You  get 

u 

Put  this  big-time  radio  show  to  work 

for  you  now!  Think  of  the  merchandise 

you'll  move,  the  money  you'll  make! 

The  best  spots  in  radio  go  the  fastest, 

so  call  your  local  station  today! 

IF  YOUR  STATION  HASN'T  GOT 
CANTOR,  TELL  THE  MANAGER  TO 

GET  IN  TOUCH  WITH  ZIV  QUICKLY! 

I0mf MR.  STATION 
OPERATOR! 
Don't  be  caught  without  this 
BIG-DEMAND  SHOW.  With  it, 

you'll  be  selling  people  you've 
never  sold  before  .  .  .  you'll  be 
pulling  more  business  from 
your  regular  advertisers  .  .  . 

you'll  be  taking  over  your  com- 
petition's best  customers! 

6  1  -minute  spots  every 
half-hour  for  single  or 
participating   sponsors! 

YOUR  MARKET  MAY 

BE  CLOSING  SOON. 

MAKE  SURE  YOU'RE 
"THE  STATION  WITH 

CANTOR".   ACT  FAST" 
WIRE,  PHONE  OR       / 

WRITE,  BUT  / 
DO  IT  NOW!  / 

^You  get 

*  You  get  ■  . 

^You  get  the 

COMEDY  SHOW 
ever  offered  to 

local  sponsors! 

ZIV'S  ANSWER  TO  LOCAL  RADIO'S  BIG 
NEED   FOR   BOLD,   NEW   PROGRAMS  I RBKtti 

£"£*«*«,. 

'  "'cm 
*°ttnv. 



FILM:  How  does  film  audience  composition  vary? 

The  chart  below,  speciallj  prepared  for  sponsor  by  the 
American  Research  Bureau,  will  be  of  great  value  to  tv 

admen  who  have  asked  questions  such  as  these:  "Do  kids 

really  watch  kid  shows?",  ""What  kind  of  syndicated  films 
do  women  watch.-'""  or  "Do  mysteries  reach  only  an  all- 
male  audience?"  Most  of  the  shows  below  are  well-known, 

and  represent  several  basic  types  within  program  cate- 
goric-. Percentage  figures  in  columns  below  are  based  on 

ARH  tv  ratings  for  the  month  of  October,  1954  in  a  cross- 
section  of  major  I  .  S.  markets.  These  markets  comprise 

New  York.  Chicago,  Los  Angeles,  Dallas-Fort  Worth,  St. 
Louis  and  Atlanta. 

The  chart  contains  facts  which  may  come  as  a  surprise 

to  many  tv  agencymen  and  clients.  Western  shows,  for 

instance,  aren't  confined  just  to  the  moppet  audience;  they 
get  anywhere  from  a  third  or  more  of  their  audiences  from 

adults.  Mystery  shows  sometimes  draw  female  viewers  in 
amounts  that  compare  favorably  with  straight  drama  and 

musical  programs;  "City  Detective,"  for  example,  pulls 

50%  of  its  audience  among  the  ladies,  "I  Led  Three  Lives" 
draws  45%.  Situation  comedies,  such  as  "My  Hero,"  draw 
a  well-balanced  "family"  audience — one  reason  whv  they 
are  so  popular  with  advertisers  seeking  a  mass  audience. 

Some  individual  shows  are  clearly  reaching  specific  audi- 

ences. "Douglas  Fairbanks"  has  a  few  kid  viewers,  appeals 
to  adults.    Time  slot,   of  course,   is   important   factor. 

COMPOSITION    OF    AUDIENCE 

Westerns 

RANGE  RIDER 
MEN  WOMEN        CHIL. 

17    17    66 

ANNIE  OAKLEY 21    23    56 

WILD  BILL  HICKOK 24    21     55 

KIT  CARSON 26    27    47 

Adventure 

SUPERMAN  ... 16    21     63 

WATERFRONT     34 29 27 

RAMAR  OF  THE  JUNGLE 22 20 58 

TERRY  AND  THE  PIRATES 15 17 68 

Mystery 

BADGE  714 32    37    31 

1  LED  THREE  LIVES 30 45    25 

RACKET  SQUAD     33 40    27 

CITY  DETECTIVE   37 50     13 

COMPOSITION    OF    AUDIENCE 

Situation  Comedy 

MY  HERO* 

Drama 

Chiltiren's  Shows 

HANS  CHRISTIAN  ANDERSON* 

MEN  WOMEN        CHIL. 

30    32    38 

LIFE  WITH  ELIZABETH* 21    34    45 

MEET  CORLISS  ARCHER 21    40    39 

JANET  DEAN,  R.N   
32 

39 
29 

DOUGLAS  FAIRBANKS  PRESENTS  . 39 58 3 

FAVORITE  STORY    30 
43 

27 

STORIES  OF  THE  CENTURY 
35 

41 24 

13     18    69 

Music 

GUY  LOMBARDO*       33     44    23 

LIBERACE       32    56     12 

FLORIAN  ZaBACH*      33    64      3 

.Sports 
ROLLER  DERBY*      35     44    21 
■Rated    in   our    market    onlj 

58 SPONSOR 



PORTRAIT  OF  A  TEST  MARKET 

You  can  reach  26  cities,  each  with  more  than  10,000  population, 
with  just  one  message  on  WRGB,  maximum  power  VHF  station  in 

Schenectady,  N.  Y.  From  the  metropolitan  area  of  Albany-Troy- 
Schenectady  to  the  rural  communities  through  New  York  and  New 
England,  you  can  reach  every  class  you  desire  through  WRGB  and 

service  them  all  with  follow-up  point-of-sale  calls.  Ask  for  details  on 

WRGB's  unique  test  market  today. 

WRGB 
A  GENERAL  ELECTRIC  STATION  IN  SCHENECTADY 

Represented    Nationally    by    NBC    Spot    Sales 

THE  CAPITAL  DISTRICT'S  ONLY  FULL-TIME  TELEVISION  STATION 
7  FEBRUARY  1955 
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FILM  SELLING 

[Continued  from  page  ~>1  i 

I  \  and  thai  he  would  "concentrate 
strictl)  <mi  major  regional  and  local 

sales." •  National  Telefilm  Associates  has 

two  new  packages,  Country  Doc/or  and 

Parole  Chief  ( the  latter  from  the  earli- 

er \  itapix  i  which  it  hopes  to  sell  first 

in  big  multi-market  deals.  But  VI  \ 

will  probabl)  draw  ii|>  to  7-V  /  of  it> 

revenue  this  year  from  strictl)  local- 

level    sales.     "'l  "ii    make    more    in   '\ 

per-markel  on  a  local  deal  if  you're willing  to  take  the  long  haul  in  getting 

your  mone)  back,"  NTA's  Martin 
Roberts  explain.  "On  a  network-level 
or  majoi  regional  sale,  you  may  have 

to  discount  your  prices  for  such  a 

multi-market  sale  to  the  point  where 

your  over-all  profit  margin  narrows. 
Resides,  you  re  then  in  a  \  ulnerahle 

financial  position.  If  your  big  client 

cancels.  \ou  ve  real!)  not  to  scramble." 
Is  there  a  rhyme  and  reason  to  these 

divergences  in  sales  approaches? 
Th 

e  answer  is  '"\ es. 

SPECIAL  PRE-PUBLICATION    OFFER! 

"32  TELEVISION  TALKS" transcribed  from  the 

BMI  TV  CLINICS -1954 
Combines  the  knowledge  and 

experiences  of  32  TV  leaders 

in  every  phase  of  TV 

programming  and  production 

. . .  factual,  informative  and 

down-to-earth  talks  by  men 
who  have  been  in  the 

industry  from  the  ground  up. 

Published  by  BMI  at  $7  and 

made  available  as  an  industry 

service  at  the  cost  of  transcribing 

and  printing  —  $4.20  post  paid. 

"32  Television  Talks"  is  an  entirely 
fresh  and  Stimulating  report  of  the 
BMI  TV  (Minir  sessions  conducted  in 

New  York.  Chicago  and  l/os  Angeles 

during  l'».~>  I  ...  a  new  and  up-to-date 
book  which  follows  up  "Twenty-Two 
TV  Talks,"  published  in    l°-.>2. 

"How  ti.  d..  it"  i-  the  theme  of  "32  TV 

Talk-."  wiili  complete  data  on  sueh 
vital   topics  as:  film   buying  and  film 

Publication  nf  ",'i2  Television  Talks" 

programming  .  .  .  news  and  special 
events  .  .  .  twists  in  production  .  .  . 
educational  and  commercial  program- 

ming .  .  .  low  cost  production  .  .  .  local 

programming  .  .  .  promotion  and  pub- 
lic relations  .  .  .  ideas  and  imagination 

...  as  well  a*  dozens  of  oilier  essential 
elements   in   TV. 
In  addition  to  the  32  talks,  the  hook 
includes  transcripts  <>f  the  Q\  ESTION 
and   ANSWER  periods  of  the  Clinics. 

will  he  limited.    Order  your  copy   today. 

Broadcast  Music,  Inc. 
589    FIFTH    AVENUE,    NEW    YORK    17,    N.Y. 

NEW  YORK    •    CHICAGO    •    HOLLYWOOD    •    TORONTO    •    MONTREAL 

Syndication  selling  is  motivated  1>\ 

two  industry-wide  pressures: 

1.  The  time  squeeze.  The  difficul- 

ties that  sponsors — and  s\  ndicators — 
run  into  in  clearing  time  slots  for  tv 
film  shows  cover  a  wide  range.  Pure 

Oil,  for  instance,  airs  its  Badge  71  1 

in  32  markets  throughout  the  Midwest 
and  South.  The  film  shows  la  rerun 

of  Dragnet)  are  spotted  in  such  mar- 
ket- as  Chicago.  Cleveland.  Milwaukee, 

Cincinnati,  Norfolk  and  Atlanta. 

Because  the  show  is  a  strong  prop- 

er!) and  Pure  Oil  moved  into  its  time 

slots  early  in  the  game,  the  show7  gets 

<'\t-opening  spots.  No  less  than  100'  I 
ul  the  32  stations  air  the  show  in  slots 
between  7:00  and  10:30  p.m.;  60% 

of  them  air  Badge  somewhere  between 

8:00  and  10:00  p.m. — tv's  peak  view- 

ing hours,  according' to  Nielsen. 
But  clearances  like  this  are  the  ex- 

ception, particularly  on  stations  in  the 
Eastern  U.S.  Network  programing  has 

spilled  over  into  the  10:30-11:00  p.m. 
slots  across  the  board  on  NBC  TV  and 

CBS  J\  in  Eastern  areas  and  runs  as 

early  as  7:00-7:30  p.m.  In  between, 

the  "S.R.O."  sign  is  out.  Even  though 
stations  make  more  money  from  spot- 

placed  syndicated  film  shows,  there's 
often  just  no  time  for  sale. 

"The  question  we're  asked  most  of- 

ten by  major  agencies  when  we're 
pitching  a  show  for  a  multi-market 

sale/'  said  Official's  Herb  Jaffe,  "is 

'what  kind  of  time  slots  can  we  get?' 

I  11  tell  them  '^  nu  can  get  good  slots 

if  \ou  hunt  hard  enough"  but  it's  hard 
to  convince  admen  of  this." 

Result:  S\  ndicators  today  have  to 

take  a  long,  hard  look  at  their  evict- 

ing properties  and  then  decide  just 
how  high  they  can  shoot  with  it. 

"When  producers  are  talking  new 
properties  to  us  or  showing  us  pi  I,  it 
films,  we  can  tell  toda)  with  a  fair 

degree  of  accuracy  just  what  kind  of 

time  slots  a  show  can  command," 
stated  David  Sutton.  MCA-TA   v.p.  in 

charge  of  film  syndication.  "The  best 
ones  will  be  no  problem  to  the  spon- 

sors. Stations  will  manage  to  clear 

slot-  even  in    network  time'  for  them. 
and  we  II  ha\e  no  hesitation  about  sell- 

ing  them  to  multi-market  advertisers. 

Bul    the  shows    below    the   lop   le\el   will 
have  to  be  sold  on  a  local  or  small  re- 

gional basis. 
'*  I  hat  -  win  you'll  see  some  syndi- 

cated -hows  aired  on  networks,  some  in 

big  multi-markel  deals,  some  in  local 
sales  and  some  offered  at  cut  prices  on 
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an)    basis  whatsoever,"  he  concluded. 
2.  The  financial  squeeze:  The  big 

New  York  and  Hollywood  banks  and 
financial  interests  that  loan  money  to 

tv  film  procedures  and  syndicators — 

Chase  National.  Banker's  Trust  and 
Hank  of  America,  to  name  the  leaders 

— also  determine,  in  a  roundabout 

way,  the  direction  of  much  syndicated 
selling. 

In  order  to  launch  a  tv  film  series 

todav,  a  producer  or  syndicator-pro- 
ducer  combine  must  be  able  to  scare 

up.  by  industry  consensus,  at  least 
$300,000  for  a  13-week,  half-hour 

film  series.  The  money  is  borrowed — 
and  must  be  paid  back. 

I!  a  film  seller  has  plenty  of  money 

to  meet  his  notes,  there's  no  great 

problem.  But  if  he's  caught  in  a 
squeeze — and  some  of  the  biggest  firms 
in  the  industry  have  been  so  caught — 
between  his  operating  and/or  produc- 

tion costs  and  slowly  moving  sales  on 

a  new  product,  hell  look  quickly  for 
a  way  to  unload. 

He  will,  in  other  words,  no  longer  be 

able  to  make  a  higher — if  slower — 

profit  in  market-by-market,  station-by- 
station  sales  of  his  films.  He  may  have 
to  ill  make  a  discounted  offer  to  a 

network-level  or  major  regional  adver- 
tiser, or  (2)  start  slashing  prices  at 

the  local  level  or  make  a  tie-in  sale  be- 

tween his  "cold"  property  and  a  "hot" 
property  (as  rum  was  sold  with  scotch 
during  the  last  war). 

This  doesn't  mean  that  all  the  big 
network-level  and  regional  sales  you 
see  todav  in  the  syndicated  film  field 

are  caused  b\  film  men  who  are  dump- 
ing their  products  in  a  hurry.  Most 

are  high-level,  profit-making  sales. 

But  some  of  the  "big"  sales  in  recent 
months  have  operated  on  paper-thin 
profit  margins  in  which  the  syndicator 
heaved  a  sigh  of  relief  to  be  out  from 

under  the  problem      if  only  for  a  sin- 

gle season. 
"You  have  to  have  a  strong  property 

thai  will  command  good  time  slots — 

and  sponsors — in  all  major  cities  to 

even  make  back  the  original  'nut"  on 
a  tv  film  series  today,"  is  how  a  CBS 
TV  Film  Sales  executive.  \\  alter  Scan- 

Ion,  summed  it  up.  Added  the  film 

man.  "You  can  make  more  mone\  in 

tbi'  long  run  from  straight  syndication, 
but  you  can  also  sink  before  you  get 

your  investment  back  in  local  sales 

today."  *  *  * 

JVEW  FILMS':  "no  stewotypes" 
If  the  swidicated  tv  industry  were  to 

film  its  own  story,  it  would  look  some- 
thing like  a  speeded-up  motion  picture 

about  the  rise  of  the  Hollywood  the- 
atrical film  industry. 

Tv  filming  had  its  initial  burst  of 

programs  in  which  the  tv  audience — 
and  sponsors — ate  up  practically  any- 

thing that  came  along.  Then,  in  the 

past  three  or  four  years,  star  names 
have  developed,  major  Broadway  and 
other  properties  have  been  adapted. 
At  the  same  time,  some  performers 
have  slid  toward  oblivion  and  some 

producers  found  they  just  couldn't make  the  grade. 

Today,  as  the  1955  advertising  sea- 
son begins  to  hit  its  stride,  the  new 

programing  from  syndicators  is  reach- 
ing a  maturity  of  technique  and  plan- 

ning. 

Several  major  trends  are  apparent: 
1.  The  drive  to  upgrade  production. 

There's  been  a  general  upward  trend 

anyway  in  production  budgets — in  the 
neighborhood  of  10%  for  the  indus- 

try on  the  average — due  to  union  and 
talent  demands,  and  the  higher  cost  of 
film  raw  materials. 

But  producers  and  syndicator-pro- 
ducers  are  spending  more  money  to- 

I 

Now  . .  get  movement  on  your  TV  slides 
for  almost  the  same  cost  as  still  slides. 

h  It's  a  new  trend  inspired  by  Filmack  • 
pioneered  -  stop-  motion  techniques. 

Contact  Filmack  for  all  your  TV  film  problems! 

IO 
FOR 

10  Seconds 
Plu>  Mnall  cost 
of  reproducing 

>our  art. 

SKMt    FOR 
SAMPLE   REEL 

1331   South  Wabash 

Chicago  5,  Illinois FILMACK  STUDIOS 630  Ninth  Avo 
New  York,  N.Y. 

DOGGONE 

SPY  STORIES 

SINCE 

MATA  HARI 

And  CESAR  ROMERO  stars  in  them 

as  Steve  McQuinn,  globe-trotting 
diplomatic  courier.  The  people  you 

want  to  reach  will  follow  Romero  .  .  . 

into  a  strange  adventure  which 

starts  in  a  Budapest  prison  .  .  . 

on  the  trail  of  a  missing  scientist  in 

Tangier  .  .  . 

through  a  near  uprising  in 
Casablanca  .  .  . 

on  a  rescue  mission  in  Ankara  .  .  . 

as  he  risks  his  life  for  a  lady  in 
Madrid  .  .  . 

even  to  the  inner  chambers  of  the 

fabulous  Scotland  Yard. 

What  a  show!  What  a  star!  What  a 

sure-fire  selling  vehicle!  Better 

reserve  your  market  .  .  .  now! 

CESAR    ROMERO,  starring  in  .  .  . 

ABC    FILM 

SYNDICATION,   INC. 

7  West  66th  St.,  N.  Y. 

CHICAGO  •  ATLANTA  .   HOLLYWOOD  •   DALLAS 
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VTHI-TV    Channel    10 

is     the     ONLY     station 

with  complete  coverage 

of  the   Greater 

Wabash  Valley 

•  One  of  the  Mid-west*! 
most  prosperous  indus- 

trial and  agricultural 
markets 

•  $714,500,000    Retail 

Sales    in    year    '53-'54 
•  Blanketed   ONLY   by 

WTHI-TV«  316,000 
watt    signal 

•  227,000   Homes 
<147J)00  TV  homes) 

118,000 
UNDUPLICATED 

WTHI-CBS 
TV  HOMES! 

WTHI-TV 
CHANNEL   10 

TERRE  HAUTE,  IND. 

316,000   "S'atts 

Regimented    nationally 

Thr  Balling  Co. 
Sett    >  or  A.  A   Chicago 

da\  than  ever  before  for  present  pro- 

duction.   Here  are  -  examples: 

•  Xiv    ha?    put    a    weeklj    shooting 

budget   ■  0   "ii   the  new    Eddie 

Cantor  syndicated  series,  and  is  seek- 
ing the  top  star  names  and  variety  acts 

tor  appearances.    The  production  bud- 
_  -  on  other  Zi\  shows  have  been 

upped  as  well,  although  price?  of  ex- 
isting shows  <I  Led  Three  Lives.  Cor- 

inker.  Favorite  Stor\.  etc.)  are 

remaining  relatneh    constant. 

•  Screen  Gems'  productions  are  all 

in  the  "quality"  class  today.  \  >oon- 
to-he-launched  Screen  Gems  show. 

}  on  Can't  Take  It  If  ith  }  on.  based  on 
the  Broadway  play,  will  he  budgeted  at 

up  to  $50,000  weeklj .  Father  Knows 

Best,  which  Kent  Cigarette-  is  exiting 

on  CBS  TV,  costs  Screen  '.ems  up  to 

$40,    weekly. 

•  Guild's  highl)  successful  Liberace 
series    will    have    its    production    level 

-led  this  spring.  "We'll  even  give 
Liberace  a  solid  gold  candelabra  if  it 

looks  like  it'll  make  the  show  better."' 
a  Guild  official  stated.  Guild  is  in<  reas- 

ing  the  size  of  the  or<  hestra  mi  the 

show,  staging  fancier  musical  produc- 
tion numbers  and  is  seeking  further 

for  more  elaborate  orchestration-.  \ew 

budget:  over  $40,   '  weekly. 

•  I  he  •  <>-t  rise  isn't  confined  to  just 
the  top  syndicated  product.  Some  of 

the  medium-budget  -hows  are  boosting 

a?  well.  A  good  example:  Hal  Roa<  h  - 
Passport  to  Danger,  syndicated 

through  ABC  TV.    Last  \ear  the  show 

-  under  ̂ 20.000  weekly.  This  sea- 
son the  cost  has  gone  up  to  nearlv 

S25,000. 

2.  The  drive  for  new  audiences:  A 

quick  scanning  of  any  of  the  standard 
reference  books  for  svndicated  t\  films, 

such  as  the  SRD>  Films  for  Television. 

will  show  you  that  there's  hundreds  of 
dicated  film  series  available.  Man) 

are  so  much  alike  that  the  scripts,  cos- 
tumes, settings  and  even  actors  are 

\  irtually  interchangeable. 

\-  a  result  of  this  overabundance  of 

"look-alikes."  many  syndicators  are 

making  everv  attempt  to  find  I  1  '  new 

types  of  programing  that  will  appeal 
to  the  same  audiences,  and  i2i  new 

-how-  that  will  bring  new  audi< 

or  be  right  for  slotting  in  new  time 

period-. 
Here    are    some    highlights    ol    tln- 

h : 

•  Official  Films  i-  staking  much  of 

it-  hopes  t"i  new  1955  programing  on 

two  program  types  it  i-  developing 

rapidl)     daytime  shows  and  costumed 

Nation's  Largest  Production 
Centers  for  Quality ... 

TV  FILMS 

SLIDE  FILMS 

SALES  TRAINING  FILMS 

INDUSTRIAL  FILMS 
FEATURE  FILMS 
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TOP  TWO... 
CBS  IN  COLUMBUS,  GA, 

WRBL  RADIO 
5-KW 

(NCS    1952— 40- 100  '<  ) 
Population      418.600 

E.  B.  Income  (000)  §519,137 

Retail   Sale,    (000)    §257.776 

WRBL-TV 
channel  4 

(Pul?e  Area  Survej   Nov.  °.">1) 
Population     737.910 
E.  B.  Income  (000)  8785.909 

Retail  Sales  (000)  8442,308 

Source  5.1/  May  1954 
"%te 

MP/O 
AM  FM 

COL  UMBOS,  GEOZ&M 

'(%nuufr 

CALL    -HOLL/NG-3E72Y 

CJJentlal 
Co veraye 1 

UNDUPLICATED! 

WWOR-TV,  CH 

serves  and  sells 

14 

Now,  *  Over  76,000  UHF  sets 
Receive  the  Best  Picture  on 

Worcester  County's  Only 
TELEVISION  STATION! 

•Based    on    Pulse,    Inc.,    Survey,    Dec,    1955 

see  PAUL  H.  RAYMER  CO. 

WW©  HUT  V 
1ST  STATION  IN  NEW  ENGLAND'S  NO.  3  MAIKET 

ABC  —  DUMONT 

7  FEBRUARY   1955 

melodramas.  In  the  first  of  these  areas, 

Ofli<  ial  is  launching  Juliet  Jones,  an 

'  across-the-board  daytime  soap  opera 

!  based  on  the  syndicated  comic  -trip  of 
!  the  same  name.  Budget:  SI 5,000  week- 
Is  about  >(>.000  more  than  the  aver- 

age live  network  soap  opera.  "This  is 

I  one  kind  of  show  that  doesn't  exi-t  in 
quantity  and  which  stations  can't  du- 

plicate locally,"  said  Official's  Herb 
Jaffe.  The  syndicator  will  also  have 

no  less  than  three  new  made-in-Europe 
costume  series  —  Robin  Hood,  Three 
Musketeers  and  Scarlet  Pimpernel. 

"You've  got  private  eyes,  cop-.  West- 
ern heroes,  international  adventurers 

aplenty  today."  Jaffe  explained,  "but 
who's  got  historical  adventure?"  Of- 

ficial expects  to  launch  a  twin  trend 
with  its  soap  opera  and  adventure 

show-. 
•  Ziv  is  planning  to  launch  a  pro- 

gram series  shortly  aimed  at  the  mil- 
lions of  Americans  who  dote  on  sci- 

ence fiction.  In  conjunction  with  Ivan 
Tors.  Ziv  will  soon  start  Hollywood 

production  on  ScientiFiction  Theatre, 
with  a  high  production  budget.  Tales 

of  Tomorrow  is  currently  being  syn- 
dicated on  a  re-run  basis  (via  kine- 

scopes I  by  an  independent  distributor. 
Tee  Vee  Co.,  but  Ziv  will  have  the  field 

pretty  much  to  itself  with  this  brand  of 

adult  '"space"  entertainment.  More 
may  soon  be  on  the  way. 

•  TPA  may  be  the  first  s\  ndicator 
to  offer  the  Sahara  sands  instead  of 

prairies  as  the  locale  of  an  outdoor  ad- 
venture series.  Due  to  start  shortly 

on  NBC  TV  1 60  stations)  is  Captain 
Gallant  of  the  Foreign  Legion,  for 

Heinz,  with  TPA  syndicating  it  as  well 

in  non-Heinz  markets.  Independent 
producer  Ed  Gruskin  will  soon  join  in 

with  Pepe  le  Moko  '  remember  Charles 
Boyer  in  Algiers?  I,  a  series  to  be  shot 
in  North  Africa  and  syndicated 

through  I  M&M.  Errol  Flynn  is  ex- 
pected soon  to  turn  tv  film  star  and 

appear  in  a  series  called  March  or  Die 

I  the  Foreign  Legion  again  i  to  be  syn- 
dicated through  CBS  TV. 

•  Major  Television  Productions,  a 
distributor  of  feature  and  religious 

films,  recently  announced  that  it  would 
seek  a  specialized  audience  through 

syndication:  the  well-educated  class. 
Soon  to  be  launched  in  syndication 
will  be  a  half-hour  series  called  En- 

chanted Music,  a  pot  pourri  of  opera, 

s\  mphony  and  ballet.  Also  due  from 

Major  this  year:  a  quarter-hour  series 
of  piano  class*  -.  called  Music  for 
Millions:  a  series  of  half-hour  political 

HOW  TO 

TURN  A 

"HOT" 

INTO 

COLD  CASH: 

BUY   CESAR   ROMERO... 

always  a  big  name  — now  even  bigger! 

(Current  top-budget  motion  pictures,  plus 

high-rated  tv  appearances  prove  it) 

IN   PASSPORT  TO   DANGER... 

a  high-tension  series  of  world-wide 

adventure . 

TO  SELL  YOUR   PRODUCT 

to  his  vast  ready-made  audience!  Other 

top  advertisers  are  selling  their  products 

with  this  show.  Why  don't  you? 

CESAR    ROMERO,    starring  in... 

TO 

DANGER 

CHICAGO 

ABC    FILM 

SYNDICATION,    INC. 
7  West  66th  St.,  N.  Y. 

•  ATLANTA  .  HOLLYWOOD   ■   DALLAS 
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T.  WASHINGTON  TV 

"Best  darn  salesman  I've  ever  seen!' 

Talk  about  a  good  salesman!  Mt. 

Washington  TV  makes  the  calls  — 
plenty  of  them.  Its  territory  is  most 
of  Maine,  New  Hampshire  and  Ver- 

mont which  it  covers  at  about  half 
the  cost  of  any  other  three  TV  stations 

in  the  area  combined.  The  sponsors  of 
Jack  Benny,  The  Lone  Ranger  and 
Person  to  Person  are  among  over  80 
national  advertisers  who  have  put  their 
money  on  one  of  the  best  salesmen  in 
the  business  —  Mt.  Washington  TV. 

CBS-ABC WMTW Channel  8 

John  H.  Norton,  Jr.,  Vice  Pro.,  and  General  Manager         REPRESENTED  NATIONALLY  BY  HARRINGTON, 
 RIGHTIR  A  PARSONS,  Inc. 
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documentaries  called  The  World  s 

Powder  Kegs  in  a  style  somewhat  like 

the  March  of  Time;  and  a  series  of 

fairv  tales  set  to  music.  •  •  * 

COLOR:   "u-atvhiul   waiting" 
The  rush  into  syndicated  color  films. 

anticipated  last  year  at  this  time, 

hasn't  materialized. 
1.  Producing:  Only  a  handful  of 

firms  are  regularl)  producing  color 
films  for  syndication  on  a  speculative 
basis.  These  include  two  of  the  indus- 

try leaders  —  Ziv  and  Guild  —  and  a 
number  of  the  smaller  independents, 
such  as  Sheldon  Reynolds,  Award 

Television,  George  Bagnall,  United 
Producers-Distributors,  Lakeside  and 

Mode-Art.  Ziv  films  every  one  of  its 
shows  in  color. 

******** 
"Let  us  turn  our  backs  on  the  prophets 
of  doom — let  us  he  self -confident  real- 

ists. We  will  have  readjustments  or 
dips  in  business  from  time  to  time  over 
the  years,  but  we  need  not  have  a  dev- 

astating depression  if  we  guard  against 
being  paralyzed  by  fear.  Since  free- 

dom and  confidence  are  essential  part- 
ners in  progress,  we  must  be  certain 

that  we  sustain  our  confidence  as  indi- 

viduals   and    as    a    nation.*9 
ROGER   M.   KYES 

Vice  President 
General  Motors 

Detroit 

******** 

2.  Testing:  Another  small  group 

has  shot  some  syndicated  films  in  col- 

or, but  aren't  active  in  color  produc- 
tion at  the  moment.  Screen  Gems 

turned  out  a  series  of  Ford  Theatre 

films  (aired  on  NBC  TV  but  also  syn- 
dicated) in  color.  Now,  Screen  Gems 

V.p.  Ralph  Cohn  says  "we  will  do 
nothing  on  speculation."  Part  of  the 
Gene  Autry  production  (syndicated  by 
CBS  TV)  has  been  in  color,  but  fu- 

ture plans,  according  to  producer  Ar- 

mand  Schaefer,  are  "indefinite."  Two 
of  the  MPTV  properties  now  handled 

by  UM&M— Duffy's  Tavern  and  Jun- 
ior Science — are  in  color,  but  the  oth- 

ers are  continuing  in  black-and-white. 
3.  Waiting:  Most  producers  and 

s\  ndicators  are  following  color  devel- 

opments closely  but  aren't  doing  am 
more  than  organizing  their  color  plans. 

This  group  includes  MCA-TV,  TPA, 
NBC  Film  Division,  ABC  Film  Syndi- 

cation, Official.  CBS  TV  Film  Sales. 

Typical  comment:  "We'll  be  ready 
when  the  color  receivers  are  there. 

Meanwhile  —  black-and-white,"  said 
David  Sutton,  v.p.  in  charge  of  MCA 
TV  syndication. 

The    principal    roadblock    to    syndi- 

cated color  production  is  no  longer  a 

question  of  "what  film  stork  is  best? 
or  "how  do  we  dress  a  set  properly 

for  color  filming?"  It's  a  matter  of 
the  scarcity  of  color  receivers  and  the 
-low  rate  of  installation  of  color  film 

projection  gear  by  local  stations. 

A  year-end  checkup  1>\  SPONSOR 
(see  27  December.  1954  issue,  p.  91) 

showed  thai  less  than  18.000  color  re- 
ceivers were  manufactured  in  the  first 

10  months  of  last  year,  and  that  onlj 
300.000  (enough  for  about  one  in  ten 
t\  homes  I  will  be  made  in  1955.  A 

sponsor  survey  of  stations  showed  too 

that  while  more  than  50%  of  station- 
are  now  geared  to  telecast  network 
color  only  about  30%  will  have  local 

color  film  equipment  by  the  end  of  55. 

Speculative  color  filming  in  the  syn- 
dicated field  is  generally  treated  as  a 

long-range  investment,  not  a  present 

commercial  reality.  Ziv's  John  Sinn, 
for  instance,  told  sponsor  that  the  firm 

had  invested  "more  than  $4  million" 
in  its  post-1949  color  production  and 

that  "it  may  take  quite  a  while  to  re- 
cover all  of  the  color  costs  but  we 

know  we  will  eventually." 
Color  is  also  a  luxury  investment. 

Guild's  Reub  Kaufman,  who  has  shot 
a  series  of  13  Liberace  shows  in  color, 

says  that  "to  film  the  same  show  in  col- 
or, with  no  substantial  variations  from 

black-and-white  production,  adds  any- 
where from  20  to  30%  on  top  of  pro- 

duction budgets." 
In  the  competitive  syndication  field 

— where  costs  must  often  be  held  to 

a  rock-bottom  minimum — this  differ- 
ential can  seldom  be  passed  along  to 

the  bu\er  today.  Few  syndicators  are 
willing  to  try . 

The  generally  cautious  attitude  of 

syndicators  toward  color  production  is 
also  traceable  to  the  mixed  successes 

of  the  few  color  film  operations  to  date. 
Last  fall,  for  instance.  Ford  decided 

to  pay  Screen  Gems  to  switch  produc- 
tion on  Ford  Theatre  into  color.  Costs 

immediately  went  up  about  20%,  most- 
ly for  color  film  stock  and  processing. 

The  original  plan  was  to  have  25,000 
RCA  color  sets  installed  in  Ford  show- 

rooms on  which  invited  guests  would 

see  Theatre  and  the  Ford-sponsored 

"spectaculars"  on  NBC  TV. 

"The  sets,"  a  Screen  Gems  official 

explained,  "just  never  materialized  in 
the  quantity  expected.  After  eight 
films  in  color,  Ford  decided  to  drop 
color  filming  with  the  14th  show,  and 
not  to  resume  until  a  color  audience 

was  there."  *  *  * 

ANOTHER  CITY 

HEARD  FROM... 

"RACKET  SQUAD" 

IS  #1  AGAIN! 
Yes,  in  city  after  city,  Telepulse  rates 

Racket  Squad  as  the  #1  film  show. 

Look: 

ATLANTA 
#1,  with  29.6 

CHICAGO #1  after  3  weeks 

DETROIT #1.  with  23.5 

WASHINGTON    =  1    after  one  month 

No  wonder  this  record-busting  show 

boasts  90%  renewals  after  only  9 

months  in  syndication!  First  run  still 

available  in  many  top  markets.  Come 

on  in  fast,  the  selling's  fine! 

RAQ^CET^ SQUAD 

ABC    FILM 

SYNDICATION,   INC. 
7  West  66th  St.,  N.  Y. 

CHICAGO    •    ATLANTA   •   HOLLYWOOD    ■    DALLAS 

7  FEBRUARY  1955 
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THE  BIGGEST  STEP  IN  TELEVISION 



At  9:00  P.M.  on  December  18th  a  little 

toy  soldier  stepped  in  front  of  a  TV  camera. 

Ninety  minutes  later  he  walked  off  . . .  and 

"Babes  in  Toyland"  had  become  the  number 

one-rated  program.* 

A  Max  Liebman  color  Spectacular,  "Toyland" 
was  seen  in  over  14,500,000  homes  with 

a  rating  of  50.5. 

Our  toy  soldier  was  joined  in  the 

Nielsen  Top  Ten  by  "Dateline",  a 

Producers'  Showcase  Spectacular. 

Thus  far  this  season  eleven  Spectaculars  have 

appeared  on  NBC.  Here  is  the  record. 

•  Eight  of  the  eleven  won  Nielsen  Top  Ten 

rating  honors 

•  Average  rating  —  40.3 

•  An  average  of  more  than  11,400,000  homes 

reached  by  each  Spectacular 

In  addition  to  "Babes  in  Toyland"  and 

"Dateline,"  four  other  NBC  programs  were  in 
the  Top  Ten,  bringing  the  total  to  six  for 

the  latest  Report.  That's  twice  as  many  as  the 
|  second  network.  Such  program  leadership 

[  as  this  over  the  last  fourteen  weeks  has  enabled 
NBC  evening  shows  to  deliver  an  average  of 

I 
576,000  more  homes  than  the  next  network. 

All  of  which  puts  our  advertisers  a  big 

step  ahead,  too. 

NBC  PROGRAMS HOMES 

IN  THE  TOP  TEN RATING REACHED 

Babes  in  Toyland 50.5 14,569,000 
Dragnet 

44.1 12,824,000 
Buick-Berle  Show 

42.0 
12,243,000 

Groucho  Marx  — 
Yon  Bet  Your  Life 41.1 12,063,000 
Martha  Raye  Show 40.4 11,655,000 

Dateline 
40.3 

11,506,000 

Exciting  things  are  happening  on 

TELEVISION 

a  service  of 

*Nielsen  second  1)<  r,  mher  Report.  All  data  verified  l>u  A.  C.  Nielsen  Co. 



They  sold  10  busses  in  24  hours 

Want  proof  of  radio's  continuing  wallop?  Ask  the  Seattle 
Transit  System.  They  released  ten  "million  mile"  busses 
to  Radio  KING'S  disc  jockeys.  Within  24  hours,  all  ten  busses 

were  snapped  up  by  KING's  eager  listeners.  At  $200  a  clip. 

The  buyers  used  good  judgment,  too.  One  family  bought 
a  beach  bungalow  for  beautiful  Puget  Sound.  A  second  bus  will 
blossom  into  a  backyard  hot  house.  And  a  neighborhood 
church  bought  three  busses  to  start  a  new  Bible  school. 

lust  prows  what  radio  can  do  these  days  .  .  .  even  if  Radio 

K  IV  i  is  an  exception.  By  exception,  we  mean  results  on 

KING  are  always  exceptional.  KING'S  men  can  sell  anything 
They  make  minor  miracles  look  easy. 

Got  a  tough  selling  problem  in  the  booming  Seattle 

market?  Get  in  touch  with  KING.  It's  the  station  with  the 
Sunday  punch  that  works  all  through  the  week. 

50,000  Watts ABC    Blair,  Inc. 

FIRST    IN    SEATTLE 

Radio  KING 



iVew  developments  on  Si*OJ%SOR  stories 

SPONSOR   \isits   five   U.S.   agencies 

6  September  1954,   page   30 

20  September  193-4,  page  37 

Slll)jCt*t:       Radio-tv    operations     in    small    and 
medium-sized     advertising    agencies 

Despite  the  trend  toward  agency  mergers  to  adequately  service 

radio  and  t\  advertising,  Edward  L.  Bernays,  public  relations  coun- 
sel, feels  advantages  of  bigness  in  agencies  are  overrated. 

"Bigness,"  he  asserted  recently,  "is  equated  with  success  in  the 

American  mind  and  becomes  an  agency's  most  powerful  sales  point." 
This  automatic  assumption  is  detrimental  to  a  whole  segment  of 
American   business  and  professional  services,   Bernays  said. 

Bernavs  described  problems  facing  small-  and  medium-sized  ad 
agencies  and  recommended  solutions  to  them  when  he  addressed  the 
fourth  annual  dinner  of  the  League  of  Advertising  Agencies,  held 

at  New  York's  Advertising  Club  late  last  month. 
One  "negative  element"  which  smaller  agencies  suffer  from,  he 

said,  is  the  altitude  that  "it  is  economically  impossible  for  an  ad- 
vertising agency  doing  less  than  $10  million  to  employ  specialists 

in  tv  and  radio  production.  ..."  I  In  discussing  the  situation  with 
SPONSOR,  Bernays  said:  "Yet,  the  accounts  which  spend  less  than 
$100,000  a  year  need  specialists  even  more  than  the  larger  corpora- 

tions because  they're  not  equipped  to  handle  these  activities  through 
their  own  advertising  departments.") 

In  order  that  smaller  agencies  could  offer  advertisers  specialized 
skills  in  fields  such  as  tv  and  radio.  Bernays  suggested  that  the 

League  set  up  a  central  registry  of  free-lance  specialized  services  to 
which  members  could  turn  when  necessary  to  seek  outside  aid. 

Bernays  praised  the  League's  members  (agencies  range  in  size 
from  one  with  a  half-dozen  employees  to  one  with  several  hundred) 

for  maintaining  a  personal,  immediate  approach  to  a  client's  prob- 
lems and  products,  an  approach  which,  he  declared,  often  was  lack- 

ing in  large  organizations.  He  deplored  bureaucratic  tendencies  be- 

coming more  evident  in  business,  saying,  "When  this  happens  the 

function  becomes  more  important  than  the  man."  *•*-*■ 

SOCJ  Weekend  radio:   Are  you   missing  a 

good  bet? 

I.SSHC:  14  June   1934,  page  36 

Slllljeot:  More  and  more  sponsors  are  find- 
ing that  weekend  radio  is  a  good 

advertising    opportunity 

When  CKWX,  Vancouver,  Canada,  totaled  up  its  books  for  1954, 
it  found  business  up  considerably  over  1953.  Analyzing  the  reasons 

for  the  business  upsurge,  the  station's  accountants  found  one  of  the 
major  factors  was  a  large  sale  of  "weekend  packages." 

Macintosh  MacDonald.  planning  &  research  director  for  the  sta- 

tion, told  sponsor  the  packages  consist  of  10,  20  or  25  announce- 
ments broadcast  Saturdays   and   Sundays. 

"As  a  result  of  these  special  inducements  at  a  very  slight  dis- 
count off  the  card  rate,  we  were  able  not  only  to  substantially  in- 

crease the  station's  revenue  but  got  very  wonderful  results  for  old 
advertisers  and  attracted  a  lot  of  worthwhile  new  advertisers  as  well. 

"On  just  one  of  these  weekend  packages,"  MacDonald  disclosed. 
"Johnston  Motor  Co..  a  Vancouver  Plymouth  dealer,  sold  35  new 
cars  in  five  da\s  without  any  other  advertising.  And — to  use  the 

advertisers  own  words — it  'built  up  a  wonderful  list  of  prospects'." 
CKWX,  says  MacDonald,  sees  a  substantial  increase  in  weekend 

radio  advertisers  this  year.  *  *  * 

LEADS  IN  COST  PER  1000* 
SETS  EVERY  MINUTE  IN 

EVERY  DAY! 

Here's  the 

COMPANY You'll  Keep 

DRAN0 

D0LCIN 
CARDUI 

EX   LAX WINDEX 

SOFSKIN 
GULF  OIL BIONETIC 
SKINTONE 
STANBACK 
SSS   TONIC 

CANADA  DRY 
TURTLE  WAX 
SINCLAIR  OIL 
DIP  'N  RINSE 

SCHLITZ  BEER 
GEORGE'S    OIL 
HOLSUM  BREAD 
HALO  SHAMPOO 
LIFE   MAGAZINE 
BAYER  ASPIRIN 
APEX   PRODUCTS M-G-M  PICTURES 

CIRCUS  PEANUTS 
IDEAL   DOG   FOOD 
TENDERLEAF    TEA 

LINCOLN-MERCURY 
FAIR  MAID  BREAD 
BRANIFF   AIRWAYS 
UNITED  GAS  CORP 

BLACKBURN    SYRUP 
BULL-0FTHE-W00DS 
VIVIANO  SPAGHETTI 
PARSON'S   AMMONIA 
POWERHOUSE   CANDY 
RAYCO   SEAT  COVERS 
SHULT0N    OLE   SPICE 
MANISCHEWITZ   WINE 
VIRGINIA   DARE   WINE 
WILDR00T  CREAM  OIL 
ROBERT   HALL   CLOTHES 
CRUSTENE    SHORTENING 
LADIES'   HOME   JOURNAL 
B.C.    HEADACHE   POWDER 
GREEN   SPOT   ORANGEADE 
BONNIE   BELL   COSMETICS 
ROYAL   CROWN   PRODUCTS 
SATURDAY    EVENING   POST 
WAGNER'S    ORANGE    JULIP 
RADIO   TELEVISION   SCHOOL 
WISHBONE   SALAD   DRESSING 
RESERVE    LIFE    INSURANCE 
ITALIAN   SWISS   COLONY   WINE 
UNCLE   BENS   CONVERTED   RICE 
HERBERT  TAREYT0N  CIGARETTES 

Write-  Phone  -  or  Wire 

Forjoe  &  Co.  •  Nat'l  Rep. 

DAVE    MORRIS    at    KE-2581 

7  FEBRUARY   1955 
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f.     Veie  \(<ff ioii.v  on  ulr 

CITY  4  8TATE 
CALL  CHANNEL 

LETTERS  NO. 
ON-AIR DATE 

ERP  <kw)# 

Visual 

Antenna 

(ft)*" 

NET 
AFFILIATION 

STNS. 

ON  AIR 

SETS  IN MARKETt 
(0001 PERMITEE   «.    MANAGER 

ntr 

JEFFERSON    CITY,    Mo. 
KRCG 

13 
13  Feb. 104  660 

CBS 

LEXINGTON,   Ky. 

PASCO,  Wash. 

WLEX-TV         18 

KEPR-TV         19 

1  Mar.- 

1  Jan. 

1  630 

WLAP-TV^ 

10  910        ABC,  CBDS, 

Du  M,  NBC* 

KIFA        Jefferson    Television    Co.  Hma-Bliir 
r,r/*        (Mrs.)     Betty    G.     Handy, 

pres.    &    gen.    mgr. Leonore    R.    Goshorn,    v. p. 

Russell   L.   Rose,  sec.-tres. 
(Applicant  Identified  with ownership      of      KWOS. 

Jeflerson   City,   and   Jef- 
ferson      City       Capital 

News     and     Post     Trib- 

une.) 

mca         WLEX-TV.    Inc.  Forjee 
r,r**        J.    D.    Gay   Jr..    pres. 

H.  Guthrie  Bell.  sec. -tres. W.    B.    Gess.   v.p. 

NFA        Cascade    Bcstg     Co.  Weed  Tv 

'^r  A.    W.    Talbot,    pres. 

Thomas   S.    Bostic.    v.p. 
Frank    E.    Mitchell,   v.p. 

ff.    IMew  construction  permits* 

CITY  &  »TATE 

HILO,    Hawaii 

JONESBORO,    Ark. 

WAILUKU,    Hawaii 

CALL  CHANNEL 
LETTERS  NO. 

DATE  OF 

GRANT 
NET AFFILIATION ERP  (kw)' 

Visual 
Antenna 

(ft)*" 

STATIONS 
ON  AIR 

SETS  IN 
MARKETt 

1000) PERMITEE   &    MANAGER 

9- 

KBTM-TV  8 

3« 

19  Jon. 

12  Jan. 

19  Jan. 

ABC,  CBS 300 

12  200 

ABC,  CBS';      l'/j        5,960 

RADIt 

RIP1 

KIFA        Hawaiian    Bcstg.    System  Free  & r,r*^        J.    Howard   Worrall,   pres.  Peters 

C.     Richard     Evans,    v.p.- 

KIFA         Regional    Bcstg.    Co. 

r,r**        Harold    E.    King   & 

Helen    W.    King,    partners 

KIFA         Hawaiian    Bcstg.    System  Free  & J.    Howard    Worrall.    pres.  Peters 

C.     Richard     Evans,    v.p.- 

gen.    mgr. 

III.     Y«*ir   applied! ions 

CITY    &    STATE CHANNEL NO. DATE FILED 
ERP    (kw)" 

Visual 
Antenna 

(ft)"* 

ESTIMATED 

COST 

ESTIMATED 

1ST    YEAR 
OP.     EXPENSE 

TV    STATIONS 
IN    MARKET 

APPLICANT 
AM 

AFFILIATE 

WALLA    WALLA,    Wash.  5"  12  Jan. 

WALLA    WALLA,    Wash.  8^  20  Jc 

l'/i 

WATERTOWN,  S.   D. 13  Jan. 

100 

1,272  $136,626        $    31,200 

6  $   42,405        $    25,000 

278  $345,137        $185,500 

KHQ.    Inc. 
Richard   O.    Dunning. 

pres. 

William    B.    Hyde.    see. 
Milton    O.    Fltsch.    tres. 

Walla    Walla   Tv   Co. 
Thomas   C.    Bostic.    pres. 

J.    B.    Watkinson.   v.p. 
Frank    E.    Mitchell,    sec. 

tres. 

Tri-City    Television    Corp.      KWAT 

F.    L.     Bramble,    chmn. 
Jn'in    W.     Erhstrom.    pres. 
Alan   L.   Austin,   sec. 
Robert    D.    Lusk.    v.p. 
Ross   E.    Case.   v.p. 

U.S.     stations     on    air,     incl. 
Honolulu  and   tlaska  (31  Jan. 

'55) 

127 

2."» 

UUA     0  \j  U  II  1 

Post-freeze  c.p.'s  granted  (ex- 
chilling  34  educational  grants; 

26  Jan.  '55) Grantees  on  air 

L 

.1861 

319 

Tv    sets    in    U.    S.     (1    Dei . 

'54)           .?2.*>»r;.noo§ 

Markets  covered I                                                    tt.V',,5 

•Both  new  c.p.'a  and  nations  going  on  the  air  listed  here  are.  those  which  occurred  between 
10  Jan  and  ::l  Jan  or  on  which  Information  could  be  obtained  In  thai  perl  I,  Stations  are 

considered  to  be  on  the  air  when  commercial  operation  starts.  "KfTe^ltre  radiated  power.  Aural 
power  usually  In  one-half  the  visual  power.  •••Antenna  height  above  average  terrain  (not 
above  ground),  tlnformatlon  on  the  number  of  seta  In  markets  where  not  designated  as  being 

from  NBC  Besearch.  consists  of  estimates  from  the  stations  or  reps  and  must  be  deemed  approxi- 
mate. IData  from  NUC  Besearch  and  Planning.  Percentages  based  on  homes  with  sets  and 

homes  In  tv  coverago  areas  arc  considered  approxlm;i  .st  cases,   the   representative  of  a 
radio  station  which  Is  granted  a  c.p.  also  represents  the  new  tv  operation.  Since  at  preaetljne 
It  Is  generally  too  early  to  confirm  tv  representatives  of  most  grantees.  SPONSOR  lists  the 
reps  of   the   radio  stations    In   this  column    (when   a   radio  station   has   been    given    the    tv    grant). 

\1'\      No   fleures    available   at    presstlme   on    sets    In    market, 

'This   number   Includes    grants   to  permltees   who   have   since   surrendered    their  c.  p.'s   or  who  turn 
lind   Hi'  FCC      STesI   patter  went  on   air   2!5  Jan    irj       'Nol   yet   on   air.     'Operates  as 
satellite   of    KIMA  TV,    Yakima,    duplicating    KIMA  TV    programing   which    li  vBC,   CBS 

and  NTiC  programing.     KEBP  T\    and   KIMA    r\  mgle  unit.     To  operate  as 
satellite  i.i.Mr.    I  KGMB   IV    programing   which   Includes    MIC  an  I 

BS  [COMB    11      li       lulu,    duplicating   KfiMB-TV  pro 
LBI  CBS  eratc   a       atcllltc  of  KHQ  TV,   Spo 

i   EKJ    n  i  to   ol    KIMA  TV.    Yakima,   dupll 

KICA  TV    pi   gramlne      Ownership    Identified    with    KIMA-TV,    Yakima,    an. I    KKIIPTV. 
Pa 
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Even  a  line  -Ai^-? 

won't  "blow". . .  on  film! 
Another  good  reason  why  more  and  more  advertisers  are 
switching  to  film !  Then  action  is  rehearsed.  Should  an 

actor  "blow"a  line— or  have  an  accident  like  this— the 
scene  can  be  re-shot.  No  red  faces  I  No  product  kidded  I 

Besides,  it's  easy,  economical,  to  produce  and 
co-ordinate  showings  when  you  USE  EASTMAN  FILM. 

For  complete  information  write  to: 

Motion  Picture  Film  Department 
EASTMAN  KODAK  COMPANY 

Rochester  4,  N.  Y. 

East  Coast  Division 

342  Madison  Avenue 

New  York  1 7,  N.  Y. 

Midwest  Division West  Coast  Division 
1 37  North  Wabash  Avenue  6706  Santa  Monica  Blvd. 

Chicago  2,  Illinois Hollywood  38,  California 

or  W.  J.  GERMAN,  INC 

Professional  Motion  Picture  Films 

Fort  Lee,  N.  J,;  Chicago,  III.;  Holl- 

Be  sure  to  film  your  show  IN  COLOR.  You'll  be  needing  it .  . .  soon. 
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WBZ+WBZA     Boston,  Springfield -51,000  Watts 

KYW    -Philadelphia— 50,000  Watts 

KDKA   -Pittsburgh— 50,000  Watts 

WOWO     Fort  Wayne— 50,000  Watts 

KEX— Portland— 50,000  Watts 

WBZ-TV     Boston— Channel  4 

WPTZ  (TV)— Philadelphia— Channel  3 

KDKA-TV-    Pittsburgh— Channel  2 

KPIX  (TV)    -San  Francisco — Channel  5 

WBC  means  sales  .  .  .  WBC  means  audience  .  .  .  WBC  means  audi- 

ence-action. Because  WBC  stations  have  the  power  and  the  people  who 
know  how  to  use  that  power  to  make  listeners  react.  For  rates  and 

availabilities,  contact  Eldon  Campbell,  WBC  National  Sales  Manager, 

PLaza  1-2700,  New  York. 

WESTINGHOUSE    BROADCASTING    CO.,    INC. 
KPIX  represented  by  The  Katz  Agency,  Inc. 

All  other  WBC  stations  represented  by  Free  &  Peters,  Inc. 

\  J 
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Perfect  balance . . .  of  skilled  operating  technicians,  specially  designed  equipment,  and 

constant  laboratory  research  maintains  Precision  leadership  in  the  field  of  film  processing. 

Electronic  Printing,  for  example,  illustrates  the  results  of  Precision's  continuing  search  for 
improved  ivays  to  serve  leading  producers,  directors,  and  cameramen.  This  important  Maurer 

development  in  the  printing  of  optical  sound  from  magnetic  original  is  installed  at  Precision 

for  kinescope  and  other  recording  direct  to  the  optical  track. 

In  everything  there  is  one  best . . .  in  film  processing,  it's 
recision. 

P  R  E  C ION 
FILM  LABORATORIES,  INC 

21  WEST  46TH  fe    T    R    E     E   T  .  NEW  YORKi        36.  N  Y 

jfi|P% 

A  division  of  J.  A.  Maurer,  Inc. 

74 SPONSOR 



^Nighttime    7    February    1955 

SUNDAY        I  MONDAY 

Pu  Ann  World 

C.nnlBui  IB.1"WH',  _^ 

TV  COMPARAGRAPH  OF  NETWORK  PROGRAMS 

TUESDAY  I  WED NESDAY  THURSDA' 

Nighttime    7    February    1955 
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"Man,  I  remember  when  you  told  me  about  KATV's  transmitter 
being  jost  24  mi  tod   ...  the  same  distance  from 

the  Battery  to  the  Bronx  .     .  but  what's  this  LOOP  business?" 

OOP   to   the LflJ  INGTOli    RA     ■ 

5  with  it." 

KA  l  V    ton.     103,000  sets  in  the  area  as  of 

,  .  .  and  growing  all  tht 

"Are  there  people  a  i 

"806,000  .  .  .  nil  coverage  area,'' 
■ 

$653,091,000      year  ago  ... 

-    buying  income  of  $857^00,000." 

"It's  a  real  erosji  i 

"33rd  in  the  nation,  with  its  population  .  .  ,  a  REAL  COOL  deal 

for  advi  rtisers." 

'•Man,  now  you're  exceedingly  hep!" 

Gel  hep  in  Axkrnii 

BRUCE  B.  COMPTON 

National    Sales    Mgr. 

■ 
AVERY-KNODEL,   INC. National    Rapt 

Channel  7 
Stud^s  in  Pine  Bluff  &  Littlfj  Rock 

John  Fugote,  Monoger 

620  Beech  Street 

Little    Rock.    Arkansas 



^fteservtce^rifrTth^mos^suDScribe 

PULSE    FOR    DEPENDABILITY 

We've  been  yelling  about  this  over  and  over — and 

still  it's  "news ".  Please  note  that  U.S.  Pulse  TV 

uses  a  minimum  sample  of  117,000  interviews 

monthly  for  each  report. 

Minimum  sample 

per  network  program 

is  6,000  completed 

family  interviews! 

Regular  Pulse  subscribers  pay  the  ridiculously  low 

price  of  only  $100  per  month!  For  the  invaluable 

ratings  data,  full  audience  composition,  total 

families,  special  films  section,  etc. — quick  delivery, 

so  you  can  act  fast  on  the  data,  while  the  informa- 

tion is  still  news! 

This  month  throughout  the  U.S.,  117,000  homes  are 

being  interviewed  for  next  month's  "U.S.  Pulse  TV" 

Paytime    7    February    1955  TV  COMPARAGRAPH  OF  NETWORK  PROGRAMS  Daytlme    7     February    1955 
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KOIN-TV 

When  you  buy  a  market  you  want  the  complete 

melon — not  just  a  slice  or  two.  That's  why  adver- 

tisers are  choosing  KOIN-TV,  Portland  Oregon's 

only  VHF  station  .  .  .  Portland's  only  maximum 
power  station. 

The  giant  KOIN-TV  tower,  1530  feet  above 
average  terrain,  plus  maximum  power  of  100,000 
watts  on  Channel  6  blankets  over  35,000  square 

miles  in  the  prosperous  Pacific  Northwest. 

KOIN-TV  delivers  a  consistent  picture  as  far  as 
150  miles  from  Portland  .  .  .  reaching  30  Oregon 

and  Southern  Washington  counties.  No  other 

advertising  buy  in  the  area  can  duplicate  this 

sales  coverage.  Write,  wire  or  phone  us  for 

complete  availabilities. 

KOIN-TV 
PORTLAND,    OREGON 

CHANNEL  6 
Represented  Nationally  by 

CBS  Television  Spot  Sales 

7  FEBRUARY   1955 
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CREDIT   CLOTHING 

SPONSOR:  Union  Clothing  Stores  M.I  NCY:  D 

'   \r-'  -I     HISTORY :       A     retail     credit     clothing, 
store  miner  has  discovered  that  he  can  use  a  radio  show 

to  build  store  traffic  immediately,  lie  sponsored  a  quiz 

program,  in  Spanish,  which  offered  listeners  small  dis- 
counts on  purchases  for  the  correct  answers  instead  of 

prizes.  Three  fire-minute  announcements  at  11  a.m.  on 

Monday,  Wednesday  and  Friday  for  one  week  brought 
1  1<>  customers  into  the  store  with  the  correct  answer. 

The  cost  per  show  was  $8.65  or  a  total  of  $25.95. 

Kl  OR,  San  Antonio PROGRAM:  Announcements 

results 
ml 

TV   and   RADIO 
SPONSOR:  Hill  T\  and  Radio AGENCY:  Direct 

I  VPSULI  I  W  HISTORY:  A  man  who  was  inclined  to 

doit />!  tliat  radio  had  am  listeners  at  night — he's  installed 
more  tv  sets  than  any  other  merchant  in  Hamilton — dis- 

coi-ered  that  nighttime  radio  greatly  increased  his  sales, 

lie  moral  $15,000  in  merchandise  in  a  three-day  period 

following  an  offer  on  a  two-hour  request  slum  .  Announce- 

ments were  made  on  the  8:30-10:30  p.m.  program  that 
lieu  i  loi  I,  radios,  rained  at  $69.95,  would  be  sold  for  $30 

with  the  trade-in  of  any  old  clock.  Two  days  later  115 
clock  radios  had  been  sold  and  at  least  25  customers 

turned  away  because  the  supply  was  exhausted.  Thirty- 

one  ti  sets  were  also  sold  as  a  result  of  the  traffic.    The 

east  uj  each  program   it  as  S22.~>. 
CII.MI..  Hamilton,  Ontario PROGB  \M:  Two-hour 

All  Request  Shau 

HOMES 

SPONSOR:  John  F.  Long,  Home  Builder         AGENCY:  Al  P*, 

'  VPSULE  (  VSE  HISTORY:  Saturation  announcements 
on  five  Phoenix  radio  stations,  along  with  some  tv  and 

newspaper  ads  sold  225  homes  in  six  weeks  for  Buildtr 

John  F.  Long.  The  competition  in  this  area  is  keen,  ast 

great  number  of  housing  projects  are  being  built  simul- 

taneously. John  F.  Long  is  convinced  that  the  radio  cam- 

paign, which  costs  approximately  $4,000  a  month,  plays  a 

large  part  in  popularizing  his  Mary  vale  Terrace  homes. 

The  schedule  is  for  six  months. 

kPIIO.  KOY,  KOOL,  KR1Z.  KR1  X. 

Phoenix,    \ii/ona 

PROGRA1 Announcement! 

REFRIGERATORS 

SPONSOR:  Goodyear  Service  Stores  AGENCY:  Dint* 

CAPSULE  CASE  HISTORY:  Three  Goodyear  Service 

Stores  used  radio  to  announce  the  fact  that  they  acre  giv- 

ing away  turkeys  with  every  purchase  of  a  GE  Refrigera- 

tor. Morning  and  evening  announcements  Mondm 

through  Saturday  in  one  week  cost  $450.  After  all  tht 

turkeys  were  sold  out,  hams  were  given  with  the  refrig- 

erators and  after  all  the  refrigerators  were  gone.  CI 

Ranges  were  pushed.  In  that  week  the  sponsor  took  in 

$26,000  and  believes  much  of  it  was  due  to  the  radio 
announcements. 

W  Mil..  Miami 

PROGRAM:  Gospel  Train  "Cracker  Jim" 

DRY   CLEANERS 
SPONSOR:  Baxter  Careful  AGENCY:  DireJ 

I.aunderers  &  Dry  Cleanei- 

CAPSULE  CASE  HISTORY:  Before  opening  a  new  drive 

in  laundry  and  dry  cleaning  store,  the  company  arranged 

for  radio  announcements.  Lewis  A.  Sperry,  Division  Man- 

ager of  the  Company,  reports:  "/  have  never  before  heard 
the  response  we  got  from  that  advertising.  Over  50  pea 

pie  mentioned  to  us  that  they  heard  the  advertising  on 

If  KBZ  and  many  of  them  said  they  brought  work  in  to 

try  us  because  of  it.  .  .  .  While  the  number  50  isn't  a 
large  amount,  it  is  significant  to  me  because  I  know  that 

many  others  come  in  who  didn't  mention  the  radio  adveii 
tising.  but  who  must  have  been  influenced  by  it.  We  are 

sure  it  did  help,  heeau.se  out  sales  reports  show  it."  The 
campaign  lasted  nine  days  and  cost  $170. 

WKBZ,  Muskegon,  Mich.  PROGRXM:  Aim. mm,,, 

PUMPS GROCERY  STORE 

SPONSOR:  Fairbanks,  Morsi   &  I  o.       M.l  \<  5  :  The  Buchen  Co. 

CAPSULI    CASI    HISTORY:       At  9  o'clock  the  morning  o) 
a  flood  in  Chicago,  the  company  called  the  station  to  place 

as  many  station  break  announcements  as  possible  i<>  in- 
form the  public  that  sump  pumps,  de-watering  pumps. 

electru  maims  and  emergency  generating  sets  were  avail- 

able. Some  I"  announcements  went  on  the  air — the  first 
at  II  a.m.  and  the  last  ai  10:48  p.m.   On  that  day  alone 

375  sump  pumps   rC  n   pine  jioni    $65  tO  $]  10  inie 

sold  as  ii  dl  iis  every  de-watering  pump  in  stock  at  double 

that  price.  Sales  continue  to  be  made  as  n  result  of  con- 
tacts made  all  that  day 

SPONSOR:   Lewis  Jones  Grocer)  M.I  NCY:  Direcl 

I  \IMII    <  VS1     HISTORY:       This  grocery  launched  a  se\ 

Hes    of    announcements    on    II  I)  Iks    Cuz/.in     \l    Show   M 

June.    It  mis  so  successful  that  by  October  Lewis  Junes 

decided  to  expand  his  advertising,  bought  a  schedule  com 

sisting   of  an   limn    and  20  minutes   of   solid  lime  on  Sal- 
urday  mornings  for  the  Lewis  Jones  Open   House  shoun 

Iftei  the  first  broadcast,  business  rose  $500  above  prei 

vious  Saturdays;  by   the  third  »<•<■/,.  //  mis  up  Sl.lOH. 
Since    June,     reports    Jones.     Ins    over-all    sales     hare    in- 

i  reused   >"',  .   His  Saturday  radio  slum  costs  $60  a 

\\  D  VK,  I  olumbu     Ga 

WGN,  <  hicago PROGR  Wl:  Station  breaks 

PRl  IGR  \M  :    Announcements 
I  a  u  i-  Jones  <  )pen  Hou-e 



It  won't  help  you... if  it's  not  available 
Oft-quoted  high  ratings  frequently  turn  out  to  be  nothing 

but  window  dressing.  .  .  they're  just  not  available  to  YOU. 
So  when  you  shop  for  radio  time  in  Los  Angeles  or  San 

Francisco,  be  sure  you  get  the  real  merchandise . . .  consis- 
tently good  ratings  that  ARE  available  to  do  a  selling  job  for 

YOU  ...  on  KHJ  and  KFRC. 

Compare  specific  ratings  .  .  .  not  averages  ...  of  availabil- 
ities on  KHJ  and  KFRC  against  the  field.  Compare  the  low, 

low  day/night  rates  of  Don  Lee's  key  stations  that  deliver 
these- two  wealthy  markets  at  lower  cost  per  thousand. 

hi  And  remember  ...  audiences  on  KHJ  and  KFRC  are 

tuned  for  thoughtful  listening,  not  just  a  muted  background. 
They  hear  your  message  and  they  respond  .  .  .  with  sales. 

You  might  buy  bigger  ...  at  a  price! . . .  but  you  can't  buy 
better  than  the  low  cost-per-thousand  of  KHJ  Los  Angeles 
and  KFRC  San  Francisco.  Ask  your  Don  Lee  or  H-R  Repre- 

sentative for  specifics. 

Represented  Nationally  by H-R REPRESENTATIVES,  Inc 
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"Solid  as  a  Storer  Station"  is 

a  compliment  applied  only  to  a  station  whose 

solid  foundation  in  the  community  it  serves  is 

exceeded  only  by  solid  selling  on  the  air. 

For  a  sales  campaign  that  is  successful,  satisfactory 

and  solid  —  sell  on  a  Storer  Station. 

STORER   BROADCASTING   COMPANY 
WSPD  •  WSPD-TV 
Toledo,  Ohio 

WJW  •  WXEL-TV 

Cleveland,  Ohio 

KPTV 

Portland,  Ore. 

WBRC  •  WBRC-TV 

Birmingham,  Ala. 

WAGA  •  WAGA-TV 
Atlanta,  Ga. 

WWVA 

Wheeling,  W.  Va- 

WJBK  •  WJBK-TV 
Detroit,  Mich. 
""GBS   -WGBS-TV 

Miami,  Fla. 

NATIONAL  SALES  HEADQUARTERS: 

TOM  HARKER,  V.  P.,  National  Sales  Director  BOB  WOOD,  Midwest  National  Sales  Mgr. 

11 8  E.  57th  St.,  New  York  22,  ELdorado  5-7690     •     230  N.  Michigan  Ave.,  Chicago  1 ,  Franklin  2-6498 



TO  SELL 

JACKSONVILLE 
(and  the  rich  Northeast 

Florida  market . . .) 

WJHP-TV 
Channel  36 

§  §  § 

76,500  UHF  SETS-IN-USE 

§  §  § 

ABC    •    NBC    •    DuMONT 
Television  Networks 

§  §  § 

For  rates,  availabilities,  and  oth- 
er information,  call  Jacksonville 

EX  8-9751  or  New  York  MU 
7-5047. 

§    §    § 

WJHP-TV 
JACKSONVILLE,    FLORIDA 

276,000  watts 
on   Channel   36 

Represented    nationally    by 
John    11.    Perry    Associates 

agency  profile 
Lansing  B.  Lindquist 

Ketchum,  MacLeod  &  Grove,  Pittsburgh,  Pa. 

V.p.  in  charge  of  radio-tv 

Lansing  Lindquist,  Ketchum,  MacLeod  \  Grove's  v.p.  in  charge 
<>l  radio-tv,  sa\s  he  work*  "in  I  lie  wood*.  1>\  Madison  Ave.  stand- 

ards."' To  service  his  air  media  accounts,  Lindquisl  has  to  go  to 
New  York  about  twice  a  month  for  a  couple  ol   days. 

'"It's  a  choice  of  commuting  to  \c\\  Vhk  oi  commuting  to  I'itl-- 
burgh,"  sa\s  lie.  "It  seems  to  management  here  that  it  is  far  more 
important  that  \\c  lie  immediatclv  accessible  to  clients,  to  understand 

their  problems  and  needs,  to  serve  them  on  their  own  ground  as  it H 
a  complete  agency,  not   just  a  branch  office. 

"In  the  second  place,  my  perspective  is  better  here.  1  think,  than 
in  New  York.  We  ma)  not  get  the  information  quite  as  quickly,  but 

we  can  digesl  it  better.  Actually,  I  have  so  main  friends  at  all  the 

networks  who  are  s\  mpathetic  to  my  'in-the-woods'  statu-  that  I 
probabl)  gel  some  fads  on  new  availabilities  and  ideas  as  quickl) 

as  anybody  on  the  Street." 
Lindquist  directs  air  advertising  of  the  agenc\  -  50  or  more  ac- 

couhts,  including  nationals  like  \\  estinghou-e:  regional  air  users 
like  the  Chevrolet  dealers  of  the  Pittsburgh.  Harrisburg,  Baltimore, 

Richmond  and  Buffalo  zones;  Re\mer"s  Blend  la  soil  drink); 
Scaliest :    I'.i  ami    Baking    (  0. 

In  1952,  the  agenc)  boughl  political  convention  coverage  for 

\\  cslintmouse.  "I  would  sa)  the  conventions  were  the  greatest  radio 
and  t\  buj  in  the  historv  of  the  media.  It  had  prestige  value,  ad- 

vertising value   and    an    amazing    cost-per- 1,000." 
Lindquisl  makes  it  a  poinl  to  stud)  all  new  radio  and  i\  develop- 

ments. ""I{ii:lil  now.  were  ac|i\el\  studxin^  color,  particularl)  coloi 
film,  since  mosi  national  spot  and  local  advertisers  will  have  to  be  on 

film  Eoi  a  while,  il  the)  use  color.  \-  Foi  coloi  sets,  I  have  to  pull 

a  Will  Rogers  on  you  all  I  know  i-  wli.it  I  read  in  sponsor.  More 

to  the  point.  1  doubt  that  color  t\   will  be  a  revolution." 
Despite  tin-  growth  ol  i\  activit)  in  hi>  agency,  Lindquisl  has  re- 

mained  a   final  radio   Ian. 

"Part  reason,  1  guess,  is  that  I  mel  m)  w  i I .-  through  radio.  Mr-. 
Lindquisl  was  in  radio  as  traffic  manager  ol  The  turn  Hour.  She 
routed  me  throughout  the  countrj  during  the  wai  years  to  cover  a 

different  spol  each  week  Eoi  The  Irmj  Hour.  I  was  so  impressed 
with  her  knowledge  of  schedules  and  routings  thai  I  decided  to  take 

her  out  of  circulation  as  soon  as  possible."  -*•  +  • 
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"WE  HAVE  THE  FEELING  WE'RE 

BEING  WATCHED!" 

_l_  HIS  is  not  just  our  imagination.  First, 

WD  AY-TV  is  the  only  TV  station  in  Fargo 
...  in  fact,  the  only  station  in  the  whole  of 

this  rich  Red  River  Valley!  The  nearest  sta- 
tion is  50  miles  away  .  .  .  the  next  one,  185! 

Second,  folks  around  here  own  TV  sets. 

In  Fargo,  set  saturation  is  70.5%  ...  20 

miles  out  it's  57%  .  .  .  and  50  miles  out 
it's  33%. 

Third,  WDAY-TV  keeps  those  sets  turned 

on  with  57  audience-proved  local  programs 
and  60  of  the  best  shows  from  NBC  and 

ABC  .  .  .  including  many  live  shows,  both 
network   and   local. 

Yep,  we're  being  watched  all  right  .  .  . 
and  we  love  it !  Get  the  facts  from 

Free  &  Peters. 

WDAY-TV 
FARGO,  N.  D.     •     CHANNEL  6 

Affiliated  with  NBC  •  ABC 

FREF  &  PETERS,  INC.,  Exclusive  National  Representatives 
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a  iorum  on  quest  ions  of  current  interest 

to  air  advertisers  and  their  agencies 

Cun  there  be  peaeeful  co-existence  between 

subscription  ir  ami  eommereial  video 

THE  PICKED  PANEL  ANSWERS 

TOLL  TV  TO  BENEFIT  INDUSTRY 

By  Arthur  Levey 

President,   Skiatron  Electronics  &  Tv 
Carp.,   TV.    1  . 

There  is  no  doubt 

whatever  that 
commercial  and 

subset  iption  tele- 
\isiini  can  and 

will  live  together 

peacefully,  cacli 
functioning  to  the 

nth  e  r's  advan- 

tage, each  per- 
forming  a  vital  service  lor  both  the 
industrv   and  the  public. 

\-  1  see  it  co-existence  is  almost  too 

weak  a  term  for  television's  future 
"new  look."  Commercial  and  toll  tv 

will  be  wedded  together  by  the  strong- 
est bonds  of  economic  necessity.  Thei] 

composite  will  spell  out  a  greater  in- 
dustr)  and.  from  the  point  of  view  of 
entertainment  offered,  a  better  one. 

There  will  be  no  friction  for  these 

reasons: 

1.  Subscription  tv  is  conceived  as  a 

"supplementary"     service    to     regular 
commercial  television,  and  would  give 

it  a  tremendous  and  much-needed  shol 

in  the  arm.  It  will  result  in  better  pro- 

grams, a  wider,  more  satisfied  audi- 
ence and  a  -'Hinder  economic  base  Foi 

the  eniiie  industi  y.  It  due-,  nut  mean 
it  could  not  mean  an  end  to  lo- 

ll, iv  's  "free"  telev  ision  service. 

2.  I'ee-iv  w  ill  be  a  boon  to  toda)  '- 
1. 1  ...i.l'  ,i-i.  i  -.  besel  a-  the)  are  w  iih 

pi oblems  ..I  prog raming  and  ol  mount- 

ing costs.  It  will  benefit  the  uhf  sta- 

tions mosl  of  all.  hut  that's  no!  the 
w  hole  story. 

Once  the  box   office  in  the  home  is 

operating,  the  vhf  operators,  too,  will 
find  their  position  vastly  improved  as 
their  stations  draw  on  a  new  source  of 

revenue.  This,  in  turn,  will  spell  out 
benefits  for  the  advertisers,  for  the  rate 

cards  are  going  to  come  down.  Some 

far-sighted  men  in  the  ad  industry 

have  already  recognized  this. 

Talk  all  you  will  about  the  benefits 
of  toll  tv  to  the  industry,  the  winner 

— in  the  long  run — is  still  going  to  be 

the  public.  A  whole  new  vista  of  en- 

tertainment will  open  up  for  it — with- 
out interruption  for  commercials  and 

at  reasonable  prices. 

SPORTS:   FREE  TV  AIDS   FEE 

By  Ned  Irish 
Executive    Vice   President 

Madison  Square  Garden  Corp..  IS.  Y. 

For  a  good  manv 

years  Madison 
Square  Garden 
has  been  consid- 

ering the  possi- 
bilitv  <>f  subscrip- 

tion television.  In 

our  opinion,  sub- 

scription televi- 
sion of  our  event- 

without  lice  home  television  of  some 

portion  oi  our  program  would  not  be 
successful.  It  therefore  seems  to  us 

thai  It  will  be  nccessarv  for  us  to  tele- 

vise a  good  portion  of  our  events  un- 
der the  same  home  television  program 

that    now    exists    in    order    to    develop 

and   maintain  a  g   I   markel    foi    those 

majoi  events  which  will  be  more  read- 
ilv  adaptable  to  subscription  television. 

\\  e  b.i\  e  found  this  complementary 

use  of  telev  ision  to  be  extremel)  prac- 

tical in  our  boxing  programs  which 

now  find  most  of  the  outdoor  major 

fights  on  theatre  iele\  ision. 

I  bat    it    will   I 

FEE  TV:  $10   BILLION   GATE? 

By  Sidney  W.  Dean,  Jr. 

Vice  President.  McCann-Erickson,  IS.   Y. 
"Pay     as     you 

look"  television 

can  peacefully 

and  cooperative- 

ly co  -  exist  with 

advertiser- 
financed  tv  —  if 

its  development 

takes  two  direc- 

tions: 

ave  its  ov\  n  exclu- 
sive stations  in  each  market,  over  and 

above  three  or  four  commercial  sta- 
tions. This  situation,  which  we  hope 

the  FCC  can  ultimately  work  out.  will 

give  pay  tv  the  opportunity  to  serve 

the  "missing  audience"' — the  50%  of 
the  homes  whose  sets  are  not  in  use, 

even  in  the  evening  hours. 

2.  That  it  will  develop  its  own  pro- 

graming for  profit  from  the  main 

types  of  able-to-pay  but  more  selective 
audiences  for  cultural  interests,  adult 

and  extension  education,  and  special 

events.  An  audience  rating  ol  only  3% 

at  2r><£  per  home  still  represents  a  gross 
revenue  of  $250,000. 

The  income  potential  for  pav  televi- 
sion i-  much  greater  than  we  realize. 

Americans  are  now  paving  better  than 

$15  billion  for  all  forms  of  recrea- 
tional, private  educational,  religious, 

and  welfare  ailiv  ities. 

V.9  much  as  Sl  billion  could  now  be 

served  bv  "fee  tv  systems,  and  the 
flexibility  ol  the  box  office  in  the  home 

might  lift  the  potential  to  a-  much  as 
s|()  billion  in  a  leu  years.  I  his  com- 

pares wiili  commercial  tv  -  $]  billion 
income  from  time  and  program  sales. 

I  In-  new  source  of  income  should  be 

a  majoi  stimulant  to  creative  tv . 
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FEE  TV  WILL  LOWER  AD  COSTS 

By  Millard  C.  Fought 

Economic  Consultant,  N.  Y. 

The  addition  of 

subscription  pro- 
gram service  to 

regular  telev  i-i<>n 
will  prove  as 

{ireal  a  boon,  if 
not  a  greater  one. 
to  broadcasters 
and  advertisers  as 

is  the  subscrip- 

tion revenue  of  newspapers  and  peri- 
odicals to  publishers  and  advertisers. 

The  dual  source  of  revenue  will 

make  mam  more  stations  economi- 

callv  possible,  hence  giving  advertis- 
ers (especiallv  smaller  ones)  more 

station  and  time  access  to  more  flex- 

ible  l\  coverage  of  a  larger  audience. 
I  believe  the  average  viewing  familv 

will  buy  perhaps  one  fee  program  for 
every  10  or  more  sponsored  programs 
watched.  However,  the  extensive  new 

revenue  will  greatly  relieve  advertising 
of  its  now  heavy  burden  of  carrying 
all  of  tv  s  high  costs,  yet  give  the 

sponsors  a  90%  shot  at  bigger  audi- 
ences via  more  stations  at  lower  costs. 

With  its  own  home  box  office,  tele- 
vision will  finally  have  the  economic 

answer  to  its  severest  current  prob- 
lems, among  them  how  to  telecast  the 

costliest  of  spectator  sports,  top  qual- 
ity movies,  Broadway  plays,  opera  and 

the  like.  Moreover,  the  added  revenue 

will  help  tv  solve  another  costly  prob- 
lem— how  to  pay  for  color  tv. 

Today,  advertisers  are  trying  to 

pick  up  the  new  giant — tv — by  their 
own  economic  bootstraps  alone.  But 
when  tv  becomes  a  marketing  device 

itself,  and  acquires  a  direct  economic 
revenue  of  its  own,  advertising  will 

get  its  turn  at  some  comfortable,  thrif- 
ty,  profitable  piggy-back  riding. 

YOU  CANT  LOSE  THE  SPONSOR 

By   William   B.   Templelon 

r'.P.   and    Director   of   Radio   &   Tv 
Bryan    Houston    Inc..   IS.    Y. 

I     don't     believe 
that  fee  tv  can  be 
as  successful  as 

i  t  s  proponents 
think  it  will  be. 

Subscription  tv 
is  an  attempt  to 
create  a  box  of- 

fice for  tv  and. 

for  a  fee,  to  sup- 
[Please  turn  to  j>age  112  I 

7  FEBRUARY  1955 

you   Get  a  Heck  of  a  Big  Plus... 

\Mm  YW  Buy  WIOD  fi 

COUNTY 
MARKET 
Make  no  mistake  about  it — 

WIOD's  four  key  counties  —  Dade, 

Broward,  Palm  Beach  and  Monroe- 

give  you  Dixie's  newest  and  fastest 
growing  key  market.  And,  when  you 

get  in  it  via  WIOD,  you  grab  off  a 

good  plus  in  the  six  bordering  counties. 

gs  are  moving  down  here,  and 
—  and  WIOD  will  help  you  move  your 

too!  Come  on,  get  in  —  call  your 

bery  man  for  facts. 

James  M.  LeGate,  General  Manager 

5,000  WATTS  •  610  KC  •  NBC  Affiliate     M|am,,  Fl National  Rep.,  George  P.  Hollingbery  Co. 

OHioa 

you're   right 

on  vuel 

No  need  to  fluff  your  lines.  There's 

only  one  CUE  to  follow  when  your 

stage  is  set  in  Akron.  Why,  they 

love  us  in  our  own  home  town  (see 

our  Hooper)  .  .  .  one  CUE  from 

us  and  they'll  love  you,  too. 

more  MUSIC 

more  NEWS 

more  OFTEN 

Wcue 
Akron  s  only   independent  .we're   home  folks 

Tim  Elliot,  / 

John   E.   Pearson  Co.,   National    Representatives 

after  February   10,    1955 
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HESE  ARE  THE  STATION 

NATIONAL  SPC 

.Free  &  Jfete 
^  INC. Pioneer  Station  Representatives  Since  1932 

NEW  YORK 

444  Madison  Ave. 

Plaza  1-2700 

CHICAGO 

230  N.  Michigan  Ave. 
Franklin  2-6373 

DETROIT 
Penobscot  Bldg. 

Woodward  1-42  55 

ATLANTA 

Glenn  Blc/g. 
Main  5667 

FT.  WORTH 

406  W.  Seventh  St. 
Fortune  3349 

HOLLYWOOD 

6331  Hollywood  Blvd. 

Hollywood  9-2151 

SAN  FRANCISCO 
Rz/ss  Building 

Sutter  1-3798 



)R  YOUR 

ELEVISION   CAMPAIGN 
EASTERN VHF 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 CBS 

CENTRAL 

WHO-TV Des  Moines 
13 NBC 

WOC-TV Davenport 6 NBC 

WDSM-TV Duluth  —  Superior 6 CBS 

WDAY-TV 
Fargo 

6 NBC 

WCCO-TV Minneapolis  —  St.  Paul 4 CBS 

KMBC-TV Kansas  City 9 CBS 

WBAP-TV Fort  Worth  —  Dallas 5 ABC-NBC 

KFDM-TV Beaumont 

6CP
 

CBS 

KENS-TV San  Antonio 5 CBS 

WESTERN 

KBOI Boise  —  Meridian 2 CBS 

KBTV Denver 9 ABC 

KGMB-TV Honolulu 9 CBS 

KRON-TV San  Francisco 4 NBC 



'      2 
When  She  Talks... 

They  Listen 
NINA  WRIGHT 

Packs  her  daily  morning  program  with  a  wealth  ol 
information,  helplul  to  both  urban  and  rural  house- 

wives. Broadcast  from  her  kitchen,  Nina  places 
major  emphasis  on  the  important  subject  of  food. 
In  addition,  she  lrcqucntly  discusses  other  subjects 
of  vital  importance  to  women— fashion,  good 
grooming,  current  events  and  civic  affairs.  Guest 
interviews  are  often  a  part  ot  her  interesting  pro- 
grams. 

Several  times  each  month.  Nina  Wright  is  invited 
to  appear  as  featured  speaker  at  area  functions,  or 
to  give  homemaking  and  cooking  demonstrations. 
In  towns  and  cities  throughout  KM  )()'s  <S0-<  ounty Coverage  Area  this  past  summer,  the  average 
attendance  at  .1  Nina  VV  right  appearance  was  24% 

of  the  total  population.  "I  he  only  publicity  used  to attract  housewives  to  these  events  were  announce- 
ments in  the  NINA  \\  RIGHT  SHOW  itself.  Yes, 

when  Nina  Wright  talks,  homemakers  listen.  And 
•a  hen  N  ina  VI  right  sells  \  our  product,  homemakers 
HI  V!  This  popular  Ks(H)  "Personality  Slmu draws    listeners    at    a    low     cost    per    thousand    ot 
approximately  '  1  3  cents. 

'  based  on  Nielsen  Coverage  Service  figures 

NINA    WRIGHT    SHOW 

10:25  A.M.  —  Mon.  thru  Fri. 

roryp 
4*  Sioux  Falls,  S.  D. 

Nationally  Clear  Channel  1  140  KC 
ABC   Radio   Affiliate 

10,000   WATTS   DAYTIME 
5,000  WATTS  NIGHTTIME 

Represented    Nationally    by    Avcry-Knodel,    Inc. 

I  Continual  from  pai^e  II  1 

to  youngsters  (even  at  7  p.m.  Sundays).  The)  probabl)  can- 
no!  fathom  the  clothes  and  the  stilted  (b)  present-day  stand- 

ards) relation  of  the  youngsters  to  their  parents.  The  show's 
nostalgia  i-  losl  on  all  hut  a  feu  oldsters,  Tin  afraid.  And  its 

main  character  blustering  Father — ma\  strike  today's  crop 
ol  people  merel)  a-  loud-mouthed  and  ill-natured,  rather  than 
the  delightful  character  that  Clarence  Day,  Jr..  original!) 
intended. 

In  the  all-important  area  ol  commercial  copy,  ready  iden- 
tification often  plays  a  vital  role.  If  you  are  showing  your 

product  being  eaten  or  driven  or  applied  or  worn,  it"-  entirely 
possible  that  your  besl  appeal  is  to  cast  these  commercials 

with  people  who  can  provide  identification — housewives  who 
look  and  speak  sufficient!)  like  houses  ives  to  convince  (  rather 

than  young  ladies  recently  released  by  the  West  port  Play- 
house) ;  damsels  who  appear  at  ease  in  kitchen  or  super 
market.  Casting  as  well  as  direction  can  make  or  break  the 

cop)  lor.  il  you  create  unbelievable  people,  whatever  they  do 

or  sa)  can  only  he  unconvincing.  Television  with  it-  relent- 
lessly prying  and  shamelessly  revealing  eye  can  magnif)  the 

phone)  to  such  a  degree  thai  even  the  most  uncritical  viewer 
will  turn  away,  if  not  in  disgust,  certainly  in  disbelief. 

II  your  cop\  calls  lor  an  authority  to  do  the  -ale-  pitch,  he 
or  -he  had  better  look  and  sound  authoritative.  The  words 

had  better  fit.  the  gestures  he  easy  and  relevant,  the  eyes  and 
mouth  convincing.  II  not.  von  more  than  destro)  whatever 

concept  vim  had  in  mind:  you  sel  yourseli  hack. 

And  be  most  careful  ol  animation.  I  se  it  correctly — or 
avoid  it.  Combine  it  with  live  action  (realism)  il  necessar) 

unless  il  can  rely  solely  on  its  sound  track  to  gain  identifica- 
tion. Hv  the  symbolizing  ol  a  situation  and  the  drawing  of 

people,  von  have  taken  lad-  and  set  them  into  lancv:  you 
have  replaced  reality  with  fantasy.  And  with  fantasy  in  copy 
as  in  drama,  it  i-  far  harder  to  huild  a  high  Identification 

Quotient.  •  •  * 

1  a' tiers  to Boh 
1 oretnan 

are 
welcomed 

Do    you   always 

agree n  i 

ill   the  op 

moils Bob    Foreman    c\- 
l>/c\sc.  in  "  tgenc) IdL 

lbs 

Y"   Bob  and  the 
editors  o) 

SPONSOR 

lion !</  1  e  Ihii>i>\    t< 
receive 

and  print 

comments    tiom readers. 

Iddress  H<>l>  Foreman,  < 

/o 

SPONSOR, 

to  /•:. 

I"  St. 

92 SPONSOR 



ONLY  A    COMBINATION   OF  STATIONS 

CAN  COVER  GEORGIA'S  MAJOR  MARKETS 

THE 

GEORGIA 

The  TRIO  offers  advertisers  at  one  low  cost: 

•  Concentrated  Coverage 

•  Merchandising  Assistance 

•  Listener  Loyalty  Built  By  Local  Programming 

•  Dealer  Loyalties 

IN  3  MAJOR  MARKETS 

represented  individually  and  as  a  group  by 

THE      KATZ      AGENCY,      INC. 
NEW  YORK.  CHICAGO  'DETROIT  .ATLANTA'  DALLAS  •  KANSAS  CITY  •  LOS  ANGELES  •  SAN  FRANCISCO 

7  FEBRUARY   1955 

93 



GOOD  .  .  .    advertising 

f  always  pays  in  the   w 

f   I'/    /,    :      /|         I:     \    \\\       \\}. 

RICH,  GROWING 
NORTH  CAROLINA 

MARKET 

b  t  I  I  t  It  .  .  .  coverage 

than  ever  before  is  yours  with 

RADIO  in  the   

15-county 

Winston-Salem 
NORTH  CAROLINA 

Market 

BEST .  .  .  buy  morning, 
afternoon  and  evening  is 

Represented  by 

HEADLEY-REED  CO. 

(Continued  from  pane  28) 

philosophy,  as  stated  to  me  l>\  it~  top  people,  is  that  they  do 
not  see  how  they  can  represent  talent  I  producers,  director-. 
writers,  performers)  on  the  one  hand,  and  he  the  employers 
of  such  talent  on  the  other.  This  seeming  paradox  apparently 
troubles  MCA  not  at  all. 

Mergers  and  combines  between  producers  and  distributors, 
producers  and  producers  and  distributors  and  distributors 

are  the  older  of  the  day.  This  last  is  merely  another  symp- 

tom of  this  struggle  for  survival  which  i-  taking  place  in  the 
field.  And  the  struggle  has  created  what  is  probably  one  of 

the  most  unstable  pricing  situations  existing  anywhere  in  tele- 
vision. Some  producers  and/or  distributors,  laced  with  heavy 

investments  in  product,  running  out  of  cash  and  the  sources 
tor  replenishing  the  exchequer,  are  reaching  the  point  of 

desperation. 
It  is  becoming  increasingly  common  for  such  an  operator 

to  go  into  a  market  and  sell  his  product  at  what  from  an\ 

sound  business  standpoint  must  be  considered  a  ridiculousl) 
low  price.  This  has  a  tendency  to.  and  often  does,  tear  down 

the  over-all  price  structure  in  a  market.  Probabl)  no  other 

phase  of  the  broadcasting  picture  has  seen  the  price  structure 
in  one  or  more  markets  change  as  drastically  and  as  quickly 

as  frequently  happens  in  Iv  film.  On  a  given  Monda\  morn- 
ing the  going  rate  for  a  half-hour  show  of  a  certain  type  and 

caliber  in  a  given  market  ma\  be  $300,  and  within  the  span 
of  a  week  that  price  may  he  dragged  down  to  as  little  as  $200. 

Healthy  or  not,  this  situation  exists  and  inevitably  must 
continue  for  some  time.  Our  crystal  ball  sends  us  the  nut- 

shell message  that  1955-'56  is  the  period  in  the  tv  film  busi- 
ness which  will  see  the  youngsters  separated  from  the  adults. 

It  suggests,  too,  thai  the  entire  development  of  the  t\  film 
indristr\  max  be  doing  telex  ision  generally  an  immeasurably 

important  and  long-lasting  service.  For  the  verv  nature  ol 
the  competition  is  forcing  t\  film  distributors  and  producers 

to  go  out  into  the  bushes  and  hunt  up  everj  la-t  conceivable 

advertising  prospect.  This  j»  resulting  in  an  increasingly 
Stead)  and  heartening  (low  ol  new  advertisers,  funis  u(1(,  daxe 
never  before  used  television.  And  this  must,  inevitably,  be  ol 
great  benefit  to  the  industr)  at  large. 

From  the  standpoinl  ol  these,  and  established  television 
advertisers,  ol  course,  the  fierce  competition  in  t\  film  is  a 
blessing,  too.  For  the)  are  being  offered  more  and  better 
shows  at  more  and  more  economical  prices  than  the)  have 

before.  *  *  * 
ever  enjoyed 
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UIERD 
ATLANTA'S  TOP  INDEPENDENT 

MOVES  GOODS  FAST  IN  THIS 

$100  MILLION  MARKET 

The  WERD  listening  audience 

predominantly  made  up  of  the 

290,000  Negroes  in  the  WERD 

coverage  area,  is  responsive, 

loyal  and  partial  to  the 

specially-designed  programming 

of  this  Negro-owned  and  managed 

1000-watt  outlet 

More  and  more  national 

advertisers  are   discovering 

that  the  magic  formula  for  top 

sales  in  one  of  America's 

top  markets  is 

UIERD 
AMERICA'S    FIRST    NEGRO- 

OWNED  RADIO  STATION 

860     kc         1,000     watts 

Kadio    Division — Interstate    United   Newspaper,  Inc. 

Represented   Nationally   By    JOE  WOOTTON 

J.  B.   BLAYTON.  JR..     General  Manager 
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Testing  yrountl  for  commercials:  JWT's  Ch.  3  tv  'station' 
A  new  tool  for  more  effective  tele- 

vision  advertising  was  demonstrated 

recentlj  by  J.  Walter  Thompson  Co. 

in  New  York.  It's  a  completely 
equipped     television     studio     located 

siderable  saving  in  time  and  money. 

"W  hen  a  live  commercial  is  being 

created,"  Wallace  W.  Elton,  v. p.  and 

art  director,  explained,  "we  can  watch 
its   actual   development,    see   what   the 

about  two  blocks  from  the  company's  commercial  will  look  like  before  incur- 
main  offices.    What  makes  the  venture  ring  costs  of  final  production  and  can 

unusual  is  that  the  tv  studio,  equipped  see   auditions   of  talent   or   pilot    films 

for  live  and  film  telecasting,  transmits  under     actual     broadcast     conditions, 

commercials  on  a  closed  circuit  to  the  Without    waste    of    expensive    produc- 

agenev  offices  over  co-ax  cable.  They're  tion,  flaws  can  be  eliminated  and   ini- 
picked  up  on  television  sets  scattered  mediate     recommendations     can      be 

around  J.  Walter  Thompson  offices,  all  made.   Good  ideas  are  made  better  and 

tuned  to  Private  Channel  3.  the  end  result  is  a  higher  standard  of 

The  new   studio,  called  the  J.  Walter  quality  at  a  saving  of  time  and   man- 

Thompson  Workshop,  is  the  result  of  ey." 
One  recent  example  of  the  Work- 

shop's use,  said  Elton,  was  the  devel- 
opment of  commercials  for  Scotkins,  a 

paper    napkin     product     of    the    Soli 

a  year's  planning  and  research.  It's  be- 
ing used  to  test  and  demonstrate  com- 

mercials for  Pond's,  Eastman  Kodak. 
Lever  Brothers,  Scott  Paper  Co.. 

French's  mustard.  P.  Ballantine  and  Paper  Co.  The  picture  shows  a  test 
others.  Bart  McHugh,  v. p.  and  mem-  Scotkin  commercial,  one  of  more  than 
ber  of  the  JWT  tv  department,  said  25  experiments  conducted  b\  the 

that  not  only  are  more  effective  com-  Workshop  to  develop  the  most  dramat- 

ineicials  developed  through  use  of  the  ic  way  of  demonstrating  the  strength 

Workshop  but  also  that  there  is  a  con-       of  the  napkins.  *  *  * 

After  25  experiments,   JWT  devises  commercial:  Wet   Scotkin   holds  apple,   competitor's  doesn't 

Advertest  survey  shows 
radio  popular  in  tv  homes 

Music  and  new-  appear  to  be  the 

biggest  drawing  cards  for  radio.  That's 
one  o|  the  basic  findings  of  an  Adver- 

test Survej  of  radio  listening  in  tele- vision homes. 

Results  of  the  survey  were  released 

I iv  W  NEW  .  New  York,  which  was  one 

of  the  participants  in  the  studv.  The 

study  is  one  of  a  series  of  monthly  sur- 

veys on  television  viewing  made  by 
Vdvertest  and  subscribed  to  bv  six 

New  ̂   oik  tv  stations  and  major  adver- 

tising agencies.  WNEW  participated 

in  the  survey  because  it  involved  radio listening. 

Highlights  from  the  studv  include 
the  lollovv  ing  findings: 

•  There  are  an  average  of  1.92  radio 

sets  in  working  order  per  average  tv 

home:  39.5*  ,  of  the  respondents  had 
one  radio  in  working  order,  33.6% 

had  two.  18.1 %  three.  3.2%  four, 

3.2%  five  or  more  and  only  2.4'//  re- 
ported no  radios  in  working  order. 

•  More  than  12'  '<  of  the  respondents 
spent  more  time  listening  to  the  radio 

in  1954  as  compared  with  1953. 

•  Main  reasons  given  for  increased 

radio  listening:  2').!!'.  said  it  was  be- 

cause of  radio's  music,  24.4%  said 
thev  could  listen  while  doing  other things. 

•  More  than  55'  '<  of  the  respondents 
had  cars  equipped  with  radio;  41.1% 

said  that  when  riding  in  the  car,  the 

radio  was  "always  on,"  43.5'J  said 

it  was  "frequentlv   on." 
•  Nearlj  5!!',  said  there  were  radio 

programs  that  they  listened  to  regular- 

ly. Ranking  first— with  13.9',  of  the 

respondents  naming  it — was  WNEWs 

Wale  Believe  Hall  room.  *  ■*  * 

.Vftisircif  jinr/f<>  promotion 
yets  city-wide  response 

For  anyone  who  may  still  wonder 

about  the  impact  of  musical  commer- 
cials on   radio  stations,   WIKK.   Erie, 

and  Coldswan  Productions.  New   ̂   oik. 
oiler  ibis  tale: 

bate     October     Texas     Jim     lluilev. 

who  s  in.c.  ol  a  W  ("-tern  program  on 

W  IK.K.  wrote  to  Bryan  Houston.  Inc., 

that  the  agency's  Western-style  musi- 
cal  for  Nescafe  was  "almost  the  Num- 

ber One  song"  in  Erie.  He  said  it 
"was  the  first  time  in  live  years  that 
I  ve  rei  lived  requests  from  listeners  to 

plav    a  commercial." lluilev  wenl  on  to  sav  thai  he  was 

running  a  contest  as  to  the  i  dent  it}   of 
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the  singer  in  the  commercial — and  that 
a  local  theatre  was  going  to  give  free 

tickets  to  the  winner.  "So  that's  my 

problem,"  Hurley  concluded.  "Please 
tell  me  the  name  of  the  singer  who  re- 

corded the  jingle  for  you  so  I  can  end 

the  contest." 

Jules  Bundgus,  radio-tv  business 
manager  for  the  agency,  contacted 
Goldswan  Productions,  Inc.,  producers 
of  the  Nescafe  musical  commercial  se- 

ries, for  the  singer's  name.  Goldswan 
enlisted  the  cooperation  of  RCA  Vic- 

tor, for  whom  the  mystery  singer — 
Bernie  Knee — recorded  as  a  member 
of  the  Smith  Brothers  Quartet.  RCA 
Victor  (Label  X  division  I .  in  turn, 

sent  to  Hurley  all  the  group's  releases 
— plus  a  dozen  albums  as  prizes  for 

Hurley's  contest.  (Bryan  Houston  con- 
tributed  a  case  of  Nescafe.) 

Charles  R.  Kinney,  WIKK  station 

manager,  reported  to  the  agency  that 

"The  Smith  Brothers  Nescafe  promo- 
tion was  a  tremendous  success.  .  .  . 

These  boys  were  jumping  all  day.  We 
have  never  had  a  nicer  group  to  work 

with."  *  *  * 

WFMY-TV  described  as 

'modern  as  tomorrow' 

"Plenty  of  space  for  lavish  shows  or 
commercials"'  was  the  order  Gaines 
Kelly,  general  manager  of  WFMY-TV, 
Greensboro,  N.  C,  gave  to  his  station 

engineers  and  architects  over  a  year 

ago  when  he  decided  to  enlarge  the 
station. 

On  1  February  the  station  officially 
opened  its  new  studios,  which  were 
christened  with  its  first  local,  live  com- 

mercial program — a  demonstration  of 
the  1955  Chrysler  line  of  cars. 

Kelly  said  the  new  building  "is  as 
modern  as  tomorrow.  It's  one  of  the 
best-equipped  stations  in  the  countrv. 
has  two  major  studios  with  outstand- 

ing lighting.  With  five-and-a-half  years 
of  experience  behind  us  we  have  every- 

thing to  look  forward  to." 

The  new  building  gives  WFMY-TV 
eight  times  the  space  it  had  in  its  old 
quarters.  Coupled  with  the  move  was 
a  power  increase  to  100  kw  and  a  759- 

foot  antenna  tower.  Kelly  says  the 
new  power  and  tower  adds  about  300.- 

000  people  to  WFMY-TV's  audience 
for  a  total  of  more  than  two  million. 

•  •  • 

THE  MOST  POWERFUL   TV  STATION  IN  NORTH  AMERICA! 

You  Can  SERVE . ./.  SELL  and  PROFIT  Well 

ckiw  rv  MILLION  DOLLAR CKLW-TVsl 

YOUR  AUDIENCE  WILL  SEE  .  . The  Finest  collection  of  First  Run 

Movies  ever  scheduled  in  the  Detroit 

Morket. 

YOUR  CLIENT  WILL fKUtll  Willi  Six  participating  film  commercials  per 

week  in  a  repeated  First  Run  Movie 

Schedule  in  high  rated  premium  time. 

YOUR  COMMERCh 
AN  ESTABLISHED 

VLS  SELL  TO 
\UDIENCE  . Based  on  current  performances  First 

Run  Movies  repeated  four  times 

weekly  have  produced  a  cumulative 
ARB  Rating  of  50.1  .  .  .  600,000  TV 
homes  with  an  average  of  2.5  viewers 

per  set  at  a  cost  of  76c  per  thousand viewers. 

It  all  adds  up  tp  a  million  dollar  bargain  so  write,  wire  or  phone  your 

Adam  J.  Young  Representative  or 

CKLW-TV  channel  9,  Detroit 

WHH 
WHLI ONE    STATION 

DOMINATES     LISTENING 

...  in  the  Major  Long  Island  Market 

WHLI 

Network  "A  '   

Network  "B" Network  "C"    Ind.  Station  (NYC) 

Network   "D"     

Morning 
23 

20 
9 
9 
7 
9 

All  Others             15 

Afternoon 

23 

21 
12 
7 
9 
6 

17 

ONE  STATION— WHLI— HAS  A  LARGER  DAYTIME  AUD
IENCE 

IN  THE  MAJOR  LONG  ISLAND  MARKET  THAN  ANY  NE
TWORK 

OR   INDEPENDENT   STATION! 

WHLI 
HEMPSTEAD 

LONG  ISLAND.  N.  Y. 

AM   1100 
F  M   98.3 tkomof 

jjmiliwui. 

Paul  Goflolsky.  rrrt. 
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TV  COMMERCIALS 
(Continued  from  page  42) 

the  same  weekly  set.  At  first  there 

hardly  seems  room  to  do  much  about 
picture  so  you  concentrate  on  the 

words  and  let  the  pans,  cuts  and  dolly- 
ins  fall  where  they  may. 

But,  again,  that's  doing  the  obvious. 
Viewers,  whose  toilet  habits  are  now 

strangely  regulated  for  between-the- 
acts  and  between-the-programs,  are  be- 

ginning to  demand  more  than  just  a 
voice  and  more  than  just  a  face  to  hold 

them  still  for  any  selling  message.  It's 
truer  now  than  it  was  a  year  ago- — and 
it  will  be  still  truer  in  the  years  to 
come:  would-be  customers  have  to  be 
shown  why. 

Recently  one  of  the  most  notorious 
of  all  such  television  personalities  woke 

up  one  evening  to  discover  that  one  of 
his  star  products  had  just  yielded  first 

place  in  the  market  to  a  late-starter. 
Out  of  fairness,  quality  of  product 

must  play  a  part  in  the  ever-more-se- 
lective American  market.  Yet  the  fact 

remains  that  the  personality  in  ques- 

would  rub 

his  eyes ...  in 
amazement! 

Yes  .   .   .   things  have   changed   since  General 

Custer  set  out  from  Bismarck  in  the  1870'a 
for  the   ill-fated   battle   of   the  Little 

Big  Horn! 

He  wouldn't  recognize  the  office  building* 
and  industrial  plants  which  now  crowd 

North  Dakota's  capital  city  ...  or  the  sur- 
rounding countryside,  once  roamed  by 

the  Sioux,  now  dotted  with  prosperous  farm*. 
Today  this  is  the  land  of  agriculture,  of 
oil — and  television  sets! 

And  .  .  .  what  the  good  name  KFYR 
has  meant  to   radio   listeners   for  the   last   30 

years,  KFYR-TV    (with   100,000  watts  of 
maximum  power)   now  means  to  increasing 
thousands  of  TV-viewers.     May  we  whet  your 
further  interest  with  some  interesting  facts? 

We've  got  'em — so  has  Blair-TV,  Inc. 

NBC CBS 
ABC DUMONT 

KFYR-tv channel 5 
BISMARCK.  N.  DAK. 

Represented  Nationally  by  Blair-TV,  Inc. 

tion — the  person  who  got  results  by 
clever  understatements — was  a  party  to 

a  product  that  had  slipped.  His  com- 
mercials were  picture-lazy.  From  now 

on,  he'll  have  to  do  more  than  just  talk 
about  this  product — more  than  stick  it 
within  camera  range  whenever  he 

pleases. 
The  days  of  100rr  reliance  on  tal- 

ent to  go  it  alone  in  a  tv  selling  pitch 

are  fast  fading.  The  reason  is  viewers 

are  simply  outgrowing  the  influence  of 
testimonials  which  are  not  carefully 

planned  and  ambitiously  visualized. 
Christ  himself  had  some  trouble  con- 

vincing more  than  a  certain  number 

because  the  proof  He  offered  for  sal- 
vation went  just  so  far,  and  faith  was 

suppose  to  take  over  from  there. 
1  he  tv  pitchman  cannot  afford  to 

leave  any  part  of  his  story  to  faith. 
His  audience  may  not  be  so  inherently 
hostile  as  those  Christ  faced,  but  they 

are  seldom  cheering  him  on  unless 

they  know  from  experience  his  prod- 
uct is  best. 

One  cigarette  company  recently  did 
a  twist  on  the  old  unbelievable  and 

stilted  testimonial  by  securing  as  on- 
camera  endorsers  famous  people  who 

never  openly  endorsed  anything  be- 
fore. They  were  more  the  skeptical 

type.  And  their  copy  was  honestly 
skeptical.  These  people  were  placed  on 
a  set  resembling  their  natural  habitat 
rather  than  in  a  typical  living  room  or 

bedroom.  The  whole  thing  came  off  as 
credible  and  effective.  So  effective  was 

it,  in  fact,  that  competition  began  hop- 

ping the  bandwagon  almost  immedi- 

ately. 

An  electric  razor  may  be  for  shav- 
ing a  face,  but  to  get  across  a  strong 

copy  story,  the  copywriters  comple- 
mented the  obvious  bv  making  it  shave 

a  peach  and  a  hairbrush.  All  this, 
mind  you,  demonstrated  by  a  piece  of 

high-price  talent  who  has  been  known 
to  go  it  on  his  own,  aided  in  his  heyday 

with  nothing  more  visual  than  a  small 

boy  and  a  couple  of  large  charts. 

By  no  means  am  I  underrating  the 
value  of  selecting  sales  talent  with  the 

finest  of  care.  Sincerity  is  a  require- 

ment, yes.  But  we're  mature  enough 
now  to  take  sincerity  thoroughly  for 

granted.  It's  like  wearing  pants.  It's 

only  noticed  when  it  isn't  then. What  about  the  number  of  scenes  in 

a  commercial?  While  you  don't  need 
a  great  many  to  hold  the  viewer,  you 

can  spark  your  efforts  by  not  dwelling 
too  lonn  on  am  one  shot.  Certainly 

if  the   famous  little  sjirl  with  the  con- 
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vertible  sofa  could  do  her  act,  night- 
gown and  all,  in  10  seconds  flat,  a  lot 

of  ground  could  be  covered  in  a  min- 
ute. Consider  the  animated  razor  blade 

commercials  on  the  boxing  shows.  So 

much  happens  in  50  seconds  that  you 

are  left  slightly  dazed.  But  not  con- 
fused. 

True,  animation  offers  the  perfect 

opportunity  for  visual  interest.  But 
what  about  advertisers  with  limited 

budgets?  Isn't  the  announcer-behind- 
the-desk  technique  worth  the  money? 

Sometimes,  but  it's  often  possible  to 
spend  even  less  money  than  that  and 

still  be  more  interesting  and  sell  hard- 
er. One  of  the  most  fascinating  film 

commercials  I  ever  saw  concentrated 

on  nothing  but  still  photographs.  The 

camera  moved  in  and  out — one  photo 
even  revolved  to  give  the  impression 
of  a  live  and  moving  ferris  wheel.  I 

know  from  sales  results  it  was  highly 

successful.  And  the  whole  job  cost 
less  than  three  hundred  dollars. 

Putting  a  commercial  in  a  class  by 

itself  picturewise  is  naturally  easier  in 

some  cases  than  in  others.  Cigarettes 
are  to  be  smoked  and  they  cannot 
shave  peaches.  Automobiles  are  to  be 
driven  and  they  cannot  revolve  like 

ferris  wheels.  Detergents,  too,  must 
strain  a  bit  to  illustrate  claims  that 

sometimes  overlap  in  similarity.  But, 

for  my  money,  many  of  the  greatest 
commercials  on  the  air  stem  from 

products  in  these  categories  because 

certain  copywriters  were  bold  enough 
to  seek  adventure  into  fields  where 

even  research  had  not  yet  trod. 

Because  there  are  so  many  variables, 

it  is  presumptuous  for  anybody  to  at- 
tempt to  set  down  rules  for  avoiding 

picture-laziness  in  tv  commercials.  For 
instance,  a  commercial  within  a  pro- 

gram does  not  have  to  bid  quite  so 
strongly  for  initial  attention  as  does  a 

spot  commercial  fending  for  itself.  An 

animated  commercial  may  be  created 

for  an  ever-building  impact  on  a  heavy 
spot  schedule,  but  may  show  up  poor- 

ly on  a  one-shot  test  or  when  not  given 
the  opportunity  to  establish  itself. 

Some  types  of  products  just  naturally 
demonstrate  better  than  others.  And 

the  amount  of  money  available  for  pro- 

THE  EASIEST  WAY 
TO  SELL  THE  BIG  NASHVILLE 

NEGRO  MARKET 
USE  ALL-NEGRO  STAFFED 

WSOK 

duction   of  the  commercial   is   always 
a   factor. 

With  that  in  mind,  perhaps  we  can 

generalize  to  this  extent: 

1.  Observe  what  competition  is  do- 

ing. If  you  can  then  create  a  different- 
looking  commercial  without  sacrificing 
selling  impact,  do  so. 

2.  If  you  decide  on  an  un-camera 
salesman,  give  him  something  to  do 

that  will  help  to  sell  the  product  vis- 
ually. A  little  extra  rehearsal  may 

cost  more,  but  it's  good  for  the  soul 
— and  the  commercial. 

3.  Whenever  a  person  is  shown  hold- 

ing your  product,  steer  away  from 

trite  poses.  Nothing  looks  more  ridic- 
ulous and  unreal  than  a  smiling  bim- 

bo holding  the  package  next  to  her 

ear.  It  may  frame  right,  but  that's  all that  can  be  said  for  it.  Nobody  ever 

went  wrong  showing  the  product  in 
the  clear. 

4.  For  advertising  impact,  if  not  for 

viewer  interest,  remember  that  super- 
imposed lettering  at  strategic  times 

can  help  drive  home  your  basic  sales 
theme. 

5.  Relate  your  picture  to  your  spo- 
ken (or  sung)  copy  and  vice  versa. 

Both  suffer  when  they  work  at  cross 

purposes. 6.  Use  as  many  scenes  as  you  need 

to  tell  your  story.  When  several  scenes 
are  called  for,  make  none  less  than 
four  seconds.  Be  sure  the  transitions 

from  one  to  another  are  smooth  and 

logical  so  the  viewer  can  follow  com- fortably. 

7-  Remember  that  some  of  the  most 
successful  commercials  are  loaded  with 

closeups.  When  using  a  medium  or 

long  shot,  keep  the  picture  simple  and 
the  background   uncluttered. 

8.  Plan  the  kinds  of  scenes  that  take 

little  or  no  explanation.  The  picture 

should  pretty  much  stand  on  its  own. 

9.  Make  certain  every  scene  is  di- 
rectly relevant  to  selling.  The  man  who 

takes  so  long  to  slide  down  the  snowy 
hill  in  the  wine  commercial  entertains, 

but  he  hasn't  much  time  left  to  sell. 

10-  Ideally,  three  craftsmen  should 
collaborate  on  the  creation  of  the  com- 

mercial— the  copywriter,  the  art  di- 
rector and  the  producer. 

11-  Keep  abreast  of  television  re- 
search, ft  can  save  you  time  before 

vou  even  begin.  *  *  * 

\o$r  it  costs  less 

to  sell 
MINNEAPOLIS 

ST.  PAUL 
Maximum  power  at  minimum 
cost  —  choice    availabilities. 

316,000 

watts    on 

Channel    9 

Offices,  Studies,  Transmitter 

FOSHAY  TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 
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Mr.  Bernie  Piatt, 
Sponsor  Publications,  Inc. 
UO  E.  U9th  Street 
New  York,  New  York 

Dear  Bernie: 

For  some  time   I  have  been  intending  to   send  you  this   note  express- 
ing my  compliments  to  Sponsor  for  the  excellent  industry  service 

provided  by  your  Radio  and  TV   station,   Program  Guide. 

An  important  consideration  in  the  selection  of  a  station  for  local 
or  regional  sports  events  is   the  volume  of  programming  of  this  type 
carried. 

While   I  have  referred   frequently  to  the  Sports  material  contained 

in  the  Guide,   comments   I  have  heard  indicate  that  those   engaged  in 
other  buying  activities  also  find  it  a  source  of  valuable  information. 
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FREQUENCY  DISCOUNTS  APPLY 

n  I  prefer  placement  in Master  Directory 

n  I  prefer  placement  in 
category  listings. 

D  I  prefer  front  of  book 

Firm„ 

City_ 
_2one- -State_ 

CATEGORY 
LISTINGS 

RADIO 
Classical  Music 
Farm  Service 

Folk  Mutic 
Foreign  Language Home.making 

Mexican- American 

Negro I'oinda  r  Music 
Poat-Midnit4 

Sport* TELEVISION 
Farm  Service 

Feature  Film Homcrnaking 

Special  Facilities  <ft 
Film  <ft  Slide 

Specifications Specialized  Appeals 

Sports 

Syndicated Film-for-TV 

Nome. 
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10,000    WATTS 
Transmitter:   Los  Angeles,   California 

Executive  Offices:  Santa  Monica,  California 

National  Representatives: 

Forjoe  &  Co.  New    York,    Chicago, 
Dallas,  San  Francisco 

Dora  Clayton  Atlanta,  Georgia 

GEORGE  A.  BARON,  Gan'l  Mgr. 

the 

KMBC-KFRM 
Radio  TEAM 

You're  making  a  blue  ribbon  radio  buy 
in  a  blue  chip  market  when  you  use  the 
Midwest's  leading  radio  combination, 
KMMC-KFRM.  KMBC  delivers  metro- 

politan Kansas  City  (ranked  15th  na- 
tionally in  retail  sales)  plus  79  counties 

in  eastern  Kansas  and  western  Missouri. 
KI-KM,  a  bonus  to  KMBC,  serves  Kan- 

sas, sixth  richest  agricultural  state.  To 
get  to  this  big,  responsive  Heart  of  America 
at  the  lowest  cost  per  advertising  impres- 

sion, the  first  thing  to  do  is  to  see  your 

Free  &  Peters  Colonel.  He'll  give  you 
first-rate  availabilities  on  the  Team's  first- rated   radio  schedule. 

KMBC   otf  Kansas   City 

KFRM   fa*   the    State    of    Kansas 

1  »  I  .    I    Pi  r  i  «-,,  Inc 

SPOT  RADIO  ROUNDUP 
{Continued  from  page  39) 

week  per  market.  The  spot  radio  bud- 
get has  remained  constant  in  1955. 

Jell-0  (through  Y&R)  increased  its 
1955  spot  radio  budget  substantially 

— some  34%  over  1954.  At  least  part 
of  the  reason  is  the  fact  that  Jell-0  is 

buying  higher  frequency  this  year  than last. 

3.  More  advertisers  now  buy  radio 

consistently  in  large  metropolitan  mar- 

kets. "Lots  of  buys  last  year  were  an 

attempt  to  buy  'beyond  tv',"  says  Mor- 
ris Kellner,  Katz  Agency's  radio  sales 

manager.  "They  used  to  buy  tv  in 
some  markets,  radio  in  others.  Actual- 

ly, there  are  more  radio-only  homes  in 
big  metropolitan  markets  than  in 

smaller  ones." Lincoln-Mercury  (through  Kenyon 
&  Eckhardt)  is  one  of  the  outstanding 

examples  of  an  account  that  not  only 

recently  increased  its  use  of  spot  radio, 

but  has  also  put  most  of  the  added  ap- 

propriations into  coverage  of  big  met- 

ropolitan tv  centers:  New  York,  Chi- 
cago and  Los  Angeles. 

Another  K&E  account,  Nabisco's 
100%  Brand  Cereal,  is  also  planning 

regular  and  heavy  spot  radio  sched- 
ules in  big  metropolitan  centers.  The 

campaign,  starting  7  February,  will  be 

the  brand's  first  large-scale  push. 
Ex-Lax  I  through  Warwick  &  Leg- 

ler)  has  been  in  radio  for  some  30 

years.  The  account  came  back  into 

spot  radio  last  fall  after  a  three-year 
hiatus,  with  coverage  of  big  metropol- 

itan centers  as  well  as  smaller  markets. 

Filbert's  Margarine  (through  SSCB  l 
is  buying  spot  radio  more  heavily  in 
big  metropolitan  centers  this  year  than 

last.  The  account's  spot  radio  budget 

has  remained  constant,  but  Filbert's  is 
getting  greater  frequency  in  certain 
markets. 

Barbasol  (through  Erwin,  Wasey) 

is  concentrating  its  spot  radio  cam- 

paign principally  in  big  metropolitan 
centers.  The  20-week  campaign  that 
started  on  10  January  is  confined  to 
New  York  and  Chicago  at  the  moment, 

but  Barbasol  expects  to  go  into  Phila- 

delphia, Boston  and  Cleveland  as  well. 

Account-by-account,  here  is  some  of 
the  most  recent  activity  in  spot  radio: 

lirown  &  Williamson  I  Ted  Bates  I  : 

This    cigarette     manufacturer     moved 

back  into  spot  radio  on  1  January  with 

a  new  strategy  and  an  expanded  mar- 
ket list.  The  firm  reconsidered  spot 

radio  because  it  felt  that  it  could  not 

ailord  to  overlook  radio-only  homes  in 
tv  markets,  not  to  mention  the  existing 

radio-only  markets.  B&W  concentrates 
on  early-morning  radio  in  tv  markets, 

morning  and  night  in  radio-only  areas. 
Carter  Products  {Ted  Bates)  :  Car- 

ter Products  have  consistently  used 

spot  radio.  However,  this  year  the 

agency  has  added  high-powered  sta- 

tions in  metropolitan  centers  to  "reach 
out  beyond  tv  coverage."  In  tv  areas, 
Carter  is  generally  on  radio  between 
7:00  and  9:00  a.m. 

P.  Lorillard  Co.  [Lennen  &  New- 
ell) :  P.  Lorillard  used  spot  radio  and 

tv  to  introduce  its  new  brand,  the  Old 

Gold  Filtertip  cigarette.  There's  the 
same  emphasis  on  spot  radio  in  1955 
as  there  was  in  late  1954.  In  short, 

Lennen  &  Newell  is  buying  five-  to  six- 
week  saturation  campaigns,  using 

early-morning  radio  in  big  tv  markets. 

Frequency  ranges  from  10  announce- 
ments a  week  to  40  or  50. 

Sterling  Drug  {Dancer-Fitzgerald- 

Sample)  :  Sterling's  Bayer  Aspirin  i9 
continuing  its  1954  spot  radio  strategy 

into  1955.  This  year,  as  last,  the  prod- 
uct is  using  radio  in  some  75  markets, 

generally  on  a  52-week  basis.  Sched- 
ules range  from  five  to  15  60-second 

announcements  per  market  per  week. 
Bayers  has  no  set  pattern  where  types 
of  stations  are  concerned,  but  seeks 
the  broadest  audience  in  each  market. 

Dr.  Lyons  Toothpaste,  another  Ster- 
ling Drug  product,  is  also  continuing 

its  1954  spot  radio  strategy.  This 

product  covers  30  to  40  markets  with 

"Nothing    very    <crious — just   another   overworked 

KRIZ  Phoenix  advertiser." 
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daytime  and  early-morning  announce- 
ments throughout  the  year. 

Liebmann  Breweries  (Foole,  Cone  & 

Belding)  :  This  hrewer  has  one  motto 

for  his  Rheingold  Deer:  "We  want  to 
dominate  whatever  medium  we're  us- 

ing in  the  area  we're  using  it  in."  In 
radio  this  has  meant  an  increased  ap- 

propriation for  1955.  On  New  Year's 
Eve  1953,  the  firm  sponsored  one  hour 
of  Guy  Lombardo  over  eight  New  York 

City  stations.  Last  New  Year's  Eve 
■coverage  extended  to  28  stations  in  up- 

state New  York,  Connecticut,  New  Jer- 
sey and  Philadelphia. 

Rheingold's  announcement  schedules 
have  remained  constant  this  year,  with 

a  frequency  of  some  300  announce- 
ments weekly  over  20  stations  in  its 

Eastern  distrihution  area.  Rheingold 

is  al?o  a  heavy  spot  radio  user  in 
Southern  California.  The  brewer  uses 

morning,  afternoon  and  nighttime  ra- 
dio. 

Lincoln-Mercury  Dealers  Assn. 
(Kenyon  &  Eckhardt)  :  This  advertis- 

er is  plunging  into  spot  radio  with  a 

far  bigger  appropriation  than  he  had 
in  1954,  because  the  dealers  liked  the 

sales  results  the  medium  produced  last 

year.  Lincoln-Mercury  Dealers  will 
continue  to  concentrate  on  early-morn- 

ing and  late-afternoon  schedules  in  or- 

der to  reach  men  while  they're  driving. Unusual  for  this  client,  however,  is  the 

addition  of  major  metropolitan  mar- 
kets, like  New  York,  Chicago  and  Los 

Angeles. 
National  Biscuit  Co.  (Kenyon  & 

Eckhardt)  :  Nabisco  started  its  first 

large-scale  campaign  for  lOO^v  Brand 
Cereal  on  7  February. 

The  schedules  are  not  being  placed 

in  a  pre-determined  time  slot.  Rather, 
K&E  is  looking  for  adjacencies  near 

programs  with  a  particular  following. 
Nabisco  is  not  planning  to  use  tv 

for  this  product  right  now.  The  firm 
will  launch  two  waves  of  spot  radio 
announcements,  each  lasting  five 
weeks. 

Jell-0  (Young  &  Rubicam)  :  Jell-O's 
spot  radio  strategy  of  1955  has  a  new 
look.  Last  year,  the  agency  looked  for 

local  personalities.  This  year,  Jell-0 
is  concentrating  on  early-morning  ra- 

dio and  frequency  (five  to  20  an- 
nouncements    a     week     per     market) 

rather  than  on  personality.  This  year, 

as  last,  Jell-0  is  buying  powerhouse 
stations  for  extensive  coverage. 

Jell-O's  1955  spot  radio  budget  is 
one-third  higher  than  its  spot  radio 

budget  in  1951,  Why  is  Jell-0  put- 
ting extra  emphasis  on  spot  radio? 

"Because  we  can  get  the  most  cov- 

erage most  economically  with  radio," a  Y&R  executive  told  sponsor. 

Filbert's  Margarine  (SSCB)  :  This 
client  was  among  the  first  to  go  on 
the  air  in  1955. 

"We're  doing  the  same,  only  more 

of  it,"  says  Steve  Suren,  timebuyer  on 
the  account.  "We've  stepped  up  the 
frequency  to  about  five  announcements 

a  week  per  market." 
This  year,  as  last,  Filbert's  is  in 

some  40  markets  with  a  10-  to  13-week 

campaign.  Since  the  product  is  bought 
and  used  by  housewives,  SSCB  buys 

daytime  and  early  afternoon  sched- 
ules. The  firm  will  be  on  the  air  with 

two  more  radio  campaigns  in  1955. 

Q-Tips  (Lawrence  C.  Gumbinner)  : 
For  its  first  national  air  effort,  Q-Tips 

is  using  a  combination  of  network  ra- 
dio  and   spot   radio.    The   spot   radio 

NOW 
Stronger  pull 
than  ever! 

7  FEBRUA 

KMJ-TV 
FRESNO,  CALIFORNIA  •  CHANNEL  24 

boosts;  power! 
Video  power  up  to  447,000  watts 

Audio  power  up  to  223,500  watts 

.  .  .  increasing  signal  power  12.58  times 

KMJ-TV  pioneered  TV  in  this  important  inland  Cali- 

fornia market.  It's  the  San  Joaquin  Valley's  most-tuned- 
to  TV  station".  Now,  with  a  powerful  new  signal  and 
the  finest  transmitter  location  in  the  Valley,  it  has  more 

audience  pull  than  ever.  And  more  than  ever,  KMJ-TV 
is  your  best  TV  buy  in  the  Valley! 

KMJ-TV  —  Fresno's  First  Station  —  First  in  Power 
—  First  in  Audience 

Paul  H.  Raymer,  National  Representative 

° KMJ-TV  carries   19  out  of  the  25  top-rated  nighttime  pro- 
grams viewed  in  the  Fresno  area.  (October  1954  ARB  report). 
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schedule  started  on  31  January  in  40 
markets. 

"Spot  radio  can  do  an  extremely 
effective  job  for  us  at  a  comparatively 

low  cost,"  says  \nita  Wasserman, 

timebuyer  for  Q-Tips.  "Also,  we  have 
the  added  advantage  of  merchandising 

support  that  stations  offer  us." 
The  20-week  spot  radio  campaign  is 

aimed  primarily  at  young  mothers. 
It  consists  of  three  to  six  broadcasts 

weekly  on  each  station  of  a  60-second 
announcement  mentioning  the  advan- 

tage of  Q-Tips  swabs  in  baby  care. 

The  agencj  decided  to  go  into  spot 
radio  on  a  large  scale  as  a  result  of 

a  successful  fall  1954  campaign  on 

WNEW,  New  York.  Q-Tips  broadcast 
some  35  20-second  announcements 

weekly  over  the  station  from  Septem- 
ber through  December. 

General  Mills  {Dancer-Fitzgerald- 
Sample)  :  This  client  began  using  spot 
radio  for  its  Gold  Medal  Flour  for  an 

additional  purpose  last  fall,  is  con- 
tinuing through  spring  1955:  to  cover 

small  towns  with  little  or  no  tv.  Some 

30  to  35  of  its  spot  radio  markets  are 
in  that  category. 

/  eJ-oA   oUetatleS  1 

(Just  The  Facts) 
on   the 

L.   A.   Mexican   American 

KWKW's Belden  Survey 
Shows 

•  Product   Preference 

•  Family  Income 

•  Media   Preference* 

•  Yes,  the  survey  shows  KWKW 
audience  to  he  better  than 
that  of  the  nexl  two  stations 
combined. 

GET  THE   FACTS   FROM 

am      KWKW        fm 

PASADENA  -  LOS  ANGELES 

Hf.riti  »/  w  i/;i  /  v 

Mew    Vorki  Richard  O'Connel]  It 
San  Francisco  i   Broadcast  Time  S 

The  firm  also  uses  spot  radio  to 

reach  special  groups:  10  Negro  mar- 
kets,  six  to  eight  Spanish-language 
markets. 

General  Mills'  schedules,  always  day- 
lime,  are  on  a  39-  to  52-week  basis. 

Frequency  ranges  from  five  to  10  an- 
nouncements a  week. 

Atlantic  Refining  Co.  (N.  W.  Ayer)  : 

This  newcomer  to  spot  radio  (this  is 

firm's  second  year)  lias  been  adding 
to  its  schedules  consistently.  Current- 

ly. Atlantic  Refining  is  using  5-,  10- 
and  15-minute  newscasts  on  60  sta- 

I  ions  throughout  the  South,  from 

Maryland  to  Florida.  In  New  York, 

the  agency  has  bought  5-minute  weath- 
ercasts  to  be  broadcast  three  times 

weekly  over  18  am  and  12  fm  stations. 

Like  most  gas  companies,  Atlantic 

also  sponsored  baseball  in  New  York, 

"The  real  truth  is  thai  freedom  of  the 
press  and  the  freedom  to  broadcast  are 
policies  rather  than  principles,  and  they 
vary  widely  with  changes  in  puhlic  opin- 

ion— and  with  the  opinion  of  persuasive 
thought  leaders.  I  think  it's  safe  to  say 
that  the  general  public  is  inherently  and 
automatically  in  favor  of  the  precept 
of  freedom  to  broadcast,  without  con- 

dition   or   qualification." 
THAD  II.  BROWN,  JR. 

Vice  President  in  Charge  Tv 
NARTB,    Washington 

New  England  and  Pennsylvania  in 

1954  is  expected  to  do  so  in  1955. 

Though  there  is  unquestionable  in- 
terest and  activity  in  spot  radio,  the 

medium  isn't  necessarily  entering  a 
second  honeymoon  with  clients  and 

agencies.  On  several  fronts,  spot  radio 
continues  to   have  an   uphill   fight. 

There  are,  for  example,  a  number  of 

accounts  that  are  reducing  or  drop- 

ping spot  radio.  Among  them.  Bab-0 
(through  D-F-S)  is  significant,  be- 

cause of  its  long  history  in  the  medi- 
um. American  Chicle  (through  D-F-S) 

plans  lo  buy  less  spot  radio  because 

of  the  expense  of  its  new  network  t\ 
lni\.  The  Texas  Co.  (through  Kud- 

nerl  is  dropping  spot  radio  for  net- 
work radio  this  spring.  And  Nescafe 

(through  Bryan  Houston)  is  reducing 
its   spol    radio   schedules   somewhat. 

Il  i-  >lill  too  early  for  a  conclusive 

forecast  ol  spol  radio  1955.  For  Jan- 
uary, however,  the  positive  side  of  the 

coin  shines  fai  brighter  than  the  nega- 
tive. •  •  • 

ESSO 

I  Continued  from  page  35) 

Jersey) — covers  the  Eastern  seaboard 
and  part  of  the  South — 18  states  in  all 
ranging  from  Maine  to  Louisiana. 

Esso  could  use  a  regional  network. 
It  likes  spot  for  two  reasons,  however. 
First,  the  Esso  Reporter  in  each  town 
is  identified  with  the  local  radio  sta- 

tion and  the  local  "voice"  (announc- 

ers remain  anonymous,  but  they're 
usually  among  the  better-known  an- 

nouncers at  each  station  I .  Further, 

local  news  can  be  featured — to  the  ex- 

clusion of  national  or  regional  new-, if  warranted. 

Second,  Esso  likes  spot  because  it 
can  air  commercials  which  are  appro- 

priate for  each  market.  The  company 

may  want  to  push  anti-freeze  in  New 
England,  for  example,  and  promote 
tires  in  Louisiana.  This  is  important 

to  a  company  operating  in  a  wide 
range  of  climates,  Esso  Ad  Manager 
I!.  VI.  Gray  and  Assistant  Ad  Manager 
Vernon  Carrier  stressed  to  sponsor. 

Some  advertisers  may  fear  spot  ra- 

dio, however.  They  may  feel  that  it's 
hard  to  hold  together  a  scattered  op- 

eration and  to  promote  relativeh  un- 

glamorous  spot  (as  opposed  to  net- 
work )    to  its  dealers. 

This  is  where  the  agency  steps  in. 

Marschalk  &  Pratt  keeps  in  close  touch 
with  all  the  radio  stations  and  with 

Esso  as  well.    Here's  how: 
As  soon  as  a  new  station  is  added 

to  the  Esso  lineup.  Tom  Brown.  Mar- 
schalk &  Pratt's  liaison  man  between 

the  agency  and  the  radio-tv  stations, 
or  Curt  Peterson,  M&P  radio-tv  vice 

president — or  both — visit  the  station. 
Along  with  the  usual  handshaking  the 

station  manager  gets  a  book  from  Mar- 

schalk &  Pratt  called  'Y  our  Esso  He- 

porter — Instructions  &  Suggestions." 
The  book  spells  out  exactly  how  the 

Esso  Reporter  is  to  be  handled  by  the 

station.  It  emphasizes  that  "selection of  news  service  and  news  content  is 

the  responsibilirj  of  the  local  station, 
without  sponsor  limitation  or  restric- 

tion, Il  does  caution,  however, 

against  editorial  interpretation.  And 
il  mention-  thai  "on  more  than  one 

Occasion,  the  sponsor  has  been  in- 
voked in  an  unflattering  news  inci- 

dent on  the  sponsor's  own  program. 
That's  a  calculated  i  i — k .  because  the 

new  -  must   remain   in\  iolate." 

I  lie nouncei 
look   gives  suggestions   to   an- 

il. 

sample : 

"Th 
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enthusiasm  of  the  announcer's  voice 
plays  a  large  part  in  the  impression 
news — or  commercial — makes  on  the 

audience.") 
Even  emergencies  are  covered  in  the 

instruction  book.  In  case  of  a  tragic 

event  in  a  station's  area,  for  example. 
the  announcer  is  told  to  discard  the 
scheduled  commercial  and  to  substitute 

a  "standby"  anouncemeut.  These  an- 
nouncements briefly  touch  on  topics 

such  as  freedom  of  the  press,  with  onl\ 
the  mention  of  Esso  as  sponsor  of  the 

program.  In  addition  telephone  num- 
bers and  addresses  of  Marschalk  & 

Pratt  and  Fsso  executives  are  listed  so 

that  they  can  be  contacted  in  an  emer- 
gency, if  warranted. 

Esso  gives  stations  carrying  the  Re- 
porter a  gentle  hint  that  it  would  like 

them  to  promote  the  show.  It  doesn't 
demand  extra  promotion  and  it  prob- 

ably wouldn't  drop  a  station  from  the 
schedule  if  the  outlet  refused  to  pro- 

mote the  show.  As  the  company  ex- 

plains, however,  "It  goes  without  say- 
ing that  a  good  news  program  will 

prosper  ...  in  direct  proportion  to 
the  promotion  that  is  behind  it.  Esso 

Standard  Oil  Co.  backs  up  this  pro- 

gram from  time  to  time  with  newspa- 

per advertising  and  sales  promotion." 
Esso  advises  its  radio  stations  that 

it's  doubly  important  that  the)  keep Marschalk  &  Pratt  advised  on  their 

promotion.  "First,"  Esso  says,  "it's 

important  that  you  don't  'hide  your 
light  under  a  bushel.'  Second,  these 
reports  help  us  to  help  you  by  acting 

as  a  clearing  house  for  good  promo- 

tion ideas."  Esso  "suggests"  that  sta- 
tions send  in  monthly  reports  on  their 

activities;  to  make  the  job  easier — 
and  to  more  or  less  act  as  a  reminder 

— the  agency  sends  the  outlets  a  stand- 
ard promotion  report  form  to  be  filled 

out  and  returned.  Liaison  man  Brown 

and  radio-tv  director  Peterson  also  dis- 

cuss promotion  of  the  £550  Reporter 

with  the  stations  on  their  periodic  vis- 
its. (Some  of  the  promotion  Esso  has 

obtained  from  stations  is  illustrated 

on  page  35.) 
\\  hat  are  the  criteria  Esso  uses  in 

choosing   stations? 

Most  basic,  perhaps,  is  cost-per- 
1.000.  Yet  even  this  is  not  the  final 

answer.  For  example,  Curt  Peterson 

told  sponsor  that  the  cost-per-1,000 
for  radio  has  gone  up  in  the  past  few 

years.  "We  didn't  drop  radio."  he  ex- 
plained, "because  even  at  the  slight 

increase  in  price  it's  still  a  darned 

good  buy." 

The  cost-per-1,000  is  figured  with 

the  help  of  local  ratings.  In  one  mar- 

ket it  might  be  Pulse,  in  another  Hoo- 

per, and  so  forth. 

(The  various  local  ratings  cannot  In- 
averaged  out  to  give  Esso  an  indica- 

tion of  its  total  audience,  however. 

Besides  the  fact  that  the  rating  serv- 
ices  van  widely  in  technique,  the  days 
or  weeks  which  they  survey  are  not 

the  same  for  all  markets.  Seasonal  va- 

riations in  listening  would  therefore 
make  the  results  inaccurate.  To  ob- 

tain its  average  monthly  audience  Esso 

uses  Nielsen  cumulative  latings  figured 
on  a  network  basis.  In  other  words, 

although  Nielsen  couldn't  give  Esso 
a  reliable  rating  for  many  of  the  mar- 

kets on  an  individual  basis  because  of 

an  inadequate  sample,  Nielsen  can — 
using  the  same  techniques  it  uses  for 

obtaining  network  ratings — give  Esso 
a  reliable  indication  of  its  audience 

over  the  18-state  area.) 

Esso  uses  "prestige"  stations.  This 
means  that  frequently  the  company 

buys  time  on  one  of  the  biggest,  most 
powerful     outlets.      But     not     always. 

A  New  Orleans  street  named  Desire 

—  hut  where  is  everybody? 

If  the  time  is  between  6  and  9  a.m.,  they're  very 

likely  listening  to  Louisiana  "Larm  (dock.  This 
sprightly  \\  DS1  program  acts  as  eye  opener  to  a 

large  and  loyal  following.  And  it  has  been  an  eye 

opener  to  sponsors  to  see  how  well  'Larm  Clock  g 
Harry    Wood  can  sell  their  products. 
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Every  now  and  again  it  drops  a  sta- 

tion it's  had  for  a  long  time  and  sub- 
stitutes another  in  the  same  city.  A 

couple  years  ago,  for  instance,  Esso 

dropped  a  50  kw  outlet  which  had  car- 
ried the  Reporter  for  more  than  18 

years  and  bought  instead  a  5  kw  sta- 
tion. The  former  outlet  covered  more 

territory.  The  5  kw  station  obviously- 
covered  fewer  people  but  two  years 
before  the  switch  Esso  had  bought 
three  stations  which  actually  were 

within  the  coverage  area  of  the  power- 
house. The  company  apparently  felt 

that  it  was  better  to  have  more  local 

coverage  with  more  stations  rather 

than  one  big  station  blanketing  an  en- 
tire region  in  this  instance.  However, 

out  of  the  52  radio  stations  now  on  the 

schedule,  13  are  50  kw  outlets.  (On 

the  other  hand,  five  are  250  watt  sta- 
tions.) 

Time  periods  bought  by  Esso  drop 

into  one  of  four  periods,  with  an  aver- 
age of  three  of  these  periods  used  by 

Esso  on  each  station.  Time  periods  are 

early  morning  (breakfast),  lunchtime, 
early  evening  (dinnertime)  and  late 
evening   (bedtime). 

Esso  believes  it  reaches  the  most 

men  this  way.    During  some  of  these 

the  music  that 

pleases  .  .  .  the  people 

pleases  uou  .  .  . 

sl 

vonsor . 

CALL  OR  WRITE 

NOW  FOR  SPOT 
AND  PROGRAM 
AVAILABILITIES 

KOME 
THE    MUSIC    STATION    FOR 
THE   MAGIC    EMPIRE 

5000  WATTS 
TULSA,  OKLAHOMA 

time  periods  in  some  markets,  says  Es-  increased  profits."  Esso  reminds  deal- 
so,  more  women  than  men  may  actual-  ers  that  when  they  do  their  own  radio 

ly  be  listening.  As  long  as  the  number  advertising  they  "enlist  the  help  of 
(rather  than  percentage)  of  male  lis-  millions  of  dollars  worth  of  advertis- 

teners  is  high  and  the  station  rate  card  mS  which  Esso  Standard  Oil  buys  to 

favorable,  Esso  says  it's  getting  a  te^  people  about  the  products  and  serv- 

sound  buy.  ices  )ou  offer." 

Dealers  buy  time:  Esso  encourages 

its  dealers  (who  operate  as  indepen- 

dent businessmen ;  they  don't  even 
have  to  feature  Esso-only  products) 
to  buy  their  own  time  on  radio.  Twice 
a  year  the  agency  writes  to  1  kw  (or 

less)  stations  in  Esso's  marketing area.  It  asks  these  632  stations  if 

they'd  like  Esso's  book,  called  "How 
Local  Radio  can  increase  business  and 

profits  for  an  Esso  Dealer."  In  re- 
sponse to  the  current  mailing,  360  ra- 

dio stations  said,  "Send  it."  A  follow- 
up  letter  went  to  the  stations  which 
got  the  book,  offering  a  new  Margaret 
Whiting  transcribed  musical  jingle, 

free  of  charge.  But  the  radio  station 
was  to  indicate  how  many  Esso  dealers 

had  bought  time.  Replies  to  this  letter 
still  are  coming  in  but  by  sponsor 

presstime  the  radio  stations  respond- 
ing indicated  a  total  of  more  than  400 

Esso  dealers  buying  time. 

The  dealer  book  is  in  three  parts. 
The  first,  addressed  to  radio  station 

managers,  gives  hints  on  how  to  sell 
announcements  or  programs  to  Esso 

dealers.  The  second  part,  for  the  deal- 

ers' use,  offers  practical  advice  on  the 
value  of  local  radio  programs  and 

some  of  the  principles  of  advertising. 

(Example:  "DO  give  your  radio  ad- 
vertising a  chance  to  prove  itself! 

DON'T  sponsor  a  few  isolated  broad- 

casts, then  give  up  because  you  aren't 
immediately  swamped  with  custom- 

ers.") The  third  part  of  the  Esso  dealer 
book  contains  more  than  60  30-second 

commercials  to  be  read  with  a  novelty 
musical  jingle  (not  the  Whiting  jingle 

but  another  called  "See  your  Esso 
dealer").  The  commercials  are  hard- 
selling  copy  for  more  than  a  score  of 
Esso  dealer  products  and  services. 

In  an  introduction  for  its  dealers, 

Esso  says  "Hundreds  of  Esso  dealers 

are  proving  radio's  selling  power  every 
day  by  sponsoring  their  own  advertis- 

ing. They  buy  one-minute  announce- 
ments on  their  local  stations — one  of 

the  most  effective  kinds  of  advertising 
ever  devised.  .  .  .  When  you  put  these 

commercials  on  the  air,  you  take  an 

important  step  toward  more  business. 

Reporter's'  start:  The  Esso  Re- 

porter was  conceived  on  the  corner  of 
43rd  and  Broadway  in  July  1935  and 
born  on  October  7,  1935. 

It  was  on  the  corner  of  43rd  and 

Broadway  that  Harry  C.  Marschalk 
ran  into  Clifford  Click,  a  salesman  for 
NBC.  Glick  told  Marschalk  that  the 

United  Press  had  decided  to  change  its 

newspaper  subscribers-only  policy  and 
was  ready  to  lease  its  news  service  to 
NBC.  Glick  suggested  that  possibly 
Marschalk  could  sell  the  idea  to  Esso 

which  sponsored  Guy  Lombardo  on 
radio   through  M&P. 

Marschalk  proposed  the  idea  of 

news  programs  to  Dr.  R.  T.  Haslam, 
then  the  Standard  sales  manager. 

Only  Marschalk  had  a  twist  to  the 

NBC  proposition.  NBC  had  offered 

Marschalk  an  opportunity  to  buy  15- 
minute  news  shows.  Marschalk  thought 

it  would  be  better  to  sponsor  four 

five-minute  shows  daily.  When  it  be- 
came obvious  that  Esso  would  like  to 

buy  five-minute  segments,  NBC  was 

aghast.  The  network  didn't  have  a 
five-minute  rate.  After  a  little  pon- 

dering, NBC  agreed  to  sell  Esso,  via 
Marschalk  &  Pratt,  five-minute  news 
shows. 

For  26  weeks  Esso  bought  the  net- 
work, but  then  it  began  to  shift  to  a 

spot  campaign,  covering  the  territory 

which  Esso  serves.  It's  used  spot  radio 
in  this  same  five-minute  form  ever 
since. 

Because  it  is  a  regional  firm.  Esso 

canot  use  most  magazines.  It  does  buy- 
space  in  the  New  Yorker,  however, 
and  an  occasional  Sunday  supplement. 

It  uses  newspaper  advertising  and  has 
extensive  billboard  locations.  Esso  al- 

so works  closely  with  dealers  in  direct 

mail  campaigns  to  Esso  customers. 

(In  a  future  issue:  How  Esso  tele- 

\  ises  the  news.)  *  *  "* 

RADIO  &  TV  PERSONNEL 

We  screen  New  York's  vast source  of  qualified  personnel; 

take  the  guesswork  out  of  hir- 
ing for  stations  anywhere.  Tell 

us  your  needs,  we  do  the  rest  I 

CAREER  BUILDERS  a. iguncf  M 
Marjori*   Witty,   Director,  Radio-TV  DiV. 

35  West  53rd  St.,  New  York  19  •  PL  7-6385 
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TALENT  PROBLEM 
( Continued  from  page  37 ) 

to    the   west   coast   program    director. 

Many  admen  feel  the  networks 

should  set  up  more  opportunities  for 
new  talent  to  expose  itself  and  develop. 
Some  would  like  to  see  more  amateur 
talent  shows  on  the  air.  Others  would 

like  the  webs  to  provide  more  local 

opportunities  on  their  owned-and-oper- 
ated  stations. 

While  agencies  look  to  the  networks 
to  carry  the  brunt  of  talent  scouting, 

they  feel  they  have  some  scouting  re- 
sponsibilities themselves.  Some  of  the 

talent  people  at  the  agencies  want  to 
get  sponsors  more  involved  in  the 

talent  quest  on  the  grounds  that  an 

agency  would  not  sign  up  new  talent 
itself  unless  client  indicated  interest. 

3.  The  opinion  that  ad  agencies  must 

show  more  backbone  in  talent  and  pro- 
graming negotiation  was  expressed  in 

some  quarters.  It  was  not  frequently 

expressed  (it  is,  after  all,  self-criticism) 
but  when  it  was  expressed,  it  was  in 
strong  terms. 

Agencies  were  advised  to  ( 1 )  set  a 

ceiling  on  talent  costs  and  stick  to  it 

and  (2)  assert  more  control  over  pro- 
graming. An  example  of  the  former 

policy  is  the  ceiling  set  by  J.  Walter 
Thompson  (in  the  forefront  of  those 

fighting  the  talent  agent  price  scale) 
on  Lux  Video  Theatre.  This  ceiling  is 
said  to  be  in  the  neighborhood  of 

$3,500  for  the  lead  player.  The  agency 

turned  down  Gloria  Swanson's  asking 

price  of  $7,500  (Editor's  note:  errone- 
ously printed  at  $75,000  in  the  previ- 

ous story)  for  appearing  in  "Sunset 

Boulevard"  and  hired  Miriam  Hopkins 
instead. 

Agencies  can  assert  more  control 

over  programing  if  they  become  more 
active  in  producing  their  own  shows, 

it  was  said.  This  will  help  prevent  a 

situation,  so  common  now,  whereby  a 

complete  show  package  is  presented  to 
the  agency,  either  by  talent  agents  or 

the  networks,  leaving  the  agencv  with 

a  simple  take-it-or-leave-it  alternative. 

The  fact  that  the  agencies  often  have 

little  to  say  about  supporting  and  non- 
performing  talent  in  their  own  shows 

makes  it  doubly  difficult  for  them  to 

control  costs.  One  big  network  adver- 
tiser told  SPONSOR  the  talent  agents 

often  "dump  second-rate  supporting 
talent  on  us"  because  of  the  growing 
trend  toward  presenting  complete  pack- 

ages to  sponsors  and  agencies.  An 

agency     programing     executive     said 

angrily  that  he  couldn't  even  get  from 
a  talent  agent  a  breakdown  of  above- 
and  below-the-line  costs  for  an  expen- 

sive film  show  he  is  considering. 

"If  I  told  you  what  the  show  cost," 

he  said,  "you'd  understand  why  I'm  so 
mad.  But  what  can  I  do  when  the 

package  is  already  made  up?  What 
makes  it  worse  is  that  the  talent  agents 

are  so  arbitrary  about  things.  I'm  just 

expected  to  acquiesce." 4.  More  dependence  on  writers  is 
often  suggested  as  a  way  of  getting 

around  the  high  cost  of  tv  talent.  An 

agency  tv  department  manager  said: 

"The  agencies  and  networks  would 
do  well  to  pick  up  some  writers  dumped 

by  Hollywood  and  get  them  into  tv. 
There  are  a  lot  around  since  the  movie 

people  aren't  producing  as  many  pic- 
lures  as  they  used  to.  Some  of  these 

guys  are  good,  though  they  may  have 

to  get  used  to  the  lower  tv  pay  scale." 
(Y&R  has  such  a  system  already  in 
effect.) 

The  fact  that  writers  generally  get 

paid  less  than  performing  talent  is  the 
prime  reason  why  admen  would  like 
to  see  more  emphasis  put  upon  writing. 

A  source  familiar  with  writers'  salaries 
said  that  in  many  cases  they  get  from 

15  to  25%  of  what  a  performing  star 

gets.  Even  when  a  writer's  name  be- 
comes known  he  is  not  able  to  capi- 

talize on  it  to  the  same  extent  that  a 

performing  star  can,  it  was  pointed 
out. 

A  sponsor  check  disclosed  that  tv 

network  writers  get  from  $250  to 

$2,500  per  show  with  most  of  them  in 
the  lower  end  of  this  range.  There 

are  cases  of  writers  who  get  $3,000  or 
even  $4,000  but  this  is  rare  in  tv  and 

when  it  occurs  the  writer  may  perform 

another  function,  such  as  producer. 

For  a  half-hour  show,  a  free-lance 
writer  will  be  budgeted  from  $600  to 
double  that,  but  with  $750  the  most 
common  fee.  For  the  hour  drama 

shows,  the  range  starts  at  $1,000  and 

ends  at  about  $2,500  with  only  top,  ex- 
perienced people  getting  the  latter. 

Comedy  writers  get  from  $250  to 
$2,000,  with  a  few  going  above  that. 
An  interesting  sidelight  on  the 

writers'  pay  scale  is  the  fact  that  an- 
other $100  or  so  may  be  given  for  a 

drama  script  run  during  "rating  week." 
».  The  number  of  admen  who  said 

they  would  like  to  see  the  government 
do  something  about  talent  costs  can  be 

counted  on  the  fingers  of  one  hand,  but 
the  fact  that  Uncle  Sam  was  mentioned 

at  all  gives  some  idea  of  the  intensitv 

of  feeling  in  some  circles.  This  vocal 

minority  would  like  to  see  the  govern- 
ment take  away  from  the  networks 

their  programing  functions  and  limit 
them  to  selling  time,  the  idea  being 
that  the  combination  of  the  two  con- 

stitutes a  form  of  monopoly.  If  the 

networks'  programing  wings  are 
clipped,  it  is  held,  there  would  be  leas 

emphasis  on  high-priced  shows. 
One  source  said  he  thought  the  talent 

agents  might  well  come  under  U.  S. 
scrutiny  on  the  ground  that  their  power 

to  tie  in  secondary  and  non-performing 
talent  with  the  sale  of  a  star  constitutes 
restraint  of  trade. 

Actually,  many  admen,  while  they 

don't  like  the  talent  cost  situation,  con- 
sider it  an  example  of  free  enterprise 

in  exaggerated  form,  which  is  one  of 
the  reasons  why  they  feel  helpless  to 

do  anything  about  costs.  Here  are  the 
difficulties  the  ad  fraternity  says  it 
faces : 

Said  an  agency  radio-tv  department 

head:  "Talent  costs  are  just  a  matter 
of  supply  and  demand.  The  high  prices 
for  Gleason  and  the  others  exist  simply 
because  somebody  is  willing  to  pay  the 

price  asked." 
Another  adman  put  it  even  more 

succinctly:  "If  one  pays,  everybody 

pays." 

The  point  that  the  high  prices  paid 

by  a  minority  of  sponsors  affects  the 
entire  price  scale  for  talent  inevitably 
raises  the  question  of  whether  the  high 

price  shows  are  worth  the  money  to 
those  who  sponsor  them.  For  if  they 

are,  admen  say,  there  is  not  likely  to 

be  any  change  in  the  situation  until 
costs  become  obviously  uneconomic. 

In  the  past  10  months 
WTRF-TV  won  5  Awards 

in  5  national  merchandis- 
ing-promotion  contests 

entered.  This  "know-how" goes  to  work  for  you  A 
when  you  use  .... 

WTRF 
TV 

WHEELING W.    VA. 

316,000    Wnlll     cluniiiil 

REPSESfN  r  EO    BY 

HOLLINGBERY 

7  FEBRUARY   1955 
107 



I  he  standard  —  though  not  the  onl) 
measuring  rod  is  cost-per-1,000 

homes  reached  or  cost-per-1,000  homes 
|icr  commercial  minute.  The  latter  is 
useful  I  ecause  it  enables  the  slide-rule 

boys  I"  compare  costs-per-1,000  foi 
shows  "I  different  length . 

Nielsen  figures  indicate  that  the  big- 
name  variet)  shows  are  still  worth  the 

cost.  \-  a  group,  the  general  variety 
shows  on  network  tv  are  the  most  eco- 

nomical cost-per-1,000  1  m\  despite  the 
fact  that  the  average  time-and-talent 
cost    i-    higher   than   any   other   group. 

I  lie  average  nighttime  general  variet) 

-how.  during  earl)  October  (not  Lri- 
cluding  the  spectaculars),  cost  $2.93- 

i  L,000  homes  per  commercial  min- 
ute. Werage  -how  cos!  was  197,000. 

These  are  once-a-week  show-,  both 

hour  and  half-hour  in  Length. 

Averages,  of  course,  can  be  mislead- 
ing and  it  must  be  pointed  oul  that  the 

range  went  from  $1.69  to  $8.73-per- 

L,000  Imiiic-  per  commercial  minute. 
While  Nielsen  would  not  reveal  the 

cost-per-1,000  homes  per  commercial 
minute     for     specific     -how-,     it      was 

KXLY-TV's  merchandising 
DOUBLES  SALES 

for  Carnation's  Instant Complete  follow  through  at  poi 
secures  outstanding  sales  results  fo 

vertisers.      It's   a    PLUS! 

"May  I  take  this  opportunity  to  ex 
gratitude  for  the  help  and  guidan 
to  us  during  our  recent  Telemarket 
Carnation    Instant   Milk. 

Sto 

We  received  excellent  cooperation 
Stores,  Advertising  Accounts  and 
Displays  were  featured  in  most  al 
sales  of  Carnation  Instant  Milk  we 

rhe  promotion. 
Sincere 
Phil  S. 

District 

Carnati 

KXLY  S  TV  Merchandising 
Available 

discount  when  pur- 
chased in  conjunc- 

tion   with    the    XL 
network 

.     fo  qualified 

SP0KIME 

RICHARD  E.  IMEI 

vice  pres.a  gen.  mgr. 

uinsHincTon 

Rep.- RUERV-KI10DEL 
moareftlund:seallle,portlond 

learned  that  the  big  name  shows  with 

their  big  audiences  tend  to  be  at  the 

cheaper  end  of  the  cost-per-1,000 range. 

i  The  cost-per-1,000  homes  per  com- 
mercial minute  is  calculated  as  fol- 

lows: the  average  audience  —  not  the 
regular  six-minute  Nielsen  rating  —  is 

multiplied  by  the  number  of  commer- 
cial minutes.  This  is  divided  by  1.000 

and  the  resulting  quotient  is  then  di- 
vided  into  the  cost  of  the  show.  I 

After  general  variet)  shows,  the  next 

cheapest  program  category  is  general 

drama  with  a  figure  of  S3.68-per-l.000 

homes  per  commercial  minute.  Dear- 
esl  category  was  what  Nielsen  calls 

"variet)   music  and  other  music." 
So  far  as  trends  go.  however,  the 

picture  appears  to  be  one  of  a  leveling 

off  of  tv  network  costs-per-1.000  in 
1954  after  a  continuous  drop  previous- 

ly The  cost-per-1,000  homes  per  com- 
mercial minute  for  evening  shows 

during  October  was  $3.91,  compared 

with  $3.97  during  the  corresponding 

period  in  1953.  The  six-cent  differ- 
ence is  not  considered  significant. 

A  comparison  of  half-hour  evening 
shows  in  terms  of  1,000  homes  reached 

during  the  same  October  periods  shows 

a  slight  increase  from  1953  ($10.70  i 
to  1954  ($10.98). 

\\  hat  will  happen  during  the  1955- 
'56  season  is  another  question.  Admen 
expect  that,  with  rising  talent  prices 

and  more  station  competition  prevent- 

ing any  great  increases  in  tv  per-pro- 
gram  audiences,  the  costs-per-1.000 
may  well  show  a  substantial  increase. 

No  advertising  anah  sis  can  end  with 

cost-per-1,000,  however,  and  there's  the rub  for  those  looking  for  a  respite  in 

the  upward  price  spiral.  In  the  first 
place,  even  if  his  cost  goes  up  50%, 
Gleason  is  not  a  bad  buy.  Secondly, 

and  most  important.  Buick  bought 
Gleason  to  create  excitement  for  its 

product,  which  has  shown  a  spectacu- 
lar rise  in  sales,  having  displaced 

PI)  mouth  as  the  third  ranking  car.  I  If 
Ihiick  -ales  are  no  better  in  1955  than 

last  year,  the  Gleason  talent-and-pro- 

duction  package  will  cost  Buick  —  or 
Buick  owners,  depending  on  how  you 
look  at    it        around   $6  per  car.  I 

The  motives  for  Buick's  payment  of 
S3  million  to  Gleason  during  the  next 
season  shed  light  on  why  some  of  the 

othei  big  3penders  are  acting  as  thej 
are.  It  i-  notable.  sa\  admen,  that  the 

auto  firms-  to  whom  cost-per-1.000 
is  less  important  than,  say,  soap  firms 

-land    oul    prominent!)    among   the 
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big  spenders.  Oldsinobile,  Lincoln- 

Mercury,  Chrysler  are  all  beavil)  in- 
volved in  the  big-show,  big-name 

sweepstakes  now  going  on  in  t\.  Olds- 
mobile,  like  Buick.  has  been  overtaking 

its  competitors;  Lincoln-Mercurj  deal- 
ers have  expressed  undying  gratitude 

for  the  sales  job  Ed  Sullivan  has  done 

for  them  and  probablj  consult  the 

cost-per-1,000  index  seldom,  il  at  all; 
Chnsler  has  made  an  all-out  tv  bid 

to  regain  its  former  standing. 
The  situation  described  above  is,  in 

effect,  the  basis  of  arguments  used  by 

those  who  defend  the  prices  asked  by 

\\\1  and  MCA.  It  is  the  job  of  talent 

agents,  say  the  defenders,  to  net  the 
highest  price  the)  can  for  their  clients. 

"The  trouble  with  most  talent,"  said 

a  veteran  agenc\  talent  Inner,  "is  that 
the)  believe  their  publicity.  \nd  if 

tbe\  feel  their  agent  isn't  getting  as 
much  money  as  possible  for  them, 

they'll  junk  him.  Of  course,  talent  isn't 
too  likely  to  junk  MCA  and  William 

Morris,  but  there  is  always  the  possi- 
bilitv  that  a  big  name  will  jump  from 
one  to  the  other. 

"It's  true  that  MCA  and  William 
Morris  are  tough  bargainers  and  I 
think  one  reason  why  prices  are  what 
they  are  is  that  some  tv  talent  buyers 

don't  have  enough  experience  to  bar- 
gain for  or  evaluate  talent.  But,  you'll 

sometimes  find  the  big  talent  agents 

more  reasonable  than  the  talent." 
Said  another  agency  talent  buyer: 

"It's  often  a  convenience  to  be  able  to 
go  to  one  source,  like  William  Morris 
or  MCA  and  get  them  to  put  together 

a  program  package.  It  can  save  us 

time  and  money.  Sure,  I've  heard 
people  say  that  agencies  are  getting 

lazy  when  they  accept  a  package  from 

an  agent,  but  those  outside  talent  buy- 

ing don't  appreciate  the  problems. 
"And  another  thing.  Whether  we 

like  it  or  not,  the  American  public 
likes  big  names  and  the  place  to  get 
them  is  at  William  Morris  or  MCA. 

You  can't  avoid  dealing  with  them." 
On  one  subject  there  was  wide  agree- 

ment among  admen.  Barring  a  de- 
pression, video  was  too  dynamic,  too 

exciting  to  be  hurt  by  high  talent  costs. 
It  was  admitted  there  might  be  some 

temporary  derangement  caused  bv 

costs  going  way  out  of  line,  but  the 
iron  law  of  economics,  admen  assured 

SPONSOR,  is  an  automatic  regulator  of 

prices.  Look  at  Hollywood,  they  said. 
It  happened  there.  But  so  long  as  tv 

offers  good  entertainment  to  the  public, 

nothing  disastrous  can  happen.     *  *  * 

B&M  TV  TEST 

i  Continued  from  page  32  ' 

si-ting  id  cities  w  itb  jobbers  which  are 
located  within  50  miles  of  Green  Ba\  : 

and  \rea  B,  consisting  of  jobbing 

points  50  to  LOO  miles  awaj  from 
Green  Bay.  Area  \.  in  oilier  words,  is 

the  heart  of  \\  B  \Y-TV's  zone  of  influ- 
ence; Area  B  is  the  outer  region. 

(These  two  designations  should  not  be 
confused  with  the  usual  A  and  B  con- 

tour terms  in  tv  coverage.  \ote,  also, 

that  sales  are  given  lor  individual  cities 
within  Areas  A  and  B  as  well  as  for 

the  whole  area.)  One  of  the  interest- 

ing points  the  test  max  reveal  is  wheth- 
er Area  B  will  get  as  big  a  sales  lift 

from  the  tv  campaign  as  Area  A. 

SI  2.500  budget:  B&M  sales  for  the 

entire  year  of  1954  are  estimated  by 

the  broker  at  only  $37,000  in  sales 
Area  A,  $17,000  in  Area  B  (wholesale 

basis).  Nonetheless,  B&M's  tv  cam- 
paign will  be  as  heavy  as  the  average 

six-month  effort  on  the  station  by  na- 

tional advertisers.  Budget  for  the  cam- 
paign is  SI 2.500.  It  is  allocated  100% 

to  WBAY-TV,  a  Channel  2  CBS  TV 
affiliate  (representative:  Weed).  The 

$12,500  is  about  25' ,  of  gross  whole- 
sale sales  for  the  entire  previous  year. 

The  campaign  will  include  six  one- 
minute  announcements  weekly,  three 

in  Class  "A"  and  three  in  Class  "B" 
time.  Total  over  six  months:  156  an- 

nouncements. All  announcements  will 

be  done  live,  many  by  the  station's 
personalities. 

Copy  furnished  by  BBDO  will  be 

adapted  to  suit  the  style  of  WBAY-TV 
personalities,  although  a  careful  check 
will  be  maintained  to  see  that  the  basic 

copy  platform  is  not  violated.  (Ex- 
amples of  commercials  used  will  be 

covered  in  a  subsequent  article  of  this 
series  I . 

Success  yardstick:  sponsor  asked 

B&M  Ad  Manager  Northgraves  what 

his  yardstick  for  success  of  the  cam- 

paign would  be.  In  view  of  the  propor- 
tionately heavy  tv  budget,  would  it  be 

necessary  for  the  profit  from  increased 

sales  to  equal  the  number  of  tv  dol- 
lars? 

"No,"  was  his  answer,  "that  would 

be  expecting  too  much."  A  substan- 
tial sales  increase  plus  increased  dis- 

tribution of  the  brown  bread  is  the 

objective  sought.  No  dollar  bench- 
mark for  success  or  failure  has  been 

set  in  advance  of  the  test. 

If    B&M    deems    the    results    strong 

enough,  ii-  firs!  regulai  teli  am- 
paigning  in  other  markets  max  follow. 
I  In  In  m  has  used  tv  on  rare  occasions 

onl)  and  has  never  before  conducted 

a  l\  test — or  any  other  media  test. 

B&M's  total  ad  budget  for  the  year 
is  estimated  by  sponsor  at  over  $200,- 
000.  The  New  England  firm  has  used 

a  variet)  of  media  in  recent  vears, 
ranging  from  magazines  to  newspapers 

to  store-distributed  magazines.  It  is 
current!)  using  radio  in  14  markets, 
not  including  Green  Ba\. 

Marketing   hackground:   The   B&M 

bean  is  the  most  expensive,  ounce  for 

ounce,  sold  in  the  Green  Bay  area. 

It's  of  the  oven-baked  New  England 

variety.  Most  of  the  bean-  it  must 
compete  against  are  the  lower-cost, 
cooked  -  in  -  the  -  can  brands.  Heinz, 

Campbell's  and  several  hundred  other 
canners  make  the  can-cooked  beans. 

Only  B&M  and  a  few  other  New  Eng- 
land firms  specialize  in  the  bean  baked 

in  a  brick  oven. 

While  the  molasses-rich  oven  bean 

is  the  big  seller  in  New  England,  in 
most  other  areas  it  has  only  a  small 

fraction  of  the  market.  Otto  L.  Kuehn's 
advertising  manager.  Marvin  W.  Bow- 

er, estimates  that  the  cooked-in-the- 
can  bean  has  96rf  of  the  sales  in  the 

Green  Bay  region.  It's  believed  that 
B&M  sells  at  least  50%  of  the  oven- 
baked  beans  in  the  area,  which  would 

give  it  2%  of  the  total  bean  market. 

Its  chief  competitor  among  oven-baked 
beans  is  Puritan,  which  sells  at  a  low- 

er price  than  B&M  in  most  cases. 
B&M  beans  have  virtually  complete 

distribution  in  the  area  and  sales  have 

been     growing    slowly.      B&M    brown 

'53  Retail  Sales  in  the 

Wheeling  -  Steubenville 
Market  were  $331,732,- 
000.  You  cover  this  rich 

market  best  with — 
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bread,  however,  has  poor  distribution 

— under  50%.  The  company  moved 
only  380  dozen  cans  of  the  bread  in 
sales  Area  A  during  the  first  six 
months  of  1954;  only  130  dozen  in 

sales  Area  B.  It's  believed  few  people 
in  the  region  relate  the  two  products, 
whereas  brown  bread  and  beans  are 

a  favorite  combination  in  New  Eng- 

land. One  of  the  objectives  of  the  cam- 
paign, therefore,  will  be  to  establish 

the  brown  bread  and  beans  as  items  to 

be  eaten  together. 

"Our  problem,"  says  Ad  Manager 

Northgraves,"  is  to  change  the  basic 
eating  habits  of  the  population.  Sell- 

ing oven-baked  beans  to  people  of  this 
area  is  a  little  bit  like  coming  into 
Maine  to  sell  chile  con-carne  when  the 

people  here  aren't  accustomed  to  any- 
thing hotter  than  a  fish  chowder." 

The  Green  Bay  test  has  considerable 
significance  for  B&M  because  it  has 
many  markets  where  sales  are  at  a  low 
volume  relative  to  its  best  markets. 

\\  hilr  it  is  a  nationally  distributed 
brand,  about  60%  of  its  brokers  do 
90%  of  the  business.  The  South,  for 

example,  is  a  particularly  poor  area 
for  the  Yankee  oven-baked  bean.  B&M 

sells  through  87  brokers  in  key  cities 

rsmmm 
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Radio  Station  W  J  P  S  is  THE  sports  sta- 
tion in  the  Evansville,  Indiana  market.  If 

you  want  to  reach  MEN,  check  our  avail- 
abilities around  our  live  play-by-play 

sports  .  .  .  the  year  around. 

•  LOCAL  HIGH  SCHOOL  FOOTBAU     . 

•  EVANSVILLE  COLLEGE  FOOTBALL 

it  BIG  TEN  FOOTBAU 
•  LOCAL  HIGH  SCHOOL  BASKETBALL 
•  EVANSVILLE  COLLEGE  BASKETBALL 

if  INDIANA  UNIVERSITY  BASKETBALL 
•  INDIANA  HIGH  SCHOOL  TOURNAMENT 
•  NCAA  BASKETBALL  TOURNAMENT 
•  EVANSVILLE  BRAVES  BASEBALL 
•  500  MILE  INDIANAPOLIS  SPEEDWAY  RACE 
•  OTHER  SPORTING  EVENTS  AS  THEY  OCCUR 

Sports  mean  LISTENERS.  Listeners  mean 
RESULTS.  Let  us  prove  our  worth  to  you. 

Robert  J.  Mcintosh,  General  Manager 
■  EPIESiNIID   tT 

The    George   P.   Hollingbery   Company 

<ZJ 

A   RADIO  IN   EVERY  ROOM" 
Evansville,  Indiana 

and  Otto  L.  Kuehn,  operating  out  of 
Milwaukee,  covers  the  entire  test  area. 

The  Kuehn  company  acts  as  B&M's 
exclusive  sales  agent,  selling  the  prod- 

uct through  jobbers  and  through  chain 

outlets.  It's  hoped  that  one  effect 
of  the  television  campaign  will  be  to 

stimulate  interest  in  B&M  among  groc- 

ery jobbers,  chain  stores  and  indepen- 
dent retailers.  Otto  L.  Kuehn  repre- 

sentatives started  talking  up  the  six- 
month  test  early  in  January  and 

WBAY-TV  organized  a  dinner  for  the 
wholesale  grocery  trade  in  the  area  to 
explain  what  was  coming.  That  was 
back  on  10  January. 

Shortly  thereafter,  B&M  streamers 

appeared  on  the  windows  of  Red  Owl 

stores  in  the  area,  indicating  the  ad- 
vance publicity  was  beginning  to  take 

effect. 

Otto  L.  Kuehn  representatives  have 

urged  their  clientele  to  stock  up  more 
heavily  than  usual  in  anticipation  of 
demand.  Extra  supplies  of  the  B&M 

products  are  available  in  the  area  on 
short  notice  in  case  of  need.  The  in- 

evitable question  arising  in  the  first 

weeks  of  the  test:  "Is  it  advance  or- 
dering by  grocers  that  accounts  for 

sales  increases  or  demand  at  the  re- 

tail level?" The  answer  won't  be  known  quickly 
since  sales  figures  can  be  compiled  ac- 

curately only  at  the  broker  level.  But 

it's  axiomatic  that  if  tv-induced  retail 
demand  does  not  show  up,  reorders 

later  in  the  test  will  tell  the  story. 

After  grocers  get  more  B&M  on  their 

shelves,  will  they  push  the  brand  hard- 

er with  the  housewife?  It's  agreed 
this  is  possible,  tending  to  raise  the 

question  of  whether  it's  the  tv  adver- 
tising that  sells  the  product  or  the  ex- 

tra stocking  as  a  result  of  the  tv  cam- 

paign. 

This,  however,  is  a  perennial 

chicken-and-egg  question  in  any  prac- 
tical test  and  in  the  last  analysis  the 

advertiser  is  not  concerned  with  the 
exact  mechanism  of  the  sale.  The 

cash  register  results  are  the  index  of 
success. 

Retail  price  of  the  B&M  products 
varies  with  individual  grocers.  The 

27-ounce  size  costs  29£  to  33£  per  pot. 

Sales  figures  reported  to  sponsor  will 
be  broken  down  to  cover  wholesale 

movement  of  both  18-ounce  and  27- 
ounce  sizes.  It  will  be  possible  to  see, 
therefore,  whether  television  stimulates 

trial  purchases  in  the  small  or  the  larg- 
er size.  (Brown  bread  has  only  one 

size.) 

Previous  advertising:  SPONSOR 

asked  Otto  L.  Kuehn's  ad  manager, 
Marvin  Bower,  to  comment  on  the 

amount  of  advertising  for  bean  prod- 

ucts in  the  area  today.  His  reply:  "To 
the  best  of  our  knowledge  competing 

brands  of  oven-baked  beans  and  brown 

bread  do  no  national  advertising  in  the 

Green  Bay  area.  The  only  medium  em- 

ployed by  B&M  as  well  as  our  com- 
petitor, Puritan,  is  to  make  available 

co-operative  advertising  funds  to  the 
chain  stores  and  voluntary  groups 

based  on  their  own  purchases. 

"In  the  case  of  Burnham  &  Morrill, 

they  allow  the  buyer  at  the  wholesale 

level  2%  of  their  purchases  for  co- 
operative advertising.  This  allows  the 

chain  or  the  wholesale  house  that  spon- 
sors a  group  of  stores  to  insert  copy 

for  B&M  in  their  weekly  newspaper 

ads  up  to  the  amount  of  money  that 
accrues  based  on  their  purchases  .  .  . 

no  oven-baked  beans  are  promoted  ag- 

63%  LOCAL  LISTENERSHIP 

A  recent  survey*  shows  63%  listenership  to  local  radio  stations  in 

the  Atlantic  City-County  area,  the  heart  of  the  $325,300,000  South 

Jersey  shore  market.   And  WOND  is  rated  the  top  station  by  farl 

•1954  Survey  by  Advertest  Research  Available  on  Request 

Gel  (he  WONDerful 

Srory  Today!  Market 

Data,  Station  Cover- 
age and  Programming 

Information  on  Req  uesf WOND 
SOUTH  JERSEY  SHORE  KEY 

Owned  and  Operattd  by 

PIONEER  BROADCASTERS,  INC. 

Pleasantville*,  New  Jersey 

N.  Y.  Office:  550  Fifth  Ave.  COIumbus  5-1430 

1400  KC 

FULL  TIME 
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gressively  here." 
If  past  advertising  has  been  almost 

non-existent,  what  is  the  possibility 

that  competing  brands  will  rush  into 
the  area  with  counter-campaigns  de- 

signed to  confuse  results  of  the  B&M 
test;  or  designed  to  hold  onto  their 
own  share  of  the  market? 

The  question  arises  because  test 
campaigns  are  traditionally  subject  to 
counter-blasts  from  competition,  once 

they  are  discovered.  It's  believed  this 
problem  will  not  occur  in  the  present 
test  campaign.  Reasons:  (1)  There  is 

no  past  history  of  aggressive  advertis- 
ing by  other  bean  companies  in  the 

area,  as  noted.  (2)  The  B&M  budget 

for  the  test  is  proportionately  too  high 

to  encourage  counter-campaigning  just 
for  the  purpose  of  confusing  results. 

The  previous  test:  Results  on  the 

previous  WBAY-TV  test,  designed  to 
determine  how  far  out  a  television  sta- 

tion can  exert  sales  pull,  have  been 

compiled  by  the  University  of  Wiscon- 

sin. A  new  product,  previously  un- 
advertised  in  the  region,  was  the 

guinea  pig.  University  of  Wisconsin 
researchers  used  11  cities  distributed 

at  varying  distances  from  Green  Bay 

as  their  check  points.  It  was  found 
that  to  the  north  where  WBAY-TV 

had  no  tv  competition  during  the  test 

period  (15  February  through  15  July 
1954)  sales  effectiveness  extended  out 

to  the  fringes  of  signal  coverage. 

These  are  some  highlight  conclu- 
sions from  the  University  of  Wiscon- 

sin report  on  the  WBAY-TV  study: 

•  "The  fact  of  area  coverage  by  a 
station  reaching  away  from  major 
competition  is  clearly  established.  One 
might  say  that  a  100  kw  station  with 
an  800  ft.  antenna  can  cover  a  radius 

of  60  miles  away  from  competition 

over  average  terrain  as  effectively  as 
its  home  city.  Beyond  that  distance  a 

station's  effectiveness  gradually  de- 
clines but  it  can  be  75%  as  effective 

90  miles  away  as  it  is  in  its  own  mar- 
ket. 

•  "Station  and  program  listening 
are  a  good  rough  index  of  sales  ef- 

fectiveness. In  fact,  under  certain  lim- 
ited conditions,  tv  station  mail  has  a 

degree  of  validity  as  an  index  of  sales 

effectiveness." 
(Copies  of  the  University  of  Wis- 

consin study,  giving  full  details  in  re- 
sults of  the  sales  test  plus  telephone 

coincidental  and  mail  ballot  research, 

are  available  from  WBAY-TV,  Green 
Bay,  Wisconsin.  Address  requests  to 

Haydn  Evans.)  -k  -k  -k 

4  A's  REACTIONS 
(Continued  from  page  40) 

".  .  .  It  isn't  reasonable  to  expect  an  over- 
night reversal  of  a  trend  which  has  gath- 

ered such  momentum,  but  an  agreement 
among  so  large  and  influential  a  segment 

of  the  agency  field  cannot  help  but  aid  sta- 
tions and  networks  in  an  effort  to  hold  to 

the  letter  of  rate  cards  and  policies  in  all 
the  areas  under  discussion.  .  .  ."  John  H. 
Bachem,   Gen.   Mgr.   Du   Mont   Tv   ISet. 

"These  problems  are  best  handled  by  in- 
dustry associations,  rather  than  by  individual 

reps,  who  alone  cannot  establish  rate  prac- 
tices. The  SRA  Rate  Committee  is  working 

on  it.  If  all  the  reps  can  be  gotten  to  think 
along  the  same  line,  then  something  might 

be  done.  The  4  A  agencies  are  usually  rea- 
sonable. But  when  some  agencies  get  away 

from  the  straight  and  narrow,  others  want 
the  same  special  deal.  Something  like  these 
recommendations  is  needed  from  time  to 

time  as  a  reminder  that  we  take  stock." 
Adam  J.  Young,  Jr.,  Pres.  Adam  J. 

Young,  Jr.,  Inc.  and  Pres.  SRA. 

".  .  .  Adherence  to  these  rules  should  be 

easy  for  the  great  majority  of  advertisers, 
their  agencies  and  for  broadcasters.  As  is 
to  be  expected,  I  am  most  interested  in  the 
section  on  rates.  I  am  encouraged  to  see  this 
stand  against  secret  practices  but  I  feel  that 
on  this  point  the  Association  might  have 
been  more  positive  in  its  approach.  Here 
the  burden  of  proof  performance  lies  with 

the  broadcaster.  I  think  that  a  few  agen- 
cies often  not  only  encourage  but  foster 

undesirable  rate  practices.  .  .  ."  Roger 
W.  Clipp,  Gen.  Mgr.  WFIL,  Philadelphia 

"While  most  agencies  want  to  conduct  their 
business  decently,  there  are  some  which  are 
naturally  chiselers,  and  others  which  try 
hard  to  squeeze  every  bit  of  juice  out  of 
the  lemon  for  their  clients.  On  the  whole, 

the  recommendations  should  have  a  bene- 
ficial effect.  Weak  stations,  especially,  can 

find  them  helpful.  For  they  can  cite  the 
4  A  code  in  discussions  with  agencies  and 
advertisers  .that  .seek  to  depart  from  good 

practices."  John  E.  Harrington,  Part- 
ner,    Harrington,     Righter    &     Parsons. 

"The  4  A  statement  is  a  most  laudatory 
document.  The  SRA  Rate  Committee  feels, 
however,  that  the  most  significant  problem 

has  been  completely  overlooked — that  of  the 
national  advertiser  who  attempts  to  buy 
radio  time  at  local  rates.  There  can  be  no 

criticism  of  either  advertiser  or  agency  for 

trying  to  get  the  best  possible  value.  It  is 

rather  a  question  of  using  dollars  to  pres- 
sure stations  into  quoting  improper  prices. 

The  only  ultimate  solution  is  for  the  4  A's 
to  take  a  stand  against  attempts  of  na- 

tional advertisers  to  get  local  rates.  And  it 

is  basically  up  to  the  stations  to  eliminate 
the  multiple  rate  system.  Everyone  suffers 

from  this  evil:  The  station's  product  is 
cheapened,  and  the  agency  endangers  its 
control  of  accounts  and  commissions." 
Robert  Eastman,  Exec.  V.P.  John  Blair 
&  Co.  &  Chrmn.  SRA  Rate  Committee. 

".  .  .  It  is  almost  universally  testified  to 

by  agency  people  that  merchandising  aid  by 
stations  rarely  enters  into  decisions  on  sta- 
tinn  buying.  It  is  only  after  the  purchase 
that  merchandising  help  is  inquired  into 
and  sought.  Furthermore,  it  is  widely  known 
that  with  all  media,  merchandising  is  longer 

on  promise  than  it  is  on  performance.  .  .  . 

Many  large  advertisers  look  askance  at  mon- 
ey spent  by  stations  on  merchandising,  with 

the  feeling  that  the  station's  object  should 
be  to  provide  audience,  not  products.  .  .  . 
The  wide  dissemination  and  universal  ap- 

proval of  the  4  A  statement  is  bound  to 
correct  the  operations  that  now  represent 
something  less  than  good  media  practice.  .  . . 

Now  that  the  4  A's  has  dealt  with  these 
touchy  subjects  .  .  .  can  they  promulgate 
the  truth  on  identical  local  and  national 
rates?  Where  the  local  rate  is  lower,  the 

agencies  are  in  some  cases  subjected  to  an- 
noying arguments  and  work.  The  stations 

having  the  same  national  and  local  rates  win 

agencies'  applause.  And  cooperative  adver- 
tising, with  its  widely  known  weak  morals, 

might  be  dealt  with  in  the  same  forthright 
manner."  T.  F.  Flanagan,  Mg.  Dir.  SRA. 

"The  recommendations  serve  the  excellent 

purpose  of  setting  up  standards.  We  do  not 
object,  of  course,  to  the  usual  request  for 
normal  merchandising  support,  but  some 

requests  are  far  out  of  line.  I  intend  to 
read  the  document  to  our  men  at  our  regu- 

lar weekly  meeting.  Each  of  our  26  sales- 
men should  be  supplied  with  a  set  of  the 

recommendations  for  use  at  agencies.  They 

may  help  in  cases  where  agency  requests  are 
unreasonable.  Agencies  that  further  the 
trend  toward  the  use  of  co-op  advertising, 
so  that  the  client  can  benefit  from  getting 

the  local  rate,  might  keep  in  mind  that  that 

co-op  money  comes,  by  and  large,  out  of 
national  spot.  In  the  long  run  the  agencies 

are  hurting  themselves."  Frank  W.  Mil- 
ler, Sr.  Chrmn.  of  Bd.  Headier-Reed  Co. 

"All  rates  should  be  published.  There  is 
nothing  wrong  with  merchandising,  which 
can  be  of  help  in  obtaining  business.    It  is 

Latest  Telepulse  indicates 
63.5%  of  the  Viewers  in 

the  Wheeling-Steuben- ville  Market  between  noon 

and  midnight  prefer 
WTRF-TV.  You  get  3 
times  the  audience  for 

the  price  of  1  on — 

«EPitestN  teo  ir 

HOLLINGBERY 
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She  speaks  Spanish- 

reads  Spanish- 

listens  to  Spanish  radio- 

but,  BUYS  AMERICAN! 

She  S  one  of  over  900,000 

Spanish-speaking  Mexican- 
Americans  in  the  Texas  Spanish 

Language  Network  coverage 

area.  These  Mexican-Americans 

have  been  buying  American 

products,  with  emphasis  on 

products  that  are  brought  to 

their  attention  through  Spanish 

Language  radio. 

TEXAS  SPANISH 

LANGUAGE  NETWORK 
KIWW  XE0-XE0R  XEJ 

intonio       Rio  Grandt         El.  Paso \  '<///.  y 

Represented  
nationally  

by 

NATIONAL   TIMES   SALES 

N<  w  )  "i I.  '  ( 'hicago 
HARLAN  G.   0AKES  &  ASSOC. 

/."    Angeles  •  San  Francisco 

Ktra  effort  and  expense  sometimes  de- 

manded  that  is  the  difficulty,  for  the  sta- 

tion cannot  possibly  do  the  same  kind  of 

job  for  all  advertisers.  I  am  happy  to  say 

that  we  have  little  pressure  exerted  by  agen- 
cies. Occasionally  there  is  an  effort  to  get 

local  rales  for  national  accounts.  The  trend 

toward  the  single  rate  is  a  hopeful  sign  for 

an  ultimate  solution  of  this  problem."  Rus- 

si'l    Walker,    f  .1'.   John    !■'.   Pearson    Co. 

*'.  .  .  I  feel  that  the  means  and  language 

which  this  Committee  has  used  to  present 

this  problem  may  not  remedy  the  situation 

it  has  pointed  out  as  much  as  it  would  tend 

to  cause  an  acceleration  of  the  very  forces 

and  tarior-  ii  i-  ostensibly  trying  to  curb. 

I  feel  that  the  statement  on  rates  was  some- 

what incomplete  and  that  it  did  not  propose 

a  conclusive  remedy.  On  the  one  hand  the 

agencies  are  encouraged  to  seek  the  lowest 
rate  available  for  any  class  of  advertising 

without  any  regard  for  the  possible  value 

delivered  in  exchange  for  those  rates,  while 

on  the  other  hand  the  Committee  has  simply 

sought  to  legitimatize  rate  deals  by  insisting 

that  they  be  published.  .  .  .  The  rate  para- 

graph has  implicitly  put  advertisers  on  no- 
tice that  lower  rates  are  obtainable  .  .  . 

from  the  majority  of  broadcasters.  Thus,  the 
major  effect  of  the  rate  paragraph  becomes 

one  of  branding  broadcasting  as  the  medium 

which  is  selling  itself  on  the  single  standard 

of  price.  This  sil nation  has  been  aided  and 

abetted  on  the  agency-advertiser  level.  .  .  . 

It  is  my  belief  that  the  solution  of  this  prob- 
lem will  not  come  as  a  result  of  two  simple 

statements  regarding  rates  in  the  \  \  \  \  re- 

port, purporting  to  wish  that  the  situation 
would  go  away.  .  .  .  The  Phil.  R&TvB  Assoc, 

has  studied  the  question.  Our  belief  is  that 

'  \ll  efforts  at  a  solution  of  the  rate  prob- 
lem must  be  based  on  confidence  and  faith 

in  the  medium  and  in  each  othei  based  on 

the  knowledge  ol  what  we  have  in  the  way 

of  a  product.1  We  have  a  good  product  to 

sell — we  do  not  have  to  use  the  deal'  to  re- 

place  program  development,  efficient  manage- 

ment, promotion  and  salesmanship."  Win. 
II.  Caskey,  V.P..  Gen.  Mgr.  WPEN,  Phila. 

".  .  .  In  today's  situation,  we  believe  that 
the  agencies  have  a  responsibility  not  to  en- 

courage  stations  to  sell  off  rate,  nor  to  play 

one  station  against  another  in  an  effort  to 

I    -peeial  rale  concessions.  These  impor- 

tant matters  weri'  left  out  of  the  rate  section 

of  tin  \  \  \  \  ri  lease,  and  should  be  defined 

in  the  same  mannei  as  wen  thi  specific  ob- 

i. .  tions  to  cm  rent  practices  in  merchandis 

ing  and  publicity.  We  further  suggest  thai 
ihe  \  \  \  \  establish  a  committee  on  ethics 

which  would  release  to  all  members  evnii 

pie-  of  agencies  who  deliberately  practici 

rati     Cutting,   in-i-t    upon   use  of   copy   in   I   i 

taste,  and  make  excessive  demand-  for  free 
-iimcc  from  station-.  It  agencies  indulging 

in  -in  h  unethical  pi actices  ai e  held  op  to 

the  light  of  industry  scorn,  such  practices 

will  become  less  prevalent."  Bill  Waffle* 

fvrt.    sV.s.     Mtir.    lulu.    Petry.      •    •    • 

SPONSOR  ASKS 
{Continual  from  page  89) 

ply  good  programing  without  commer- cials. But  can  this  box  office  offer  en- 

tertainment good  enough  to  lure  view- 
ers away  from  the  free  program  on 

another  channel?  Can  this  box  office 

in  the  home  take  the  place  of  going 

to  the  neighborhood  theater  or  local 

sports  e\ent  and  lea\  ing  home  prob- lems behind? 

What  entertainment  can  subscription 

t\  offei  thai  sponsors  cant?  \\  hen  the 
viewer  is  at  the  point  of  deciding 
whether  he  is  going  to  pay  $1.00  to 

see  Subscription  Movie  X  or  see  spon- 
sored Show  Y  on  another  channel  for 

free,  then  the  entertainment  values 

come  into  play.  If  fee  tv  presents 
Moby  Dick  for  S1.25,  the  sponsor  may 

sas.  "O.K.  We'll  give  them  Gone  With 

the  Wind  free  of  charge." 
Subscription  tv.  in  order  to  go  over, 

will  have  to  offer  top  entertainment 
to  viewers.  But  will  it  be  able  to 

compete  with  what  the  audience  has 
been  getting  free  of  charge? 

\\  hen  they  must  pay  for  some  of 
their  entertainment,  there  is  the  happy 

possibility  that  home  viewers  may  "re- 
discover" commercials,  regard  them 

with  new  appreciation  as  the  means  of 
receiving  free  entertainment. 

Kven  if  subscription  tv  should  suc- 
ceed and  grow  so  big  that  it  does  away 

with  commercialh  sponsored  video, 

you  still  cant  lose  the  sponsor  because 

the  sponsor  will  find  some  ua\  to  com- 
pete   and    present    better   spectacles. 

In  any  event,  if  fee  tv  does  go  over 

with  a  bang,  you  can  rest  assured  that 
it  will  be  one  of  the  biggest  operations 
in  the  world  because  everj  ad  agency 

man  will  be  in  it — with  a  box-top  deal. 

KRIZ  Phoenix  advertised  these  dresses  as 

cut  to  almost  nothing." 
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Kaymond  Nelson  is  closing  his  own  adver- 

tising agency  to  join  Television  Bureau  of  Advertis- 

ing as  miliaria!  spat  saJes  director.  He's  second  recent 
appointment  to  TvB  staff,  follows  by  a  fortnight 

naming    of    Dr.    Leon    Arons    as    research    director. 
\  elson   is   broadcast   media  veteran,  was   one   time 

production    manager    at    NBC,    supervisor   of    tv 

at  Mutual  in  tv's  infancy,  produced  and  sold  first 
half-hour   tv  show    (Tintex   Show)    to   be  sponsored. 

In    1«JI1   he   built,  sold  first  "spectacular" — Du 

]lont's  Boys  from   Boise    (two  hours  long.) 

Maurice  If.  Needham  is  one  of  country's 
jew  agency  executives  to  give  employees  and  public 

complete   financial   details   of  his   operation.    At 

annual  meeting  of  Needham,   Louis  &  Broby  Inc. 

employees,  he  said  agency's  billing  for  year  ending 
\  member   1954   was  $28,933,000,   an    increase   of 

$1.1  million  over  1953.   Net  profit,  he  disclosed,  was 

$303,400  compared  with  $221,600  year  before.   New 

figure  represents  about  1%  of  gross  billings.   Agency 

is  entirely  owned  by  170  employee-stockholders. 

Agency's  1954  radio-tv  billing:  About  $12  million. 

John  B.  Poor,  v.p.  &  general  counsel  of  Gen- 
eral Teleradio  Inc.,  is  newly  elected  executive  vice 

president  of  MBS.    Poor   will  retain   vice  presi- 
dent i   of  General  Teleradio  in  his  new  post,  which 

will  be  "the  administration   of   Mutual  network 

activities,"  according  to  Thomas  F.  O'Neil,  president. 

lie's  expected  to  become  acting  head  of  network 

when  O'Neil  is  not  in  New  York.   Poor  joined  Gen- 
eral Teleradio  in  1952  following  an  association  with 

the  law  firm  of  Dal  ton  &  Poor,  Boston.    He's  a 
Harvard  man,  is  married  and  has  five  children. 

Iltilli)     .Sc/i(ic/llc.     senior    vice    president    of 

Bryan    Houston    Inc.   and  member  of  SPONSOR'S  All 
\ledia  Advisory  Board,  has  received  a  citation  from 

the  Advertising  Research  Foundation  for  "outstand- 

ing   leadership    of    and    distinguished    service    to" 
ARF.     Schachte   has   been    ARF   board   member 

since  January  1952,  served  as  chairman  during  1953. 
He  continues  to  serve  as  an   ARF  director.     The 

citation    was   presented   to  Schachte   by  Edgar 

Kobak,  ARF  president,  on  behalf  of  the  organiza- 

tion's  board  o\   dire:  tors. 

When  that  1  buy  is  WJAC-TV,  Johns- 
town, you  not  only  steer  your  way  into 

the  rich  Johnstown  area,  but  you 

coast  right  into  the  Pittsburgh  and 
Altoona  markets,  as  well! 

Latest  Hoopers  show  WJAC-TV: 
FIRST    in    Johnstown 

(a    2-Station    market) 
SECOND   in    Pittsburgh 

(a     3-station     market) 
FIRST  in  Altoona 

(a    2-Station    market) 

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

Ci  t      full      details     from      your      KATZ      man! 
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National  products  get  best  results 

CASH  REGISTERS  RING  RESULTS 

Product  labels  mailed  in  by  housewives  playing  for  cash  prizes,  play 

a  merry  tune  of  profitable  advertising  wherever  kash  box  has  been 
used. 

•  NATIONAL  PRODUCTS  USING  KASH  BOX 

on  KGA  immediately  following  highest  rated  Don 

McNeil's  Breakfast  Club  .  .  .  will  force  sales 
throughout  the  hard  to  sell  Inland  Empire  by 

using  radio  time,  plus  free  newspaper  tie-ins  and 

display  space  in  68  IGA  Super  Markets.  Your 

products  are  bound  to  move. 

•  BONUS  IMPACT...  KGA's  50,000 
WATTS.  The  only  50  kilowatt  radio 

in  the  nations  fastest  growing  mar- 

ket .  .  .  commands  listeners  every- 

where .  .  .  gives  buyers  the  lowest 

cost-per-thousand. 

Represented  by: 

Venard,    Rintoul 

and    McConncll 

Chicago  -  New    York  -  San 

Francisco  -  Los      Angeles 
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...it 9s  the 

KARK  pulls  18  "firsts"  among  24  morning  quarter  hours  — 
3  times  as  many  as  all  other  Little  Rock  stations  combined! 

— as  reported  by  the  March  1954  PULSE  Area  Study 

Your  sales  pitch,  no  matter  how  persuading,  can't  convince 

anybody  who  doesn't  hear  it.  So  why  blow  your  budget 
on  bigger  signals  that  reach  more  dead  sets?  The  station 

that  pulls  the  biggest  bonafide  audience  in  the  Little  Rock 

market,  the  station  actually  listened  to  most,  is  KARK.  The 

proof  of  the  pulling  is  in  the  rating.   And  PULSE  rates  KARK 

tops  —  morning,  afternoon  and  evening  —  66  quarter  hour 
"firsts"  out  of  72. 

Why  such  popularity?  For  one  thing,  KARK  is  a  habit— and 

a  good  one— with  Little  Rock  listeners.  Dials  have  been  fixed 
on  920  since  1948.  Furthermore  KARK  programming  includes 
the  best  of  NBC. 

It's  program  popularity  and  proved  listenership  like  this,  rather  than  power  alone,  that  attracts  customers 

for  you  ...  or  to  put  it  another  way,  it's  not  the  reach— it's  the  PULL  ! 

Advertise  where  people  listen  most,  where  the  cost  is  low— on  KARK! 

MAN  TODAY  *%?zzrzr* 
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SPEAKS 

TvB  progress 

I  he  I Vlc\  ision  Bureau  of  \d\ei  tis- 

ing  is  making  tracks — fasl.  It  has  al- 

readv  launched  important  research 

projects  which  the  advertiser  and 

agency  will  receive  eagerl)  once  the\ 

arc  oil'  the  statistical  griddle. 
As  an  example  of  things  to  come, 

the  TvB  has  signed  with  \.  C.  Nielsen 

for  a  stnd\  of  television  viewing  in 

homes  which  own  washing  machines. 

The  objective:  to  show  whv  manufac- 

1 1 j  i  < ■  i  -  of  sudsless  detergents  for  wash- 

ing machines  cant  afford  to  stay  out 

of  tv.  Newspapers  toda)  get  the  big- 

gesl  gob  ol  sudsless  business,  a  situa- 
tion   I  v  I!  is  determined  to  change. 

I\l!  has  won  wide  support  among 

broadcasters  i  latest  count  at  press- 

lime:  70-plus  stations  and  first-year 

budget  of  ovei  1400,000).  CBS  is  the 

In -I  network  to  join.  And  John  Blair 

&  Co.  recentl)  became  the  first  rep- 
resentative member. 

The  John  Blair  decision  to  support 

TvB  has  considerable  significance  in 

light  nl  the  initial  desire  of  many  reps 

for  a  promotion  bureau  geared  100%' 

to  sell  spot.  TvB  has  been  organized 
In  .  i\r  cadi  of  the  three  branches  of 

I  In    medium     spot,  network  and  local 

it>  nun  sale-  force.  This  lias  mi- 

doubtedl)  reassured  Blair  that  its  niein- 

bership  due-  will  provide  direct  sup- 

port lui  expansion  of  >p«>t  business. 

It  -  in  be  Imped  other  rep-,  other  net- 

works, and  film  syndicators  as  well, 

will  become  members.  SPONSOR,  which 

advocated  establishment  "f  a  tv  pro- 

motion bureau  as  far  back  as  Februar) 

1953,  feels  that  the  advertiser  as  well 

as  the  industry  will  gain  from  solid 

growth  of  TvB. 

Let's  get  basic 

I  he  major  printed  media  l  news- 

papers, magazines,  billboards  and  car- 
cards  I  have  lived  and  prospered  1>\ 
their  circulation  statistics.  Over  the 

years  this  has  simplified  existence  for 

agency  media  men.  who  could  start 
with  a  basis  of  gi\en  circulation  and 

go  on  from  there. 
Not  so  with  radio  and  television. 

Long  ago  the  air  media  unwittingly 

made  basic  such  complexities  as  "seis- 
in-use" and  "share-of-audience."  While 

the  value  of  this  research  data  is  un- 

deniable as  a  starling  point  in  evalu- 

ating radio  and  television's  place  in 
advertising  appropriations,  it  leave- 
much  to  be  desired. 

In  1').").")  radio  and  television  broad- 
casters will  do  well  to  concentrate  on 

the  task  of  making  circulation  basic. 
B\  circulation  yve  mean  the  number 

of  sets  in  workable  order  within  the 

individual  listening  or  viewer  area, 

their  disposition  in  the  home  and  other- 
factors  that  are  roughl)  comparable  I" 
the  circulation  information  <m  which 

the  Chicago  Tribune  or  the  New  Vuk 

Daily  News  thrive.  We'd  also  like  to 
make  basic  such  national  radio  intelli- 

gence as  the  average  nunibcr-of-hours- 
of-radio-listening  in  all  radio  homes,  in 

tv  homes,  in  automobiles  —  broken 

down  by  some  three  or  four  periods 
during  the  day. 

II  radio  and  television  sources  will 

agree  to  foster  and  -tick  bv  some  >im- 
ple  vet  logical  yardsticks  i  we  suggest. 
in  addition  to  the  aforementioned,  a 

coverage  map  made  bv  each  station  in 

conformitj  with  standard  specifica- 

tions),  we  believe  that  media  direc- 
tors, ad  managers,  account  men  and 

time  buyers  will  express  their  grati- 
tude in  tangible  fashion. 

The  \  MM  B  i-  on  the  right  track 

with  its  in-the-works  tv  set  count.  This 

count  can't  come  too  soon,  for  toda) 
there  are  no  less  than  three  conflicting 

trade  paper  tallies  of  an  unofficial  na- 

ture augmented  bv  manv  compiled  bv 

large    advertising    agencies   from   out- 
daleil  estimates.  I  bis  i  ban-  i-  l\  pica! 
in  the  histinv  oi  radio  and  tv.  but  can 

be  remedied  bv  an  official  industry 

count  that  advertisers  and  agencies  will 
welcome. 

*        »        * 

Toast  to  radio 

Lincoln-Mercury,  Kenyon  &  Eck- 

hardl  and  Ed  Sullivan  performed  a 
service  to  radio  in  presenting  their 

"Cavalcade  of  Radio"  on  a  recent 

7*005/  of  the  Town  telecast.  Thev  not 

only  dramatized  the  medium's  history before  a  nationwide  CBS  T\  audience: 

the)  also  served  to  remind  advertisers 

and  agencies  of  the  dynamic  values  in- 
herent in  the  aural  medium  which  arc 

too   often   overlooked   today. 

Essentially  the  I'd  Sullivan  show 
took  a  backward  look  at  radio  from 

the  1920's  through  the  mid-1930's. 
Now:  we'd  like  to  see  someone  drama- 

tize radio  as  it  is  today.  Radio  is  so 

natural  a  part  of  living,  it  tends  to  be 

taken  for  granted.  But  tangible  bene- 

fits in  building  strongei  listening  hab- 

its, greater  excitement  values,  can  ac- 
crue for  the  industrj  if  it  merchan- 

dises itself  to  the  public  more  consis- 

tently.  We  saj  take  a  <nv  from  Holly- 
wood w  hii  b  has  leai  ned  to  use  l\  pro- 

motion— and    radio    too     increasingly. 

Applause 
Keeper  of  the  Code 

Ever)     industry     ha-    il-    stalwarts 

those   lew    unpaid   indust  rv -minded  men 

who  pave  the  wa)  and  do  the  rough 

chores  so  all  ma)   benefit. 

I  In-    radio    and    lelev  i-inn    In  <>ad<  a-l 

i  1 3,  more  than  most,  have  needed  un- 
selfish service.  The  name-  ill  those 

who  provide  il  are  well-known  and 
none  with  greatei  respeel  and  affection 

than  John  E.  Fetzer.  outgoing  Chair- 
man of  the  Tv  Code  Review   Board. 

A  big.  quiet,  self-effacing  man.  John 
I  elzer  makes  himself  heard  onlv  when 

there  is  a  problem  that  calls  for  a 

prompl  constructive  action.  Then  he's heard  from  plent) . 

\i  the  recent  meeting  ol  the  N  \KTB 

Board  the  t\  Directors  gave  him  a 

handsomely-bound    cop)     of    the    t\ 

Code  containing  this  inscription: 

"To  John   I..   Fetzer  who  served  as 

(  bail  man  of  the  lelev  i  ion  ( 'ode  l!e- 
view  Board  from  1952  to  1956  in  rec- 

ognition of  selfless  service  to  the  na- tions   lelev  ision    broadcasters   and    to 

the    audience    ihev     serve. 

John  Fetzei  s  a<  i  eptance  was  short 

and  typical.  '"Let's  call  this  an  award 
not    to   a    man.    bill   to   an    ideal. 
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BROAD   COVERAGE 

in  the  land  where  radio  reigns 
Taking   the   measure  of  big   Aggie   is  a 

man-sized    job.    It's   a    big    figure   to 
work  with.     For  Big   Aggie  Land   is 

a  land  of  190  counties  in  parts  of 

5   states   in  the  great   Upper 

Missouri  Valley  —  Minnesota,  the 

Dakotas,    Nebraska    and     Iowa. 

WNAX-570   strides  the   length   ond 

breadth  of  Big  Aggie  Land.     Plays 

a   far   bigger   role   in   the   lives   of 

the    670,000    families    in    this    area 

than  any  other  medium.  (To  most 
of  these  families  TV   simply 

means    Taint-Visible.) 

Yes,    this    is   the    lond    where    radio 

reigns  .  .   .   morning,   noon   and   night. 

And   WNAX-570,   the    Big   Aggie 

Station,    is    radio    in    prosperous 

Big    Aggie    Land. 

Whatever  media  you  buy   in  other 

lands,   there   is  only   one   low-cost, 

high-return   way   to   sell   the   670,000 
families    in    the   great    Upper 

Missouri    Valley.    WNAX-570. 

|  BIG   AGGIE   LAND: 

|  Where    80fi     of    the    homes 
I  hear  WNAX-570  from  3  to  7 
I  times   a   week. 

I 

WNAX-570 
Yankton,    South    Dakota 

A  Cowles  station.  Under  the  same  manage- 
ment as  KVTV  Channel  9,  Sioux  City,  Iowa. 

Don   D.    Sullivan,   Advertising    Director. 

Ask  your  Katz  man. CdS  Radio 
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First  in  Houston  with  TV  Experience... Over  500  Man-Years 

The  Golden  Gulf  Coast  Market  has  been  sold  on  KPRC-TV 

ever  since  it  made  Houston's  first  telecast  in  1949. 

Today's  excellence  in  market-wise  programming,  production, 
promotion,  and  engineering  is  the  result  of  these  years 

oi  experience.  KPRC-TV  remains  firsl  in  the  eyes  of  Gulf  Coast 

viewers  .  .  .  mornings  .  .  .  afternoons  .  .  .  evenings  .  .  . 

all  the  time,  and  over  500  man-years  oi  experience  is  the 

priceless  ingredient  that  makes  it  so. 

w 
Channel  2  Houston 
JACK    HARRIS, 

Vice   President  and   General  Manager 

Nationally  Represented   by 

EDWARD    PETRY    &    CO. 

FIRST I     N T   V EXPERIENCE WITH OVER 5   0   0 MAN-YEARS 
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50*  per  copy«$8  per  year 

1%  of  W-I-T-H's  audience  have  incomes  of  $5,000  or  more! RFCrvfo 

48% 

W-I-T-H's  audience 
by  income  groups 

,  Just  about  everybody  in  the  business  knows 

at  WITH  has  the  biggest  listening  audience 

Baltimore  City  and  Baltimore  County.  They 

low,   too,   that  WITH   provides  the  lowest 

>st-per-thousand   listeners  of  any  station  in 
>wn. 

But  there's  a  lot  of  talk  about  the  quality  of 
lis  audience.  The  A.  C.  Nielsen  Company  has 

;cently  made  a  survey  which  shows  the  com- 
^sition  of  the  listening  audience  for  WITH  and 
le  other  Baltimore  station.  The  other  station 
a  powerful  network  outlet. 

Audience  of 
Network   Station  A 

by   income   groups 

The  upper  group  — families  with  incomes  of 

$5,000  a  year  or  more— make  up  589?  of  the 
total  WITH  audience.  Only  48%  of  the  net- 

work's audience  is  in  this  group.  In  the  middle 
group— incomes  from  3  to  5  thousand  dollars 

a  year— WITH  has  33%,  the  network  37%. 

In  the  lower  group— under  $3,000  a  year— 

WITH  has  9%,  the  network  15' ,  . 

So  don't  worry  about  "prestige"  when  you're 
buying  radio  time  in  Baltimore.  WITH  gives 

you  all  the  "prestige"  you  need.  Ask  your 
Forjoe  man! 

PL0TKIN  MEMO: 
WHAT  IT  MEANS 

page  29 Radio's  morning 

draw  the  ladies 

to  Slenderella 

page  32 

Are  tv  commercials 

getting talent-lazy? 

page  34 

TV  TEST: 
REPORT  1 

Should  national 
advertisers  get 

local  radio  rates? 

page  36 

-in  Baltimore WITH 

page  38 

Coca-Cola's 

new  ad  look 

page  40 

TOM   TINSLEY,  President REPRESENTED    BY    FORJOE    &    CO. 

F«"5C    n 

Should  you  redesign 

your  package 
tor  color  tv? 

page  42 



ESSO  STANDARD  OIL  COMPANY 

^Jraditionallu    in    the   f  ublic    (^oniicit ence  .  .  . 

Esso  products  are  taken  foi  granted  l>\  American  motorists] 

It's  the  public's  u.i\  ol  expressing  complete  confidence  in  Esso  service  and  products.     In  man] 
respects,  this  is  a  high  form  ol  tribute  |>aid  to  Esso's  men  ol  science.    Petroleum  scientists 

and  skilled  laboratory  technicians,  assisted  by  the  most  modern  scientific  equipment,  search  oul 

the  answers  to  problem-free  motoring  and  improved  cai   performance.     Havens  &  Martin 
Inc.,  Stations  have  their  specialists,   too.  devoted   to  turning   ideas   into  sales   lor  advertised 

on  WMBG-WCOD-WTVR.     Programming  research  and  vigorous  imagination,  tested  In  audience 

reaction,  have  built  up  a  large  and  responsive  following  throughout  Virginia  on  Richmond's 
only  complete  broadcasting  institution.  WMBG-AM,  WCOD-FM  and  WTVR-TV. 

Join  with  confidence  the  liist  stations  ol  Virginia  foi  youi 

advertising  needs  in  one  ol  the  South's  richest  areas, 

PIONEER      NBC      OUTLETS      FOR      VIRGINIA'S      FIRST      MARKET 

WMBG  am  WCOD  fm  WTVRtv 
MAXIMUM   POWER   100,000  WATTS  •   MAXIMUM  HEIGHT   1049  FEET 

WTVR   Represented   Nationally    !>>    BLAIR  TV,   INC. 

WMIM,  Represented  Nationally  b)   THE  ROLLING  CO. 



Industry  braced 

against  Congress 

FCC  to  look 

at  fee  tv  plans 

NARTB  unit  hits 

'bait'  pitches 

Schweppes  adds 

spot  radio 

Vitapix  signs 
WGN  TV,  others 

'Visual'  item 
uses  95%  radio 

Led  by  CBS  president  Frank  Stanton,  27  CBS  TV  affiliates  in  22  states 
last  week  promised  fight  to  the  finish  on  any  Congressional  move  to 

adopt  broadcasting  recommendations  submitted  to  Senate  Commerce  Com- 
mittee by  Harold  M.  Plotkin,  ex-committee  counsel  for  Democrats. 

Affiliates  said  Plotkin  proposals  would  jeopardize  tv's  "most  popular 
live  entertainment  and  public  service  programs.  ..."   Last  Thursday 
Senate  Commerce  Committee's  Republican  counsel,  former  FCC  commis- 

sioner Robert  F.  Jones,  was  to  have  turned  in  his  report.   (See  story 
on  Plotkin  memo,  page  29.) 

-SR- 

Even  though  FCC  last  week  asked  for  comments  on  subscription  televi- 

sion, that  doesn't  mean  Commission  will  ever  authorize  any  type  of 
"toll  tv"  service.   FCC  asked  for  comments  from  anyone  interested  in 
subject,  but  first  asked  petitioners  to  explain  why  they  believe  FCC 
has  legal  authority  to  authorize  and  regulate  subscription  television. 

FCC  turned  down  bids  for  case-to-case  approval  of  fee  tv  systems. 

(SPONSOR  asked  various  sources  if  there  can  be  peaceful  co-existence 
between  subscription  tv  and  commercial  video;  for  reactions,  see 
SPONSOR  Asks,  7  February  1955,  page  88.) 

-SR- 

NARTB's  Standards  of  Practice  Committee  last  week  adopted  resolution 
unanimously  condemning  "bait  &  switch"  advertising  "as  an  ugly  prac- 

tice."  Committee  chairman  is  Walter  Wagstaff,  KIDO,  Boise. 

SR- 
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--SR- 

Glamorene  is  still  "visual"  product  which  likes  radio  (see  article 
SPONSOR  15  November).   In  1955  95%  of  firm's  budget  will  be  radio, 
including  Godfrey  morning  show  on  CBS  Radio  and  new  spot  radio  cam- 

paign starting  21  February.   Glamorene,  a  rug  cleaner,  will  be  sold 

via  minute  participations  in  women's  shows  on  200  stations. 

SPONSOR     Volumi   9    v      I.   21   Februarj    L955      Pi   n  i   blweeklj    bj    SPONSOR   Publication!     toe     i      1110    Elm    Avi       Ball!    ore  11.   Md.    ]  I 
ion   nil,  ,       hi   E     19th   SI      \' «    Fork   17      *s  .-   yeai    in    i    S    19  elsowhere.   Knteted  u  second  class  mallei    29  Tan.   1949  il   Baltlmi  indei   Act.  of  3  II 
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KBS    stations    get 

14.3  rating  avg. 

'Entertainment': 
$30,000  weekly 

Hoag-Blair    to 

rep  KFEL-TV 

Video  tape 

to  be  tested 

Related  selling 

radio   plan 

New    England 
radio   survey 

Guild    buying 

W-B's  shorts 

Average  rating  of  14.3  with  54%  share  of  audience  is  what  sponsors 
can  expect  Keystone  Broadcasting  System  stations  to  deliver,  based  on 

survey  made  in  small  and  medium-sized  towns  by  large  advertising 
agency  for  one  of  its  clients.   Agency  hired  research  firm  of  Gould, 

Gleiss  &  Benn  to  make  survey  because  national  rating  services  didn't 
have  large  enough  sample  of  KBS  markets.   In  single-station  markets 

(76%  of  800-plus  KBS  outlets  are  only  station  in  town),  average  rating 
was  19.1  with  68%  share  of  audience.   All  survey  stations  were  lo- 

cated within  television  areas. 

-SR- 

WABC-TV,  New  York,  will  spend  more  than  $30,000  weekly  for  its  new 

"Entertainment"  show,  to  debut  next  week.   Program  will  run  2!2  hours 
daily,  5  days  weekly,  will  feature  Tom  Poston,  Bob  Carroll,  Marion 

Colby,  12-piece  Ray  McKinley  Orchestra,  others.   Four  advertisers 

have  signed  so  far  for  participations  in  show,  to  be  aired  12:30-3:00 
p.m.   They  include  Wise  Potato  Chips,  Simplicity  Patterns,  Brown  & 

Williamson  (Raleigh),  Chef-Boy-Ar-Dee. 

-SR- 

Hoag-Blair  Inc.'s  representation  of  KFEL-TV,  Denver,  signed  recently, 

marks  modification  of  firm's  5-month-old  policy  of  representing  me- 
dium to  small-sized  stations.   KFEL-TV  had  been  repped  by  Blair  Tv  ; 

it's  now  planned  Blair  Tv  will  rep  stations  in  top  24  markets.   Hoag- 
Blair  will  concentrate  on  those  in  25th  to  100th  markets  (with  from 

100,000  to  350,000  tv  sets  in  market). 

-SR- 

Installation  of  video  tape  recording  equipment  for  field  testing  is 
under  way  at  NBC,  N.Y.   Dr.  E.  W.  Engstrom,  executive  v. p.  of  research 

and  engineering  for  RCA,  told  SPONSOR  testing  will  probably  be  com- 
pleted by  fall  ;  equipment  may  be  ready  for  tv  market  early  in  1956. 

First  stage  will  be  to  equip  West  Coast  studios  for  purpose  of  re- 
placing present  kine  system.    Competitor  Bing  Crosby  Enterprises, 

Inc.,  claims  it  is  ahead  of  RCA  in  developmental  work. 

-SR- 

NBC  radio  0&0  stations  are  due  to  unveil  this  week  "RISE" — Related 
Items  Sales  Effect — to  advertisers.   Two  different  but  related  adver- 

tisers (soup  and  crackers,  for  instance)  each  buy  announcement 

schedule  at  regular  card  rates.   But  by  "selling"  both  products  in 
each  commercial,  advertisers  get  double  exposure. 

-SR- 

Determination  of  radio  stations  to  sell  hard  in  1955  evinced  by  action 

of  23  radio  stations  represented  by  Kettell-Carter,  Boston.   Stations 

voted  to  name  committee  to  study  possibilities  of  New  England-wide 

audience  survey.   SPONSOR'S  All-Media  Evaluation  Study  suggested  idea 
for  survey  to  stations. 

-SR- 

Between  175  and  200  Warner  Bros,  motion  picture  short  subjects  may  be 
bought  by  Guild  Films  Inc.,  marking  first  time  Warner  Bros,  has  sold 

any  of  its  theatrical  product  to  television.   Deal  was  to  have  been 
finalized  last  week,  was  made  through  William  Morris  Agency. 

(.Sponsor  Itrpurts   continues  |*«fM*  127) 

SPONSOR 



bird's-eye  views 

5,000,000,000 

prospect  for  you 

HARRISBURG    W 

I  j.gHlfF .    a  1  n  ",   ■  ■  I 

mm  ' 

LANCASTER 

Channel  8 -Mighty  Market  Place 

Harrisburg 

York 

Hanover 

Gettysburg 

Chambersburg 

Reading 

Lebanon 

Pottsville 

Hazleton 

Shamokin 

Waynesboro  Mount    Carmel 

Frederick  Bloomsburg 

Westminster  Lewisburg 

Carlisle  Lewistown 

Sunbury  Lock   Haven 

Martinsburg  Hagerstown 
316,000 
WATTS 

Thompson  Products,  I 

These  five  important  metropolitan  areas 

plus  countless  industrially  rich  cities  and 

towns  make  this  vast  WGAL-TV  market 

area  a  multi-billionaire  prospect  for  your 

advertising  dollar.  Use  WGAL-TV  to  reach 

three  and  a  quarter  million  people  with  an 

effective  buying  income  of  $5  billion. 

Share  in  the  almost  $3  billion  they  spend 

for  retail  goods  annually. 

YORK 

LEBANON 

*t*.  Caterpillar  Tractor^jShpajnp^ 

Representatives 

MEEKER  TV,  Inc. Chicago 

San  Francisco 
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ARTICLES DEPARTMENTS 

The  Plothin  Memo 
Much  talked  of  report  to  the  Senate  Commerce  Committee  proposes  revolution 

in  network  operation,  is  the  opening  gun  in  what  looks  like  radio-tv's  year  of 
probes.     Here   are    the    implications   for   admen  lift 

Ratlio's  mominy  mcii  it  run-  latlies  to  Slentlerella 
Fast-growing  slenderizing  chain  was  an  ail-newspaper  advertiser  till  it  tested 

radio  in  October  1953.  Now  50*7  of  the  budget  goes  to  spot  am.  Male 
personalities    on    morning    chatter    and    d.j.    shows    do    the    commercial     honors  32 

Are  tv  commercials  yettiny   talent-lazy'.' 
The  best  comriercial  message  in  the  world  can  go  down  the  drain  if  it's  de- 

livered by  the  wrong  announcer,  warns  BBDO  v. p.  Art  Bellaire.  This  is  the 

third    and   final   article   in    his   series   on    creative    laziness  •>-« 

BiWf  fx'ffii  results:  sales  rise  us  trade  stocks 
First  results  of  the  tv  test  for  B&M  beans  and  brown  bread  show  a  sharp 

increase  in  sales  of  beans  due  to  advance  stocking  by  grocery  trade;  but 

brown   bread   moved   ahead   only  slightly,   needs  consumer  demand   to  force  sales  lid 

I  <><•«/  rail ut  rates:  who  should  yet  them? 
A  growing  number  of  national  advertisers  are  seeking  to  get  local  rates  in 

their  spot  radio  campaigns;  many  argue  that  the  nature  of  their  business  war- 

rants such  rates.  Many  feel  this  is  a  trend  which  might  undermine  the  effec- 
tiveness of   radio   advertising  3H 

Coke's  new  look 
Giant  of  the  soft  drink  industry  maintains  $5,000,000  tv-radio  budget,  revamps 

long-standing    copy    approach    to   meet    rising    competition  JO 

Should  you  redesign  your  paekaye  for  eolor  tv? 
Will  your  package  show  up  to  good  advantage  on  color  tv?  If  not,  should  it 

be  redesigned?  The  consensus  of  the  experts  is  "No"  if  you  are  otherwise 
satisfied    with    it.     Here    are    tips    on    achieving    top    impact    in    color  42 

\\  hat  admen  think  of  direet  mail  from  stations 
Direct  mail  has  high  casualty  rate,  must  be  visually  attractive,  brief  and 

newsworthy    to    compete    for    busy    adman's    attention  44 

COMING 

1955  si  >nu.n   SELLING  SECTION 
In  this,  its  seventh  annual  summer  selling  section,  SPONSOR  presents  solid 

reasons  why  advertisers  may  find  it  advantageous  to  use  the  hot  weather  air, 

on   both  the   network  and   local  levels  "4      )lftr. 

K&1I  beans'  tr  test:  Part   III 
SPONSOR    will    continue    to    report    the    results    of    this    single-market    six-month 

tv    test    as    they    happen.     Both    bean    and    brown    bread    sales    rose    on    first    lap  "J    Jlar. 
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-IRES  UP  FOR 

KTHS 
Ask  Hoi, 

(LITTLE  ROCK) 

TOO! 

lAfHEN  you  use  50,000- watt  KTHS  (Basic  CBS) 

you  reach  a  tremendous  lot  more  than  the 

Little  Rock  Trading  Area.  You  also  cover 

thousands  of  farms — hundreds  of  Arkansas 

towns  and  hamlets  .  .  . 

Take  Ash  Flat  (Ark.)  for  example.  A.  F.'s  popula- 

tion is  only  265  souls  —  but  you'd  have  to 

multiply  that  nearly  12,800  times  to  visu- 

alize the  interference-free  daytime  coverage 
of  KTHS! 

When  you  use  radio  in  Arkansas,  really  use  it!  The 

Branham   Company   has  all  the  facts. 

AAO. 

OKU. 

KTHS 50,000  Watts 

CBS  Radio 

BROADCASTING  FROM 

.ITTLE  ROCK,  ARKANSAS 
Represented   by  The  Branham  Co. 

Inder  Same  Management  as  KWKH,  Shreveport 

Henry  Clay,  Executive  Vice  President 

B.   G.   Robertson,   General   Manager 

I  S  S  I  PPl 

LOUISIANA     ,y 

The  Station  KTHS  daytime  primary  (0.5MV/M)  area  has 

a  population  of  1.002. 758  people,  of  whom  over  100.000 

do  not  receive  primary  daytime  service  from  any  other 

radio  station  .  .  .  Our  interference-free  daytime  coverage 
area    has   a    population    of   3.372,433. 



home... 
more  radios  are  tuned  to  KSDO  than 

any  other  station  .  .  .  HOOPER. 

n  cars... 
more  radios  are  tuned  to  KSDO  than 

any  other  station  .  .     PULSE. 

utdoors... 
more  radios  are  tuned  to  KSDO  than 

any  other  station. 

Let  us  show  you  why  KSDO  is  your 
best  buy  in  San  Diego. 

by  Bob  Foreman 

IXeedetl:    iluiu  on  how  show  aiteets  commercial 

In  the  media  department  of  every  advertising  agency  are 

men  and  women  to  whom  it  is  second  nature  t < >  -elect  publi- 
cations with  editorial  climate  that  is  appropriate  to  whatever 

product  is  under  consideration.  These  folks  daily  see  to  it 

that  the  chemise  ads  don't  get  into  Sports  Illustrated  and 
the  razor  blade  copy  is  kept  out  of   Mademoiselle. 

Some  of  their  problems  in  media  selection,  however,  arc 

a  bit  more  abstruse.  They  may  for  one  good  reason  or  an- 
other pick  this  book  with  a  dual  audience  or  that  one  with 

specific  youth  appeal  or  another  for  it-  particular  income 
group  or  still  another  for  the  editorial  content  of  a  certain 
section.  Reasons  such  as  these  make  the  mere  factor  of  the 

co>t-of-reaching  readers  less  than  the  only  criterion  in  media 
selection.  In  fact,  in  many  cases  a  higher  priced  medium 

(lower  in  circulation)  gets  the  order  over  the  bigger  books. 

This  lengthy  preface  may  seem  irrelevant  to  a  magazine 

titled  sponsor  but  it  was  elaborated  upon  simply  because  I 

wish  to  point  out  that  what  is  definitely  second  nature  to 

print  buyers  is  far  from  the  order  of  the  day  with  buyers  of 

programing.    Which,  in  my  opinion,  is  far  from  right. 

One  of  the  causes  for  so  little  (if  any)  consideration  be- 
ing expended  on  fitting  the  type  ot  show  to  the  type  of 

product  sponsoring  the  epic  is  that  we  in  broadcast  media 

have  practically  no  statistical  data  upon  which  to  base  our 

decisions.  Tims  we  must  fly  by  the  seat  of  our  pants.  Or  by 

what  we  hope  the  Chairman  of  the  Hoard  and/or  his  wife  like. 

To  my  knowledge  only  the  sketchiest  <»l  research  ha-  been 
devoted  to  the  subject  of  what  programs  have  what  effect  on 

what  commercials.  In  my  own  lumbering  way.  I've  tried,  and. 
I  musl  admit,  without  tangible  results,  to  fashion  some  kind 

nt  lot  to  determine,  for  example,  if  a  food  product  spotted 

within  a  whodunit  does  as  well  a-  the  same  middle  commer- 

cial might  do,  centered,  say,  within  a  situation  comedy.  And 

I\l  like  to  know  if  the  more  melodramatic  programs  in  an 

antholog)  series  do  an)  appreciable  harm  (or  good)  to  the 

cop)  the)  surround. 
Certainl)  the  two  highly  gripping  media  ot  radio  and  tv 

must  oiler  some  range  oJ  values  to  an  advertiser,  apart  from 
i  Please  tut  n  to  page  60 1 

SPONSOR 



proudly  hoists  its  re«0r<, 

CONTINUING 
dominance; 

IN  30  OKLAHOMA  COUNTIES  (Nov.  '54) 

AREA  PULSE reveals 

In  30  County  Area 

PULSE*  reveals 

49  of  fop  50  shows 
are  on  WKY-TV 

•Nov.   '54 

T 
wins 

average*  daytime  quarter-hours! 
4  aver hours. 

(7  a.m. -5:45  p.m., Fri.)  (Two  quarter-hour  tiej) 

NIGHTIrV 

IT 
wins .(164 

night-time**  quarter-hours! 
*  night-tin 

(6  p.m. -11:45  p.m.,  Mon.  thru  Sat.;  6  p.i .m.  Sun)  (Two  quarter-hour  tiei) 

In  Oklahoma  City 

PULSE*  reveals 

43  of  top  50  shows 
are  en  WKY-TV 

•Oct.  8-14,  '54 

In  Oklahoma  City 

HOOPER*  reveals 

48  of  top  50  shows 
are  on  WKY-TV 

•Oct.  13-19,  '54 

WKY-TV      Sta.  "B" 
•DAYTIME  average  quarter-hour  rating 
(7  a.m. -5:45  p.m.,  Mon.  thru  Fri.) 10.7        6.1 

*  'NIGHTTIME  average  quarter-hour  rating 
(6  p.m. -11:45  p.m.,  Mon.  thru  Sat., 
6  p.m. -10:45  p.m.  Sun.) 

Owned  and  Operated  by 

The  Oklahoma  Publishing  Co. 

In  Oklahoma  City 

ARB*  reveals           1 

The  Daily  Oklahoman 
Oklahoma  City  Times 

The  Farmer-Stockman 

48  of  top  50  shows    1 
are  on  WKY-TV                 1 

•Oct.  21-27,  '54 

WKY  Radio 

Represented  by 

The  Katz  Agency,  Inc. 

27.8      14.7 

WKY  TV NBC 

ABC 
OKLAHOMA   CITY 

The   Nation's   FIRST   COLOR   TV   STATION 



to  cover  the 

SAN  FRANCISCO 
Bay  area... 

f] 

.  .  .  use  one  of 

America's  2 
GREAT  independents ! 

KYA 
The  Pe  rsona  I i  t y  Station 

.  .  .  1260  k.  c. 

NEW  YORK  OFFICE: 
John  Barry,        W.   (4th  St. 
r.i, 

CHICAGO  OFFICE: 
'..  ..    .:.      (    .',;,  I  .       116       \         1/    Ch    'Kill 

i:  Indolph    ■ 

tt 

llQl) MADISON 
sponsor  invites  letters   to  the  editor. 
Address  40   E.   49   St.,  New   York   17. 

RADIO-TV  ADS 

Your  fine  publication  has  come 
through   again! 

Your  recent  article  and  survej  on 

trade  paper  advertising  has  proved 
mosl  interesting,  and  you  can  be  sure 
thai  everyone  in  our  organization  as 
well  as  the  agenc)  has  thoroughly 

read  both  of  the  articles.  "What  time- 

buyers  want  in  radio-t\  ads'"  [13  De- 
cember 1954J  :  "W  hat  agency  and  cli- 

ent readers  want  in  radio-t\  ads'"  [27 December  1954], 

Perhaps  because   we  came   through 

with    flying    colors,    we    think    it    is    a 
great  series,  bul  al  an)  rate,  your  staff 

deserves  a  gold  star  for  their  work. 
Marion    Vnnenberc 

Promotion    Director.    WDSl  -Tl 

Yen    Orleans 

4  As  RECOMMENDATIONS 

We,  at  WOK  -WORTV,  feel  that 
the  Committee  <>n  Broadcast  Media 

Ini  the  \.  \.  \.  \.  did  a  great  job  and 

the)  have  made  a  big  step  in  the  right 
direction.  W  hat  the)  suggest  i-  good 

lor  the  advertiser  and  what  is  good 

lor  the  advertiser  is  good  lor  the  agen- 
C)    and   the  advertising    medium. 

We  wish  thai  the)    had  made  a  fur- 

llier  step.    Whenever  the  recommenda- 

tions sa\    these   practices   "should    not 
or    "shall    not"    obtain,    win     not    make 

them  "will  not"? 
I  would  like  lo  suggest  a  case  in 

point.  Ii  always  lakes  two  parties  to 

make  an  argument,  a  -ale.  a  marriage, 
a  divorce  and  it  takes  two  parties  to 

consummate  bad  practices  as  well  as 

good  practices.  Even  as  the  4  A  >  re- 
port found  iis  wa\  to  m\  desk,  so  did 

a  notation  from  one  ol  oui  salesmen 

observing  thai  one  ol  the  largest  agen- 

cies in  ih»-  <  it\  had  just  called  a  meet- 

ing of  station  representatives  and  New 

^oik  station  salesmen  to  request  "spe- 
cial" merchandising  to  approximate 

6,000  pi'''  es  of  mail  foui  lime-  dur- 
ing the  course  ol  the  campaign.  \ 

quick    pencil   -how-   that    in   our  case 

to  cover  the 

NEW  YORK 
Metropolitan  area... 

.  .  .  use  one  of 

America's  2 
GREAT  independents! 

WINS 
i  ii  1 1 1  id  1 1 1 1 1 1 1 1 1  ii  i M 1 1 1  n  1 1 

50,000  ivatts  .  .  . 
.  .  .  24-  hours  a  day 

SAN  FRANCISCO  OFFICE: 

Chuck  Uhristianson,  ll"i<i  Fairmount DOuolas 

CHICAGO  OFFICE: 
'..  orgt    Clark,  S16    \ ,    Michigan 

i;  Indolph    ■ 

SPONSOR 



January  1955  TELEPULSE*  proves  KLZ-TV  is 

Overwhelmingly   FIRST...  morning  — afternoon -night...  has 
more  weekday  viewers  than   all   other  Denver  television  stations  combined. 

KLZ-TV  has  more  competitive  quarter-hour  firsts — more  half-hour  program  firsts- 

more  full-hour  program  firsts — than  all  other  Denver  stations  combined . . .  And  . 

•  8  of  the  top  15  shows 

•  7  of  the  top  10  multiweekly  shows 

•  All  of  the  first  5  syndicated 

film  shows 

•  Highest-rated  news,  weather,  and 

sports  shows 

•  Highest-rated  multiweekly  kids' 

program  (yes,  KLZ-TV-produced) 

The  January   ARB       gives   KLZ-TV  the   long   edge,  too...  FIRST,   sign-on   till   noon 

FIRST,   noon  till  6  pm  — FIRST,  6  till   10  pm  .  .  .  most  competitive  quarter-hour  firsts- 

most  half-hour  program  FIRSTS  — most  full-hour  program  FIRSTS. 

Any  Way  You 

is  Denver's 

LOOK      at  it,  Channel 

Best  Television  Buy! 

7 

Take  advantage  of  KLZ-TV's  undisputed  audience  leadership 

BUY     KLZ-TV 

Call  a  KATZ  man  or  KLZ  Television  Sales  Today. 

'TELEPULSE—  •  'AMERICAN   RESEARCH   BUREAU  — nationally  recognized  broadcast-  audience  research  services. 

21    FEBRUARY   1955 



This  merchandising  is  the  MOST./'' 

"Man,  this  is  a  real  cool  promotion!  When  KATY 

does  something  ...  it's  big!" 

"Son,  it's  bigger  than  big!  KATY  is  really  on  the 

ball  when  it  comes  to  merchandising  an  advertiser's 

product  .  .  .  dealer  aids,  display  material,  reminders. 

letters,  etc.  .  .  .  they  flood  'em!" 

"KATY  merchandising  programs  are  handled  by 

real  promotion  people  .  .  .  no  part-time  squares  .  .  . 

hep  merchandisers  only  !" 

"Man,  you're  in  .  .  .  when  you  advertise  with  KATY. 

You  gel  the  most,  because  KATV's  gol  the  most!" 

For  the  most  in  Arkansas  sei 

BRUCE   B.  COMPTON 

National    Sales    Mgr. KATV 
For  thr  most  in  Arkansas  see: 

AVERY-KNODEL.   INC. 
National    Reps 

Channel  7 
Studios  in  Pine  Bluff  &  Little  Rock 

John  Fugate,  Manager 

620  Beech  Street 

Little   Rock,   Arkansas 

**%\ 

the  station  was  being  asked  i<>  spend 

"Vk%  of  'he  gross  cost  of  the  cam- 
paign, after  agencj  commission,  for 

this  "special  merchandising.  Enough 
of  these  requests  and  we  must  raise 

our  rates  another  71-',.  or  cut  the 
71/«>%  out  ol  i  osl  ol  programing  or 

other  costs  of  doing  business.  If  we 

do  it,  we  are  not  being  fair  to  all  of 

the  rest  of  our  advertisers.  If  we  don't 
do  it,  we  may  los  ethe  business.  I 
hope  that  the  big  agenc)  in  question 
— a  member  of  the  A. A. A. A. — reads 

the  excellent  report  In  the  Committee 
on  Broadcast  Media  for  the  A. A. A. A. 

Gordon  Grai 

Vice  President 
General  Teleradio.  Inc. 

WOR.WOR-TV.  New  York 

9  Mr.  Gray's  l.n.  ■  relrr-.  to  the  4  W  recom- 
mendations to  agencies  on  their  relationships  »ith 

broadcasters.  (Sec  SPOXSOK  2  1  January  and  7 

February.)  For  a  statement  this  issue  by  4  A*b 
Fred  (Gamble  on  the  subjecl  of  **hfih«-r  thr  4  A*« 
can    'Vnfon'r"    ii-    recommendations    -•■«■    |>at;e    39. 

TOAST  TO   RADIO 

Your  comment  on  the  recent  t\  show 

"Toast  of  the  Town"  tribute  I  ?  i  to 
radio  seems  to  me  to  he  somewhat 

different  from  the  opinions  of  other 

critics  who  found  the  program  ren- 
dered a  disservice  to  radio.  I  can  un- 

derstand how  you  might  favorably 

judge  its  effects  in  terms  of  "publicity" for  one  medium  carried  in  another 
medium. 

As  you  point  out.  it  would  have  been 
better  if  the  program  had  glanced 

slightly  toward  the  future.  But  can't 
you  put  it  stronger  than  that?  How 
about  suggesting  thai  in  planning  such 

a  program  the  writers  at  least  take  a 
look  at  the  last  five  vears  in  radio, 

and  even  slighth  consider  what's  go- ing on  today? 

There  are  radio  personalities  toda\ 

playing  to  larger  audiences  than  ever 
before.  They  are  playing  closer  to 

these  audiences  in  cities  from  coast-to- 

coast,  in  every  field  of  entertainment, 
information,  and  public  service.  Ha  ho 

is  emerging  as  the  "newest"  medium for  reaching  out  to  everyone — every- where. 

From  where  I  sit.  I  can'l  believe  ra- 

dio is  about  to  fold.  Maybe  I'm  living 

in  a  dream  world  hut  please  "Sa\ 

it  isn't  so." 
Frank  \\  oodri  i  i 

Director   of  Radio  Promotion  and 
Research 

Free  &  Peters,   Vew    )  orh 

10 
SPONSOR 



owa  / 

J  Lmanac 
•*^  SERIES      1 

Television  and    the  Iowa   farmer 

More  than  half  of  Central  Iowa's  farm  TV  families 

have  owned  their  television  sets  longer  than  two 

years,  establishing  them  as  key  members  of  the  WOI 

Television  audience. 

,~5? 

-^^ 

Vs 

5^* 

\ 

WO  I -TV IOWA     STATE     COLLEGE 

AMES-DES   MOINES 

1DO. OOO  WATTS 

CBS       ABC       DUMONT 

REPRESENTED  BY 

WEED  TELEVISION 



WABC 

LAUGHS  with  emcee  Tom 

Toston,  comedy  "find" 
and  an  overnight  sensa- 

tion in  the  new  Broadway 
hit    "The  Grand   Prize." 

K 
SINGING  AND  DANCING 

hy  charmer  Marion  Col- 
by, who  was  featured  in 

Broadway's  "The  Pajama 
Game."  Plus  more  stars 
every  day! 

>^:-rv*~T..f 

MUSIC  by  Ray  McKinley 
and  an  orchestra  with 
such  "hep"  people  as 

BillyButterfield,  Tommy 
Howard.  BohbyChristian. 

Vs-  V. 

SONGS  hy   Bob  Carroll, 
MOM  recording  star, 

equally  good  on  the 
piano  and  guitar.  Dances, 
too.  Very  talented  fellow. 

£* 



toSVTSV 

i  rting  next  Monday,  February  28th,  at  12:30  P.M., 

iBC-TV  upsets  all  the  traditions  of  daytime  TV  and 
oduces  a  new  show  with  new  talent  and  a  great 

^  idea.  The  idea  is  that  in  the  daytime,  no  less  than 

light,  people  watch  television  for  fun  and  entertain- 

it.  So  we're  giving  them  fun  and  entertainment . . . 
)  minutes  of  it  every  day  ...  in  a  cheerful,  tuneful, 

lent-full  show  called,  of  course,  Entertainment,  a  2V6- 

hour  extravaganza  with  all  the  excitement  and  glamour 

and  variety  of  big  night-time  TV.  In  fact,  we're  so 

hipped  on  this  fun  idea,  we're  building  our  whole  day- 
time schedule  around  it.  No  more  chitchat,  no  more 

interviews,  no  more  cooking  classes.  We're  introducing 
a  new  fun-filled  line-up  of  solid  entertainment . .  .  espe- 

cially Entertainment.  We're  sure  a  dandy  time  will  be 
had  by  all,  and  mo-t  of  all  by  the  participating  sponsors! 

ABC-TV CHANNEL  7  .N  NEW  YORK 



HERE'S  CONCRETE 
EVIDENCE 

Tivo  questions  before  the  bar 
of  advertiser  opinion  : 

1.  Can  radio  sell  a  semi-industrial 

product  in  Southern  California? 

2.  Can  it  reach  men  in  mid-day? 

Associated  Products  of  Puente,  dis- 

tributors of  Sakrete  readymix  con- 

crete products,  answer  YES  on 

both  counts  with  a  pen  dipped  in 

dollar  signs. 

Sakrete  signed  the  KBIC  noon-hour 

five-minute  news  last  spring,  re- 

newed it  for  1955 — as  its  sole  con- 

sumer  advertising. 

This  contented  client  also  honored 

KBIC  News  Director  Larry  Berrill 

with  a  Concrete  Sales  Award  .  .  . 

two  tickets  to  the  Rose  Bowl! 

Any  KBIC  or  Robert  Meeker  ac- 

count executive  will  show  you  a 

glowing  Sakrete  letter,  detailing  how 

the  Catalina  Stations  lowest-cost 

coverage  of  all  Southern  California 

cements  relations  with  dealer  and 

consumer  alike. 

"The  last   two   years.   The   Radio-Television    News 
Club  of     Southern     California     Award     for     the 
Best  Independent    Station     News    Operation    has 
been  won    by    KBIC 

JOHN  POOLE  BROADCASTING  CO. 

6540  Sunset   Blvd.,   Hollywood   28,  California 

Telephone:   HOIIywood  3-3205 

Nat.  Rep.  Robert  Meeker  &  Assoc   Inc. 

JfK'lv    L.   MatthBtCS,  director  of   media,  (linton 
E.    Frank.    Chicago,    says    thai    time    buying    has 

become  more  creative  in  the  recent  past.   "It  wasn't 
too  long  ago  that  time  was  bought  principally  on 
the  basis  ol  a  millivolt  map  and  a  knowledge  of 

the  station  s  policy.    The  pendulum  has  been  swing- 
ing in  the  other  direction,  ivhereby  the  rating  of  a 

given    spot    is    the   sole   consideration.     Neither   ex- 

treme is  healthy,"  says  Jack.  He  feels  that  the  two 
views  should  be  merged  along  with  greater  knowl- 

edge on   the  part  ol   the  buyer  of  the  client's  sales 

objectives,  his  market  and  <  ompetition.    "To  do  a 
good  job  a  buyer  must  know  the  client  s  objectives, 

as  well  as  the  station's  coverage,  specific  audience- 
age,  sex,   race   and  income — geographical  consid- 

erations,  such    as   city   versus   rural;    and   talent 

appeal  oj  the  programing  or  adjacencies." 

ftlfbi/  Sttiioit.  Friend  &   Hicss.    \ew   York,    leels 

that    part   oj   radio's   future   depends   upon    intelli- 

gent "pinpointing  oj  audiences  and  times."    Her  Toy 
Guidance  Council  account  is  cited  as  an  example. 

An   all-tv  client  last  year.   TGC  is  planning  to  add 

a  13-week   radio  campaign  for  a  special  Christmas 

promotion    starting  in   November.     TGC   will   be 

using  13   \rx-minute  transcribed  programs  to  rem  h 

radio  audiences  in  some  20  markets.    "Another 

example   ol    specialized    use    oj    radio."    adds    Ruin. 
"is    Lafayette    Radio's    continuous    campaign    over 
WQXR,    Vew   York.    This  client  wants  to  appeal  to 

a  specialized  audience     the  hi-fi  lover,  the  musical 
connoisseur.    WQXR  delivers  just  such   an   audi- 

ence.    I. aim  cite    Radio    uses    a    schedule   of    six    an- 

nouncements   weekly,  usually  between  8:00  and  <J:(Ui 

p.m.,  in  order  to  reach   these  people  at  dinner." 

Ii'diini'     \«</<ill.     \.    (/  .      |k7.     \ew    )  orh.    I, nous 

holh    sides   of   the  coin:    Formerly    with   a   station    rep. 

she's    now    Inning   time.     "I   think    this    point    can't 
lie   •>)  ci  emphasized     the  more  information  a  time- 

Inner  is  able  i"  give  a  rep,  the  better  job  he  can  do 

when  submitting  availabilities,"  Jeanne  told  sponsor, 
She  adds  that  the  rep  has  a  responsibility   i<>  buy- 
as.      Hi     should,     loi     example,    nfler     improved 

schedules  in  n  client  as  soon  as  the  opportunity 

occurs,  and  before  the  buyei  requests  them,   "lis much   easiei    to   recommend  a  change  in   schedule 

!<<  fore  the  client  discovers  a  drop  in  ratings  01  un- 

favorable adjacencies  end  starts  screaming.    In  other 

words,  the  reps  should  watch  then    schedules  as 

closely  as  the  buyers  do,  and  the  only  wax  they  can 
do  that   is  1 1   the  Inner  informs   them   adequately 

uloiit   results   or  «  hanges   in    client   plans." 

14 SPONSOR 



KNORR     BROADCASTING     CORPORATION 

Now/  KHO
W 

W     FOUR' w 
SAGINAW,  MICHIGAN 

TO  ITS  7%H/&cr7:&y(&ot  FAMILY 

Now!  4f^  Powerful 
Voices  in  the  Mighty 

Michigan  Market! 

WKMH 
WKMF 
WKHM 
WSA 

DEARBORN 

and  DETROIT 
FLINT, 

MICHIGAN 

JACKSON, 

MICHIGAN 

SAGINAW, 

MICHIGAN 

Gosh!  Are  we  proud!  Our  big  new  bundle  of 

joy  raises  its  husky  voice  to  a  whole  new  audi- 
ence in  the  rich  Michigan  market  and  puts  a 

terrific  radio  bargain  right  in  the  palm  of  your 

hand!  Now  you  can  buy  two  or  more  Knorr 
stations  and  earn  a   10%  reduction  in  price! 

Represented    By    Headley-Reed 

You  Buy  Michigan's  Biggest  Buying  Power  Through 

KNORR  B/uradcd3tik|  C O R P. 



WXEL  is  now 

Basic  CBS  Television 

in  Cleveland (starting  March  2) 
Maximum  power— 316,000  watts  ERP  -  with  great 
Grade-A  coverage  than  any  other  Cleveland  station. 

a  Storer  Station  — which means  the  finest  in  [,( 

programming  and  service. 

It's  a  triple  combination  you  can't  beat 
for  selling  results  in  the  -4  billion  dollar 
Greater  Cleveland  market! 

now  Basic  CBS  Television  Network WXEL Channel  8 
Cleveland 

R<j)ii  s.  utcd  Hiiliiiiuilhi  hij  tin1  Katz  Agency 



New  and  renew 21    FEBRUARY    1955 

1.    New  on  Television  Networks 
SPONSOR AGENCY STATIONS 

PROGRAM,  time,  start,  duration 

Corn    Products    Refining.    NY C.   L.   Miller,   NY CBS    84 Robert  Q.   Lewis  Show;  W  2-2:15  pm;  23  Feb;  52 
wks 

Today;  3  partic  M-F  7-9  am;  EST  &  CST;  8-9  am 
California    Packing,    SF    iDcl    Monti McCann-Erickson,    LA NBC  86 

PST;    18    Feb;    26    wks 
California    Packing,    SF    (Del    Monte) McCann-Erickson,    LA NBC  91 Home;  3  partic  M-F  11-12  noon,  EST;  17  Feb; 

26   wks 

California    Packing,    SF    I  Del    Monte) McCann-Erickson,    LA NBC  45 
Tonight;  3  partic  M-F  11:30  pm-1  am  EST  18 

Feb;   26  wks 
Falstaff    Brewing,    St    Louis Dancer- Fitzgerald -Sample, CBS    74 

Baseball   Came   of   the   Week;    Sat    1:55;   2   April; 

NY 26    games 

Heinz    Foods,    Pittsburgh Maxon,    Det 
NBC  65 

Captain   Gallant  of   the   Foreign   Legion;   Sun   5  30 

6   pm;    13   Feb;   52   wks 

Lehn    &    Fink,    NY McCann-Erickson,    NY CBS    73 Reruns  of  1  Love  Lucy;  Sun  6-6:30  pm;  17  April; 
37   wks 

Revlon    Products,    NY SSCB,    NY CBS    80 Public  Defender;  Th  10-10:30  pm;  10  March;  52 wks 

James   M Trayhern    (3) 

2.    Renewed  on  Television  Networks 
SPONSOR 

Bristol-Myers,    NY 

Cold   Seal,    Bismarck,    N.    D. 
Nash-Kelvinator,    Det 

AGENCY 

Y&R,    NY 

Campbell-Mithun,   Minnpls 
Ceycr   Adv,    Det 

STATIONS 

CBS    89 

CBS    93 
CBS    68 

PROGRAM,  time,  start,  duration 

Stage   7    (Your    Favorite    Playhouse);    Sun    9:30-10    I 

pm;   3    fan;   52   wks 
|o  Stafford  Show;   T  7:45-8  pm;   1    Feb;   17   wks 
Danger;   alt   T   10-10:30    pm;    15    Mar;    52   wks 

Richard    M. 
Carver    (3) 

3.    Advertising  Agency  Personnel  Changes 
NAME  FORMER  AFFILIATION  NEW  AFFILIATION 

William  T.   Adams 

Raymond   E.    Banks 

Donald   A.    Breyer 
Dean   L.   Burdick 

Richard   M.   Carver 

Winslow   H.   Case 

W.  Howard  Chase 

Robert   |    Clarke 

Cuild    Copeland 
Elliott    Davies 

joe    Derby 

Frank    Egan 

H.   M.  Feine 

Michael   S.   Freeman 

Helen   Haberman 

Alan  Harvey 

Harold    H.    Jaeger 

jack  Kaduson 

William  W.  Kight 
Arthur    Kulman 

Wallace  O.   L.iub 

Robert   A.    MacCill 

Robert  C.  Love 

lames  S    Little 

Harvey   Mann 

lames  W.   McCandless 

Toby  A.    Miller 

Frederick   N.   Polangin 
Harold    A.    Polonus 

Stephen    W.    Pozgay 
William   D.   Shambroom 

Arnold    C.    Shaw 

lames  C.    Shelby 

Edward    Sherry 

Wm.   Philip  Smith 

Ceorgc  W.   Stokes 

)WT,    LA,   dir   of   copy   &   prod 

Western   Adv,   Seattle,   acct   exec 

I'oyle,    Dane,    Bernbach    Adv,    LA,    vp 
McAdams,   NY,   vp 

This  Week   Mag,  Chi,  sis  stf 

Cunningham    &    Walsh,    NY,    gen    creative    wk 

Selvage,    Lee    &    Chase,    NY,    partner 

Ceyer  Adv,   NY.   space  art  dir 

Biow-Bcirn-Toigo,    NY,   creative   dept   copy   group   hd 
Kroger    &    Ceneral    Dcpt    Stores 

NBC.    NY,   trade   editor 

D.    P.    Brother,    NY,    office   mgr 

Julian    Cross   Adv,    Hartford,    vp 

Own    consulting    serv,    Boston 
McAdams,   NY,  vp 

Ceycr    Adv,    NY.    vp    &    gen    mgr 

Roy   S.    Durstine,    NY,   acct   exec 

Kight  Adv,   Columbus,   vp 

KOL,    Seattle,    sis   &    sis   prom    supvr 

Turco   Prods,   LA,   asst  adv  mgr 

Fuller  &   Smith  &   Ross,  acct  exec 

R.  T.   Harris  Arv,  Salt  Lake  City,  r-dir,  acct  exec 

Cecil    &    Presbrcy,    NY,   acct    supvr 

Weiss  &   Celler.   Chi 

Dodge    News    Bureau,    dir 

Edwards  Adv,  LA.  gen   mgr 

Fuller  &  Smith   &   Ross,    NY,  acct  supvr 

Sciberling    Rubber,   Akron,    pub   rel   mgr 

WTVP-TV,    Decatur,    III,   gen   mgr 

Flo-Ball   Pen,   NY,  gen   mgr 

Clenn    Adv,    Ft.    Worth,    vp 

McCann-Erickson,   Chi,   acct   exec 

Biow-Beirn-Toigo,    NY,    creative    copy   hd 

Charles   W.    Hoyt,    NY,    dir   of    r-tv 

MacFarland    &    Aveyard,    Chi,    acct   exec 

Hixson   &   Jorgenson,   LA,   vp  &  creative  hd 
Wade    Adv,    Hollywood,    copy    dept 

Fairfax    Adv,    Hollywood,    vp 
Same,  exec  vp 

Earle   Ludgin,  Chi,   acct  mgmt  stf 

Ceyer   Adv,    NY,   vp 

McCann-Erickson,    NY,   vp   &   gen   exec 
Same,  tv  art  dir 
Same,   also   vp 

Rutledge  &  Lilienfeld.  St.   Louis,  mdsg  exec 

Y&R,    NY,   r-tv   publ   dept 

Same,   vp  in   chg  NY  office  activities 

Wilson,  Haight,  Welch  &  Crover,  Hartford,  dir  of  copy 

&  pub  rel 
James   Thomas   Chirurg,   acct   mgr 

Same,   sr  vp  &  sec 

Beckman,   Hamilton  &  Assoc,  r-tv  dir 

Warwick   &    Letter,    NY,    vp   &   gen    exec 
Same,  also  vp 
Same,    pres 

Blitz    Adv,    Seattle,    mgr 

Abbot  Kimball.    LA,  acct  exec 

Keeling   Co.,    Ind,   vp   &   creative   dir Same,   vp 

Cunningham  &  Walsh,    NY,  acct  exec 

H.   W    Kastor  &   Sons,  Adv,   Chi,   media  dir 
Grant    Adv,    Chi,    vp 

Beckman,    Hamilton.   &  Assoc,   LA,   gen   mgr 

Ted    Bates,    NY,   acct  exec 

Ketchum,    MacLeod   &   Grove,    Pittsburgh,    pub  rel   acct dcpt 

Biddle   Adv.    Bloomington.    Ill,   acct  exec   &   tv  dir 

Emil  Mogul,   NY,  acct  service  stf 

Same,    Houston,    mgr 

MacFarland   Aveyard.   Chi,   vp  &   tv  dir 

Same,    also    vp 

Same,    also    vp Same,    vp 

Elliott Davies    (3) 

I    Wynn     T. 

I    Sullivan    '4) 

Stephen    W. 
Pozgay    (3) 

In    next    issue:    New    and    Renewed    on    Radio    Networks,    National    Broadcast    Sales 

Executives,  New  Agency  Appointments,  New  Firms,  New  Offices,  Changes  of  Address 

Alan    B 

Miller   Jr.    i4) 

21   FEBRUARY  1955 
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21     FEBRUARY    1955 

.Yew  and  renew 

William    E. 
Robinson    (4) 

3.    Advertising  Agency  Personnel  Changes  (cont'd) 
NAME 

Judith    T.ittc  rs.ill 
Linus  Travers 

Hcrminio   Traviesas 

lames   M.   Trayhern 
William    D.    Thompson 

D.    Van    Valkenburgh 

Robert  ).   Wallace 

|ohn    |ay   Wiley 
Robert    Winternitz 

Robert     E.    Wright 

FORMER  AFFILIATION 

Brooke.    Smith,    French    &    Dorrance,    NY,    admin    stf 

Yankee   Network,    Boston,  exec  vp  &  gen   mgr 

BBOO.    acct   exec 

WHAM-TV,     Rochester,     prod     dir 

Y&R,   NY,   acct   exec 

Albany  Times  Union  sis  prom  mgr 

Biow   Co 

Ruthrauff   &    Ryan.   SF 

Winternitz    Adv,    NY,    hd 

J.  H.   Kennedy  Adv,  Chi.  acct  exec 

NEW   AFFILIATION 

Same,    client    contact    stf 
|ohn    C.    Dowd,    Boston   &    Dowd     Rcdeld   &    John? 

NY,  exec  asst 
Same,    also    vp 

Charles  L.    Rumrill,    Rochester,,    dir   of   r-tv 

Same,   vp   &   acct   supvr 
Coldman  &  Walter  Adv,   Albany,   acct  exec  &  crelf 

dir 

Benton   &    Bowles,    NY,  acct  exec 

Roy  S.    Durstine,   SF.  acct  exec 

JWT,    NY,    acct    rep 
Roberts,    Mac-Aunehe  &   Sennc  Adv,   Chi   vp 

Arnold    C. 
Shaw    (3) 4.    Sponsor  Personnel  Changes 

Guild 

Copeland   (3) 

H.    B. 
Nicholson    (41 

Winslow    H. 
Case    (3) 

NAME 

E.    H.    Andreson 

Robert    L.    Aste 

Ernest  R     Breech 

Henry  Callahan 
Thomas    S.    Carroll 

|ohn   C.    Cornelius 

Joseph    F.    Cullman    III 
Charles  N.  Crittenton 

Eldon    E.    Fox 

Irving    H.    Cranicher 
H      Milton    Curwitz 

Walter    L.    Hedin 

A.    Z.    Kouri 

Andrew    C.    Kunkel 
Alan    B.    Miller,    Jr. 

H.    B.    Nicholson 

Ernest  Charles   Parizeau 

M     |.   Ragir 
M.    A.    Rally 

Lynn   E.   Richardson 
William   E.   Robinson 

William    B.    Smith 

Sam   H.   Sonders 

John    J.    Steeves 

Wynn    T.    Sullivan 

Harold    L.   Suttle 

J.   Ken   Verden 
Edward    H.    Weitzen 

FORMER  AFFILIATION NEW  AFFILIATION 

General    Milts,    Minnpls,    dir    of    grocery    prods    sis 

Griffin    Mfg,    Bklyn,    exec    vp 

Ford    Motor,    Det,    exec    vp 

Lord  6  Taylor.   NY.  window  disolay  dir 

General    Foods    (Swansdown    Divi .   Jersey  City 

BBDO,    exec   vp   in    chg   of   Western    offices 
Philip    Morris.    NY,    vp 

Lever   Bros    iPcpsodent  D i v I .   NY,  gen  sis  mgr 

Minnpls-Honeywcll    Regulator,    Minnpls,    adv    mgr 
California    Packing,    LA,   vp  &   gen   sis   mgr 

Melrose    Distr    (Schenley    Ind    Div),    NY,   nat'l   sis   prom    mgr 

Borden's,    Chi,    asst    gen    sis    mgr 
General    Mills,    Minnpls,   Grocery    Prods   Div.   dir   of   opers 

Breyer,    Phila   sis   mgr 

Weiss  &   Celler,  Chi,   creative  dir,   Toni   acct 

Coca-Cola    Co,    NY,    pres 

Simmons,    NY,    purch   agent 

Ekco    Prods,    NY,    district    sis    mgr 

Lipton,    Hoboken,    vp    in    chg   of   sis 

Auloyre,    Oakvillc,    Conn,    sis    &    adv    dept 

Robinson-Hannagan,    NY,    chmn   of   the   bd 

Lipton,    Hoboken.   dir   of   adv 

Piggly  Wiggly,   LA,  adv  &   sis  prom   mgr 
Lee,   Ltd,   NY,   vp   in   chg   sis 

Heyl    &    Patterson,    Pittsburgh,    adv    mgr 

Lipton.    Hoboken,   gen   sis   mgr 

Armour   Soap   Div,   Chi,    brand    mgr 

Bulova.    Flushing,   vp   &   dir   &    pres  of   res   labs 

Same,   vp 

Same,    pres 

Same,    chmn    of    the    bd 

Schenley    Industries.    NY,    visual    sis    consultant 

Colgate-Palmolive,   NJ,  brand  adv  mgr 

Rexall    Drug   Co,    LA,   dir 
Same,    exec    vp 

William    H.   Weintraub,   NY,   acct  &    mdsg  exec 

Same,    dir    of   adv    &    sis    prom 

Same,   dir  of  sis 

Jacob    Ruppert    Brewery,    NY,    sis    prom    mgr 

Same,   gen    sis   mgr 
Same,  vp 

Same,  vp  in  chg  sis 

Grove  Laboratories,  St.   Louis,   new  prods  dept  hd 

Same,   chmn   of   the   bd Same,   vp 

Autoyre,    Oakvillc,    Conn,    vp    in    chg   of   sis 

Same,   vp   in   chg   of   mktg 
Same,    adv    mgr 
Coca-Cola.    NY,    pies 

Same,    vp   in    chg   of   adv 
Kory    Markets.    LA.   adv  &    sis   prom    mgr 

Hclenc   Curtis,    Toiletries    Div,    NY,   gen    sis  mgr 

Sylvania   Elcc    Prods.   Lighting   Div.   fixture  adv  & mgr 

Same,    vp    in    chg    of   sis 
Gillette.    Toni    Div,    Chi,    adv    brand    mgr 
Gruen   Watch,   Cin,   pres 

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

CJSH-FM,    Hamilton,   Canada,    no    longer   operating    (as   of    Dec 

31) WAKE.    Creenville,    S.    C,    new    nat'l   rep  Walker 
WDEL-TV,    Wilmington.    Del    goes    to    316.000   watts   Feb   20th 

WGNI.    Wilmington,    N.    C.    new    nat'l    rep    Walker 

WJNO-TV,    Palm    Beach,    nat'l    sis    rep    Venard.    Rintoul    & McConnell 

WJNO-TV.    Palm    Beach,   begins   daytime    programing 

WOKY-TV    changes   call    letters   to   WXIX    beginning    Feb    20 

WTTC.    Wash,    D.    C,    has   appointed    H-R    tv   nat'l    reps 

John    | 
Steeves    (4) 

Michael    S. 

Freeman    <3) 
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Too  good 

to  hide! 

^rWNERSHIP  of  television  sets  is  increasing  so  rapidly 

in  Iowa  that  nobody  can  keep  up  with  it. 

The  1954  Iowa  Radio  and  Television  Audience  Survey 

was  made  in  March,  1954.    At  that  time,  over  one-quarter 

of  all  TV  sets  were  less  than  six  months  old  —  yet, 

in  March,  59.6%  of  all  Iowa  homes  had  television  sets! 

Here  are  the  five-year  figures  from  the  Annual  Survey: 

INCREASE  IN  TELEVISION   SET  OWNERSHIP   IN   IOWA 

1950 1951 1952 1953 1954 
Survey Survey Survey Survey Survey 

All  homes  surveyed 

1.7% 11.8% 25.7% 
38.2% 

59.6% 

Urban  homes 2.4 15.9 30.9 44.5 67.2 

Village  homes 1.3 
8.7 

21.0 32.7 53.3 

Farm  homes 1.1 8.7 21.2 31.9 52.7 

Now  there  are  more  than  280,250  television  sets 

in  WHO-TV's  Central  Iowa  —  and  355,100  families. 

WHO-TV  is  giving  them  the  best  programming  there  is  — 
from  the  tallest  antenna  in  the  State. 

Ask  Free  &  Peters  for  all  the  facts! 

WHO-TV 
WHO-TV 
WHO-TV 

./WHO-TV WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV '  >HO-TV 

/HO -TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 

WHO-TV 
Channel  13  •  Des  Moines  •  nbc 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 

Free  &  Peters,  Inc. 
National  Representatives 
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,50,000Watts CLEAR  CHANNEL 

AUDIENCE 
Scores  of  counties  around  Pittsburgh  are  hammering 

out   one   of  America's   most   spectacular 
programs.    Industry    alone 
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f  f I    1020  KC    I 
|     PITTSBURGH     | 

r 
i DKA  FIRST  AGAIN 
)f  the  Total  496  Quarter 

lours  Weekly,  KDKA 

irst  in  415,  Tied  in  25! 

Pick  practically  any  time,  any  day 

iif  the  week  and  reach  far  more  of  the 

ittsburgh  market's  893,800  families, 
,;et  a  bigger  share  of  its  three  and  a 

luarter  billion  dollars  in  retail  sales. 

And  that's  only  part  of  the  story. 
.0,000-watt  KDKA  sells  strong  in  108 
:ounties  where  over  eight  million 

>eople  spend  more  than  llA  billion 
lollars  annually.  They  spend  over  2 

)illion  on  food,  over  1 34  billion  on  au- 
omotive  needs  alone.  Let  KDKA  sell 

'or  you.  Call  John  Stilli,  KDKA  Sales 
Manager,  GRant  1-4200  or  Eldon 

Campbell,  WBC  National  Sales  Man- 

iger,  PLaza  1-2700,  New  York. 

TEN  TOP  DAYTIME  SHOWS 

TEN  TOP  EVENING  SHOWS 

TEN  TOP  WEEKEND  DAYTIME 

SHOWS 

Proof  again— KDKA  owns  the  big  15- 
county  Pittsburgh  market.  Top  shows,  top 

power,  top  audience— you  get  them  all  only 
with  KDKA.  That  means  only  KDKA 
advertisers  make  the  most  of  this  rich 
15-county  area. 

The  reason  is  that,  in  addition  to  power, 

KDKA  has  the  talent,  KDKA  has  the  pro- 
grams that  win  audiences  and  get  action 

for  advertisers. 

If  you  want  this  top-audience  action, 
look  at  the  quarter -hour  picture  and  see 
how  KDKA  gets  it  for  you  all  around  the 
clock. 

KDKA-Pittsburgh 
WESTINGHOUSE    BROADCASTING   COMPANY,    INC. 

KDKA  •  KDKA-TV,   Pittsburgh;   WBZ  t  WBZA  •  WBZ-TV,    Boston;    KYW  •  WPTZ, 

Philadelphia;  WOWO,  Fori   Wayne;  KEX,  Portland;  KPIX,   San  Francisco 

KPIX  represented  l>\    1  in   Km/    \<.i\<i.  Inc.; 

All  other  WBC  station-*  represented   l>\    Frei    \   I'mik-*.  I\< 



SELLING  IN 

MONTREAL? 

That's  our 
business ! 

YOUR  PRODUCT 

advertised  on 

CFCF  means  more 

business  for  you 

MONTREAL 
IN  U.S-WEED 

IN  CANADA-AIL  CANADA 

fcSillW 
Emanuel  liuiz 

President 

Doeskin    Products,    Inc.,    New   York 

Doeskin's  trademark  is  Dottie  Due.  a  Disney-like  creature  that 

could  have  eoine  straight  out  of  "Bambi.  Emanuel  katz.  president 
of  the  paper  products  firm,  never  lets  you  forget  this  trademark. 

The  forest-green  drapes  that  hang  on  the  three  tall  windows  in 

his  office  are  sprinkled  with  reddish-brown  does.  The  couch  on 
the  right  of  his  desk  is  covered  with  the  same  fabric.  In  the  middle 

of  his  desk  there's  a  small  porcelain  doe  on  a  heavy  pedestal  that 

serves  as  paperweight.  And.  in  case  there's  still  some  doubt  ahout 
the  nature  of  Doeskin's  business,  there's  a  table  behind  Katz  s  desk 
covered  with  a  splendid,  multi-color  array  of  toilet  paper,  facial 
tissues,   paper   napkins. 

"We  like  ad\ ertising."  katz  told  sponsor.  "I'll  go  further:  We 

like  tv  advertising." 
This  year,  Doeskin's  entire  national  advertising  budget  is  in  t\  : 

Robert  Q.  Lewis,  CBS  TV,  Fridays  2:00-2:15  p.m.,  through  Gre) 
Advertising.  The  $750,000  budget  in  1954  paid  for  participations 
on  the  Kate  Smith  Show,  NBC  TV;  in  the  fall.  Doeskin  switched  to 

Lewis.  (For  detail-  of  Doeskin  strategy,  see  SPONSOR,  9  August 
IT.  I.  i 

Kalz  supervises  the  advertising.  He  also  directs  marketing  and 
merchandising   -i  rategy. 

"I'm  no  financial  man,"  says  he.  "I'm  a  marketing  man.  I 

guess    I    know    most    of  the  paper   wholesalers    in    (lie  country." 
Kat/  spends  some  six  week-  or  more  each  year  making  sine  that 

he  Mill  knows  the  trade,  traveling  from  coasl  to  coast.  Vfter  a  few 

weeks  on  the  road,  he's  happj  to  return  to  his  apartment  in  town 
or  his  Wilton.  Conn.,  home.  He's  especiall)  happ)  to  gel  back  to 

New  York  dining  the  opera  season.  "I'm  a  greal  lover  of  lyric 

opei  .i.'      lie    -aid. Doeskin  was  born  on  I  niversitj  Place,  New  York  City,  30  years 

ago,  when  its  Eoundei  (who  ha-  since  Idl  the  business)  began 
making  sanitar)  napkins  (later  dropped)  with  a  $1,500  capital  in- 

vestment.  Katz  says  thai  the  firm's  1951  sale-  volume  was  close  to 
Ml  million.  Furthermore,  the  firm  is  likeh  to  complete  the  circle 

shortly:  Doeskin  i>  planning  to  add  sanitar)    napkins  to  its  paper- 

product     line. 
"There's  one  thing  all  our  products  have  in  common,"  Katz 

added.    "Quality.    Oui   stress   is  quality,  nol   price.  *  *  * 
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the  plus  you 

DON'T  pay  for... 
RATES  on  WJBK  are  based  on  home  audience.  RESULTS 

on  WJBK  are  based  on  home  audience  PLUS  a  tre- 

mendous bonus  .  .  .  thousands  upon  thousands  of  car 

radio  listeners.  You  don't  pay  one  penny  extra  for 

this  terrific  "plus"  in  a  market  where  everybody  drives, 

90%  of  all  cars  have  radios,  and  most  car  radios  are 

consistently  tuned  to  the  station  that  programs  for 

"on-the-go"  listening  _  _  _  _  _^  _  _ 
with  top  news,  music     ̂ ^^m  If    MM 

and    sports        WW  S   0  1%  Radio 

DETROIT 

/>/  Represented  Nationally  by 
y   THE  KATZ  AGENCY 

National  Sales  Director,  TOM  HARK 

118  E.  57th,  New  York  22,  ELDORADO  5-769 



No — that's  not  an  oil  well,  but  it 
is  a  gusher  just  the  same. 

That's  the  KSBW-TV  television 
transmitter,  gushing  out  the 
world's  best  entertainment  to 
422.709  tv  sets,  over  90.000  of 
which  are  unduplicated. 

\  on  II  strike  a  bonanza  of  sales 

e\i-r\  time  \our  sales  message  is 
radiated  from  this  Channel  8  an- 

tenna .  .  .  3,777  feet  in  the  air  .  .  . 
on  the  rich  central  coast  of  Cali- 
fornia. 

We  don  l  care  what  you  are  sell- 
ing, uliai  color  ii  is,  how  much 

il   I  OSts.     If   if-   for   -ale  to   people 
v\e   sell    it      at    the   lowest  cost 

per  thousand   of  am    station    in 
California. 

\SK  HOLUNGBERY. 

CBS,  Mtc.    \\u  :.  i>i  mom 

by  Joe  Csida 
Tip  to  athnen:  stutly  the  rhythm-JL-blues  trend 

Through  happy  circumstance,  over  more  than  two  decades 
I  have  had  occasion  to  view  developments  in  virtually  all 
segments  of  the  entertainment  industry  .  .  .  and  to  view  same 

from  the  standpoint  of  the  effects  of  developments  in  one 
phase  on  developments  in  another.  From  which  ponderous 

opening  let  me  leap  off  into  an  effort  to  point  up  a  series  of 
developments  which  may  be  of  some  significance  to  radio 

and  television  buyers  of  talent  and  show-. 
The  music  and  record  side  of  show  business  seems  to  have 

the  inherent  characteristics  which  most  readily,  most  per- 
ceptibly and  most  accurately  point  up  new.  and  often  broad, 

entertainment  trends.  During  and  immediately  following 
World  War  II,  a  substantial  number  of  country  ( often  termed 

"hillbilly")  songs  became  big  nationally  popular  ////  Parade numbers. 

In  the  earliest  phases  of  this  development  such  songs  were 

originally  recorded  by  country  artists,  then  "covered"  by 
popular  artists,  via  whose  platters  the  songs  achieved  major 

countrywide  hit  status. 
This  earliest  phase  was  followed  by  a  surging  effort  on  the 

part  of  established  popular  songwriters  (not  excepting  the 

Irving  Berlins.  Frank  Loe-seis.  et  al)  to  emulate  and  cap- 
ture some  of  the  same  qualities  which  seemed  to  be  making 

the  country  tunes  such   big  hits. 
In  time,  then,  while  most  of  these  writers  failed  to  imitate 

these  tunes  with  full  authenticity,  their  work  nevertheless  be- 
came touched  with  many  of  the  same  inherent  appeals  which 

marked  the  successful  country  songs.  \ml  quite  soon  coun- 
try audiences  were  buying  more  and  more  of  the  records. 

not  only  of  stats  in  their  own  field-,  but  more  and  more  of  the 
records  of  popular  recording  artists. 

This  gradual  blending  of  country  and  popular  toda\  has 

reached  a  point  of  stabilization,  and  a  new  trend  seem-  to 
have  erupted.  Again  music  and  records  most  clearl)  point 
the  waj  here.  There  was  and  is  a  type  ol  song  and  music, 

which  >\a-  once  known  as  '"race"  inn-ie.  and  lor  the  past 

several  years  lias  been  termed  "rhy  thin-and-blue-"  or  r-\-l> music.  This,  of  course,  was  the  type  oi  earthy,  uninhibited 

song  (often  very  close  to  outright  smut  I  played  and  -mig 
with  an  even  more  earth)  and  uninhibited  beat. 

For  man)  years  these  songs  and  records  were  popular  ex- 

clusively  with  the  populations  of  the  various  "Harlem"  com- i  Please  turn  to  page  68  I 
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.  .  .  and  as  the  King  of  Siam  said 

CONFIDENCE 

KNOW-HOW 
ABILITY 

that's  why  WTVJ 
CHANNEL  4,  MIAMI 
was  selected  by  the 

"Big  3"  to  originate  the 
NETWORK  SHOWS 
from  Miami  and  Miami 
Beach. 

WTVJ  has  the  per- 
sonnel, equipment  and 

facilities  to  "carry  the 
freight"  for  you. 

Florida's  FIRST  Tele- 
vision Station,  TALLEST 

TOWER  IN  FLORIDA. 

FULL  100,000  WATTS 
POWER.  Complete 

Merchandising  Depart- 
ment. 

...and  COLOR 

Preferred  by  89%  (ARB  -  Sept.  1954) 
of  the  viewers  in  Fabulous  South 
Florida. 

etcetera 
etcetera 
etcetera 

t^s7 ChLmef4 MIAMI  W 

See  Your  Free  &  Peters  Colonel  TODAY 
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sure  a  successful  operation,  a  surgeon  first  checks  the  in- 

facts  with  a  fluoroscope  or  x-ray.  And  what  x-ray  does  for 

loctor,  the  600,000  IBM  cards  compiling  the  J.  A.  Ward 

ly  can  do  for  an  advertiser.  With  them  he  can,  for  the  first 

I  assure  a  more  successful  business  operation. 

,  for  example,  is  an  x-ray  analysis  of  one  of  radio's  most 

i  ntial  daytime  radio  shows— Queen  for  a  Day;  heard  five 

a  week  on  Mutual  coast-to-coast  ( 1 1 :  30-12: 00  noon  NYT) : 

—a  big  audience— 2,487,000  daily  listeners  on  the  average. 

Iremember,  these  are  people  listening,  not  just  sets  tuned  in. 

nd— over  75%  of  all  shopping  is  done  after  Queen  is  broad- 

cast. Queen's  listeners  make  most  of  their  purchases  while 
the  commercials  are  fresh  in  their  minds.  And  more  than 

a  third  of  them  hear  it  regularly  in  the  kitchen.  You  can  help 

make  up  their  minds  while  they're  making  up  shopping  lists. 

Third— nearly  70%  of  Queen  for  a  Day's  audience  can 

not  be  reached  by  any  television  show  no  matter  how  popular, 

because  1,721,000  of  them  simply  do  not  have  TV  sets. 

This  x-ray  shows  what  E  Lorillard  gets  for  its  Old  Gold  on 

Queen  for  a  Day  in  its  fourth  year  of  sponsorship.  There's  still 
room  for  a  companion  advertiser  five  mornings  a  week. 

Let  Mutual's  Mister  Plus  develop  the  picture  further  for  you. 

MUTUAL  BROADCASTING  SYSTEM 

1440  Broadway 

New  York  18,  New  York 
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THE  PLOTKII 11 
IT  PROPOSES  A  REVOLUTION  IN  NETWORK 

OPERATION,  IS  THE  OPENING  GUN  IN  WHAT  LOOKS 

LIKE  RADIO-TV'S  YEAR  OF  PROBES.   HERE 

ARE  THE  IMPLICATIONS  FOR  ADMEN 

M  f  the  "Plotkin  memorandum"  is  an  accurate  foretaste  of  what  the 

nation's  lawmakers  and  FCC  are  thinking  about,  then  television  i-  in  loi 
some  revolutionary  changes. 

The  memorandum,  modestly  entitled  "Television  Network  Regula- 
tion and  the  Uhf  Problem"  and  submitted  to  the  Senate  Committee 

on  Interstate  and  Foreign  Commerce  by  Harry  M.  Plotkin,  mi- 

nority (Democratic)  counsel  to  the  committee  in  the  last  Congress 

is  probably  one  of  the  most  dynamite-laden  documents  on  broad- 

casting out  of  Washington  since  Marconi  invented  wireless. 

There  appears  little  question   that  the  Plotkin  re- 

port's recommendations  hit  at  the  very  foundations 
of  l\  network  operations  as  they  are  now  known 

The  memo,  moreover,  makes  no  bones  about  its 

author's  belief  that  CBS  and  NBC  have  as- 

sumed quasi-monopoly  proportions  and  are 

dominating  the  industry  to  the  detriment  > 

of  the  consumer,  the  stations,  the  film 

syndicators,  national  spot  and  local 
advertisers  and  ABC  and  Du  Mont. 

Plotkin      would      redress     the 

scales  by:   (1)    banning  network 
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Photograph    by    Harold    M.     Lambert 



PLOTKIN  RECOMMENDS  BAN  ON  NETWORK  OPTION  TIME, 

LIMITATION  ON  CBS.  NBC  PROGRAMS  IN  MARKETS  WHERE 

THERE  ARE  NOT  ENOUGH  VHF  STATIONS  TO  GO  AROUND 

option  provisos  and  giving  national 

sj>ot  clients  equal  access  to  choice  time 

periods:  and  (2)  1>\  providing  that 

"time  he  made  available  for  all  of  the 
networks  so  that  none  of  them  i-  frozen 

out  of  a  substantial  number  of  mar- 

ket-." 
The  memo  is  as  yet  still  the  opinion 

of  one  num.  It  has  not  been  considered 

by  the  Commerce  Committee  and  a 

parallel  report  1>\  special  committee 
counsel  Robert  F.  Jones  (not  out  at 

sponsor's  presstime)  who  had  been 
appointed  b)  Senator  John  W.  Bricher, 

has  not  yet  been  considered. 

However,  the  Commerce  Committee 

chairman.  Senator  Warren  G.  Mag- 

nuson.  Democrat,  of  Y\  ashington,  com- 

mended the  report  to  members  "as  an 

excellent  basis  for  further  inquiry." 
\cd  it-  importance  was  highlighted  1>\ 
a  sharp  retort  from  Dr.  Frank  Stanton, 

president  of  CBS,  Inc.,  who  described 

its  proposals  as  "'mistaken,  impractical 

and  unwise'  and  warned  that  network 

television  would  be  "gravely  crippled" 

and  the  public's  set  investment  hurt 
if  the\    were  adopted    (box   below  I. 

To  what  extent  the  I'lotkin  report 
will  be  .i<  ted  upon,  no  one  can  sav  for 
sure.  I  here  are  some  who  feel  that  at- 

titudes shown  by  the  Administration 
and  FCC  indicate  a  reluctance  to  make 

any  drastic  changes  in  broadcast  prac- 
tices. Howe\er.  Democratic  control  of 

Congress  and  the  up-coming  1956  elec- 

tions may  have  a  strong  effect  on  the 
situation. 

I  he  Commerce  Committee  will  hold 

hearings  on  the  burning  issues  posed 
h\  the  Plotkin  memo  shortlv.  Both  the 

Justice  Department  and  FCC  were 
asked  to  examine  the  memo  and  come 

back  to  the  committee  with  some  pre- 

liminarv  ideas  within  30  days — that  is, 
bv  1  March.  In  addition,  the  FCC  was 

asked  to  give  interim  progress  reports 

even  60  days  and  come  up  with  a  final 

report  in  six  months. 
\\  hatever  the  up-coming  Commerce 

(  ommittee  hearings  lead  to.  thev  will 

not  be  the  only  spotlight  thrown  upon 

broadcasting.  The  indications  for  1955 

are  that  broadcasting  will  be  probed, 

analyzed,  and  dissected  to  a  fare-thee- 
well.  Most,  though  not  all.  of  this 

examination  will  take  place  in  Wash- 

ington. The  capital-  other  probes  are 

proceeding  on  three  fronts: 

•  An  investigation  into  "monopoh 

aspects"  of  the  communications  indus- 
tr\  will  be  undertaken  by  the  Senate 

Judiciary  Committee  headed  by  Sena- 
tor Harlev  M.  Kilgore.  Democrat,  of 

\\  e-t  Virginia.  It  ir-  understood, 

though  not  vet  officially  decided,  that 

the  Kilgore  probe  will  not  overlap  on 

the  Magnuson  investigation.  However, 

Senator  Kilgore"  s  committee  will  defi- 
nitel)  look  into  broadcasting  in  exam- 

ining owner-hip  of  networks  by  elec- 
tronic manufacturing  interests,  owner- 

Networks  would  be  gravely  crippled  if  Plotkin's 

proposals  were  adopted,  says  CBS'  Frank  Stanton 

<  BS  believes  thai  man)  ol  the  proposals  ol  the  Plotkin 
Memorandum,  insofai  a-  it  deal-  with  network  television, 

are  mistaken,  impractical  and  unwise.  If  these  proposals 

were  to  be  adopted,  network  television  as  it  is  known  today 

would  be  gravel)  crippled  and  the  public's  investmenl  ol 
i  billion   in   receivers  would  be  .  .  .  depreciated. 

I  he  Memorandum,  which  i-  the  product  of  a  single  indi- 

vidual and  not  a  report  of  the  Senate  Committee,  was  not 

based  on  an)  investigation  which  included  the  television 

ork-.  i  ei  these  are  the  ver)  organizations  whose  ex- 

istence  would  be  so  radically  affected.  Questionnaires  were 

submitted  b)  the  *  ommittee  to  the  network-,  and  CHS 

provided  answers  covering  hundreds  of  pages.  But  these 

questions  did  nol  even  suggest  the  majoi  issues  with  whi<  h 
the  Memorandum  now  deals. 

It  i-  nol  surprising,  in  these  cir<  um-tance-.  that  the  pro- 

posals betra)  such  a  complete  lack  of  understanding  ol  the 

complex  business  ol  television  networking.  The  failure  to 

test  theories  against  facts  has  resulted  in  unrealistic  and 

extreme  proposals,  the  Memorandum  attempts  to  resus<  i- 

tate  concepts  and  approaches  which  during  the  las!  decade 
have  been  specificalK  and  uniform!)  repudiated  1>\  the 
(  ongress  and  the  FCC. 

Te|e\  i-ioii  networking  i-  precisely  the  kind  of  business 

when-  blind  and  unrealistic  tampering  with  some  of  the 

parts  can   destro)    the   whole.   .   .   . 

CBS  urges  that  if  the  Senate  Committee  or  the  FCC  i> 

inclined  to  give  these  proposals  any  weight.  CBS  and  the 

other  network-  he  given  the  opportunity  to  be  heard,  we 

a-k  this  right  nol  onlv  for  ourscKes.  While  our  -take  is 

large,   the  Stake  of  the   public    is  even   larger.     There  are   a 

numbei  of  ways  in  which  it-  enormous  investmenl  can  be 

depreciated.  In  the  recommendations  of  the  I'lotkin  Mem- 
orandum, one  such   road   i-  <  learK    blueprinted. 
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ship  of  stations  b)  newspapers  and 

ownership  of  tv  stations  by  radio  in- 
terests. 

•  Last  week  the  FCC,  in  issuing  a 

notice  of  proposed  rule-making  on  sub- 
scription tv,  took  an  important  step 

1>\  opening  the  entire  question  to  pub- 
lic discussion.  I  For  opinions  on  what 

toll  t\  ma)  mean  to  advertising,  see 

"Can  there  be  peaceful  co-existence 
between  subscription  tv  and  commer- 

cial video?"  sponsor,  7  Feb.,   1955. 1 

•  The  Justice  Department's  Anti- 
trust Division  has  revived  its  investi- 

gation of  advertising,  which  started 
about  a  year  ago  and  was  halted  when 
one  of  seven  ad  associations  balked  at 

opening  its  records.  The  department 

has  decided  to  go  ahead  without  forc- 
ing action  from  this  association.  This 

investigation  will  study  the  "advertis- 

ing industry"  as  a  whole  and  will  in- 
clude, of  course,  radio  and  tv. 

•  In  addition  to  these  developments 

from  the  nation's  capital,  an  investiga- 
tion into  "bait-and-switch"  advertising 

on  radio  and  tv  is  being  pushed  by  the 

Brooklyn  District  Attorney's  office  and 
some  evidence  has  already  been  placed 

before  a  grand  jury.  "Bait-and-switch" 
advertising  refers  to  the  practice  of  of- 

fering products  like  vacuum  cleaners 

and  sewing  machines  at  low.  low  prices 
as  a  means  of  gaining  admittance  for 

a  salesman  into  the  home.  \\  hat  hap- 
pens very  often,  according  to  Edward 

S.  Silver,  Brooklyn  D.A.,  is  that  the 

salesman  tries  to  high-pressure  the 

consumer  into  buyin"  a  more  expen- 
sive model  and  will  not  deliver  the 

cheaper  model  even  il  the  customer 
wants  it.  This,  he  said,  is  fraudulent 

advertising.  The  investigation  rovers 

radio-tv's  biggest  market  —  the  New 
^  ork    metropolitan   area. 

The  Comment'  (iommittee  probe  is 
the  most  inclusive  so  far  as  broadcast 

advertising  is  concerned  and  the  Plot- 
kin  memo  ranges  over  a  wide  variety 

of  topics.  Two  recommendations  stand 

out  as  having  the  most  profound  im- 
plications for  both  networks  and  air 

advertisers,  however.  They  have  to  do 
with  option  time  and  exclusivity. 

Option  time:  [n  recommending  that 

network  option  time  be  banned.  Plot- 
kin  argued  that  there  is  no  reason 

why  government  regulations  should 
permit  one  kind  of  advertiser  to  oust 
another.  And  network  option  time,  he 

said,  does  just  that.  The  already  pow- 
erful networks,  he  maintained,  have 

an  unfair,  government-supported  ad- 
vantage over  competitive  sources  of 

programing. 

"Even  in  non-option  time,"  the  Plot- 
kin    memo   says,    "the   station    or   na- 

Harry   M.   Plotkin 

His  <h  namite-laden 
report  is  result  o) 

probing  uht  problem 

tional  spot  representative  is  at  a  seri- 
ous disadvantage  as  against  the 

network.  When  time  is  sold  to  an 

advertiser  on  a  national  spot  basis,  the 
sales  contract  quite  generally  provides 

for  cancellation  by  either  the  station 
or  advertiser  before  the  end  of  the 

term.  When  the  advertiser  deals  with 

the  network,  he  knows  that  the  station 

has  very  limited  or  no  cancellation 

pri\  ilege." 

Because  of  this  disparity  in  cancel- 
lation privileges.  Plotkin  went  on.  the 

abolition  of  option  time  should  be  ac- 
companied by  some  kind  of  proposal 

providing  "that  the  station  should  not discriminate  as  between  advertisers 

with  respect  to  the  right  to  cancel  pro- 

grams." 

Option  time  thus  gives  the  network 

an  "inordinate  amount"  of  control 
over  broadcast  time  and  a  position  of 
dominance  over  the  station,  the  memo 

maintains.  Only  when  the  number  of 

{Please  turn  to  page  11 4  i 

Senate  Commerce  Committee  will  investigate   all  aspects 

of  broadcasting.  Reports  oj  former  counsel  Harry  M.  Plot- 
kin, and  Robert  F.  Jones  may  play  key  role  in  its  probe 

Senate  Judiciary  Committee  will  look  into  "monopoly  as- 
pects"  of  communications  industry,  may  avoid  overlapping 
above    probe.      Group     will    also     study    station     ownership 

Justice  Dept.,  through  Anti-trust  Division,  has  revived  ad- 
vertising investigation,  which  was  dormant  for  a  while. 

Its    study    of    ad    "industry"    will    include    both    air    media 

Subscription   tv   has  finally    been   opened  for  discussion    by 

public  as  FCC  last  week  issued  notice  of  proposed  rule- 
making. Though  many  consider  toll  tv  years  off.  it  is 

being  studied  closeh  l>\  the  stations  and  networks  to 

determine     effect     on     present     advertising-supported     video 

"Bait  and  switch"  advertising  in  tuition's  biggest  radio-tx 
market  Sew  York  metropolitan  area — is  being  investigated 

by  Brooklyn   District   Attorney's  office.    I).    I.  has  already 
placed  evidence  of  what  he  sa\s  is  fraudulent  advertising 
before   grand   )ur\.     Stations.    Bfili.    are    discussing    problem 
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Radio's  morning men  draw  the  ladies 
to 

Fast -growing  slenderizing  chain  used  newspapers 

till  tall  of   lf)53.  now   puts  50%  of  budget  in  spot 

.J^asl  year,  some  36,000,000  inches 

and  1,500,000  pounds  were  shed  l>\ 

3,00().iino  women  patronizing  Slender- 

ella  salons — by  that  organization's  es- 
timate. And  radio  played  a  note- 

worth)  role  in  this  weight)  accom- 

plishment as  the  mean-  ol  first  attract- 

ing a  goodl)  proportion  of  these  wom- 
en in  Slenderella. 

Slenderella  International  is  a  net- 

work of  63  slenderizing  salons  from 

Coast  to  Coast  in  L3  cities  including 
one  each  in  Paris  and  London.  It  has 

been  in  existence  since  Ma\  L950  when 

it  debuted  with  four  salmis  in  New 

York  City. 

From  its  outset,  Slenderella  adver- 

li-ed  almost  exclusiv el\   in  newspapers. 

Lawrence  L.  Mack,  president  and  founder  of 
Slenderella  International,  worked  out  the  sa- 

lons'   figure    program,    determines    ad    policies 

B)  the  fall  of  1953,  however,  the)  felt 
some  of  their  cities  might  be  saturated 

new -paper-wise  and  decided  to  add 
radio.  In  October  1953,  they  ran  a 

radio  test  in  Los  Angeles  which  proved 

-ii  satisfactor)  that  Slenderella  inarched 
radio  schedules  into  cit\  after  cit) 

where  it  has  salons.  Today,  about 

50$  of  the  firm's  total  $40,000-per- 
montli  advertising  budget  goes  In  spot 

radio  covering  all  Slenderella's  market-. 
Announcements  are  run  on  20  sta- 

tions in  12  cities:  New  York.  \\  ashing- 

ton,  I).  C,  Philadelphia,  Boston,  Pitt- 

burgh.  Cleveland,  Chicago,  Los  An- 

geles. San  Krancisco.  Columbus.  Mil- 
waukee and  Detroit  (which  also  covers 

Slenderella's   Toledo   area  I . 

It  might  be  thought  that  a  service 

of  tlii-  type,  meant  exclusively  for 

women,  would  gravitate  to  women's 
feature  programs  with  lad)  commenta- 

tors. Nol  Slenderella.  Most  of  its  com- 

mercials arc  delivered  b)  male  person- 

alities on  early-morning  chatter  and 

d.j.  shows.    The  thinking  of  Lawrence 

L.   Mack.  Slenderella  president  and  the 

formulator  ol  iis  advertising  policies, 

i-  that  women  prefei  to  listen  to  a 
man  rather  than  another  woman. 

Then-  are  onl)  two  women  -  feature 

programs  in  which  Slenderella  has  an- 
nouncements and  both  ol  these  were 

offered  along  with  male  personalities 

on  the  same  station  in  atti  active  pack- 

ages. Nol    oiil\     do    males    deliver    Slender- 

ella commercials,  but  the)  deliver  them 

ad  lib  in  their  own  individual  stvle- 

from  fact  sheets  which  Slenderella  sup- 

plies. Slenderella  prepares  no  written 

commercials.  Bui  Mack  make-  sure 

that  the  performers  know  just  what 

they're  talking  about.  He  meet-  each 
of  them  personally,  briefs  them  thor- 

oughly. \nd  lie  has  them  visit  a  salon 

to  see  and  even  experience  the  Slen- derella treatment. 

Just  how  effective  this  approach  has 

proven  is  shown  b)   dollar  results.     \- 
Slenderella  entered  radio  in  <  itv  allci 

cit)  it  noted  unmistakable  -ales  in- 
i  nases:  in  some  cases  business  has 

actuall)    doubled,  according  to  Eloise 

English,  operations  director  and  na- 

tional supervisor  of  all  Slenderella 

salon-. 

case    history 
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The  Slenderella   Table, 

featured  in  system's  3-part  program, 
does   all  the   work  as   patron  lies  passive.    Kloi.se 

English,    Operations    Director    of    Slenderella' 's    63    salons,    shows 
one  lady  proper  position.    Spot  radio  in  13  cities,  26  stations,  gets  $20,000  a  month 

How  does  Slenderella  know  that  a 

given  business  increase  is  due  to  ra- 
dio? Slenderella  keeps  extremely  close 

labs  on  its  63  company  owned-and- 
operated  salons.  Each  salon  sends  in 

a  daily  report  which  includes  the  exact 

volume  of  business  that  day.  In  this 
way.  Slenderella  knows  just  how  much 
business  is  being  done  in  each  of  its 

cities  and  what  per  cent  of  the  total 
national  business  each  city  accounts 
for.  If  there  is  a  significant  increase 

in  a  city's  share  of  the  national  busi- 
ness, says  Slenderella.  then  this  must 

be  traceable  to  a  new  factor  affecting 

Slenderella's  operation  in  that  city. 
Ibis  new  factor,  in  cit)  after  city,  was 
radio. 

It  was  in  this  wax  that  the  success 

of  the  initial  Los  Angeles  radio  test 

was  gauged.  That  city  *s  share  of  (he 
total  national  business  jumped  from 

IT',    to  20',    after  a  30-da\    air  trial. 
Business  is  currently  so  good  in 

New  ̂   ork  and  in  five  other  metropoli- 
tan centers  that  women  signing  up  for 

the  service  must  wait  two  or  three 

weeks   before   starting    treatment.     For 

this  reason,  Slenderella  recently  can- 
celled its  newspaper  advertising  in 

these  areas  for  a  few  weeks.  (This 

sent  radio's  share  of  the  budget  ahead 
of  newspapers  in  February  for  the 
first  time.  I 

Slenderella  uses  an  average  of  three 

announcements  per  week  on  each  sta- 
tion. These  run  on  Monday,  Tuesday 

and  Wednesday  mornings,  almost  with- 

out exception.  The  reasoning:  Slen- 
derella found  from  its  own  experience 

with  women  that  they  tend  to  launch 

new  projects — especially  those  which 

may  go  on  for  some  time — at  the  be- 
ginning of  the  week.  Even  though 

they  may  hear  of  Slenderella  at  the 
end  of  one  week.  sa\s  the  company, 

the  chances  are  they  will  sa\  to  them- 

selves,  "I'll  wait  till  Monday  and  then 

go  and  really  get  started.  ' This  is  interesting  as  a  complete  re- 
versal of  the  thinking  of  the  retail  ad- 

vertiser  who  tends  to  advertise  at  the 

end  of  the  week — Thursday,  Friday, 

Saturday-  in  preparation  for  the 

weekend  shopping  rush,  i  Some  sta- 
tions have  complained  that  the)    have 

a  problem  due  to  this  advertising  phil- 

osophy: They  have  a  heavy  wave  of 
advertising  at  the  end  of  the  week  and 
not  enough  at  the  beginning.) 

Here's  a  closer  look  at  the  test  which 
made  Slenderella  decide  radio  might 

do  a  job  for  them. 
It  was  October  1953.  Slenderella 

bad  been  running  a  concentrated  cam- 

paign in  all  four  of  the  newspapers  in 
Los  Angeles.  When  the  normal  busi- 
ness  increase  seemed  to  abate  some- 

what, they  decided  to  relate  the  circu- 
lation of  the  papers  to  the  response 

received.  In  this  way,  the)  determined 

(hat  the)  had  practically  saturated  tin 
market    newspapers  could    reach. 

Slenderella  has  a  system  whercbv 

ever)  customer  phoning  oi  oming  in- 
to the  salon-  is  asked  where  she  heard 

of  the  company.  This  i-  how  the) 
were  able  to  keep  tab-  on  how  man) 
customers  i  or  prospective  customers) 

the  newspapers  were  drawing. 
Hut    now.    Slenderella    was    casting ■ 

about  for  a  new   medium.    Radio  was 

picked     tor    testing    and     Los      Viiiieles 
i  /'lease  turn  to  page  1(H)  i 
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\k  rill  h   BELLAIRE,  author  of  this  article  series, 

is  v.p.  in  charge  of  radio  and  tv  commercial 

copy  at  BBDO.    His  "Are  tv  commercials 
getting  word-lazy?"  appeared  21  January. 
"Are  tv  commercials  getting  picture- 

lazy?"  appeared  7  February. 

PART  THREE 
OF     A     THREE-PART     SERIES Ire 

1  iio    Ix'si    commercial    message    ii 
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*p  f  all  phases  of  the  commercial- 
making  operation  of  television,  proba- 

bly the  most  neglected  one  is  talent 
selection.  Even  today,  when  television 

is  reputed  to  be  mature,  there  is  an 
overabundance  of  underdirected  male 

and  female  announcers  trying  to  sell 

products  and  services  they  were  just 
not  cut  out  to  sell. 

Often  thousands  of  dollars,  millions 

oi  brain  cells  and  a  few  pints  of  blood 
go  into  creating  the  message  only  to 
see  it  go  down  the  drain  because  the 
wrong    announcer   was  chosen. 

I  am  not  overlooking  the  encourag- 

ing progress  many  of  the  agencies 
have  made  along  this  line,  with  regu- 

lar audition  schedules  for  new  talent 

and  the  development  of  specialists  in 
the  selection  of  this  talent.  1  am  also 

not  forgetting  the  high  standards  al- 
ready set  by  the  Rex  Marshalls.  the 

Betty  Furnesses  and  a  handful  of  oth- 
ers, including  a  few  relative  new- 

roniers  \\  ho  are  setting  the  sales  on  fire. 

I  am  referring  to  other  big  names 

and  little  names  who  have  been  al- 

lowed lo  go  on  week  after  week  f < << >l- 
\wj.  e\er\bod\  but  the  viewers,  some 

with  over-confidence,  others  with  in- sincerity . 

Occasionally  the  copywriter  musl 
share  the  responsibility  for  this.  He 
ma)  work  hard  lo  keep  his  commercial 

from  being  word-laz)  and  picture-lazy, 
then  suddenly  tend  lo  lose  interest 

when  ii  comes  time  to  decide  which 

human  voice—and  perhaps  face  shall 
<  i ■  i  \  In-  selling  message  to  the  public 

He  maj  nol  be  fighting  back  often 
enough,  when,  al  the  lasl  minute,  be 

hears   somebod)    9ay,    "Hell,    gel    Joe 

Sneei    to  do   it.     He's   fool    proof.     He  s 
a  pro.    i  on  can  count  on  Joe  to  do  a 

Cartooi      t>3    Aipbonse  Normandla 

job  every    time." 
Better  to  face  the  problem  at  an 

earlier  stage  in  the  creative  package 

and  stop  sensibly  and  say,  "Let's  take 
time  to  look  around.  Let's  audition. 
Lets  get  a  person  who  fits  the  prod- 

uct.'' Then  if  they  still  pick  Joe,  then I'm  for  Joe. 

Yet  today  too  few  people  are  de- 

livering too  many  commercials  on  tele- 
vision. Not  that  a  man  who  sells  tooth- 

paste on  Tuesday  can't  do  a  good  job 

Suit'  talent  to  product:  It  is  im- 
portant that  your  announcer  fu   youi 

product,   feel  at  home  selling  it 

selling  automobiles  on  Wednesday.  But 
if  he  also  sells  cosmetit  >  on  Thursday 

and  electric  water  heaters  on  Friday. 

lie  had  better  be  a  hearty  soul  and  a 

superior  actor  to  remain  believable 
and  com  incing.    Ed  Herlih)   is  one  ol 

the   few    SO  gifted,  and  the   fact   that   he 
is  off-camera  much  of  the  time  gives 
him  added   mileage. 

We  should  learn  from  the  tragically 

shorl  careers  of  a  few  announcers  who 

used     their    gifts    of    friendliness    and 



finals  getting  talent-lazy '! Id  can  go  to  p»t  it'  it's  delivered  by  the  wrong*  announcer,  warns  Art  Bellaire 

warmth  wise!)  in  the  beginning,  then 
started  a  slow,  sure  decline  as  soon  as 

they  started  counting  their  money  and 

allowing  themselves  to  think  that  may- 

he  this  business  wasn't  so  tough  after all.  Their  bedside  manner  became  a 

little  sickening  because  they  were  lay- 
ing it  on  too  thick.  Their  folksy  atti- 

tude just  didn't  come  off  any  more. 
The  cruel  tv  camera  suddenly  became 

an  X-ray  machine  and  looked  clear 
through   them  in   front   of  millions   of 

remind  me  how  douhl\  true  this  is  lor 

the  on-camera  voice  in  television  com- 

mercials. This  guy  has  only  a  minute, 
more  or  less,  to  sell  himself  and  the 

product,  and  that  ain't  eas) . 
The  first  requirement  of  a  good 

commercial  is  a  good  product.  The 
second,  to  my  mind,  breaks  down 

equalh  among  copy,  production  and 
talent.  And  ̂ talent  is  the  perishable 

item.  As  perishable,  if  you  will  (and 

mavbe  \ou   won't),   as  a   head   of   let- 

ment  of  new  talent.  A  noble  statement 

that  means  nothing  until  more  is  done 

about  it.  By  "new  talent  I  don't  nec- fssariU  mean  voung  talent.  Besides 

bush-beating  in  the  hinterlands,  let's 
also  take  a  closer  look  at  those  hun- 

dreds of  names  we've  seldom  heard  of 
listed  with  the  registries  and  exchanges. 

And  if  some  kind  group  could  pro- 

\ide  struggling  newcomers  with  the 
money  to  order  several  prints  of  a 

kine    displaying     their    talents,    these 

Beware  of   insincerity:   Tv's 
X-ray   screen    reveals    phonies,   over- 

confidence.     Good   talent   may    fall   prey 

(iet  a   real  salesman:  Make 
sure    your    announcer    is    enthusiastic 

about  product,  can   demonstrate  it 

Develop   new   talent:   Hush-beat 
hinterlands,    consult    registries, 

exchanges.    This  is  greatest  hope 

people.  And,  sadly,  the  telling  blow: 

They  just  weren't  moving  the  merchan- 
dise like  they  once  did. 

I'll  never  forget  what  a  professional 
auctioneer  told  me  on  an  airplane  re- 

cently when  I  asked  him  what  his  big- 

gest selling  secret  was.  "No  secret," 

he  said.  "I  figure  my  first  job  is  to 
sell  myself.  Once  I  do  that  I  can  get 

down  to  business.'' 

I  don't  suppose  I  had  to  ride  in  an 
airplane   to    find    that    out.    but    it    did 
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tuce.  It  must  be  picked  in  the  right 

way,  handled  carefully  and  then  prop- 
erly preserved  lest  it  go  bad. 

From  a  happier  angle,  you've  seen main  a  commercial,  mediocre  from 

the  standpoint  of  copy  and  production. 

saved  l>\  the  right  salesman  or  sales- 
woman, Y\  ithout  a  doubt,  some  of 

televisions  most  productive  commer- 
cials are  directly  traceable  to  a  skill- 

ful sales  job  on  the  part  of  the  talent. 

Our   greatest    hope    is   the   develop- 

could  be  left  at  the  agencies  for  easy 

reference.  Its  surprising  how  main 
announcers  are  looking  for  jobs  and 
how  few  of  them  have  anything  more 

to  leave  behind  than  a  gloss\   photo. 

I  nder  the  talent  we've  considered 
so  far  come  the  announcer  and  the 

actor  making  like  the  announcer.  \ n ■  I 
acting  experience  is  often  a  plus. 

Of  course,  a  force  that  is  becoming 

stronger  and  stronger  in  personality 
I  Please  turn  to  page  72  I 
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Where  will  sales  be  after  six  months  of  television 

--■,.,  «jut»^ 

vision  H 
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5*  <^>'  (JP^ PART  TWO 
ARTICLE    SERIES Blow-by-blow  slorvi 

First  results  of  IS  urn  ham  &  Morrill  tests 

baked  beans  in  preparation  for  tv.    But  hi 

For  the  lust  time  in  television  and  trade  paper  history, 

SPONSOR  is  able  to  report  the  results  of  a  tv  test  campaign 

as  they  happen.  Last  issue  sponsor  revealed  that  the 
Burnham  &  Morrill  Co.  had  just  launched  a  campaign 
using  tv  only  in  a  market  where  it  had  never  advertised 

before  and  where  sales  of  its  oven-baked  beans  and  brown 
bread  products  were  low.  The  campaign  was  undertaken 
to  see  what  tv  could  do  for  these  Yankee  favorites  in  a 

region  where  they  had  nevei  achieved  high  popularity. 
\ou    SPONSOR   reports    fust   results    (chart   beloiv  i. 

This  is  SPONSOR'S  second  major  series  on  media.  The 

first  was  sponsor's  two-year  All-Media  Evaluation  Study 
{recently  published  in  book  form).  The  Ail-Media  Study 
explored  the  role  of  each  major  advertising  medium,  urged 
advertisers  to  test  media.  The  present  B&M  campaign  is 

one  case  of  an  advertiser  turning  to  a  media  test  in  the 

effort  to  solve  a  marketing  problem.  SPONSOR  hopes  its 

reports  on  the  B&M  test  will  provide  valuable  guidance 
for  readers,  stimulate  more  media  tests.  And  SPONSOR 

will  welcome  the  opportunity  to   report  other  tests. 

ADVANCE  STOCKING  MOVES  1,680  DOZEN  MORE  CANS  OF  Bl 

Sales  of  two  sizes  of  B&M  beans  and  one  siie 
of    brown    bread    at    the    wholesale    level 

(by  dozens  of  cans) 

JANUARY  1954 

18  oz     27  oz     Bread 

JANUARY   I955t 
  A   \ 

18  oz       27  oz       Bread 

%    PLUS  OR   MINUl 

18  oz 

27  oz 

Mtfvl       1     (5©  mile   radius  around  Green  Bay) 

1.  Manitowoc,  Wis. 
2.  Oshhosh,  Wis. 
3.  Appleton,  Wis. 
4.  Gillett,  Wis. 
5.  Green  Bay,  Wis. 
6.  Menominee,  Mich. 

60 
50 

100 
0 

310 

30 

25 
40 
0 70 

0 
0 

50 
0 
0 

140 

110 
270 30 

700 100 

110 
25 

115 
100 
300 

0 

10 
0 

70 
0 

50 
0 

+  133    +266 

+  120  * 
+  170    +188 *  * 

+    94    +328 

+200  * 
Totals  A 570 165 

70 1,350 
650 

130 

+  137 +239     -I 
IRE  A      It     (ZO-I OO  mile   radius around  Green  Bay  I 

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

35 

0 * 

+   40 

8.   Stevens  Point,  Wis. 60 10 0 100 

70 

0 

+    66 
+600 

.*>.    Wausau,  Wis. 40 5 0 180 30 0 

+350 

^500 

10.    Norway,  Mich. 

70 

75 

0 50 

100 

0 

-    28 

+    33 

It.    Sheboygan,  Wis. 40 30 0 120 90 

20 

+200 +200 

12.    Wisconsin   Kapitls.   Wis. 30 10 0 20 L5 0 

-    33 

+    50 
Totals  H 270 155 0 500 

340 
20 

+    85 +  119 
Total   1  A  B 840 

320 
70 

1.850 
090 150 

+  120 

210+  +  l| 

TOT/IK,  BEANS  BOTH  SEZES 1,160  dozen  cans 2,840  do zen  i 
?ans +145% 

No 
■    ■                      npared    Dgurei    i     0    i i    the    -  in 

i'.  1. 1     li  n    i  .mi,  .ii 

19.15 



television  test 
Iocs  are  willing  to  stock  extra 

ad  made  only  slight  gain 

TEST  IN  A  NUT-SHELL 
products:    B&M    beans  and   brown   bread 
market:      100  mill     zom  Bay,    Wis 

media    used:     television    onlj 
past    advertising:    almost    none    in 

success  yardstick:    sales,    Increased    distribu 

BUDGET:        I  1  -       
duration:    six    months 

schedule:    6-min  anncts  wkly,  3  evening,  .';  afternoon 

C^  an  tv  alone  lift  sales  in  a  low-volume  market? 
The  Burnham  &  Morrill  Co.  of  Portland,  Maine,  was 

one  step  nearer  an  answer  this  month  as  re  ults  began  to 

come  in  following  the  start  of  its  six-month  t\  test  in  a  100- 
mile  area  surrounding  Green  Bay.  Wis. 

At  sponsor's  presstime,  sales  had  been  tabulated  for 
January  1955  vs.  January  1954.     This  was  the  box  score: 
•  Combined  sales  for  two  sizes  of  beans  were  up  1459^ . 
•  Numerical^    the  increase  was  1,680  dozen  cans,  with 

•rain  greatest  for  the  large-sized  can. 

IS  JANUARY  THAN  LAST 

'MHKe 

•  Sales  increase  for  the  second  product  under  test.  I!\\l 

brown  bread,  was  small — from  70  to  150  dozen  cans. 

The  television  campaign  did  not  begin  until  24  January 
so  that  sales  increases  reflect  advance  stocking  by  the 
trade  rather  than  consumer  demand. 

While  jobbers  were  willing  to  buy  more  B&M  bean-  on 
the  strength  of  the  campaign,  brown  bread  showed  only 

slight  advances.  Attitude  of  jobbers  in  the  area  was:  "We 
can  always  get  rid  of  the  beans."  But  it  was  apparent 
that  it  will  take  demand  direct  from  the  consumer  to  force 

sales  of  the  brown  bread.  Though  B&M  beans  have  good 

distribution  in  the  area,  brown  bread  is  sold  in  only 

50' !    of  the  location-. 

As  the  campaign  got  under  way,  B&M's  chief  competitor 
among  oven-baked  beans.  Puritan,  launched  what  appears 
to  be  counter-action.  Puritan  has  started  to  give  grocers 
in  the  Green  Bay  area  coupons  with  each  purchase  of 

beans  by  the  case.  I  One  coupon  to  a  case  with  prizes 

ranging  from  a  singing  kettle  for  15  coupons  to  a  porta- 
ble mixer  for  50.1     Checkups  in   Milwaukee,  metropolitan 

•  cuter  nearest  Green  Bay,  indicated  no  Puritan  couponing 
was  underway  there.  This  lent  credence  to  the  belief  that 

the  Green  Bay  couponing  was  a  measure  designed  to  coun- 
teract the  B&M  campaign. 

B&M's  budget  for  the  six-month  tv  campaign  over 
WBAY-TV,  Green  Bas.  comes  to  $12,500,  or  nearly  25' , 
of  its  entire  wholesale  sales  in  the  area  last  year  (1954 

totaled  $54,000).  The  campaign  consists  of  six  live  one- 
minute  announcements  weekly,  main  of  them  done  bv  the 

station's  personalities.     (  Agency    is  BBDO.  Boston,  i 
This    i-    the    tough    marketing    problem    t\     must    solve: 

Oven-baked  beans  are  higher-priced,  not  popular  in  the 
northern  \\  isconsin  and  Michigan  region.  Beans  cooked 

in  the  can  (Heinz.  Campbell,  et  all  have  90'  ,  of  the 

market.    B&M  and   Puritan  split  up  the  remaining    1'.. 
The  brown  bread  sold  at  the  rate  of  only  510  do/en 

cans  during  the  first  six  months  of  L954.  While  brown 
bread  and  beans  arc  considered  a  toothsome  combination 

in  New  I-  ngland.  few  \\  isconsinites  apparently  relate  the 
two  products.  Creating  the  a--<>:  ialion.  increa-ing  distri- 
bution  and  sales  will  be  major  objectives  ol  the  campaign. 

If  television  proves  successful,  ii  may  become  pari  ol 

B&M's  market-by-markel  advertising  strategy.  The  com- 

pany   has  main    market-  like  Green   l!a\    when-  -ale-  do  not 
•  dine  up  to  the  level  attained  in  it-  New  England  strong- 

holds. Recent  media  use  1>\  the  $200,000  spender  has  in- 

cluded newspapers,  magazines,  -tore  magazines  and  radio 
in  11  market-,  not  including  Green  Ha*.  B&M  has  never 

used  tele\  ision  oi  •  onducted  a  previous  media  test.       *  *  * 

Vext    Issue    SPONSOR    will    report    sales    for    first 
half    February     7.V.V.     compared    with    last     year 



Who     should     get     local     rates? 
These  are  some  who  s«'«»k  them 

Pictured  here  are  five  examples  of  adver- 
tisers  who  place  -nine,  most,  or  all  • » t  their 
spot  radio  business  through  local  channels. 

Clockwise:  Ford,  who  now  gets  the  "re- 

gional" rate  on  main  Texas  stations  through 
Dallas  distributor;  Rayco,  seal  cover  chain, 
which  place-  H.V  ,  ol  spot  business  at  local 
rate;  Blatz,  nearl)  half  of  whose  radio 

locall)  handled:  Qualit)  Bakers  la  con- 
federation of  local  bakers)  which  buys  over 

ol  it-  radio  at  local  price-:  Roberl 
Hall  Clothes,  LOO  I  local.  Reps,  foi  the 
mosl  part,  feel  that  all  ol  these  firms,  and 
others  like  them,  should  pax  national  rate. 
Who  deserves   local   rate  i-   |   K    defined. 

Should  radio  have  both 
national  and  local  rates? 
.. 

No,"  say  many  reps,  admen,  pointing'  to  clangers  of  undermined 

spot   radio  structure,  bypassing  of  reps  and  agencies 

Mi  "i  years  broadcasters,  agencymen, 
representatives  and  clients  have  debated 

th<-  question  <>f  whether  radio  stations 
should  ha>  e  two  spol  rate  cards  one 

national,  one  local  fsee  sponsor  2'.\ 

\|u  il  ">l  i .  Bui  in  the  pasl  year  the 
controversj  has  boiled  up  i  ■  ■  t  <  >  one  ol 
the  steamiest  topics  in  air  advertising. 

I  odaj  man)  in  the  segmenl  of  tin- 
industrj  hardest  liii  b)  dual  rale  prac- 

ti<  es       reps,  «  ho  don'l  gel   I  V  i  com- 
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mission  nil  local  rales  contend  thai 

the  whole  structure  ol  national  spol 

radio  maj   be  in  danger. 

This  danger,  as  reps  voice  it,  is  due 

lo  the  siphoning-ofi  of  an  increasing 
amount  ol  national  spol  business  into 

quasi-local  channels.    Thus,   reps  say, 

  IIIIIIIIIllllll 

problem 

i  ne  of  radio's  most  profitable  sources 
of  income  a-  well  a-  the  service  reps 

can  i:i\e  ad  agencies  and  stations  —  is 
i  ndangered.  Reps  are  joined  in  their 
protests  l'\  mam  agencj  people  \\h<> 
share  their  concern. 

These  are  the  fat  tors  at  work: 
•    More  local-rate  stations:    This    is 

an  era  of  transition    for  radio.    \\  ith 

the  stepped-up  competition  for  the  ra- dio   dollar,    main    stations    who    never 

SPONSOR 



used  to  bother  have  hustled  hard  for 

local  radio  business.  Where  rates  were 

set  uj)  on  the  basis  of  broad  {overage 
for  national  advertisers,  these  stations 

have  found  that  local  retailers  objected 

lo  paving  full  price  for  coverage  that 

was,  for  them,  partial!)  waste  circula- 

tion. So,  lower  local  rates  were  estab- 

lished,  often  triggering  a  round  of 

rate  revisions  on  other  local  station-. 

Reps  and  tiinebuv  its  estimate  that 
more  than  half  of  the  radio  stations  in 

the  country  now  have  some  Eorm  of 
local  rate  card. 

•  More  local-rate  "national"  adver- 

tisers: A  sizable  amount  —  reps  put 

the  figure  at  more  than  'MY',    todav 
of  all  the  spot  radio  business  in  such 

"national"  industry  categories  as  autos, 
automotive  products,  beers,  clothing 

chains,  soft  drinks,  farm  implements, 

home  appliances  and  tv  sets,  interstate 

bakeries  and  drugstore  products  is  now 

placed  at  local  rates.  The  rest  of  the 

spot  radio  business  for  the  same  spon- 

sors goes  at  national  rates.  The  list 

of  national  advertisers  seeking  local 

rates,  reps  say.  is  increasing  all  the 
time. 

•  More  local-rate  confusion:  With 

more  stations  offering,  and  more  spon- 

sors seeking,  local  rate  concessions,  the 
lines  of  demarcation  between  local  and 

national  rates  are  becoming  hazv.  It's 
largely  up  to  the  individual  station 

manager  to  draw  the  line,  to  determine 

who  gets  what  rate.  He,  in  turn,  is 

motivated  in  his  decisions  by  his  own 

personal  views  and  the  amount  of  red 
or  black  ink  on  his  books.  One  station 

may  therefore  accept  what  might  be 

considered  by  many  to  be  national 

radio  business  —  at  the  local  rate.  An- 

other station  of  the  same  size  and  rank 

may  refuse. 

Why  are  these  trends  bad  for  spot 

radio  and  eventually  the  advertiser,  in 

the  opinion  of  agencies  and  reps? 

Several  points  of  view  in  this  matter 

were  uncovered  by  sponsor  in  recent 

weeks  when  it  sought  reactions  to  the 
recent  recommendations  on  radio  rates 

put  forth  bv  the  American  Association 

of  Advertising  Agencies  ( see  sponsor 

24  January  and  7  Februarv  I. 

The  views  most  widely  held  by  reps 

were  summarized  by  Bob  Eastman, 

executive  v.p.  of  the  John  Blair  rep 

firm  and  chairman  of  the  SRA's  Rate 
Committee: 

"The  most  significant  problem  has 
been  completely  overlooked  —  that  of 

the  national  advertiser  who  attempts 
lo  buv    radio  time  at  local   rates  when 

ll   iiuiiiiilll   rami   iiiimiiiiiiiiiinii   mi   iinuil 

The  ease  for  "dual    rates" 

Practice  of  having  two  rates,  stations 

say,    is    justified    when    station    has 
1  ii  -'  i  iim-i  age  ai '  a  ami  I",  al  rctailiT 
Cannot  possihlv  draw  Hade  from  full 
area.  Local  rate  is  a  marked-down 
rale  fin  retailer-  to  make  station 

more  competitive  in  selling  locally. 

Also,  at  many  outlets,  national  rate 
i-  mere!)  the  local  rate  marked  up 
to  allow  lor  15%  agency  and  15% 

rep  commission  on  national  business. 
System  work-  fine,  these  stations  say, 
with  clear-cut  line  of  demarcation. 

\l-o.  many  "national"  advertisers 
feel    they    qualify    for    local    rates. 

Ciise   uauinsl    ••thiol    rates" 

numbei  ol  admen  view  local 

rate  practice  with  alarm,  feeling  that 
ii  undermines  national  spot  -tmcture 
and  act-  as  open  invitation  for 
dollar-conscious  i  lients  to  trj  for 

lowest  possible  rate.  Radio  pi 

locally  through  dealer-  detours  the 
rep  land  thus  loses  rep  -ervicing 
ami  hilling  I  and  may  even  bypass 

the  agenc)   commission,  which  must 
lie     lacked    OH    a-    -e!\iee    fee.      M  a  II  > 

stations,  reps,  admin   urge  a  single 
raie  charge,   with  everybody  paying 

the  same.    <  Mini  -  point   to  no 

cleat  -cut  definil  ions  in  rate  policii  -. 

=,11111   inn:.  mmiiiiliiiii   ill   iiiiiiini   niilllllliil   mi   milium  miniiliiliiiiiiiill   nun   

he  i>  u"l  entitled  to  them.  Everyone 

sullers  from  rate  deals  in  the  long 

run.  The  station's  product  is  cheap- 
ened, and  advertiser  and  agency  skills 

are  not  applied  when  price  alone  be- 
comes a  factor.  Furthermore,  there  is 

danger  of  an  agency  losing  control  of 

accounts  along  with  commissions." 

Many  agencies  share  these  senti- 
ments as  well.  Here  are  typical  opin- 

ions: 

"The  local-rate  problem  seems  to  run 

in  cycles.  We're  in  one  of  them  right 
now.  Clients  with  strong  dealer  or- 

ganizations ask  us  'Why  don't  we  place 
the  business  at  local  rate?    We'll  save 

money.'  We  carefully  explain  that  by 
doing  so  they  will  lose  the  creative, 

billing  and  policing  services  that  an 

agency  and  rep  can  provide.  We  also 

explain  that  costlv  and  elaborate  chan- 
nels must  be  set  up  to  administer  local- 

level  radio  buying  handled  by  dealers," 
said  Kenyon  &  Eckhardt  associate 
media  director,  Phil   Kenney. 

Apart  from  the  fact  that  control  over 

local-rate  purchases  by  national  adver- 
tisers is  difficult  to  maintain,  some 

ageix'v  executives  see  another  major 

source  of  trouble  in  local-rate  buying. 

''When  you  shop  for  an  attnn  livelv 

i  P 1 'ease  turn  to  page  120  I 

mi   i   iiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiii   i   iiiiiiini   ii   milium   i   in   wmiiiiiiiniiiii   i   iniiiiiniiiiii    n   iiiniiiiiiiiii   iiiiiiiiiiiiin 

4A's  can't  entori'e  its  rate  recommendations,  tiatnble  says 
In  the  last  two  issues  of  sponsor  appeared 

reports  on  new  code  of  agency-station  prac- 

tices  put  forth  by  4A's.  Reaction  from 
readers,  particularly  on  local  rate  question. 

came  quickly.  Most  asked  if  4A's  could 
enforce  code.  4A's  president,  Frederic  R. (, amble,  gives  his  reply    below: 

We  are  glad  to  see  that  our  "Recommended 
Practices  for  Advertising  Agency  People  in 

Their  Relation-  with  Broadcasters"  have 
stirred  up  so  much  interest,  and  we  hope 
that    they   will   continue   to   do   so. 

Some  of  those  who  commented,  in  your  last 

issue,  asked  whether  \.  \.  \.  \.  lias  any  "ma- 
chinery" to  carry  out  the  Recommendations. 

The  answer  is  "No,"  we  are  not  allowed 

legally  to  do  so.  Even  in  our  "Standards  of 
Practice,"  applying  to  the  general  conduct 
ol  our  member  agencies,  the  following  state- 

ment  appear-: 
"These  Standards  cannot  be  enforced. 
Nor  should  they  have  to  he.  They 

should  he  accepted  and  practiced  vol- 
untarily because  they  arc  a  guide  to 

the    kind    of    agency    conduct    which 

experience  has  -hown  to  be  wise,  fore- 

sighted,  and  constructive." As   to    whether   broadcaster   grievances   can 

be  referred  to  us:  The  answei   is  "Yes." 
There  are  some  problems  we  cannot  law- 

fully handle,  but  we  always  want  to  know 
about  any  serious  grievance.  We  will  tr\  to 
do  anything  constructive  that  we  can. 

Gamble   asks   letters  on   station   grievances 
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TRADITIONAL:    Dream  girl  of  early  Twen- 

ties   symbolizes    CocO'Cola's    past    reliance 
on  soft-sell  in  jirint  and  air  media.    Till  now 
COp)    has    heen    sparse,    institutional  like 

II Us  new  look 
(CHORUS!     50     MILLION     TIMES     A    DAY AT     HOME 

^   ~m 

AT     WORK 

k  i»J
t'" 

OR    ON    THE    WAY. 

NEW:     Harder-hitting  copj    is   part  of  Coke's   ncn    ad   sl\le.    First  company  jingle 
stresses  specific  product   features,  plugs  hard  at  Coke  leadership.    Portion   of 

story   board   aboic    ties    in    with    major    1955    slogan:     "50,000,000    times    a    da\" 
people   Inn    Coke.    Other  major  facet   of  new  look  is   high    st\le.   modernity 

Giant  of  the  soft  drinks  maintains  $5,000,000 

tv-radio  budget,  revamp*  long-standing 

ropy  approaeh  to  meet  rising  compel  it  ion 

%__,  oca-Cola  ha-  adopted  a  new  ad 

look  for  1().~).~>.  Ii  is  characterized  b) 
smartness,  glamor,  high  fashion.  I  he 

famous  soft,  almost  casual,  copj  treat- 
ment that  had  become  an  every-daj 

feature  of  the  American  scene  has  giv- 
en wa\  to  stress  on  specific  product 

features.  In  t\  sprightlj  animated  an- 
nouncements are  being  readied.  \nd 

foi  the  first  time  since  it-  entrance  in- 

to radio  in  \()21.  Coke  has  created  a 
singing  commercial  foi  national  use. 

I  hat  even  the  giant  ol  an  indusl  i  \ 

Niii-i  01  casionall)  pause  to  re\  iew  its 
advertising  is  e\  idence  of  the  d\  namic 

nature  ol  the  Vmei  i<  an  econonrj . 

•  !oke,  '  ompan)  spokesmen  proudl) 
point  out,  i-  evei  \  where.  \n  authoi  i- 
Lative   estimate   puts    its   sh  ire   ol    the 
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-nit  drink  market  at  about  .it)',  :  -ale- 
are  running  around  12,775,000,000 

units  a  year.  The  sales  curve,  it  is 
said,  while  not  rising  sharply,  is  still 

going  up.  ̂  et  the  makers  of  the  most 
successful  soft  drink  in  hist  or)  deem 

it    necessarj     to    alter    their    traditional 

approach. Although  the  reasons  behind  high 

policj  decision-  are  seldom  directly 
revealed,  sponsor  offers  the  follow  ing 

as  possible  Factors :  the  i  ise  ol  compe- 
tition from  other  beverages  such  as 

frozen  juices;  the  emergence  of  a  di- 

rect  competitor,  Pepsi-Cola,  as  the  first 
to  offer  a  serious  challenge  in  its  own 
immediate  field. 

\l  I)  \r<\  agency,  which  has  han- 
dled the  account  since  L906,  the\   will 

tell  \ou  of  the  recent  motivation  stud- 

ies conducted  by  Social  Research,  Inc. 

of  Chicago.  The)  will  tell  \ou  too  of 

the  intensive  cop)  research,  which  sub- 
mitted a  number  of  Coke  campaigns  to 

a  cross-section  of  consumers.  The  sur- 
\e\s  showed,  among  other  tilings,  that 

the  new  style  and  copj  approach  were 

likel)  to  be  the  most  effective.  This. 
according  to  a  e  Frank  Weber,  was 

one  of  the  main  reasons  for  deciding 

upon  the  new  campaign. 

Advertising  of  Pepsi-Cola  has  also 
been  emphasizing  modernity  and  so- 

phistication. The  two  approaches  dif- 
I <  i  in  that  Coke  uses  photograph]  in 

print  and  Pepsi  art  work:  on  the  air 
Pepsi  uses  a  commercial  personality, 

PolK  Bergen,  and  programs  fin  adult-. 
where  Coke  appears  t"  be  aiming  its 

programing  primarily  to  youth.  Pepsi 

emphasizes  low  calories  as  well  al- 
though Coke  too  has  begun  to  laj 

-nine  stress  "ii  diet  cop)   points. 

\\  nether  the  spectacular  rise  of  Pep- 

si-Cola   to   a    reliabfj    reported    19'  < 
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share  of  the  market  during  the  past 

four  years  helped  spur  the  Coke  deci- 
sion is  open  to  speculation.  At  Pepsi* 

Cola  and  its  agency,  Biow,  they  nat- 
urally like  to  think  so. 

Coke's  1955  ad-look  affects  commer- 
cial approach  only,  not  programing. 

Last  year  an  estimated  $5,000,000  went 

into  radio-tv;  a  similar  amount  will 

probahly  be  spent  this  year.  Exact  ad 

budgets  are  difficult  to  arrive  at  be- 

cause of  the  complicated  system  of  co- 
op ad  deals  with  the  1.056  bottlers. 

sponsor  estimates  that  the  combined 

company-bottler  ad  expenditure  for 
1955  may  run  as  high  as  $35,000,000. 

Traditionally,  Coca-Cola  has  tended  to 
give  more  or  less  equal  budget  weight 

to  each  of  the  major  media,  and  is 

continuing   with   that   pattern. 

The  same  shows  as  last  year  are  be- 
ing kept:  Eddie  Fisher  on  NBC  TV 

and  MBS,  The  Adventures  of  Kit  Car- 
son on  spot  tv.  Announcements  will 

continue  to  be  made  available  to  bot- 
tlers for  both  radio  and  television. 

Copt;  themes:  Because  of  Coke's 
nearly  universal  distribution,  Weber 

explains,  the  problem  is  how  to  in- 
crease per  capita  consumption:  It  is 

assumed  apparently  that  just  about 

everyone  drinks  Coca-Cola  at  one  time 
or  another.  In  some  Southern  towns, 

a  company  spokesman  says,  per  capita 

consumption  is  300  per  year! 

"Our  policy  is  to  show  the  product 
used  in  a  number  of  appropriate  sit- 

uations," states  Weber,  "social  gather- 
ing, mealtimes,  and  so  forth,  to  sug- 

:i-t  times  and  situations  at  which 
Coke  becomes  a  welcome  treat.  We 

aim  to  increase  usage  through  incul- 
cating the  idea  of  new  occasions  for 

enjoying  Coke." The  point  is  that  in  such  a  huge 

market  even  a  small  increase  in  per 

capita  consumption  means  a  tremend- 
ous increase  in  volume. 

Ass't  ad  mgr.  Robert   T. 

Kesner  heads  up  Coke's 
radio-tv.    He  operates  out  of 
New  York  office,  though 

rest  of  ad   department   is 
lot  nl i'il    in    Atlanta,    Ga. 

Convinced  that  it  has  a  product 

whose  quality  is  unsurpassed,  Coca- 
Cola  is  attempting  to  imply  superiority 

through  ad  association  with  the  fash- 
ionable and  glossy  in  costume  and 

decor  in  print  and  through  the  glam- 
or of  show  business  on  tv  and  radio. 

Copy  has  become  sharper  than  the 

soft  "Pause  that  refreshes"  approach 
of  yesterday,  stressing  taste,  sparkle, 
freshness.  Low-caloric  values  are  men- 

tioned for  the  first  time.  Coke's  lead- 
ership is  turned  into  a  sort  of  theme. 

"Fifty  million  times  a  day"  is  a 
tured  headline  and  broadcast  -l<< 

D'Arcy's  research,  says  Weber,  indi- 
cated that  the  |niMi<  responds  positive- 

ly to  the  idea  of  product  leadership  in 
ad  copy. 

First      singing      coiuhmtcmi/.      To 

D'Arcy  copy  chief  Tom  Carpenter,  the 
new  approach  is  made  to  order  for  ra- 

dio and  tv,  which  "are  ideal  for  put- 
ling  across  a  feeling  about  a  product 

by  means  of  the  way  the  message  is 
delivered  rather  than  its  actual  word- 

ing." The  new  singing  commercial  he 
considers  a  perfect  illustration.  It  was 

a  lavish  job,  with  full  orchestra,  cho- 

rus and  soloist,  which  SPONSOR  lis- 

tened to  in  the  three-dimensional  hi-fi- 

equipped  D'Arcy  audition  room.  Car- 

penter, who  prefers  to  call  it  a  "musi- 
cal commercial,"  sees  in  it  a  basically 

new  approach  to  the  whole  subject  of 

jingles.  He  compares  the  traditional 

and  the  newr  approach  as  follows: 

1.  Traditional — The  jingle  carries 

the  copy  points,  the  words  are  used  to 
sell  specific  product  ideas,  with  the 

music  designed  to  be  catchy  and  enter- 
taining. 

2.  New — The  Chiquita  Banana  jin- 

gle brought  about  a  change.    Here  at- 
( Please  turn  to  page  76) 

Coke  waited  year  for  Eddie  Fisher  to  get  out  of  army.    His  show  Is  on 

NBC   TV   and    MBS    (via    edited    version    of   tv    audio).     Second    major 

show,  Kit  Carson,  offered  bottlers  on  co-op  basis.  Total  company-bottler 

spending  is  estimated  at  $35,000,000.    D'Arcy  is  parent  firm's  agency 



Distinctive  design   by  Egmont  Arens  regis- 

quickly.     Red    handle    splashes   against 
and.    Brand  name  stands  out. 

Drawings  on   bark  directly  influenced  by  tv 

miMMftk. 

itu*i^ 

Toy  soldier  on  Canadian  package  has  tv  an- 
imation purpose,  says  Arens.  As  cartoon 

<  huracter,  figure  will  provide  entertainment 
recognition     base    for    frozen    food    sections 

<i'
 

CgWioi  Mi 

Midwest  firm  decs  liltle,  advertising  ru 
but  Arens  kept  tr  possibilities  in  mind:  a 
pic  for  closeups  and  match  dissolves,  su£ 
cane  figure  for  animation,  stripes  for  ef]\ 

GLEEM tmtka 

Drene  design  by  Donald  Deskey  Assoc,  is 
sinking  mi  shell.  Combination  of  ehartreu.se, 

black,  white,  purple  "outstanding  example  of 
good  design  for  color  tv,"   says  NBC  expert 

Brand  name  practically  leaps  at  you  in  Des- 
key s  much  admired  Gleem  design.  It  util- 

izes fewest  possible  elements,  bold  color 
blo(  S      in      smart,      distinctive      combination 

Lippincott    &    Margulies    redesigned   Br 
Seltzer    package    for    shelf    and    ad    impel 
Blue-while    combination,    uncluttered    bc.< 
ground,   improved  logo,   help    identity    in 

Should  p  redesign  pr  packapj 
ll«'iM'  are  experts'  lips  on  aehieviiig  maximum  impact  in  the  new  medium  as  vn 

M  he  new  Marlboro  package,  shown 

at  right  beside  its  pale  predecessor,  is 

geared  to  the  needs  of  the  coming  age 
<>|  color  television.  So  are  dozens  of 

nihil  well  known  packages  which  have 
recentlj    been  redesigned. 

How  does  your  package  measure 

up?  Will  it  show  up  In  good  advan- 
tage "H  <  "l"i  i\  ?  II  not,  should  it 

be  redesigned '(  \ml  uhai  points 
should  be  kepi  in  mind  for  video's 
Inline   development  ? 

To  gel   the  answers,   sponsor  con- 
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ducted  dozens  of  interviews  with  pack- 
age designers,  with  the  network  people 

who  have  worked  most  closely  with 
color  and  commercials,  with  agencies 
and  advertisers. 

Here  is  the  most  fundamental  an- 
swer of  all: 

There  is  no  reason  in  the  world  to 

iede>ign  \  our  package  -oleh  for  color 

tv — assuming  you  are  satisfied  with  ii 
on  other  counts. 

Madison  Avenue's  busj  rumor  fac- 
tor)    notwithstanding,    si'onsok    could 

find  no  case  of  a  major  advertiser  who 
has  redesigned  his  package  just  for 
the  sake  of  color  television.  On  the 

other  hand,  practically  all  who  had 

anything  to  do  with  package  question- 
stated:  "We  are  keeping  color  telex  i- 

sion  in  mind." 
The  experts  urge  caution  on  the  fol- 
low ing  ground : 

1.  The  era  of  color  sel  saturation  is 

a  long  wax  oil.  Set  production  \\\\> 

year  has  been  estimated  at  approxi- 
matelx   200.000.    Mass  production  may 
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Which  package  will  reproduce  more  effectively  in  color  tv?    To  designer  of  new  Marlboro 

package  Frank  Cianninoto,  it's  no  contest.  Old  package  lacks  tv  punch:  (1)  elements  are  formally 
balanced,  curry  out  no  design  idea  that   can  be  easily   remembered;    (2)    too  much  copy  in  uiailable 

space  and  superimposition  of  brand  name  add  up  to  visual  confusion,  hinder  instant  registration  and 
shelf  recognition;    (4)    color  used  only  decoratively,  not  as  part  of  design.    New  package  will  be  top 

tv  contender,  designer  feels:  (1)  a  minimum  of  elements  are  used;  (2)  design  idea  of  inverted  "v" 
registers  immediately,  is  easily  remembered;    (3)    brand  name  is  bold,  cant  be  missed;    (4)    color  is 

used  strongly  yet  simply  in  striking  red-white  combination.  Pre-testing  has  already  proven  designs 
effectiveness.    Color   tv   needs    were   kept   in   mind    by    designer. 

r  color  (v  ? 
ii  the  super  market  shelf 

not  get  under  way  until  L956,  with 

three  or  four  years  probabb  elapsing 
before  color  has  made  a  big  percentage 
dent  in  the  video  market.  Thus  to  con- 

centrate on  color  tv  needs  may  be  pre- 
mature. Industrial  designer  Raymond 

Loewy  is  among  those  who  discount 

the  medium  today  as  not  yet  worthy 
of  serious  consideration.  Me  states 
that  when  set  distribution  wan  ants. 

his  organization  will  give  color  t\  it- 
due    attention. 

2.  For  the  next  few  years  your  pack- 

age will  have  to  come  across  in  black- 
and-white  as  well  as  color,  simply  be- 

cause of  the  great  number  of  mono- 
chrome sets  (over  33  million  to  date  I . 

Much  is  known  by  now  about  handling 

packages  for  black-and-white  alone. 
but  the  compatible  era  may  pose  new 

problems.  The  current  belief  is  that  a 

good  color  design  will  be  a  good  black- 
and-white  design  as  well,  but  this  re- 

mains to  be  proved.  Some  companies 
are  preparing  now.  Compton  agency, 
for  example,  is  conducting  a  series  of 
film  tests  this  month  on  a  number  of 

Procter  &  Gamble  products.  Their 

purpose  is  to  find  out  what  has  to  be 
done  to  obtain  commercials  that  are 

effective  in  both  color  and  black-and- 
white. 

Despite  these  cautions,  now  ma\  be 

a  good  time  to  reexamine  \oiir  pack- 
age design.  Color  t\  has  stimulated  an 

interest    in    the    psychology    of   color 

which  lias  already  had  considerable 

effect  upon  packaging.  Ask  yourself 
these  questions  when  analyzing  your 

product  in  relation  to  color  t\.  say 

the  tv  packaging  specialists. 

•  Is  your  design  making  good  use 
of  color  as  a  sales  tool,  particularly  on 
the  shelf,  for  which  it  is  eventually 

intended:*  Or  is  it  old-fashioned,  with 

no  thought  given  to  color's  effects  on 
human  behavior'.''  Sa\s  industrial  de- 

signer  Egmont  A reus:  "Color  is  one of  the  prime  factors  stimulating  the 

■glands  of  decision'.  .  .  .  Consciouslj 
and  subconsciously,  we  are  influenced 
l>\  color  every  moment  of  our  waking 
li\c>.  And  this  influence  does  not  end 

with  merelj  inducing  emotions.  It 
goes  right  on  to  produce  the  action 

thai  leads  to  sales."  The  main  dif- 
ference   between     black-and-white    and 

color    t\.    says     Vrens,    "lies    in    the 
i  Please  turn  to  /></£<■  9  I  I 
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PART  THREE 
OF        A        SERIES What  admen  think  of  direct 

mail  from  radio  and  I  v  stations 
Direct  mail  has  very  high  casualty  rate,  must  be  visually  attractive, 

brief  and  newsworthy  to  compete  for  busy  admen's  attention 

MM  irect  mail  is  the  infantrj  unit 

in  advertising.  It  can  do  the  job  of 

taking  a  specific  objective  after  sales 
resistance  has  been  softened  b\  mass 

media.   .   .   ." 

That's  the  way  William  B.  Hender- 
son, then  managing  director  of  Di- 

rect Mail  Advertising  Association,  de- 

NEITHER    FILED    NOR    FORGOTTEN 

Gimmicks,  like  sexy  calendar,  have  highest 

recall  of  any  direct  mail.  Everyone  remem- 

bers  Lili   St.  Cyr    (below),   many   recall   station 

WBZ  + 
WBZA 

BOSTON  + 
SPRINGFIELD 

SI  000 
WATTS 

WW  INtUW  S 
HOST  fOWfWB  wta 

j    >  •»  i  e  t  • 
•  IO  II  U  13  14  in 
m  17  M  WIOII  22 
--    aainm  a 

scribed  his  medium  in  sponsors  All- 

Media  Evaluation  Study.  But  how  well 

does  advertising's  infantry  work  within 
the  advertising  business  itself — speci- 

fically in  the  promotion  sent  by  sta- 
tions and  networks  to  admen? 

sponsor  set  out  to  answer  that  ques- 
tion as  the  third  effort  in  a  series  of 

studies  of  communication  between  air 

media  buyer  and  seller.  Part  One  of 
the  series  analyzed  the  reactions  of 

timebuyers  to  advertising  in  the  radio 

and  television  trade  press  (  L3  Decem- 

ber 1954).  I'art  Two  covered  the  re- 
actions of  sponsor  firm  executives  and 

non-media  executives  in  agencies  (27 
December  1954).  The  present  survey 
embraced  both  media  and  non-media 

executives  in  agencies  as  well  as  ad- 
vertiser firm  executives,  mainlv  adver- 

tising  managers. 

This  sentiment  was  expressed  over 

and  over  by  those  interviewed: 

"I  would  say  90%  of  the  direct 
mail  reaching  my  desk  goes  almost  im- 

mediatel)  into  the  waste  paper  basket." 
Whether  you  speak  to  timebuyers, 

account  executives  or  advertising  man- 

agers, a  frequent  reaction  is:  "We  have too  little  time  to  read  all  the  stuff  that 

comes  in  the  mail." 
A  timebuyer  who  has  recently 

changed  jobs  and  is  busy  learning  his 

new   accounts   summed    it    up   l>«>l : 
"I'm  tearing  mv  hair  now  trying 

to  keep  up  with  all  the  memos  crossing 
m\     desk    from    within    the    shop    and 

from  the  clients.  It's  a  mental  effort 
for  me  to  stop  and  look  at  direct  mail 

pieces  when  I'm  in  the  mood  to  get  to 
more  important  things.  Brother,  that 

mailing  piece  has  to  nail  me  to  the 

floor  if  it's  going  to  grab  mv  atten- 

tion." 

What  can  the  radio  and  television 

promotion  department  do  to  nail  the 
largest  number  of  admen  to  the  floor? 
What  forms  of  direct  mail  are  most 

welcome?  What  is  least  useful  in  di- 
rect mail?  These  are  some  of  the 

questions  sponsor  tried  to  answer  in 

the  belief  that  anv  improvement  in  sell- 
ing-communication between  the  seller 

and  the  buyer  redounds  to  the  best 
interests  of  admen. 

It  should  be  borne  in  mind,  how- 
ever, that  none  of  the  conclusions  set 

forth  here  are  hard  and  fast  rules.  A 

station's  selling  must  be  based  on  its 
own  needs  and  what  makes  a  weak 

story  for  one  station  may  be  the  only 

story  another  has  to  tell.  Morever  the 

very  form  of  promotion  piece  admen 
sav  thev  like  least  may  be  successful 
for  some  stations  depending  on  the 

ability  of  the  promotion  man  to  put 
il  across. 

Following  that  common-sense  quali- 

fication, here's  a  quick  rundown  on 
reactions  to  promotion  pieces  by  types. 

1.  Coverage  maps:  Of  all  the  tvpes 

of  data  mailed  out  by  stations,  cover- 

age maps  seem  to  win  the  most  favor- 
able reaction.   The  maps  are  not  neces- 
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DOES  YOUR  DIRECT  MAIL  LAND  HERE 

Over-Sized    mailing    pieces   are    prime 

candidates    for    the    waste-paper    basket. 

They're    much    loo    difficult    to    save.     Other 
least-liked   types  of   material   include  rate 

card*,    considered    useless,    and    reprints    of 
trade  paper  ads  which  have  no   special   data 

worth  studying.    In  general  admen  said  the 

great    bulk    of    direct    mail    from    stations 

quickly  lands  in   waste   paper   baskets  be- 

cause of  the  great  press  on  recipients'  time. 

OR  IS  IT  READ  AND  FILED? 

Coverage   maps  and   program   logs   are 

usually  kept  in   a  central   file   at  agencies. 

Reprint  of  trade  paper  ads  get  admen's 
nod   if  the  ad   is  of  statistical   or   factual 

nature  suitable   for  study  or   filing.    Newsy 

or  unique  market  data  may  interest  account 
men;   timebuyers  have  little  use  for  it, 

rarely   pick   markets.    Any   piece   to  be 
read,  has  to  be  terse,  but   with  enough 

visual   appeal    to   get    past   secretaries. 

*"*""*""'■ '  '—»—■'■'  '!*■  ■■'!  '■»!■»  mHmvMmimmm*   "■■ 

■ 
Direct  Mail 

% 
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sarily  pored  over  immediately;  but 
they  are  least  likely  to  be  tossed  in  the 

waste  paper  basket.  Many  agencies,  in 

particular,  maintain  a  file  of  cover- 
age maps.  The  feeling  was  expressed 

repeatedly  that  while  coverage  maps 

are  not  necessarily  taken  for  gospel 

they  can  constitute  a  valuable  start- 
ing point.  One  suggestion  from  many 

of  the  timebuyers  interviewed :  "Use 
the  back  of  the  coverage  map  to  list 
pertinent  data  that  might  come  in 

handy  on  the  stations  facilities." 
2.  Program  logs :  Probably  the  most 

frequently  received  form  of  station 

promotion  is  the  program  log.  Like 

the  coverage  map  it  is  usually  placed 

on  file  by  agencies.  Timebuyers  sug- 
gested stations  could  save  money  by 

cutting  down  on  the  number  of  station 

logs  sent  to  each  agency.  Said  one  of 

the  business'  veterans:  "With  over 
2,600  radio  stations  and  some  400  tv 

stations,  no  individual  buyer  can  pos- 

sibly keep  his  own  personal  set  of  pro- 

gram logs.  This  agency  and  most  oth- 
ers I  know  of  maintains  a  central  file 

of  logs  available  to  each  buyer.  Sta- 
tions would  do  best  to  send  in  just  one 

or  two  logs." 
Often  logs  are  used  more  in  retro- 

spect to  check  on  current  adjacencies 
to  announcements  bought  some  time 

ago  than  as  a  guide  to  purchases.  The 

tendency  is  to  use  availability  infor- 
mation obtained  from  the  rep  as  a  ba- 

sis for  buying.  Haste  is  the  main  rea- 

son. The  buyer  often  hasn't  the  time 
to  spread  out  the  programing  of  the 
station  and  make  his  own  check  of  ad- 

jacencies when  there's  a  long  list  to be  bought. 

3.  Reprints  of  trade  [>aper  ads: 

Opinion  was  mixed  on  the  subject  of 

reprints  of  ads  which  have  already  ap- 
peared in  the  radio  and  tv  trade  press. 

Some  of  the  admen — and  women — felt 
stations  were  wasting  their  money 

when  they  made  reprints. 

Said  a  woman  buyer  with  long  ex- 

perience: "You've  seen  the  ad  by  the 
time  the  reprint  hits  \ou.  So  why  fill 

up  the  desk  with  more  stuff  to  weed 

out  and  throw  away?" But  there  were  equally  strong  reac- 
tions on  the  other  side.  The  advertis- 

ing manager  of  a  company  with  a  va- 
riety of  air-advertised  products  said: 

"If  it's  an  outstanding  ad,  the  reprint 

(Please  turn  to  pa-ge  104) 
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RCA  12 -section 
low-band  an- 

tenna at  KCEN- 
TV.  Powered  by 
an  RCA  10-kw 
VH  F  transmit- 

ter (low-band) 
this  antenna  can 

radiate  100  kw 

ERP  — with  gain 
to  spare. 

90m 

RCA  10-kw  VHF  transmitter  operation  at  KGNC-TV.  Operated  in  conjunction  with  i 

RCA  high-gain  antenna,  the  combination  is  producing  100  KW  erp  at  substantial! 

lower  cost  per  radiated  kilowatt  than  any  low-band  equipment  package  now  available 

^Compared  to  a  25-kw  transmitter  operated  in  conjunction  with  a  6-section  antenna.  As^| 

your  RCA  Broadcast  Sales  Representative  for  a  comparison  breakdown  of  the  tube  anti 

power  savings. 

RCA  Pioneered  and  Developed  Compatible  Color  Television 

RADIO     CORPORATION  of  AMERICA 
ENGINEERING   PRODUCTS   DIVISION CAMDEN.  N.J. 



XCLUSIVE 100-KW 

WHAT  TELECASTERS  ARE 

SAYING  ABOUT  RCA'S 
EXCLUSIVE    100-KW   TRANSMITTER. 

ANTENNA  COMBINATION 

KCEN-TV  (6).  Reports  W.  O.  Crusin- 

berry,  Chief  Engineer:  "We  are  getting 
almost  unbelievable  coverage  with  our 

RCA  10-kw  VHF  transmitter  and  12- 
section  antenna  combination. 

Operating  economy— on  the  basis  of 

both  equipment  operating  costs  and  ra- 

diated kilowatts  per  dollar— exceeds  our 

most  optimistic  calculations." 

KGNC-TV  (4).  Says  William  H.  Torrey, 

Chief  Engineer:  "Audience  reports  indi- 
cate that  our  RCA  10-kw  VHF  trans- 

mitter and  RCA  12-section  high-gain 

antenna  equipment  package  is  blanket- 

ing our  coverage  area  with  strong,  snow- 
free  signals.  We  appreciate  getting  the 

most  ERP  for  our  operating  dollar." 

bday,  RCA's  low-band  10-kw  VHF  transmitter  and 

2-section  Superturnstile  antenna  "package"  is  deliv- 
"ing  remarkable  coverage— at  an  equipment  operating 
tst  oj  less  than  one  dollar  an  hour! 

Think  oj  the  savings  this  offers:  100  kilowatts  of  effec- 

tive radiated  power  at  a  reduced  tube  and  power 

expenditure  —  that  amounts  to  as  much  as  $70,000 

over  a  10-year  period. 

Think  oj  the  protection  to  your  investment:  1 00  kilo- 

watts ERP— ready  to  go  to  work  for  you  on  COLOR 
whenever  you  say.  No  equipment  rebuilding.  No 

extra  expense  for  color  conversion.  And,  of  course, 

the  same  low  equipment  operating  costs  as  with 
monochrome  transmission. 

For  more  than  a  year  now,  RCA's  exclusive  low-band 
10-kw  and  12-section  Superturnstile  antenna  combina- 

tions have  been  setting  records  for  blanket  coverage 

and  low-cost  operation.  For  the  complete  facts  on. this 

remarkable  combination  — designed  and  built  only  by 

RCA- call  your  RCA  BROADCAST  SALES  REPRE- 
SENTATIVE. In  Canada,  write  RCA  Victor,  Ltd., 

Montreal. 



1  kh o  o  o 

a  forum  on  questions  of  current  interest 

to  air  advertisers  and  their  agencies 

Do  you  feel  it  hurts  radio  station  talent 

to  appear  on  television  as  well 

THE  PICKED  PANEL  ANSWERS 

NO:  RADIO  SEEKS  TV  STARS 

By  Stanley  E.  Hubbard 
President    &    General    Manager 
KSTP.  KSTP-TV,  St.  Paul,  Minn. 

The  answer  is 

emphatically  and 

to  me  very  obvi- 

ously, "no"!  Our 
experience  with- 

in a  combined 

radio  and  televi- 

sion  operation 
has  been  quite 

opposite.  All  our 
talent  is  used  on  both  media  and  as 

the  appearances  and  popularity  of  an 
artist  on  television  increase,  the  de- 

mand for  his  use  on  radio  also  in- 
creases. 

In  the  earh  days  of  television  we 
used  some  of  our  top  radio  talent  on 

television  to  give  the  new  medium  im- 
petus. Some  of  this  well  established 

radio  talent  was  not  as  enthusiastic  as 

it  might  have  been  to  spend  time  learn- 
ing how  to  work  with  the  broadcast- 

ing's new  dimension  while  the  newer 
talent,  eager  for  any  opportunity  was 
most  enthusiastic.  The  result  in  re- 

cent years  has  found  those  who  pio- 
neered six  years  ago  are  on  the  top  of 

the  heap  in  both  radio  and  television. 
I  he  others,  who  were  too  preoccupied 
with  radio  find  themselves  being  lost 

today,  relegated  to  standb)  work  in 

radio   and   nothing    in   television. 

We  find,  today,  that  when  a  radio 
advertiser  has  a  choice  of  talent,  he 

asks  first  for  some  personality  who  is 

riding  the  television  crest.  The  law  of 

supply  and  demand  steps  in  here.  The 
result  is  that  some  of  the  television 

talent  must  at  least   trv   to  price  itself 

out  of  the  radio  market  if  for  no  other 

reason  than  protection  from  too  much 

work.  However,  we  find,  in  many  in- 

stances, a  radio  advertiser  willing  to 

pay  outlandish  prices  for  that  televi- 
sion name.  True,  the  television  talent 

may  not  be  as  good  on  radio  as  one 
of  his  lesser  brethren  in  that  field,  but 

the  tv  talent  gets  the  call. 

It  seems  now  the  best  way  for  talent 

to  succeed  in  radio  is  to  get  on  televi- 
sion first. 

YES:  MEDIA  ARE  COMPETITIVE 

By  Alex  C.  Keesr 
Manager,    WFAA,    Dallas 

If  this  question 

were  rephrased. 
"Do  you  feel  it 

hurts  the  radio 
station  for  radio 

talent  to  also  ap- 

pear on  tv,"  my answer  would  be 

— yes,  under  most 

circumstances." If  a  radio  personality  such  as  a  farm 

director,  woman's  director,  or  other 
featured  entertainer  has  a  good  rating 

on  radio,  regular  appearances  on  tele- 
vision will  unquestionably  diminish 

their  radio  audience.  This  then  will 

lessen  their  value  to  the  radio  station 

and  to  advertisers  who  sponsor  such 
talent. 

I  was  quoted,  back  in  L952  in  a  na- 
tional trade  publication  as  saying: 

"Radio  and  television  are  highly  com- 

petitive for  the  advertisers'  dollar  as 
well  as  highly  competitive  for  audi- 
ence.  Both  can  be  strong  industries 
when  they  recognize  their  product, 

which  is  programs,  and  quit  sharing 

their  product." 

I  believe  most  people  in  the  radio- 
television  industry  today  agree  that 

these  two  media  are  the  most  highly- 
competitive  of  all  media  for  they  are 

competing  for  the  attention  of  people 
at  the  same  time. 

Therefore,  a  strong  radio  personal- 
ity, who  has  a  following,  and  who  can 

be  heard  only  on  radio,  will  have 
a  much  larger  audience  than  he  or 
she  would  if  they  could  be  seen  as 
well  as  heard  on  television.  We.  at 

WFAA.  believe  the  great  strength  of 
our  radio  station  lies  in  the  exclusive- 
ness  of  our  featured   talent. 

DEPENDS  ON  TALENT  ABILITY 

By  George  M.   Burbach 
General  Manager 

KSD,   KSD-TV.  St.   Louis 

Obviously,  t  h  e 

answer  to  this 

question  is  both 
yes  and  no.  When radio  talent  has 
all  the  necessary 

qualifications  to 
handle  a  tv  as- 

signment in  ad- dition to  his  (or 

her)  radio  duties,  the  answer  is  no. 

When  anyone  of  these  qualifications  i> 
lacking,  the  answer  is  a  definite  yes. 

The  qualifications  to  which  we  re- 
fer are  not  restricted  to  those  of  ap- 

pearance, versatilitx  and  adaptability. 

A  most  important  qualification,  which 

too  easil)  can  be  overlooked  until  it  i^ 

too  late,  is  the  performer's  stamina. 
This  may  not  be  too  great  a  factor  in 
the  case  of  most  network  performers, 

or  once-a-week  performers  on  local 
stations.  Hut  it  is  a  very  big  factor 
in  the  case  of  the  local  disk  jockey, 

for  example,  who  is  doing  a  daily  ra- 
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dio  show  nf  one  or  more  hours  per 

day.  The  additional  burden  of  a  daily 
tv  show  is  almost  certain  to  be  reflect- 

ed in  the  quality  of  his  radio  perform- 
ance, and  in  the  ultimate  value  of  the 

radio  property  to  the  station  and  its 
clients. 

In  our  own  stations,  we  have  a 

number  of  individuals  who  appear  reg- 
ularly both  on  radio  and  television. 

Most  of  them  originally  were  on  radio 

onl\.  and  had  opportunities  to  assimi- 
late their  tv  assignments  gradually  .  .  . 

due  to  the  fact  that  our  tv  station  be- 

gan operating  in  1947  when  the  de- 
mands of  the  medium  were  not  as  great 

as  they  are  today.  With  only  one  ex- 
ception, however,  none  of  these  people 

is  on  the  air  as  a  featured  performer 

as  much  as  five  hours  a  week  ...  ra- 
dio and  television  combined.  And  the 

single  exception  is  a  musician-m.c.  who 

has  other  live  talent  "supporting"  him 
on  his  daily  radio  show,  as  well  as  his 
three-a-week  tv  show. 

The  inclination  to  capitalize  on  the 

popularity  and  ''cash  register"  value 
of  an  established  radio  performer  by 

giving  him  a  tv  show  in  addition,  is  a 
most  understandable  tendency.  In 

manv  instances,  the  performer  as  well 
as  the  station  management  might  even 

consider  the  tv  assignment  a  "reward" 
in  recognition  of  radio  services  faith- 

fully performed.  To  the  management 
of  stations  which  might  yield  to  this 

inclination,  we  respectfully  offer  these 

suggestions:  111  keep  a  vigilant  ear 

tuned  to  the  quality  of  your  "reward- 

ed performer's  radio  shows,  (2) 
keep  a  watchful  eye  on  the  month-to- 
month  ratings  of  his  radio  shows,  (3) 

reread  that  story  about  the  man  who 

killed  the  goose  that  laid  golden  eggs. 

NO:  BOOSTS  TALENT  SALABILITY 

By  Charles  H.  Crutchfield 
Executive  V.P..  General  Manager 
Jefferson     Standard    Broadcasting 

Company,    Charlotte,   N,    C. 

Seven  years  ago 
when  we  received 

our  tv  c.p.,  there 
were  only  13  tv 
stations  in  the 

country  and  none 

south  of  Wash- 

ington, so  we  had 

very  little  prece- 
\  Mi  dent  to  guide  us. 
However,  we  made  one  decision  imme- 

diately and  that  was  that  our  announc- 
ers and  talent  would  operate  on  both 

{Please  turn  page) 
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Passing  lures  don't  take  away  our  listeners.  We  staek 
up  .  .  .  for  we  carry  the  20  top-rated  programs,  day 

and  night.  And  for  faithful  listening,  WBNS  has 

lasting  appeal  —  a  greater  tune-in  than  all  other  local 
stations  combined! 

CBS  for  CENTRAL  OHIO 
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JOHN  BLAIR 

radio 
COLUMBUS,     OHIO 
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radio  and  television.  To  date  we  have 

found  no  reason  to  alter  this  decision. 

Today  our  announcers  are  assigned. 
as  nearly  as  possible,  to  equal  staff 
duties  on  WBT  Radio  and  WBTV  Tel- 

evision. Not  only  is  their  staff  work 

dixided  equally,  but  the  company  also 
insures  that  each  of  them  is  available 

for  talent  shows  on  either  radio  or  tel- 

evision.  Our  experience  has  proven 
this  a  sound  working  arrangement. 

\\  c  have  discovered  that  a  great  ra- 

dio personality  has  little  trouble  adapt- 
ing himself  to  tv  or  vice  versa.  B\  us- 
ing talent  on  both  radio  and  t\.  we 

get  an  automatic  cross-plug  .  .  .  in- 
crease the  salability  of  the  talent  .  .  . 

and  strengthen  the  acceptance  of  the 
personality  by  our  listeners  and  view- 
ers. 

Of  course  the  degree  to  which  we 
utilize  talent  on  both  stations  varies. 

A  folk  music  group  has  15-minute  and 
half-hour  shows  on  both  WBT  and 

WBTV.  The  co-sports  directors  do  a 
joint  late  afternoon  show  on  radio  and 

then  present  a  tv  sports  program  later 
in  the  evening.  ConversoK.  a  top  ra- 

dio personality  has  only  one  tv  show 
a  week  .  .  .  and  the  number  one  tv 

newscaster  does  only  two  short  radio 

programs  a  week  .  .  .  although  each 
performs  staff  work  for  both  stations. 

All  of  which  is  to  say  that  we  don't 
bind  ourselves  to  a  set  policy;  but, 

our  talent  will  continue  to  "wear  two 
hat-  as  long  as  they  please  both  lis- 

teners and  advertisers  as  well  as  they 
have  to  date. 

DILUTES  VALUE  OF  TALENT 

By   Gustav   K.    Brandborfi 
Assistant  General  Manager 

KVOO,   Tulsa 

Thinking  from 

the  management 
side  of  radio  I 
am  no!  so  much 

Concerned  about 

what  dual  radio- 

t  v  appearances 
do  to  talent  as  to 

whal  the)  do  to 
the  station. 

Exclusivity  has  always  been  a  basic 

requirement  lor  success  in  am  field  ol 
endeavor  where  artistic,  literal  \  or 

other  limited  production  ha-  been  the 

prime  factor,  lid-  i-  line  of  recording 

company  arti-l-.  new-  syndicate  writ- 
ers, and  of  patented  processes  ol  ever) 

kind.       Il      i-     I  I  lie     ol      nel  \\  oik      l\      COn 
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We've  got  it  all  sewn  up  for  you  on  WLW  Radio.  You  ge 

double  your  money's  worth.  Only  WLW's  Radio  two-for-one  pbir 
guarantees  you  an  additional  dollar  or  more  in  exper 

merchandising  and  promotion  for  every  advertising  dollar  you  spend 

Let  us  unwind  a  neat  promotion  for  your  product ...  and  give 

your  ad  dollar  double  duty.  Yes,  we'll  trade  two  dollars  of  our 

for  every  one  dollar  of  yours!  We'll  prove  that . . 
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Chart  covers  half-hour  syndicated  film  pro] 

Top    10   shows   in    10  or  more  markets 

Period    3-9    January    1955 
TITLE.    SYNDICATOR.    PRODUCER.    SHOW    TYPE 

f  Led  Three  Lives,      Ziv  (D) 

Badge  714,      NBC  Film   (D) 

City  Detective,  MCA,  Revue  Prod.  (D) 

10 

Superman,    Flamingo,   R.  Maxwell   (K) 

Liberace,    Guild  Films  (Mu.) 

Mr.  District  Attorney,  Ziv  (A) 

Annie  Oakley,     CBS  Film,  Flying  A  (W) 

Cisco  Kid,  Ziv  (W) 

Favorite  Story,  Ziv  (D) 

Filer  y  Queen.    Tel.   Progs,   of  Amer.    (M) 

Waterfront.    MCA,    Roland    Reed    (A) 

Average 
rating 
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Progra 
-  And  WBNS-TV  Excellent 

mming  and  Commercial  Treatment  is 

Appreciated  By  427,239  Homes. 
WBNS-TV  Program    Schedule 

rated  one  of  the  country's  best,  dominating  the  central  Ohio  market. 
For  example:  * 

Share  of  Audience 

WBNS-TV  Station    B  Station   C 
47.5  36.3  1 6.2 

This  same  dominant  position  also  delivers  higher  ratings  for  CBS 

and  locally  produced  shows. 

For  example:  WBNS-TV  carried  8  of  the  top  10  shows  in  the 
Central  Ohio  area*  and  this  top  position  has  been  consistently 
held  for  the  past  two  years. 

WBNS-TV  Commercials 

have  selling   showmanship  for  the  approximately  3   billion  dollar 

buying  income  coverage  in  the  central  Ohio  area  ## 
For    example:    a    complete    advertising    campaign    was    developed 

for  Lushus  of  Sheriff's,  Ltd.  Canada,  with  film  commercials  created 
and  produced  by  the  WBNS-TV  film  laboratory. 

WBNS-TV  Facilities 
include  a  complete  film  laboratory  qualified  to  do  any  type  of  film 

or  slide  work;  continuity  department  to  assist  or  originate  material; 

large  property  department,  and  the  finest  engineering  equipment, 

including  stand-by  transmitter  and  antenna  system.  The  station's 
facilities  may  always  be  counted  on  to  be  the  newest  and  best 
suited  for  the  job. 

For  example:  the  station's  art  department  is  one  of  the  first  in 
the  country  to  be  equipped  with  a  Film-O-Type  machine. 

source  material 

ARB,  Dec,   1954 
Columbus  Area 

Sales  Management  Survey 

of  Buying  Power — 1954. 

WBNS-TV 

WBNS-TV's  sales  department  coordi- 
nates these  facilities  to  best  benefit 

your  account  and  results  are  evi- 
denced by  the  national  and  local 

sponsors  using  the  station's  rich  33- 
county  central  Ohio  market.  Spot  and 
program  availabilities  as  well  as  costs, 
can  be  procured  through  Blair  TV,  or 

by  writing  the  Columbus  sales  office. 

COLUMBUS,  OHIO 
CHANNEL  10 

CBS-TV  NETWORK  —  /t tfilt.il, J  with  Columbia 

Dispatch  ana"  VCBNSAM  •  General  Sales  Office.- 
ii  North  High  St. 

REPRESENTED  BY  BLAIR  TV 



Does  he 

his 
really  listen  to 
car radio  ? 

.  or  is  it  simply  a  please 

I 



Now  that  America  is  listening  to  radio  in  26  million  automobiles,  advertisers  have 

become  increasingly  interested  in  the  amount  of  attention  these  sets  command. 

Here's  what  a  pilot  study  recently  showed : 

75  per  cent  of  all  motorists  not  only  know  the  sponsors  of  the  programs  they're 

hearing— they  can  "play  back"  substantial  parts  of  the  commercials.* 

Actually  it's  not  too  surprising.  With  cars  so  easy  to  drive  these  days,  there's  not  much 

to  do  but  steer.  And  when  the  motorist's  eye  is  fixed  on  the  road,  his  ear  hasn't 

much  else  to  do.  Except  to  take  in  the  most  popular  programs.  And  news  of  the 

products  they  sell ...  on  The  CBS  Radio  Network 

*On  tiro  successive  Sundays ■  r  this  win 

<■    '  Ri    ea     • 

nth  a  total 

motorists  traveling   the 
Jersey  Turnpik 

of  the  cars  m nipped  with 
radio.  In  tin  se  cars,  the  two 

programs  whose  commer- 
cials were  being  tested 

(Jack  Benny  and  Amos  V 

Andy)  had  an  average  rat- 

ing of  23.1.  A  bookh 
ing  details  of  this  survey 

is  available  from  the  CBS 
Radio  Xi  twork  on  reqtiest. 

rnpanion,  like  his  wife  I 



/Veto  developments  on  SPOXSOR  stovies 
"\\  ill    out-of-home    andience    entitle 
radio    stations    i«>   imT«-:i-«-<l    rates? 

27   February    1950.    | > . ■  ir •    -iH 

Subject:     The    tremendous   car   radio   audience 

There  are  now  more  auto  radio-  than  t\  -<-t-.  -a\-  Reg  Rollinson. 

eastern  sales  manage]  ol  Qualit)  Radio  Group,  who  describes  out-of- 
home  radio  audience  on  wheels  as  "the  most  underrated  radio 

audience  in  the  world."  Rollin-on  points  OUt  that  85^?  of  all  new 
..n-  sold  are  now  radio-equipped  and  that  mosl  people  who  ride 
in   radio-equipped  ears   listen   to  the   radio.     Ergo:    A   big  audience. 

Rollinson  says  thai  based  on  statistics  provided  1>\  t he  Auto- 
mobile Manufacturers  Association  32.8  million  radios  have  been 

installed  in  passengei  cars  during  the  pa-t  eight  \ears.  There  are 
an  estimated  4.5  million  pre-1947  radio-equipped  cars  on  the  road. 

"We  thus  arrive  at  an  estimated  total  of  37. 3  million  radio-equipped 
i  ars  on  the  road  toda)  a  number  greater  than  all  the  tv  sets  in 

America,  "  Rollinson  assei i-. 
Noting  the  discrepancj  between  his  figures  and  the  figures  for 

automobile  radio-  contained  in  the  ARF  (Politz)  National  Survey 
of  Radio  &  Television  Sets  i  1954) .  Rollinson  points  out  that  his 

figures  are  based  upon  the  automobile  manufacturers"  own  produc- 
tion and  registration  figures.  I  The  ARF  stud)  indicated  that  as  of 

\la\  1954  there  were  28.8  million  auto  radio  sets  associated  with 

I  .S.  households,  of  which  20.1  million  were  in  working  order  at 

the  time  of  the  Politz  interview.  The  figures  were  based  upon  a 
stratified   probability    sample   of    11.020   occupied    dwelling    units.) 

Reinforcing  his  argument  that  "spot  radio  is  America's  greatest 

outdoor  medium."  Rollinson  cites  figures  indicating  that  63.8%  of 
all  employed  person-  -it  to  and  from  work  h\   passenger  cars. 

According  to  a  sur\e\  made  1>\  Advertest  Research  for  the  CBS 
Radio  Network,  three  out  of  four  auto  radio  listeners  not  onl\  can 

identif)  sponsors  ol  certain  radio  programs  the)  hear  in  their  cars, 

hut  also  can  "pla\  back"  substantial  parts  ol  the  commercials.  The 
Vdvertesl  surve)  wa-  made  along  the  New  Jersev  Turnpike  about  35 
miles  south  ol  New  York  City.  The  surve\  indicated  that  (1)  77% 
of  all  cars  interviewed  had  radios  in  working  order.  (2  I  there  were 

2.8  listeners  in  each  car.  (3)  the  shows  tested  had  a  rating  of  23.I', 
of  cars  with  working  radios,  and  i  h  75.4$  of  auto  listeners  who 

heard  the  test  programs  [Jach  Benny  Show  and  Amos  V  Andy) 

could  accurate!)    repeat   much  of  the  programs'  advertising  content. 

SCC:  The     (liar\     of     Ford'-     "This     Olr 
House"    jin{{l<' 

ISSIIC:  10   January    1955.    page   40 

SlllljCC't:         Musical    commercial*    based    on 
current   popular  music 

h.rd  \lotoi  Co.  used  a  popular  song  with  hit  parade  potential 

,i-  the  basis  ol  a  re<  enl  musical  commercial  announcing  its  1955  cars. 

Now  comes  Manischewitz  Wine  Co.  which  i-  basing  its  newest 

jingle  on  the  latesl   musical  craze,  the  mambo. 

\    spokesman    for    Kmil    Mogul    Co..    Manischewitz'   agency,   said 

a   great  deal  of  the  credil    foi    I   sting   the   wine  company's  1954 
sales  22.7' ,  over  1953  goes  to  radio  and  t\  advertising.  He  added 
that  the  1055  ad  budget  i-  being  increased  20%.  (sponsor  estimates 

thai  Mania  hewitz1  total  budget  i-  about  s2  million,  with  about  75' , 
going  into  radio  and  tv.) 

lake  the  Ford  jingle,  Manischewitz'  commercial  is  getting  satura- 
tion treatment.  It  is  being  aired  on  2.'><>  radio  station-  more  than 

10,000  times  weekly  and  111  i\  stations  1,100  times  weekly,  accord- 
in-    to    I  lie    I  mil    Mogul    -poke-man.  •   •   • 

Station  Sells 

Double-Barreled  Idea 

& 

News  Gets  'em Coming  and  Going 

In  Montgomery,  Ala.,  an  oil 

company  wanted  to  reach  both 
men  and  women,  urban  and  rural, 

and  it  wanted  to  be  identified  with 

a  single  type  of  program. 

Frank  Dudley,  WAPX  account 

executive,  solved  it  this  way: 

For  the  ladies,  the  sponsor  was 

offered  an  AP  5-minute  summary 

prepared  and  edited  especially  for 
women.  This  went  on  the  air  at 

10:55  a.m. 

For  the  men,  the  sponsor  bought 

a  5  p.m.  AP  news  broadcast  —  the 
peak  traffic  load  of  the  day,  when 

men  driving  home  from  work 

could  get  the  full  impact  of  a  motor 

oil  sales  presentation. 

Sponsor  is  delighted  with  the 
double-barreled  idea.  Dudley  feels 

the  company's  high  regard  for  AP 
eased  the  sale. 

Says  WAPX's  President, 

Thomas  f.  Martin:  "Good 

news  coverage,  world-wide 
and  regional,  plus  splendid 

cooperation,  make  AP  a  must 

with  WAPX." 
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SPONSORS  WARM  TO  AP 

Because  .  .  .  it's  better 
and  it's    better   known. 

"Four  men 
still  missing . . . 

I'll  stick  with  it 
// 

Case  History  No.  5 

Thunder  crashed  and  the  rain  beat 

down.  Walter  B.  Grubbs,  newsman 
for  Radio  Station  KVMC,  Colorado 

City,  Texas,  was  barely  asleep  when 
a  siren  wailed. 

Grubbs  reached  for  the  phone.  The 

operator  told  him:  "Fire  in  the  Col- 
orado Hotel!" 

Minutes  later  —  at  midnight  — 
Grubbs  was  on  the  scene.  Lightning 
had  set  the  building  on  fire.  The  roof 
was  a  mass  of  flame.  Firemen  were 

removing  the  guests.  Wind-driven 
hail  pelted  the  rescuers.  Some  hotel 
guests  still  were  unaccounted  for. 

Grubbs  telephoned  The  AP  in 
Dallas. 

Then,  with  firemen,  he  began  a 
methodical  check  of  the  registration 
list  to  identify  survivors.  They 
tracked  some  to  other  hotels  and  mo- 

tels. A  few  were  bedded  down  in  the 

courthouse.  One  was  in  the  hospital. 

Name  by  name,  Grubbs  and  the  fire- 
men wearily  checked  them  off. 

At  3  a.m.,  Grubbs  telephoned 
The  AP: 

"Four  men  still  missing"  he 
said.  "Vll  stick  with  it." 

By  6  a.m.,  rescuers  located  the 
charred  body  of  one. 

Those  who  know  famous  brands... know  the  most  famous  name  in  news  is  /r 

21   FEBRUARY  1955 

Again,  a  phone  call  to  AP. 
At  10:30  a.m.,  a  second  body  was 

recovered. 

Another  phone  call  to  AP. 

Shortly  before  3  p.m.,  the  remain- 
ing two  bodies  were  found  in  the 

soggy,  smoking  ruins. 
Still  another  phone  call  to  AP. 

By  sticking  with  the  story  through- 

out the  night  and  day,  Grubbs  had 

given  every  AP  member  across  the 
country  a  clean  beat. 

It  was  a  typical  AP  sweep  — 
from  beginning  to  end. 

Walter  B.  Grubbs  is  one  of 
many  thousands  who  help 
make  The  AP  better... and 
better  known. 

If    your    station    is    not    yet    using 
Associated   Press   service,   your   AP 
Field    Representative   can   give   y 

complete  information.  Or  write  — 

57 



all  about 

gimmick 

The  word  that  gets  kicked  around 

so  much  in  advertising  circles — gimmick 

really  means  (as  you  knew  all  along) 

a  small  device  used  secretly  by 

a  magus  in  performing  a  trick. 

A  magus  (a.  y.  also  k.  a.  a.)  is 

a  magician. 

If  \  <>u  want  the  gimmick  to  reach  Eastern 

Iowa,  be  a  real  magus 

Call  on  WMI".    But  \ou  won't  be  able 

to  keep  it  secret. 

WMT  AM  b  TV 

CBS  for  Eastern   Iowa 

Mail  address:  Cedar   Rapids 

National    Reps:   The   Katz  Agency 

v— /" 
58 SPONSOR 



agency  profile ifli/ron  L.  Broun 
Television    Director 

Colman,    Prentis   and   Varley,    Ltd.,   London 

If  U.S.  adman  Myron  Broun  wears  a  shabby  suit  and  frayed 

cuffs  on  his  new  job  in  London,  it  won't  be  because  he's  being 
underpaid.  Brooks  Brothers  suits  are  simply  not  de  rigeur  among 
British  admen. 

"In    fact,   it's   still   somewhat   fashionable   to    be   a    little   shabln . 

Broun  said  before  he  left,  "because,  unless  you  were  in  the  black 

market  after  the  war.  you  couldn't  afford  elegant  clothes." 
Broun  left  for  London  on  (>  February,  fully  equipped  with  Amer- 

ican film,  live  tv  and  advertising  experience  plus  knowledge  of  ele- 
mentary fashion  fetishes  among  London  admen.  Its  his  job  to  set 

up  a  tv  department  for  Colman.  Prentis  and  Varley.  in  anticipation 

of  fall.  1(J.")5.  when  three  cities  (London.  Manchester  and  Birming- ham I   will  have  their  first  taste  of  commercial  tv. 

Part  of  Broun's  job  will  be  recommending  tv  to  clients  when  he 
deems  it  effective.  Among  the  accounts  of  the  London  agency  are: 

Shell  Petroleum.  Philip  Morris,  British  European  Airways,  Cad- 

bun's  Chocolate,  several  divisions  of  J.  Lyons. 
The  tv  equipment  Broun  saw  on  his  two  previous  five-week  visits 

to  London  was  "pretty  much  like  ours.  I  didn't  see  any  Telepromp- 
ter  units  or  anything,  but  they've  got  something  we  don't:  motor- 
driven  cranes  and  dollies.  Doesn't  cut  down  on  crew,  but  makes 

their  job  easier." 
Although  there's  no  commercial  radio  in  England,  nor  any  out- 

look for  it,  Broun  has  made  a  preliminary  study  of  radio  program- 
ing to  complete  his  picture  of  British  taste.  Of  the  three  available 

BBC  stations,  one  (called  "The  Third  Programme")  has  less  than 
]'  i    of  the  listening  audience. 

"It's  the  intellectual  station,  you  know,"  he  told  SPONSOR.  '"Things 
like  full-length  Shakespearean  plays  and  readings  of  modern  Italian 

poetry  and  chamber  music  .  .  .  like  maybe  a  flute  solo,"  he  added, 
somewhat  ruefully. 

Broun  does  feel  very  enthusiastic  about  British  advertising  agency 

practices,  however.  "I  hear  their  ethics  are  pretty  ideal.  Accounts 

never  quit  over  night;  in  fad.  thej  give  as  much  as  six  months' 
notice.  And  when  an  agency  gets  a  new  account,  it  usually  gets  a 

congratulatory  letter  from  the  client's  old  shop." 
Sporting,  eh  what?  •  •  • 

WEYMOUTH 

SYMMES 

Paris  &  Peart 

says  .  .  . 

"I  Need  Facts! 

...about  the  market 

...the  audience 

. .  .the  ratings 

WNHC-TV  has  all  3. 

I  have  always  picked 

WNHC-TV  to  cover 

the  Hartford-New 

Haven  areas.  The 

signal  dominates  the 
entire  market,  the 

achieved  results 

have  consistently 

proved  my  station 

selection." 

Compare  these  facts! 

15    County    Service    Area 

Population  3,484,400* Households 

TV  Homes 

1,006,410* 

899,957** 

Sources: 
*  '54     SRDS    Consumer    Markets 

*•  CBS-Nielson      1953-updoted     with 
RETMA    Set    Sales    10   31    54 

See  Your  KATZ  Man 
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In  the 

SOUTH'S 

fastest  frow'nq market/ 
POPULATION 

1940          88,415 
1953        197.00Q 

RETAIL  SALES 

1940  ...   %  20,251,000 

1953  .  .     $184,356,000* 

FIGURES 

RANKS  92nd  IN  EFFEC- 
TIVE BUYING  INCOME 

HIGHEST  PER  CAPITA 
INCOME  IN  LOUISI- 
ANA 

WORLDS  MOST  COM 
PLETE  OIL  CENTER 

CHEMICAL  CENTER  OF  THE  SOUTH 

DEEP  WATER  PORT 

To  see  your  sales  reach  their 

greatest  heights  in  this  rich 

petro-chemical  market,  select 

WAFB-TV,  the  only  TV  sta- 
tion in  Baton  Rouge,  with 

programs  from  all  4  networks, 

and  our  own  highly-rated 
local  shows. 

Tom    E.    Gibbens 

Vice  Pres.  &  Gen.  Mgr. 

Adam  J.  Young,  Jr.,    Inc. 

National    Representative 

'Eait  Baton  Rouge  Parish,  Survey 

of  Buying  Power,  1954 

[Continued  from   page  6) 

the  numbers  of  people  they  appeal  to.  If  we  were  to  find  that 

a  stark  and  ultra-realistic  murder  mystery  is  a  poorer  climate 

for  the  advertising  of  a  certain  product  than  a  gentle  situa- 
tion opus,  it  would  make  some  kind  of  sense  to  sacrifice,  if 

that  be  necessary,  rating  points  to  get  the  better  type  of 

vehicle  and  in  that  way  to  provide  more  appropriate  climate 
for  the  advertising. 

The  "editorial  matter"  surrounding  copy  offers  a  most 
important  area  for  research.  The  effect  of  immediately  pre- 

ceding portions  of  any  program  on  the  viewer  (or  listener) 
must  have  a  bearing  on  how  the  commercial  copy  is  received, 

believed,  remembered,  acted  upon.  These  effects,  further- 
more, must  vary  greatly  depending  on  the  kind  of  editorial 

lead-in! 

Psychologically  something  (measurable! )  must  occur  when 
a  viewer  is  left  hanging  on  a  cliff,  heroine  about  to  be  done 

in.  just  prior  to  a  one-foot  fade  for  a  dessert  commercial. 
Whatever  this  measurement  turns  out  to  lie.  it  must  be  dis- 

cernibly  different  from  the  frame  of  mind  we  leave  this  same 
member  of  our  audience  in  when  we  take  off  from  /  Remem- 

ber Mama  or  Groucho  and  get  into  the  sales  message.  When 

we  don't  leave  the  program  at  all,  except  in  subject  matter, 
and  use  the  star  of  the  show-  to  deliver  the  copy — other  things 
worth  knowing  must  happen.    Completelv  different  things. 

Not  only  is  the  climate  of  the  show  of  vital  interest  to  the 

advertiser  but  so.  too,  is  the  climate  in  which  the  show  i- 
viewed.  If  all  the  adults  walk  oul  of  the  room  the  minute  the 

moppet  program  begins.  I  dare  sav  it  is  not  quite  as  happy  a 

vehicle  as  one  (such  as  Lassie)  in  which  the  adult-  join  the 

youngsters. 
These  questions  I  raise  can  have  no  categorical  answer,  to 

be  sure.  They  will  vary  by  product,  by  program,  by  commer- 
cial. But  some  general  clues  would  certainly  be  oi  help  in 

this  costly  game  of  chance  which  buying  a  tv  program  has 

become.  Meanwhile,  all  we  have  to  go  on  is  hunch  and  thi< 
makes  you  feel  a  little  like  the  greeting  card  rhymer  in 

"Three  Men  on  a  Horse." 

(Editor's  note:  For  previous  sponsor  article-  on  this  sub- 
ject see  "Can  the  mood  <>t  a  program  especiall)  a  tense  and 

serious  drama      -put  the  audience  in  the  wrung  frame  oJ  mind 

for  receptiveness  to  selling?"  15  November  L954,  page  64, 
and    "Doe-    your    show     reach    people      or    customers? October  1954,  page  38.) •  •  • 
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this  is  the  way 

they  cut  up  the 
radio  audience 
in  Kansas  City 
. . .  and . . . 

TVHB 
gives  you  the 
prime  cut  with 

43.5%*  of  the 
all  day  audience 

.  .  .  more  than  twice  its  nearest  Competitor.  Here  in  Beef  Center, 
T.S.A..  where  more  than  a  million  beef  cattle  met  their  reward  in 
L954,  the  srcovd  biggest  occupation  is  listening  to  WHB's  brand 
of  music,  news  ami  ideas.  10,000-watt  Willi  packs  in  43.5';  *  of  the 
Kansas  City  audience  (all-day  average).  The  second  station  has 
only   17.4'v,  less  than  half  as  much. 

Thus,  W  HI?  dominates  this  tremendous  market  with  a  decisiveness 
characteristic  of  the  Mid-Continent  formula.  Tt  happened  first  in 
Omaha,  next   in   New   Orleans— and   now   in    Kansas   City. 

Discuss  the  stakes  with  John  Blair,  or  YVIIB  General  Manager 
George   \V.   Armstrong. 

*HOOPEB  RADIO  INDEX     ,   a.m.  to  6  p.m.,  Monday-Friday,  Dec.   1954-Jan. 

m CONTINENT  BROADCASTING  COMPANY 
President:   Todd   Srorz 

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

WHB 
10,000  watts  on  710  kc. 

Kansas    City,    Missouri 



OUR  NEW  YORK  COLONS 



MOVING  SOON! 

V^/N  March  5,  our  New  York  office  will  move  to  larger 

and  completely  "tailor-made"  quarters  in  the  entire  18th  floor 

at  250  Park  Avenue.  It's  located  closer  to  many  of  you 
agencies  and  advertisers  and  will  enable  us  to  give  you  better, 

faster  service  than  ever  before.   There  will  be  no  change  in  our 

telephone  number  —  Plaza  1-2700. 

After  many  months  of  searching,  planning  and  "doing"  —  we 
believe  this  will  be  the  most  efficient  set-up  in  the  broadcast 

representative  business.  J.  Gordon  Carr,  who  recently  won  several 

outstanding  awards  for  office  design,  helped  us  immensely  in 

the  job  —  as  did  Thompson  &  Barnum,  architects  for  the  building. 

Our  radio  division  —  our  television  division  —  are  each 

laid  out  for  optimum  access  to  its  own  data  files  and 

information  libraries  —  to  our  traffic-avail  center  with 

Western  Union  printers  and  TWX  machines  —  to  the  incoming  and 

outgoing  mailroom. 

Then  —  we  can  invite  you  agency  and  advertiser  groups 

(up  to  50  of  you  at  one  time)  to  hear  playbacks  of  the  best 

in  radio  programs  broadcast  by  the  stations  we  represent  —  to  see 

film  or  color  TV,  as  broadcast  by  the  TV  stations  we  sell. 

As  soon  as  the  last  electricians,  plasterers,  air-conditioners 

and  painters  have  folded  their  tents  and  departed,  we  hope 

you  will  honor  us  with  a  visit. 

XTT 

-S 

H REE  &  IT  ETER 
INC 

Pioneer  Station  Representatives  Since  1932 

YORK      CHICAGO      ATLANTA      DETROIT      FT.  WORTH      HOLLYWOOD      SAN  FRANCISCO 



Era   of   truly   personal   radio   nearly   here,   says   Sweeney 

"We  are  entering  an  era  when  men 
and  women  will  carrj  a  trul)  portable 

radio  on  their  person  as  normallj  as 

the)  now  carrj  their  keys  or  a  pocket 

comb,  Kevin  Sweeney,  president  of 

R  Ml.  told  the  Salt  Lake  City  Advertis- 
ing ( ilnl i  recently . 

"Within  two  years,  portables  can  be 
selling  at  a  five  million  sets-per-year 
clip;  in  a  decade  at  double  that  rate. 

This  could  boost  radio's  oiit-of-home 
audience  alone  to  higher  levels  than 

our   present    total   listening,"  he  said. 
Lamenting  the  failure  of  many  ad- 

vertisers  to  recognize  and  take  advan- 

tage (il  radio's  new  position  outside  the 
living  room,  Sweeney  pointed  up  the 

importance  of  remembering  that: 

•  "Radio  listening  i-  becoming  al- 
mosl    completely    personal — no   longei 

do  groups  of  people  listen. 

•     "Radio  listening  is  done  as  people 

(In  something  else — wash  dishes,  drive 

automobiles  or  eat."  *  *  * 

Three  WINS  d.j.'s  ranked 
antony  top  five  in  .Yen?  York 

Three  ol  the  top  five  New  York  disk 

jockeys  are  on  \\  INS.  New  >>  ork,  ac- 
cording t<i  a  stud)   made  by  Teen-Age 

Survey.  The  poll,  conducted  among 

7,000  teen-age  high  school  students, 

put  WINS'  Alan  Freed,  Jack  Lacy  and 
lirad  Phillips  in  the  top-five  category. 

According  to  WINS,  the  most  surpris- 

ing thing  about  the  survey  was  Freed's 
popularity.  The  station  said  he  had 
been  on  the  outlet  only  four  months 
when   the  survey   was  made. 

IVffLJf  tjoes  fulltime, 
moves  Into  new  huHdlny 

\\  III.M.  Bloomsburg.  Pa.,  owned  b\ 

Harry  L.  Magee.  head  of  the  Magee 

Carpet  Co..  has  been  operating  as  a 

daytime-onl)   nutlet  lm   the  past  seven 
war.-.  But  a  couple  weeks  ago  the 
station  i  1  i  changed  its  frequenc)  from 

690  to  550  kc.  (2)  began  fulltime  op- 
eration and  (3)  moved  into  its  own 

two-storv  building  located  on   a   land- 

Magee  (I.),  R.  R.  Williams,  mgr.,  at  transmitter 

scaped  hillside  b)  a  mountain  stream. 

Victor  C.  Diehm.  management  con- 

sultant for  the  station,  said.  "Like  a 
footprint  on  the  sands  of  time.  \\  III.M 

covers  a  quality  market  in  Pennsyl- 

vania's Susquehanna  Valley,  just  as  a 
Magee  Carpet  covers  a  quality  market 

throughout  the  I  nited  States."'     *  •  • 

WTO  I*  tcarniny  to  adtnen:  Don't  project  in-city   audience  ratinys  to  other  areas 

^(iii  can't  projeel  in-city  ratings 
I"  nther  areas  reached  by  a  sta- 

tion's signal.  That's  the  theme  of 
a  booklet  recently  prepared  b\ 

WTO  P.  Washington,  for  advertis- 

ers and  agencies. 

Despite  efforts  to  set  up  formu- 

las in  the  past,  b)  which  some  re- 

searchers sought. to  project  in-cit\ 

share-of-audience  \,  i  -entages  to 
all  the  counties  surrounding  the 

city,  WTOP  states  that  such  fig- 

ures can't  be  accurate. 

Here  are  some  verbatim  ex- 

cerpts   In. mi    the   booklet: 

!•  \  broadcasting  station  may 

claim  to  have  r&  eption  on  all  sets 

within  a  (i.l  m\  engineering  con- 

tour. It  i-  .in  engineering  possi- 
bility 

1 1  i-  nut  an  engineei  ing  possi- 

bilit)    in   areas   within    a   0.1    rm 
<  ontour   w  here   lm  al   terrai   .i\ 

eliminate  tin-  signal  altogether. 

2.   \  station  -  share-of-audience, 

established  by  studies  in  a  given 

area,  cannot  be  applied  to  any 
other  area  because  of  differences 

in  audience  composition  and  the 

proximity  of  different  groups  of 
stations. 

\\  orking  habits,  types  of  occu- 

pations, per  capita  income,  local 
interests,  etc..  all  make  each  area 

a  separate  entity. 

•'*•  The  farther  away  from  a  test- 
ed area  that  a  share-of-audience  is 

projected,  the  more  distorted  the 
result    becomes. 

To  project  a  share-of-audience 
stud)  from  a  tested  area  to  the  full 
extent  ol  a  0.1  mv  contour  is  like 

adding  horses  and  rabbits  and  try- 

ing to  come  up  with  one  animal. 

4.  Agencies  and  clients  are  pre- 
\  ruled  from  knowing  the  actual 

viewers  and  the  actual  cost-per- 
1.000  when  the  share-of-audience 

total  is  arrived  at  bv  inaccurate 

projection  and  used  as  a  base  fig- 
ure. 

5.  \gencies  and  clients  are  led 

farther  away  from  actual  viewers 

and  actual  cost-per- 1.000  when 
current  set  sales  within  a  0.1  im 

contour  are  continual!)  added  to 
total   sets   in   a   tested   area. 

«.  It  is  possible  that  12  to  14 
stations  ma\  include  the  same  one 

county  within  their  0.1  mv  con- 
tour areas. 

It  is  possible  with  an  inaccurate 

share-of-audience  projection  on  the 

part  of  each  station  that  their  to- 
tal claims  ma\  indicate  70.000  to- 
tal viewers  in  the  count)  whereas 

the  Bureau  of  Census  ma\  report 

oiil\  10.000  people  living  in  the 

count) 

7.  Most  major  radio  stations 

can  show  at  least  a  three-to-one 
ratio  in  their  favor  b)  comparing 

total  radio  -el-  \s.  total  tele\  isimi 
sets  within  0.1    rm   contours. 

A  radio  share-of-audience  pro- 

jection to  a  0.1  m\  contour  would 
be  just  as  distorted  as  would  a 

lele\  isinn  sharc-of-aild  iciiee  pro- 

jection to  a  o.l   m\  contour.  *  *  * 
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Briefly  .  .  . 

\  veteran  farm  radio-television  ad- 

vertising man.  S.  W.  (Bill)  Brown  Jr., 

told  SPONSOR  that  In-  is  resigning  from 
Gardner  Advertising  Co.  effective  1 
Maul).  Broun  was  radio-t\  account 

executive  For  Ralston-Purina  Co.  I  Pur- 

ina Chows)  at  Gardner.  Before  join- 

ing the  St.  Louis  agencj  he  was  an 
independent  radio  producer,  producing 
the  Edd)  Arnold  show  for  the  Ralston 
Purina  Co.  for  main  years.  His  radio 

career  began  in  1935  as  farm  news 
ma.,  for  KWTO,  Springfield,  Mo. 

*  «  * 

Here's  the  first  picture  ever  made  of 
the  new  king-size  bottle  of  Coca-Cola 
being  televised.  The  telecast  featuring 
the  new  10-ounce  bottle  of  Coke  was 

on  WBNS-TV,  Columbus.  Ohio,  on 

that  station's  Touring  the  Town  pro- 
gram. Shown  in  the  picture  are  Jor- 

dan Barlow  of  Robinson-Hannagan  As- 

sociates, Inc.,  Coca-Cola's  public  re- 
lations counsel,  and  Jeanne  Shea,  wom- 

en's editor  of  WBNS-TV.  Columbus  is 
the  first  market  in  the  country  to  get 

a  test  campaign  for  the  large  Cokes. 

Other  markets,  now  being  added,  in- 
clude Boston,  Detroit,  San  Francisco. 

*        *        * 

Immediately  after  Steve  Allen  an- 
nounced on  a  recent  Tonight  show 

(NBC  TV)  that  he'd  be  broadcasting 
from  Dayton  this  month,  the  WLW-D 
(tv) ,  switchboard  started  to  buzz.  Hun- 

dreds of  viewers  called  the  station  in 

an  effort  to  reserve  seats  to  the  show. 

Before  Allen  had  gone  off  the  air  for 

the  night,  all  2,400  seats  to  the  audi- 
torium where  the  broadcast  was  to  be 

held  had  been  taken.  Arrangements 
for  the  Tonight  show  to  originate  from 

Dayton  were  made  by  the  Dayton  Ad- 
vertising Club,  host  to  the  fifth  district 

convention  of  the  the  AFA.  *  *  * 

According  to  the  most  recent  ARB  report  (Oct., '54) 

WMCT,  Memphis,  is 

preferred  by  viewers 
more  than  two  to  one 

between  6  P.M.  and   10:30  P.M. 

of  the  total  of 

}■  ■ Mb  quartet  horn 
ffB  M|*  (3W-0*1  ^ 

&£Y«&*e 

between  6  P.M.  and  10:30  P.M. 

s     WMCT  has  87 
top  rated  periods  I 

Out  of  the  first  1 5  top-rated 
television  programs  in  Memphis, 

WMCT  carries  I  I 

Here  is  overwhelming 

testimony  of  WMCT's leadership  in  the 

Memphis  market. Such 

a  rating  dominance  is 

vitally  important  to 

you  in  reaching  the 

largest  audience  -- 

over  325,000*  TV 
homes  in  the  Mid- 
South  area. 

*As  of  January  I,  1955, 

according  to  latest  dis- 

tributor's figures. 

WMCT 
MEMPHIS 

CHANNEL  5 
WMC-WMCF-WMCT 

MEMPHIS'   FIRST  TV  STATION 

NOW  100,000  WATTS 
NATIONAL    REPRESENTATIVES 

THE    BRANHAM    CO. I Owned  and   operated   by 

THE  COMMERCIAL  APPEAL 

AFFILIATED    WITH    NBC     •     ALSO    AFFILIATED    WITH    ABC    AND    DUMONT 
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CAKES 

SPONSOR:    Omar  Baker-  AGENCY:    Direct 

(  \P>1  IK  CASE  HISTORY  :        For  Mother's  Day  the  Omar 
Bakeries  advertised  a  special  cake  on  their  Omar  W  father 

Program,  Monday  through  Friday  at  5:10  p.m.  No  othei 

advertising  was  used.  They  received  80  telephone  orders, 

which  meant  80  neu  route  prospects.  The  cakes  actually 

sold  out  in  advance  in  the  grocery  stores  and  for  the  first 

time  in  this  area  grocers  had  to  reorder  jrom  Omar. 

WHO-TV,  Des  Moines,  la.     PROGRAM:  Omar  Weather  Pn  ram 

JEWELRY 

TULIP  BULBS 

SPONSOR:    Condon  Brothers  Seedsmen  AGENCY:    Direct 

CAPS!  LE  CASE  HISTORY:  A  seed  company  found  they 

were  ova  supplied  with  Dutch  Tulip  Bulbs  at  the  end  <  / 

the  season.  To  move  them  (hey  bought  live  participt  - 

tions  on  Helen  Hale's  Tv  kitchen  over  WREX-TV  in 
Rockford,  111.  The  complete  supply  was  sold  out  in  fu,> 
dms  and  owner  Leonard  R.  Condon  reported  responses 

from  people  50-60  miles  away.  The  cost  of  the  campaign 
was  $285. 

WREX-TV,  Rockford,  III. 
PROGRAM:    Tv  Kitchen 

CARPETS 

SPONSOR      IVminlm'-   I  I,.,,,    (  overini 
AGENCY:    Dire,  i 

CAPSULE  CASE  HISTORY:         Mr.    Pettijohn,    the    oumei 

of  a  carpet  store,  delivers  his  own  commercials  on  Hop- 

along  Cassidy  each  Thursday  at  6  p.m.  He  attributes  hLs 

astounding  success  to  Hopjyy's  popularity  and  the  infor- 

mality of  his  commercial  messages.  "We  certainly  have 

had  good  results"  he  says.  "Why,  on  one  day  following 
our  show  we  made  more  than  S3. 000  north  of  sales  at- 

tributable to  the  program."  Time  charge  for  each  pro- 
gram is  $164.35  on  contract. 

KPIIO-TV.  Phoenix.    \ii/. PROGRAM:  Hopalong  Cassith 

/ 

\ 

PETS 

SPONSOR:    Jordan"-  J( 
AGENCY:    Direct 

(  \PM  I  i;  (  VSE  HISTORY:  Starting  with  one  10-second 
announcement  a  week  in  November  1953,  this  jewelry 

shop  increased  its  schedule  gradually  until  it  began  spon- 

soring Amos  'n'  Andy  on  Thursdays  from  10:30  fo  11 
in  the  fall  of  1954.  At  the  end  of  1954  the  books  showed 

that  gross  business  had  increased  44%  over  1953.  In 

addition  Jordan's  teas  first  in  the  city  in  sale  of  Sunbeam 
Appliances,  Bulova  watches  and  General  Electric  radios. 

Show  costs  $235  per  week. 

KYTY,  Sioux  City,  Iowa PROCRAM:    Amos  V  Andy 

SPONSOR:    Sevier's  Pet  Centei 
AGENCY:    Direcl 

CAPSULE  CASE  HISTORY:  Participating  on  Hospital- 

it\  House  from  5-5:30  over  KSBW  for  13  necks.  Sevier's 
Pet  Center  grew  from  just  another  pel  shop  to  fourth  in 

pet  supply  and  food  sales  in  California.  The  very  first 

show  brought  over  200  letters  and  cards — some  were  com- 
ments on  the  show,  some  were  entries  into  a  contest  and 

others  were  inquiries  about  advertised  products.  All  the 

pels  offered  for  sale  or  free  ivere  spoken  for  within  one 

half  hour  after  the  shore.    Cost  per  half  hour  §99. 

KSBW-TV,  Salinas,  Calif. PROGRAM:  Hospitality  House, 

participation- 

USED  CARS FUR  COATS 

SPONSOR:    DeSoto-Plymouth  Dealer  VGENCY:    Direcl 

l  VPS1  LECAS1  HISTORY:  A  DeSoto-Plymouth  Dealei 
in  III  mm.  V.  )  ..  sold  seven  out  of  the  10  cars  he  showed 

on  a  "live"  commercial  over  WTRJ.  The  cars  ranged  in 
pi  ice  from  $169  to  $2,200  and  were  shown  in  daily  par- 

ticipations  on  the  Forrest  Willis  Show,  3-4:30  p.m.  every 

day.  II  Mis  hosts  a  movie  with  cutouts  for  commercials. 

The  cost  for  5  spots  a  week  is  $95.  Tlie  success  of  this 

dealei  has  moused  the  interest  of  other  car  dealers  in  the 

linn,  one  of  whom  hail  insisted  that  there  is  no  substitute 
fm  the  real  thing. 

Willi,  Mhany       PROGRAM:  Forrest  Willis  Show,  participations 

SPONSOR:    Littman  Fur  Factories  AGENCY:    Direct 

(    VPS1  II    I    \H    HISTORY:  In    the    midst    of    declining 

fur  sales  lust  spring,  Arthur  Littman.  president  of  Litt- 
man fur  lactones,  reported  that  his  firm  has  been  making 

gains.  He  believes  thai  his  semi-weekly  15-minute  tele- 

vision program,  Fur  Goodness  Sakes,  is  responsible.  On 

the  program  Littman  explains  the  construction  of  furs 

and  constantly  repeals  that  fur  is  more  economical  than 

cloth  in  the  long  inn.  The  firm  had  its  best  November. 
Dcceiii/iei  and  Jutiiinn  sales  in  its  history  last  year.  Sale 

alter  sale  has  been  traced  to  the  program.  Littman  finds 

tv  an  ideal  medium  because  "it  shows  the  customer  ex- 

actly what  she  will  get."  Cost,  $156  plus  talent. 
WOKY-TV,  Milwaukee,  Wise.      PROGRAM:  Fur  Goodness  Sakes 



WSAZ-TV  by  3  to  "I 
in  Hooper  Night-time  Average 

Average  74%  share  of  the  HUNTINGTON-CHARLESTON  television 
audience,  Sunday  through  Saturday,  6:00  PM-12:00  Midnight,  ac- 

cording to  measurement  by  C.  E.  HOOPER,  INC.  ,  October  1954. 

HOOPER  TELEVISION  AUDIENCE  INDEX 
SHARE  OF  TELEVISION  AUDIENCE  OCTOBER  1954 

TIME TV  SETS 

IN  USE WSAZ-TV 

STATION 

B 

STATION 

C 

MON.  THRU  FRI. 
7:00  A.M.-12:00  Noon 

17 
71 

50* 

-- MON.  THRU  FRI. 

12:00  Noon-5:00  P.M. 
17 

53 
47 

-- SUNDAY 
12:00  Noon-6:00  P.M. 

37 78 
22 -- SATURDAY 

7.00  A.M.-6:00  P.M. 
21 

70'
 

30* 

-- 

MON.  THRU  FRI.  EVE. 

5:00  P.M.-6:30  P.M. 
33 73 

27 

1* 

SUN.-SAT.  EVE. 
6:30  P.M.-10:30  P.M. 

56 71 27 

2* 

SUN.-SAT.  EVE. 

10:30  P.M.-12:00  Midnight 
22 82 

23* 

1 

6:00  P.M.-12-.00  Midnight Share  of  TV  Audience 
TIME      ̂ f 

TV  SETS 
IN  USE WSAZ-TV 

STATION 
B 

STATION 

C 

SUNDAY 47 67 

33* 

2* 

MONDAY 45 73 

28* 

1* 

TUESDAY 44 
75 

23* 

2* 

WEDNESDAY 
46 

76 

25* 

1* 

THURSDAY 
46 

80 

19* 

1* 

FRIDAY 47 74 
26 

1* 

SATURDAY 
47 

70 
28 

2* 

SUN.  THRU  SAT. 
46 74 

26* 

1* 

"Share  of  Television  Audience"  repre- 

sents the  proportion  of  the  lotal  televi- 
sion audience  looking  at  a  particular 

station.  Base  for  "TV  Sets-in-Use"  is  total 
TV-owning  homes. 

o 
^i 

^i 

*The  above  measurements  are  ad- 

justed to  compensate  for  the  fact 
that  the  noted  Television  Stations 

were  not  broadcasting  all  hours  dur- 

ing  day-part. 

*^ 

^ 

Huntington-Charleston, 
West  Virginia 

CHANNEL  THREE 

1253'  Antenna  Height 

Basic  NBC  Network 

Also  affiliated  with  Radio  Stations  WSAZ,  Huntington 

WGKV,  Charleston 

Lawrence    H.    Rogers,   Vice   President   and 

General  Manager,  WSAZ,  Inc. 

Represented  nationally  by 

WSAZ 
T     E     L     E     V S      I      O      N 

KATZ 
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Sell  the  Nation's 
14th   Largest  Market! 

.  .  .  use  WGR's 
Salesmen   of  the   Air 

MUSICAL    CLOCK 
Starring  John  Lascelles 

6:30   -   9:15    AM    -    Mon.    thro    Sat. 

Buffalo's    oldest    service-type     wake-up 
program     Music,    time,    weather. 

Helen   Neville   Show 
2:10  -  2:30   PM   Mon.   -   Fri. 

Hints   and    News   for    women    from 

Buffalo's  outstanding  homemaker's 
counselor.  Live  audience. 

PLUS 

Outstanding  5  and  10  minute 

News  and  Weather  Spots 

Buffalo's  FIRST    RADIO  Station 

Hotel   Lafayette  V 
Buffalo,  N.  V. 

NBC   Basic   Affiliate 

Representatives: 

FREE   AND   PETERS 

i  Continued  from  page  24  i 

munities  in  metropolitan  center.-,  and  with  Negro  communi- 
ties through  the  deep  South.  In  recent  months,  however, 

these  tunes,  too  (very  substantially  sapolioed)  have  swung 
over  into  the  broadest  kind  of  popular  acceptance. 

Here,  too,  the  songs  originated  as  hits  on  small  r-&-b  rec- 
ord labels,  performed  for  the  most  part  by  Negro  artists  and 

groups.  And  here,  too,  these  tunes  are  being  covered  at  an 

accelerated  pace  by  the  nation's  leading  singers  on  major 
record  labels.  Perry  Como's  current  hit,  for  example,  is 
"KoKoMo,"  a  song  of  this  genre,  started  in  the  manner  out- 

lined. Teresa  Brewer's  newest  hit  "Pledging  My  Love"  was 
originally  sent  on  its  way  to  hitdom  by  a  young  Negro  named 

Johnny  Ace,  who  killed  himself  playing  Russian  Roulette 

just  before  his  record  was  released.  The  McGuire  Sisters' 
newest  hit   is   another   r-&-b   song.    "It   May   Sound    Silly." 

The  authenticity  of  these  trends  cannot  be  seriously  ques- 
tioned, for  records  offer  as  accurate  and  rapid  a  barometer 

to  public  tastes  in  entertainment  as  anything  vet  devised. 

A  new  type  of  song,  a  new  type  of  performance  hits  the  mar- 
ket, and  if  a  million  people  go  out  and  lay  98c  on  a  counter 

for  a  copy,  that's  irrefutable  evidence.  When  those  people 
continue  to  buy  one.  then  two.  then  10.  then  a  score  of  records 

of  a  certain  type,  lad,  you've  got  a  trend. 
To  sponsors  and  their  advertising  agencies  ever  on  the 

prowl  for  talent  and  shows  with  fresh,  new,  dynamic  audi- 
ence appeal  a  careful  study  and  proper  harnessing  of  these 

trends  may  have  great  value.  I  hasten  to  point  out  that  it  i> 

my  opinion  that  the  twangiest  of  the  hillbillies  and  the  mosl 

ill-constructed  of  their  songs  will  never  hold  attraction  for 
any  substantial  portion  of  the  urban  audience.  Similarly,  1 

do  not  believe  that  the  most  raucous  of  the  r-&-b  performers 

or  the  least  disciplined  of  their  songs  can  ever  hold  a  con- 
tinuing grip  on  big  city  listeners  or  viewers. 

I  do  believe,  however,  that  out  ot  both  these  field-  will 

come  performers  who  develop  their  talent-  along  the  same 

lino  a-  the  most  successful  of  the  songs  arc  gradually  devel- 
oped. Which  is  to  say  that  these  performers  will  work  in  a 

style  which  carries  a  message  in  the  hearts  of  the  countr) 

folk  vet  with  ju-i  enough  refinement  t<>  reach  and  hold  the 

universal  audience.  Pel  hap-  the  Red  Foley  -how  on  the 
ABC  TV  network  will  move  in  this  direction,  or  the  NBC  T\ 

Tennessee  Ernie  daytime  strip,  or  the  new  Eddy  trnold  t\ 
film  series,  or  the  CBS  Radio   Hahcdia  Jackson  show. 

\nd  I'm  equally  convinced  that  the  sponsor  who  latches 

on  to  them  will  achieve  a  most  important  selling  job.    *  *  * 
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WKRC-TV 
316,000  watts 

on  Channel  12 

CINCINNATI,  OHIO 

WTVN-TV 
100,000  watts 

on  Channel  6        columbus,  ohio 

Don  Chapin 
Mgr.  New  York  Office, 

550  Fifth  Avenue 

Ken  Church 
National  Sales  Manager 

REPRESENTED  BY  THE  KATZ  AGENCY 
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So  There  You  Are 

And  there  he  is,  right  where  he  belongs,  in  the  TOP  TEN 

and  getting  bigger  every  week. 

The  George  Gobel  Show  on  the  evening  of  January  8  u  as 

seen  in  13,]84,()()0  homes,  according  to  the  latest  Nielsen 

Reports. 

Yon  can't  very  well  call  liim  Lonesome  George,  either  — 

he's  surrounded  by  friends  from  NBG.  ()!  the  ten  evening 

programs  that  drew  the  greatest  audiences,  NBC  lias 

six  — twice  as  many  as  the  second  network.  One  of  them 

was  the  Max  Liebman  Spectacular  "Good  Times,"  which 
reached  12,596,000  homes  to  maintain  the  consistent 

Top  Ten  ratings  that  the  NBC  90-minute  color  shows 

are  achieving. 

And  the  highest  rated  show  of  all  during  the  two  week 

period  was  an  NBC  Special  Event  —  the  Rose  Bowl 

Game.  This  New  Year's  Day  feature  won  a  rating  of  55.5 

and  was  seen  in  17,072,000  homes  — the  largest  audi- 

ence ever  to  witness  a  sports  event. 

In  the  daytime  the  pattern  was  the  same  .  .  .  impressive 

new  achievements  by  NBC  shows.  Pinky  Lee's  latest  rat- 
ing is  15.6,  highest  in  its  history;  World  of  Mr.  Sweeney 

scored  11.3,  in  its  first  Nielsen  rating;  Modern  Romances 

reached  10.9,  another  peak  mark.  In  all,  6  NBC  daytime 

programs  vaulted  to  new  highs. 

And  "Tonight"  wrapped  up  each  broadcast  day  by 
delivering  advertisers  an  average  of  more  than  a  million 

homes  for  each  half-hour  segment. 

So  There  You  Are! 

Exciting  Things  Are  Happening  On 

Television 
a  service  of 

NBC   Showi  in  the  Top  Ten 

Groucho  Marx -You  Bet  Your  Life  14,262,000  homes 

The  Buick-Berle  Show  13,2-18,000  homes 

Dragnet  !  5,188,000  homes 

The  Ceorge  Gobel  Show  13,184,000  homes 
1955  Variety  Show  13,165,000  homes 

Max  Liebman  Presents  "Good  Times"  12.5l)(S,0(K)  homes 

An  NBC  Special 

Rosebowl  Game      17,072   1  homes 

Source:  Nielsen  /imi  January  r<  /><t,' 
All  data  vt  rifted  by  A.  <     Vii  Isen  Co. 



TALENT  LAZY 

{Continued  from  page  35) 

selling  * >i i  television  is  the  so-called 
star  of  tlic  show .  When  Groucho  Marx 

tells  his  viewers  to  say,  "Groucho  sen! 

me"  the)  say,  "Groucho  sent  me"  in 
thousand-  of  car  dealerships  through- 

out tin'  country.  Ed  Sullivan  is  an- 
other obvious  example  "I  big-name 

selling. 

Robert  Q.  Lewis  has  mam  >|muim>i- 
and  he  take-  them  all  seriously.  I  have 
never  met  a  man  (if  this  calibre  who 

works  so  hard  preparing  lor.  and  per- 

forming in.  commercials  with  the  one 
purpose  of  doing  a  good  job  for  the 

advertisers  who  pa\  hi-  way.  He  is 

not  only  a  top  performer,  hut  a  crea- 
tive advertising  thinker.  Same  iiocs  foi 

Garr\  Moore.  This  kind  of  coopera- 

tion pa)  -  off  all  around. 
Art  Linkletter  is  another  who  will 

go  out  of  his  way  to  do  the  best  job 
|ios-il>le  foi  hi-  clients.  I  have  seen 

him  willingl)  make  test  kinescopes  to 
tr\  out  new  cop)  ideas,  and  idler  his 

own  suggestions  for  improvements. 

He 's  a  solid  enough  name  to  survive 

without  being  such  a  nice  guy,  but  he's 

also  a  smart  businessman. 

Adolph  Menjou  and  Douglas  Fair- 
bank-  have  made  the  products  they 

sell  genuinel)  appealing.  Dave  Garro- 
way,  Steve  \llcn  and  Jack  Paar  do  a 
wholesale  job  on  many  advertisers  and 
somehow  manage  to  get  a  little  of 
themseb  es   into  evei )    pilch. 

The  list  is  long  and  it's  getting 
longer — stars  of  the  show  whose  au- 

thority and  stature  are  called  upon  to 
do  an  honest  and  effective  selling  job. 

One  caution:  Getting  the  star  of 

your  show  simpl)  to  sa\  nice  things 
about     your     product     may     not     be 

f.     \i-tr  sttttions  on  air 

CITY  4  STATE 
CALL 

LETTERS 
I  CHANNEL! 

NO. 
ON-AIR 
DATE 

:ERP  (lew)* 
Visual 

Antenna 

(ft)  — 

NET 

AFFILIATION 

STNS. 

ON   AIR 

SETS  IN 
MARKETt 

1 000 1 
PERMITEE.    MANAGER.    REP 

DOTHAN,  Ala. 

FAIRBANKS,  Alaska 

FAIRBANKS,  Alaska 

WTVY  9 

KFAR-TV  2 

KTVF  11 

27  Feb. 3  550 

1  Mar.3                  15           -70'        ABC,    CBS     KTVF 

1  Mar.  11  -51 5          KFAR-TV 

NFA 

NFA 

NFA 

Ala-Fla-Ga    Tv    Inc.      Rep:    Clarke    Br«*< 

Co.     (Southeast)- Charles   Woods,    pres. 

J.    T.    Thrower,   v.p. 
Mel    Wheeler,   gen.   mgr. 

Milt   R.   de    Reyna   Jr..   asst.   mgr. 

Midnight   Sun    Bcstg.    Co.     Rep:    Weed   T 
Mrs.    Robert    Klnsey,   pres. 
Alvin    0.    Bramstedt.    gen.    mgr. 

Northern    Tv    Inc. 
A.  G.     Herbert,     pres. 
J.    M.    Walden.  v.p. 

B.  J.    Gottstein.   tres. 

If.    JVeu?  construction  permits* 

CITY  t  8TATE CALL 
LETTERS 

CHANNEL 
NO. 

DATE  OF 
GRANT 

TARGET    DATE      ERP  <kw»" 
Visual 

i  Antenna 

(ft)'" 

STATIONS 
ON  AIR 

SETS  IN 

MARKETt 
1 000 1 

PERMITEE.     MANAGER,     RADIO     REP' 

MAYAGUEZ,  P.  R. 

SAVANNAH,   Go. 

WORA-TV  5  27  Jan. 

WSAV-TV  3  26  Jan. 

Unknown 

Unknown 

IV 

30 

1,990 
NFA 

370      WTOC-TV        56  vhf 

Radio  Americas  Corp.     Radio  rep:   Melcriot 

&    Guzman Air. do    R     de   Arellano   Jr..    pres. 

Reinaldo   M.    Dupont.   asst.   mgr. -com.   mar. 

WSAV    Ine.     Radio  rep:   Blair 
Harbcn    Daniel,    pres.   4    gen.   mgr. 
Catherine   M.    Daniel,   v.p. 
Donald    K.    Jones,   v.p.-eom.   mgr. 

Meredith   E.  Thompson,  see -tres. -ehief  en. 

Iff.     \<-ir    applications 

CITY    1>    STATE CHANNEL NO. DATE 
FILED 

ERP   (lew)" 

Visual 
Antenna 

(ft)'" 

ESTIMATED  ESTIMATED 

COST  1ST    YEAR 
OP.     EXPENSE 

TV    STATIONS 
IN     MARKET 

APPLICANT.    AM    AFFILIATE 

GOODLAND,    Kan. 

10 
3  Feb. 

205  kw 
580 $286,750         $130,270 Goodland     Bcstg.    Co.      Station     KWGB 

James    E.    Blair.    Sole    owner 

BOX  SCORE 
/    S    stations  on  air 

Mm  I.  ets   i  in  1 1  nl 
tint         Post-Jreezt    commercial  c.p.'s 
liliT  Gran lirs    nn    uir 

r*ttlV         I  .S.  a  sets  i  I  Jan.  '55)  33,816,000! 

It22  I  .N.  a  /minis  (]  Jan.  '55)  ««"o§ 

iro  those  which    -  ■  urred  I 
;:]   .Ian    ud         '  on   which   Information   coul  itlorus 
considered  to  be  on  the  air  when  commercial  operation  nlnru.  ••  Effective  radiated  power.  Aural 

aower  usually  l>  one-half  the  visual  power.  '"Antenna  height  ahore  average  terrain  (not 
above  around),  tlnformatlon  on  the  number  of  letj  In  markets  where  not  designated  u  being 
from  NBC  Research,  oomlita  of  estimates  from  the  itatlona  or  repi  and  muit  be  deemed  approil 
■  at*.  IDaU  from  NBC  Beieareh  and  Planning.  Percentage!  baaed  on  home«  with  aett  and 
heroes  In  tv  coverage  areai   are  conaldered  approximately,     fin  moat  cases,   the   representative  of  a 

radio  nation  which  Is  granted  a  c.p.  alto  represents  the  new  w  operation.  Since  at  preeetbn* 
It  la  generally  too  early  to  confirm  tv  representatives  of  most  grantees,  SPONSOR  lists  Uis 

-at™  of  the  radio  stations  In  this  column  (when  a  radio  station  has  been  given  the  tv  graotl. 

N'FA :    No   figures    available   ax    presstlme   on    sets    In    market. 

'This  number  Includes  grants  to  permlteei  who  have  since  surrendered  their  c.p.'s  or  who  beta 

had  them   folded  by  FCC.     'Sold   In  combination  with   WBAJL-TV,    I'cnsacola.  Fla..   and  WJDM] 
t\     Panama   Cll       I  I  Pi       pi  wen     n     tli        Fel       Call    li  lU  n    rormi  rl:      hi'ir. 
1G8  fl     al  ■  '    ind        18     fl      ibi  n     |   nd 
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WBRE-TVs  Powerful  Influence 

Now  First  Million  Watt 
Station  in   the   Nation! 

Serving  2,000,000  Population! 

Verified  Set  Count  225,000!  With  a  ful1  schedule  of  nbc  shows . . .  out- 
standing local  shows  . . .  news  and  sports 

Stop  . . .  and    consider    that    now    you    can  coverage  of  local,  regional  and  national  in- 

cover  the  entire  Northeastern  area  of  Penn*  terest,  WBRE-TV  is  the  "basic  station  buy" 
sylvania  with  the  Nation's  most  Powerful  in  this  thickly  populated  industrial-agricul- 
Station  . . .  WBRE-TV  ! ! !  tural  market. 

"TV  Ch.  28    Wilkes-Barre,  Pa 
jm±    ̂ a^    ̂ t^  National  Representative 

AN    Q)  (=)  Q    BASIC    BUY!  The  Headley-Reed  Co 



enough.  Or.  a>  one  research  organiza- 

tion puts  it.  "Unless  personalities  can 
and  will  handle  the  commercial  prop- 

erly, it  can  be  a  negative  rather  than 

a  positive  influence."  Meaning  that \Miir  famous  salesman  should  sell  the 

same  copy  line  a  straight  announcer 

would  follow.  Capture  the  star-  st\le 

and  personality  in  copy,  yes-  but,  if 
possible,  he  should  demonstrate  the 

product.  He  should  offer  the  same 
proof  of  its  superiorit)  as  that  offered 
in  other  media.  His  presence  in  the 
commercial  is  no  substitute  for  the  all- 

important  campaign  plan,  but  definite- 

ly a  healthy  boost  for  the  cause.  The 

one  or  two  famous  names  who  still  in- 

sist on  spitting  at  what  "the  agency 
boys  sent  over"  should  soon  awaken 
to  the  fact  that  their  admitted  success 

with  this  unusual  twist  on  selling  has 
been  marred  recently  by  competition. 

If  Groucho  can  go  on  location  for 

the  purpose  of  making  commercials, 
if  Linkletter  can  stay  after  hours  to 
make  sample  kines.  then  you  are  not 
asking  too  much  of  your  star  when 

you  urge  him  to  put  his  name  and  his 

force  behind  established  selling  meth- 

ods.    No  tv  personality  is  more  impor- 

IT'S  "WINDY"  IN  CHICAGO,  TOO! 
1  es.  Windy's  just  as  welcome  as  could  he  on  Michigan 

Vvenue!  Ami  this  popularity  is  his  just  due — because  as 
\\  i\i>y  says.  "Time  buyers  from  far  and  near,  now  know — 
KTVH  is  the  advertiser's  delight." 

Let  successful  folks  lead  the  way  and  KTVH  will  reach 
more  people  per  TV  dollar — for  you! 

COVERS    CENTRAL    KAISSAS 

VHF 

240,000 
WATTS 

KTVH 
HUTCHINSON 

CBS     BASIC  -  DUMONT 
Represented  Nationally  by  H-R  Represcnlofivcj,  Inc. 

CHANNEL 

12 
KTVH,  pioneer  Btation  in  rich  Central  Kansas,  serves  more  than  1  I  important 
communities  besides  Wichita.  Main  office  ami  studios  in  Hutchinson;  office 

and  studio  in  Wichita  'Hotel  Lassen).  Howard  0.  Peterson,  General  Manager. 

tant  to  you  than  your  product,  and  if 
it  cannot  be  sold  properly  by  the  star, 
then  it  should  he  sold  properly  by  a 

man  or  woman  hired  for  the  purpose. 

Talent  selection  for  television  com- 

mercials requires  a  rare  combination 
of  skills,  and  I  admire  those  with  the 

knack.  For  these  are  the  questions 

which  concern  them:  Will  the  an- 
nouncer be  accepted  by  the  greatest 

number  of  viewers?  Will  he  (or  shel 

seem  at  home  with  the  product?  Will 
this  person,  without  distracting  by  an 

overly-nice  personal  manner,  demon- 
strate and  register  properly  the  main 

selling  points  of  the  product? 

Here  are  a  few  suggestions  if  you're starting  from  scratch  to  search  for 
male  or  female  talent  for  use  in  more 

than  just  an  occasional  spot. 

!•  Look  for  a  type  who  is  personal- 

ly likeable,  even  when  he  is  not  per- 
forming. Pick  him  like  you  were 

picking  a  son-in-law  —  and  this  time 
you  have  something  to  sav  about  it. 

2.  Beware  of  the  smoothie.  He  is 

conning  only   himself. 
3.  Be  sure  the  candidate  has  suffi- 

cient experience  to  insure  vou  against 
a  nervous  freeze-up. 

4.  Match  his  age  bracket  to  the  age 

appeal  of  your  product. 
5.  Look  for  a  type  who  can  memor- 

ize speedily  and  whose  eyesight  is  ade- 
quate to  read  a  cue  card  in  case  of 

last-minute  changes. 

(Am  weeklj  on-camera  announcer 
who  has  to  rel)  completely  on  prompt- 

ing devices  for  a  one-minute  commer- 
cial is  just  plain  la/.y.» 

6-  Self-confidence  is  second  in  im- 

portance onl\  to  humility .  No  an- 
nouncer should  talk  down  to  a  camera 

or  it's  bound   to  up-end   him. 
7.  Encourage  suggestions  on  the 

part  of  the  talent  as  regards  the  com- 
mercial copj  bul  not  to  the  extent 

where  a  seiiniis  issue  ma)  delay  a 

rehearsal.  The  copywriter  working 

with  the  talent  a  da\  or  two  ahead  is 

the  best  arrangement.  The  better  the) 

get  to  know  one  another,  the  less  fre- 
quent  these  meetings  will  have  to  be. 

8.  Beware  of  talent  who  t ry  to  di- 
rect their  own  rehearsals.  The  corn- 

menial  director  is  constantly  working 

againsl  time  and  cannol  be  bothered 
1>\   prima  donnas. 

9.  Be  certain  this  person  is  thor- 
oughly familiar  with  \our  product.  By 

exposing  him  to  the  full  story  you'll find  it  eas)  to  lest  his  enthusiasm  for 
wh al  he  i-  aboul  to  sell.  And  complete 

familiarity   on  his  part   helps  him  un- 
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Let's  see   who's 

DOMINANT 

in th ORTLAND  — 
M 

AINE  — 
M ARKET 

During  the  7-day  period  November  15-21,  1954  PL  LSE  measured  the  telex  i~i<>n  audien<  e  in  the  14- 

county  (*)  service  area  of  WCSH-TV,  producing  comparative  ratings  as  shown  on  the  graph  be- 
low.   Hours  indicated  are  within  period  when  all  Lhree  vhf  stations  in  the  area  were  telecasting. 

IN  ADDITION: 

10   of    the    top    15    once-a-week 

shows  are  on  WCSH-TV 

****** 

8  of  the  top  10  multi-weekly  shows 

are  on  WCSH-TV 

NBC— DUMONT 

Affiliate 

^CSHty 
CHANNEL  6 

PORTLAND 

"PULSE 

RATING 354 

54- 

STATION 

•'*.►, 

4     4»      5      5*°     6     6S°,    7     7S°     ft     83°     9     9*°     IO  l05°     II     ,|3°     12 
TIME    (P.M  -  MON  -  FRJ.) 

(*)    Maine  counties:   Androscoggin,  Cumberland. 

Franklin.  Kennebec,  Knox.  Lincoln,  Oxford.  Sagadahoc,  York. 

New  Hampshire  counties:  Belknap,  Carroll,  Coos,  Strafford. 

WEED— TELEVISION 
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derstand  his  cop)  do  a  letter  job. 

10.  Don'l  - k  i  n  i  ( ■  on  rehearsal  time. 
11-  When  you  know  in  your  heart 

\ou  have  found  your  announcer,  pro- 
mote him  (or  her)  throughout  youi 

organization.  Consider  arranging  \\\> 

appearance  at  sales  meetings,  conven- 
tions, and  other  gatherings. 

But  should  you  start  from  scratch 

l'\  searching  the  unknowns?  That  i> 
a  question  onl)  you  can  answer.  If 

you  have  a  star  of  the  show,  hi-  co- 
operation, a>  we  mentioned,  can  be 

invaluable.    If  vou  have  a  hunch  one 

ol  television's  present  well-known  an- nouncers would  be  ideal,  his  other 
commitments  rule  him  out. 

If.  on  the  other  hand,  you  feel  that 
a  new  face  is  desirable  —  one  that 
would  be  exclusive!)  yours  as  tv 

spokesman  for  your  company  and 

your  products — this  plan.  too.  can  be 
rewarding.  You  can  even  allow  your- 
sell  two  or  three  wrong  guesses  until 

you  hit  the  person  that,  to  you.  has 
evei  \  thing. 

And  you'll  know  it.  the  moment  it 

happens.  "*  *  * 

For  thQ  Long  Haul 
or  thQ  Short  Haul 

Usq  WIBW-TV 
No  matter  how  you  use  television,  WIBW-TV 

delivers  your  sales  message  to  1 35,364  TV  homes 

in  44  counties  in  3  states. 

And  what  a  market!  (The  construction  of  trans- 

portation equipment  alone  puts  more  than  S36 

million  into  the  pockets  of  our  viewers)  .  .  .  and 

that's  only  2.7%  of  total  income  in  WIBW-TV 
Land. 

Put  in  your  reservation  for  space  on  this  non-stop 

express  to  big  buying-power.  Get  aboard  To- 

pekas  only  TV  station— WIBW-TV. 

The  Kani»«  View  ft)int 

CBS—  DUM0NT— ABC 
Interconnected 

Ben   Ludy,  Ccn.   Mgr. 

WIBW  &  WIBW-TV   in 

TOPEKA,  KANSAS 
KCKN    in    Kansas   City 

COKE'S  NEW  LOOK 
(Continued  from  page  41) 

mosphere,  color,  <  uteness.  all  were  as 
important  as  the  literal  message  itself: 
here  was  a  singing  commercial  which 
in  itself  was  entertainment.  It  is  not 

onl}  a  question  of  raising  the  whole 
level  of  >in£jing  commercials  through 
such  treatment,  but  of  actually  produc- 

ing a  better  sales  instrument. 

In  Coca-Cola's  case.  Carpenter  >a\-. 
such  a  sophisticated  approach  becomes 
even  more  than  normalK  attractive  be- 

cause of  the  simple  fact  that  there  is 

little  that  can  be  said  about  the  prod- 

uct that  people  don't  already  know. 
Essentially,  therefore,  the  ad  job  toda\ 
"is  to  re-establish  in  modern  times  the 

identity  of  a  unique  product  and  a 

soft  drink  leader." Although  Tom  Carpenter  wrote  the 
Uric  he  went  outside  the  agency  for 

the  music.  Composer  was  Ben  Lud- 
low, who  was  given  time  to  assimilate 

Coca-Cola  ad  thinking.  Carpenter 

stresses  that  such  an  educational  proc- 
ess is  essential  if  a  singing  commercial 

composer  is  to  achieve  something  bet- 
ter than  average.  It  is  not  enough,  he 

i>  convinced,  for  an  agency  to  hand  a 

l>ric  to  a  jingle-smith  and  tell  him  to 
(  ome  up  with  a  tune.  Only  by  study- 

ing the  ad  approach  very  carefulK. 
can  a  composer  successfully  achieve 
through  the  character  of  his  music 

what  the  agency   is  after  ad-wise. 
Basic  in  this  thinking  is  the  belief 

that  the  music  as  such  can  have  an  ad- 

vertising impact.  b\  providing  the 

product  with  a  series  of  pleasant  emo- 
tional associations.  Tune,  tempo,  ar- 

rangement and  final  production  all 
must  be  in  keeping  with  the  spirit  of 
the  whole  ad  campaign. 

\nintuuil   tv   version:    The  musical 

commercial  will  serve  as  an  integrat- 
ing instrument  for  the  two  air  media. 

For  tv,  animation  has  been  decided 

upon  as  the  visual  technique  accom- 

panying the  song.  Carpenter  cites  the 
following    reasons: 

•  It  proved  to  be  difficult  to  firing 

out  the  "spirit"  of  the  product  through live  action. 

•  Animation  turned  out  to  be  the 

onl)  practical  way  to  achieve  fast  mo- 
tion, rapid  change  of  scene,  symbol' 

ism. 
Two  one-minute  spots  are  now  in 

production,  are  expected  to  be  readv 
for    showin"    this    month.     But    more 
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(You  know  Bosco 

dropped  into 

on  Chuckwagon  Tales 

upped 

retail  food  chain  sales 

198%! 

Bosco 

that  good  fortifier  chocolate) 

really 

the  mouths  of  moppets 

in  Indianapolis  in  '54 

Two  announcements  a  week 

(our  early  eve.  film  series) 

198% 

that's 

WFBM-TV    •   INDIANAPOLIS    •    National  Representative:  The  Katz  Agency 

Affiliated  with 

WFBM-Radio,    WEOA    Evansville,    WFDF     Flint. 
WOOD  AM  &  TV  Grand  Rapids. 

21   FEBRUARY  1955 77 



will  probaW)  be  developed  as  the  yeai 

progresses. 
\  Coca-<  !ola  figure  ol  past  years  ties 

tin-  various  elements  together,  the  lit- 
tle sprite  with  the  bottle-cap  hat.  He 

i-  used  as  the  magic  element  to  change 

scene,  bring  forth  objects,  and  the 
like.  In  himsell  lie  serves  as  a  symbol 

of  Coke,  ut  "eternal  youth"  and 
brightness.  Furthermore,  he  is  a  vis- 

ual device  which  is  exclusivelj  Coca- 

Cola's. 
From  the  time  the  campaign  was  ap- 

proved  last  \ugust,  two  months 

elapsed  before  the  radio  jingle  was  re- 

corded: another  three  months  will 

have  gone  bv  before  the  film  version 
is  done.  Animation  is  l>\  Nat  Fleisch- 

er through  Revue  Prod. 
Music  tradition:  ]t  is  this  emphasis 

on  finding  ways  and  mean-  which  are 

appropriate  vehicles  for  Coke  advertis- 
ing that  has  long  channeled  the  coni- 

pany's  air  advertising  into  musical 
shows.  sa\s  the  man  in  charge  of 

Coca-Cola's  tv-radio  advertising.  Rob- 
ert Kesner.  who  is  located  in  the 

broadcasting  center,  New  York.  On 
radio  Kesner  reminds  you,  his  com- 

pany   was   long   associated   with   music 

^33 TH 

IN 
SUPERMARKET 

SALES 

36 

37 

1 
39 

40 

MEMPHIS 

SAN  ANTONIO 

>  PHOENIX 

JACKSONVILLE 

OMAHA 

Millions 

$57.6/ 

$55.5 

$54.8 

SRD  Consumer  Markets  '54 

SUPERMARKET  SALES 
Local  Supermarket  sales  —  increasing  every 

year  —  show  that  Phoenix  families  eat  well 
and  live  well.  There  is  a  growing  demand 

for  luxury  items,  as  well  as  for  basic-need 
groceries  and  allied  merchandise  handled 

in  Phoenix  supermarkets.  This  area's  mush- 
rooming population  makes  it  a  receptive 

market  for  your  product. 

Tell  YOUR  sales-story  the  result-getting 

way,  over  KPHO  and  KPHO-TV-dominant 
first  choices  of  advertisers  who  seek  a 

"family"  market! 

NOW 

SOLD 
reached  most  effectively  through 

KPHOTV  »><•  KPHO Channel  5  •  CBS  Basic 

First  in  Arizona  since  '49 

Dial  910  •  ABC  Basic 
Hi  Fidelity  Voice  of  Arizona 

AFFILIATED  WITH  BETTER  HOMES  and  GARDENS     •      REPRESENTED  BY  KATZ 

programs,  sponsoring  l'erc\  Faith.  An- dre Kostelanetz,  Morton  Downey.  Spot- 

light Hands  and  similar  shows.  Mu- 

sic, the  company  believes,  has  a  broad 

appeal,  is  pleasing  b\  nature,  and  does 
not  arouse  violent  dislikes.  It  is.  in 
other  words,  a  suitable  environment 

for  the  product. 
Since  Mav  1953  this  environment 

has  been  the  Eddie  Fisher  show.  Coke 

Time,  on  t\  and  radio.  It  is  carried 

live  on  99  NBC  TV  stations.  Wednes- 

dav  and  Friday.  7:30-45  p.m..  repre- 

sents  an  $80,000  weekly  time-and-tal- 
ent  outla\.  The  \oung  singer  was  se- 

lected by  the  company  while  still  in 

uniform.  He  represented  a  fresh,  prom- 

ising talent,  the  kind  Coca-Cola  was 
seeking  for  a  long  ride  on  tv.  It  was  a 
year  after  the  last  Edgar  Bergen  radio 
show  for  Coke  that  Eddie  Fisher  be- 

came available,  but  the  company  was 

willing  to  be  out  of  network  radio  or 
tv  for  that  length  of  time  in  order  to 
be  able  to  come  back  with  the  star  it 
wanted. 

By  July  1953,  after  only  two  months' tv  exposure,  the  show  hit  its  Nielsen 

rating  average  of  2(1.  which  is  par  for 
the  multi-weekly,  early  evening  musi- 

cal. Competition  is  fairly  keen,  espe- 
cially  from  Disneyland  on  Wednesday. 

B\  presstime  Nielsen  figures  for 

Wednesday  were  not  yel  available;  av- 
erage weekl)  rating  for  the  first  half 

of  Januar)    was  20.1. 
\\  here  some  advertisers  might  have 

little  patience  with  a  20-rated  show. 
Coca-Cola  regards  it  as  in  line  with 

expectations,  according  to  Frank  Ott. 

business  manager  of  D'Arcy's  radio-tv 
department.  A  very  low  cost-per-1. (><•(). 
he  explains,  is  not  a  basic  require- 

ment: in  fact,  the  company  assumes 
that  this  is  unlikeb  with  a  music  show. 

More  important  is  the  nature  of  the 

vehicle:  "The  framework  is  more  im- 
portant  than  standing  on  a  bus)  street 

waving  a  big  sign." For  the  most   pari  commercials  are 
delhered    live.     Reasons:     I  I  i     case    of 

integration,  which  the  compan)  be- 
I  i  »\  <  ~  in  as  a  pleasant,  inoffensive 
method  ol  getting  into  a  pitch:  (2) 

increased    planning    opportunity. 

Eddie  Fisher's  popularity  is  still  on 
the  rise,  and  Coca-Cola  finds  mam  in- 

dications that  he  is  "one  of  the  hottest 

talent-  around  today."  He  pulls  about 

5,000  fan  letters  per  week  and  is  idol- 

ized b)  more  than  1,000  'teenage  fan clubs.  Bottlers  frequently  request  per- 

sonal appearances,  but  compan)  pol- 
i  Please  turn  to  page  90  I 
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Is  This 

COVERAGE"? 

KOLN-TV 
GIVES  YOU 

UNDUPLICATED 

COVERAGE 

IN  MOST  OF 

NEBRASKA! 

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 

ou  re  half  naked  in  Nebraska  coverage  if  you 

don't  reach  Lincoln-Land —  42  double-cream  counties 
of  Central  Nebraska  and  Northern  Kansas  — - 

642,250  people  with  a  buying  income  of  $900,000,000. 

KOLN-TV  reaches  over  125,000  families  unduplicated 

by  any  other  station! 

The  KOLN-TV  tower  is  75  miles  from  Omaha! 
Tbis  Lincoln-Land  location  is  farther  removed   from 

the  Omaha  market  than  is  Cincinnati  from  Dayton, 
Buffalo  from   Rochester  or  Lancaster  from 

Philadelphia. 

KOLN-TV COVERS  LINCOLN-LAND— NEBRASKA'S  OTHER  BIG  MARKET 

CHANNEL  10     •     316,000  WATTS     •     LINCOLN,  NEBRASKA 

ABC  ̂ ©J  DUM0NT 

c4very-Knoael,  3nc.}  CxcluHve  Jslational  (J\epre tentative* 
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It's  the  same  difference . . . 

■  1 

■ 
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/ 

i  W- 
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■ 

The  difference  that  sets  WCBS-TV 

apart  from  all  other  stations  in 

New  York  is  its  policy  to  devote 

the  same  effort,  ingenuity  and 

production  skill  to  each  of  its 

programs,  whether  in  the  field  of 

entertainment  or  in  the  area  of 

education  and  information. 

It  is  this  "difference"  that  last 

year  won  for  WCBS-TV  the  largest 

average  audiences  in  New  York, 

day  and  night. 

It  is  this  same  "difference"  that  in 

1954  earned  for  WCBS-TV  high 

praise  from  the  critics  and  the 

community  for  the  largest  schedule 

of  public  interest  programs  of  any 

station  in  New  York— plus  a 

George  Foster  Peabody  medal. 

Finally,  it's  this  same  "difference" 

that  last  year  persuaded  advertisers 

to  invest  more  of  their  dollars 

with  WCBS-TV  than  with  any  other 

New  York  television  station. 

This  distinction  can  make  a  big 

difference  in  sales  to  any  advertiser 

who  wants  to  get  the  most  out  of 

television  in  1955. 

WCBS-TV  New  York,  Channel  2 
CBS  OWNED.  Represented  by 

CBS  Television  Spot  Sales. 



INDEPENDENT  WNEB 
THE  ONLY  WORCESTER  STATION  TO 
INCREASE  AUDIENCE  IN  ALL  THREE  TIME 

PERIODS— Mornings,  Afternoons,  Evenings 

Now  more  than  ever,  WNEB  is 

your  best  buy  in  Worcester  — 

with  these  higher  ratings  —  with 

a  huge  out-of-home  audience  — 

with  new  volume  discounts! 

[ft  ewitogs 

id  & tutcW'
 

TIME WNEB Network     Network     Network    Network 
Station  A   Station  B    Station  C  Station  D 

MORNINGS 
Mon.  thru  Fri. 

8:00  a.m. -12  noon 

AFTERNOONS 
Mon.  thru  Fri. 

12  noon-6:00  p.m. 

EVENINGS 

Mon.  thru  Fri. 

6:00  p.m. -8:00  p.m. 

SATURDAYS 

8:00  a.m. -8:00  p.m. 

45.0 33.6 

MORNINGS— WNEB  has  more 

audience — almost  double  the 

audience — of  3  competing  net- 
work stations  combined! 

32.7 

48.6 

10.5 

45.4 
40.9 

4.9 

38.7 
38.2 

5.6 

3.7 

2.8 

3.6  3.7 

11.8  3.3 

10.0 5.5  4.8 

Hooper  Audience  Index 
Nov.-Dec.  1954 

WORCESTER 

MASSACHUSETTS 

Represented  by:  THE  BOLLING  COMPANY,  INC. 
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you're   right 
on  VMM  Pi 

No  need  to  fluff  your  lines.  There's      1|lKj^ 

only  one  CUE  to  follow  when  you 

stage  is  set  in  Akron.  Why,  the 

love  us  in  our  own  home  town  (st 

our  Hooper]  .  J  .  one  CUE  from 

us  ond  they'll  loye  you,  too. 

.  .i„  *  U)  .; um  pro.r.» *  >»  i«_ ,.L.*i.c,",r,,»^ln,r.^^        ?.ft!:r« ^5?  *uQ  I0      p,n' 

I    HI   LtwliBn**'.    BAB, 

LMrflitd:    Alii  , hrittl>Hiittn  ft  Co.:  ABC.  Bun  !-!*• 

ii.il   ScnrlM.    Eliinrlao:    NBC.   M   9:30-10   Dm 
»it    FUfcerlw.    Latm    B.k«:    NBO.    M.    W,    V 6  :*0-(5    pm 

-     ~itj:  'nBC.    U-F"    "  * 

■          KC*B      t-BB 

Wme 

TIM  Emor,  ftntfrnf         J   C_ O   V  .   ■> 

„,E.P..„cC-     N  V-J  1 

********       ^> ^ v^ 

Set  your  sails  for         •**•        ̂ f    .     v. 
NET  SALES     ̂ &£% 

with         Ir 
THE  SOUTHS      |= 

SUPER  SALESMAN 

WE  AS 

with  its 

COMPLETE! 

50,000  WATTS 
of  Pulling   Power 

An   ideal   combination   of 

coverage  &  price 

ASSURES  RESULTS. 
Call  STARS  NATIONAL \.       |    ■        i  Detroit 

I    ..    | ■  ■    ■'    niciseo 

I*      ******** "A  RADIO  IN   EVERY   ROOM* 

\  Evansville,  Indiana 

■r.  yluf i«l  oo  U>U  pro-run. 



SOUTHWEST  VIRGINIAS  PiO+feeA,  RADIO  STATION 

We  Do  It  ALL  The  Time! 

Concentrated  LISTENER  PROMOTION  is  another  powerful 

reason  why  WDB)  delivers  Sales  Results  in  Western  Virginia.  For 

example,  here  is  a  promotion  summary  of  the  last  quarter  of  1954: 

Promotion  announcements   (Min.  or  Stabk.)  _     1,459 

Station-break    trailers  3,125 

Newspaper  ad  lineage  11,206 

Newspaper  publicity  lineage  26,426 

Downtown  window  displays  .  _  9 

Plus  truck  posters  and  "You're  In  The  News"  mailings. 

WDBJ 
AM  -  5000  WATTS  .  960  KC 

FM  .  41,000  WATTS  ■  94.9  MC 

ROANOKE 

CANADA? 
One  radio  station 

covers  40%  of 

Daytime    21    February    1955 
r 

SUNDAY MONDAY 

RADIO   COM  PARAGRAPH   OF  NETWORK  PROGRAMS 

WEDNESDAY  rHUHSDn 

Daytime    21    February    1955 
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Want  Ad 

Once  upon  a  time  there  was  a  Brooks-Brothers  type  promotion 

manager  working  for  a  radio-television  station  in  West  Virginia. 

Late  one  Monday  nighl  in  bed  lie  let  his  copy  <>!'  Sponsor 
fall  as  lie  ran  his  fingers  through  his  brush  cut.    He  had  a 

Big  Thought.  "Eureka,"  he  whispered.  "Every  ad  in  the  book 

got  more  claims  in  it  than  a  uranium  range  in  Utah.    We're 

going  to  play  it  soft." 

"No  claims.'"  asked  his  wife,  a  light  sleeper. 

"No  claims!" 

"What '11  you  say?   How'U  you  get  it  past  Top  Management? 

What '11  the  men  at    Branham  say?" 

"Won't  show  it  to  'cm  until  it's  published." 

And  that's  how  it  happens  that 

West  Virginia's 
Charleston 

Huntington 

Stations,  with  exclusive  CBS 

tv  programming  for  the  4()2..")84  tv  homes  in  its 
coverage  area  (Channels)  (national  reps: 

The  Branham  Company)  (the  only  VHF  station 

which  covers  W.  Va.'s  1st  and  2nd  markets 

with  a  Grade  A  primary  signal)  is 

looking  for  a  new  promotion 

man.    Know  anybody  '. 

21   FEBRUARY  1955 
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COKES  NEW  LOOK 

tinued  from  page   .!!  i 

is  in  it  i"  wear  out  his  welcome,  so 

these  are  infrequent,  limited  to  impor- 
tant occasions. 

For  a  similar  reason,  Fishers  own 

l\  product  pitches  are  kept  to  a  mini- 

mum, perhaps  once  a  month.  A  star'* impact  i>  big,  the  company  feels,  if  his 
commercials  come  infrequently.  I  sed 
loo  often  there  is  a  danger  that  his 

standing  ma\  be  lowered  in  the  ew- 
of  the  audience. 

Fisher's  commen  ials.  when  he  does 
delivei  them,  are  casual,  soft  and  verj 

low  pressure — always  there  seems  to 
be  the  understanding  that  he  is  a  star 

personality,  not  a  product  salesman. 
On  12  January  the  new  sinking  com- 

mercial was  heard  for  the  first  time. 

It  will  become  a  more  or  le-s  regular 
feature.  Viewers  can  expect  to  hear 
main  variations  during  the  a  ear.  the 

verses  changing  to  fit  scene  and  mood 
settings  of  the  individual  shows,  but 

with  this  chorus  remaining  as  leit- 
motif for  all : 

Fifty  million   times   a   day 
It  home,  at  nor/,   or  on  the  way 

There's  nothing   like  a  Coca-Cola 
Nothing  like  a  Coke 

you've  helped  us 
DOMINATE 

our 

Billion  Dollar  Market! 
AREA  SURVEY  BY  PULSE,  INC. 

ALL  of   the  TOP    15 

ONCE-A-WEEK   SHOWS 

RANK      SHOW 

1  Lucy 

2  Glcaon 

3  Toast 

4  Got   Secret 

5  My   Line 

6  Boxing 

7  Strike   Rich 

8  2  For  Money 

9  Dec.     Bride 

10  G.   E.  Theatre 

1  1  Disneyland 

12  T-Men 

13  Pvt.    Secretary 

14  Millie 

1  S  Racket  Squad 

STATION 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

WREX-TV 

RATING 

53.8 

52.5 

52.3 

50.8 

46.0 

45.7 
45.5 

44.5 

44.3 

43.8 

43.1 
43.0 

41.5 

40.0 

40.0 

9  of   10  TOP 

MULTI-WEEKLY   SHOV/S 

RANK     SHOW 

1  Como 

2  Weather-News 
(10:00   P.M.) 

3  Action    (5:30) 

4  CBS    News 

5  Weather-News 

(6:00    P.M.) 

6  Sports   (6:15) 

7  Sports    (10:15) 

8  Talcs  (5:00) 

9  Storm 

10    Howdy    Doody 

WREX-TV  channel 

STATION  RATING 

WREX-TV  30.8 

WREX-TV  27.1 

WREX-TV  26.9 

WREX-TV  26.8 

WREX-TV  26.2 

WREX-TV  25.8 

WREX-TV  23.0 

WREX-TV  22.9 

WREX-TV  15.4 

(Station  B)  15.2 

® 
CBS  .ABC ROCKFORD  •  ILLINOIS 

represented  by  H-R  TELEVISION,  INC. 

This  month  the  show  will  probably 
start  use  of  animated  commercials  now 

being  prepared. 

Kit  Carson  on  co-op  spot  tv:  Com- 

pleting the  Coca-Cola  tv  program  pic- 
ture is  the  film  show  The  Adventures 

of  Kit  Carson,  aimed  at  the  younger 

audience  primarily.  \\  here  Coke  Time 

i-  a  companj  project  throughout,  Kit 
Carson  is  handled  co-operati\el\ .  The 
<  niiipanv  provides  the  show,  but  Glares 
time-and-talent  costs  with  the  bottlers 

on  a  sliding  scale  geared  to  per  capita 

consumption.  The  half-hour  film  is 
i  uried  once  weekl)  b)  72  stations. 
usually  in  the  early  evening.  Average 
\  ideodex  rating  in  67  markets  is  13.6; 
climated  viewers:  7.500.000. 

As  with  the  musical  show,  the  com- 

pany watches  carefully  to  see  that  the 
\\  extern  retains  a  wholesome  character 

that  makes  it  suitable  company  for 

Coke,  particularly  because  so  many 

young  people  are  watching.  No  drink- 
ing is  allowed  on  the  show,  nor  saloon 

interiors.  Dead  bodies  are  taboo,  un- 

less absolutely  unavoidable  and  then 

ma)    be  seen  only  briefly. 

D'Arcy  lias  right  of  script  approval, 
exercised  by  v. p.  Reeve-  Esp)  in  Hol- 

lywood. The  show  is  produced  by  Re- 
vue Prod,  for  Coca-Cola  on  the  Uni- 

versal lot.  packaged  through  MCA  at 

an  approximate  cost  of  $21,000  each. 
In  this  program,  too.  the  company 

tries  for  commercial  integration, 

through  star  Bill  Williams  and  his 
wife  Barbara  Hale,  who  plays  his  girl 
friend.  The  middle  commercial  is  not 

integrated,  but  the  end  spot  features 
\\  illiams  and  his  wife  in  an  education- 

approach — instruction  In  W  illiams  in 
some  Western  skill  such  as  riding  and 

roping  or  in  Western  lore.  The  actual 
product  talk  itself  i>  \er\  brief  and 
casual. 

Bob  Kesner  feels  this  approach  does 
not     offend     or     drive     the     youngsters 

away,  nor  can  it  be  objected  to  1>\ 

parents  since  it  teaches  but  does  not 
exhoi i.    I  he  show  is  in  its  Fourth  j car. 

I'rior  Coca-Cola  t\  experience  wa- 
in holiday  one-shots,  in  Thanksgiving 

Da)  in  1951,  with  Edgar  Bergen  and 
Charlie  McC.arlln.  and  on  Christmas 

Da)  of  1950,  with  the  first  t\  appear- 
ance of  \\  alt   Disnex  . 

Both  I  ddie  Fisher  and  Kit  ( larson 

reflect  Coke's  apparent  focus  on  young 
people.  Fisher  appeals  to  the  teenager 

primarily,  Kit  Carson  gets  them  even 
younger.    I>ut  to  the  youthful  base  is 
added    a    considerable    adult    audience. 

90 SPONSOR 



The  face  in  "Let's  Face  the  Facts" 

this  month  is  that  of  Gordon  E. 

Jacobson,  Omaha  District  Sales 

Manager  for  General  Mills — a  KFAB  ad- 

vertiser for  over  eighteen  years. 

Year  after  year  satisfied  customers  are 

any  advertising  medium's  greatest  suc- 

cess story — and  KFAB  has  lots  of  'em. 

We  invite  you  to  "Face  the  Facts."  KFAB 

boasts  many  long-term,  successful  adver- 

tisers for  only  one  reason — BECAUSE  IT 

DOES  THE  JOB!  Get  all  the  facts  from 

KFAB's  General  Manager  Harry  Burke — 

likewise  Free  &  Peters,  Big  Mike's  reps. 

Special  promotions  this  year  will  com- 

memorate the  Diamond  Jubilee  for 

General  Mills'  Gold  Medal  Flour. 

Jve- 

MMtfrfate 

Big  Mike  is  the  physical  trademark  of  KFAB  —  Nebraska's  most  listened-to-station 



as  audience  studies  have  revealed,  thus 

affording  a  fairl)   broad  age  range. 

Taped  version  of  Fisher  on  radio: 

The  Eddie  Fisher  show  provides  a 

happ)  radio  combination  of  high  au- 
dience and  bottler  popularity  at  negli- 

gible cost.  It  is  heard  on  about  460 
stations.  Vpproximatel)  half  of  these 

lepresenl  coverage  via  MISS,  which 
feeds  the  taped  show  out  of  New  ̂ ork; 

the  remaining  station-  are  purchased 
on  a  spot  basis  h\  the  bottlers  who  are 

serviced  with  transcriptions  for  the 

purpose.  In  either  case,  network  or 
spot,  bottler  and  compan)  split  the 

time  cost.  Coca-Cola  purchases  the  net- 
work station  time  from  MBS  and  is 

reimbursed  proportionately  by  the  bot- 
tler. Bottlers  who  desire  to  do  so.  pur- 

chase time  on  local  stations  not  allili- 
ated    with   MBS. 

Although  recorded  from  the  tv  ve- 
hicle, the  radio  version  is  not  exactly 

the  same.  Only  the  musical  numbers 

are  actually  recorded  as  telecast.  Dia- 
logue hits  are  freshK  written  and  re- 

minded separately  at  another  studio. 
Reasons:  ill  tv  dialogue  is  geared  to 

the  picture,  is  frequently  too  sparse  as 
a  result;    (2)   the  additional  recording 

make-  possible  a  -how  that  sounds  like 

a  radio  program  rather  than  a  warmed- 
ovei  after-thought;  (3)  cosl  is  a  trifle. 
since  Fisher  i-  signed  up  for  broadcast 

ing  services  in  genera]  (total  addition- 
al spending  is  about  $1,000  weekl)  I. 
The  same  writer.  Gordon  Vuchin- 

i  loss,  does  the  script  lor  both  media: 
he  also  edits  the  radio  tape. 

No  other  shows  are  made  available 

for  co-op  sponsorship.  In  the  past, 
the  company  has  found,  the  tendency 
is  for  one  to  he  favored  in  any  case, 

making  the  cosl  of  the  less  popular 

programs  disproportionately  high.  In 
the  Fisher  vehicle,  moreover,  Coca- 
Cola  feels  it  has  the  ideal  program  to 
represent    the    product    nationally. 

Fisher  oflers  prestige  and  glamor, 

the  company  points  out.  It  leaves  the 
hard  selling  to  the  bottlers,  whose  own 
shows  run  the  gamut,  although  within 

a  polio  framework  laid  down  by  the 

company.  Certain  programs,  like  pro- 
fessional wrestling  and  boxing,  the 

company  considers  inappropriate  ad- 
associations   for  Coke,   and   rules  out. 

Tv  ami  radio  announcements:  The 

bottlers    go    in    heavy     for    announce- 

ment campaigns,  and  are  serviced  reg- 

ularlx  h\  Coca-Cola  with  an  extensive 

collection  of  e.t.  s,  films  and  announce- 
ment copy.  The  current  compan)  cat- 

alogue lists  about  100  tv  announce- 

ments mi  film,  mostl)  2d  seconds  in 

length.  These  are  a  combination  of 
originals  designed  primarily  for  spot 

purpose-  and  eilited-down  versions  of 
the  non-integrated  commercials  car- 

ried on  the  Kit  Carson  show.  It  li-t-. 
in  addition,  about  20  radio  platters. 

Each  bottler  is  also  provided  with  a 
hook   containing    announcement   copy. 

KWufiou.v   it-itfi    the   bottlers:   The 

company's  spot  efforts  depend  entire- 
ly on  bottler  support  for  effecthenes- 

and  the  bottlers  are  a  pretty  indepen- 
dent bunch.  There  are  1.056  of  them, 

onlv  a  few  owned  by  the  company. 

Coca-Cola  itself  does  nothing  but  man- 

ufacture and  sell  the  syrup.  The  coun- 
try is  divided  into  six  great  market- 

ing regions  under  the  franchises  of 

six  "parent  bottlers."  These  are  the 
wholesalers,  supplying  the  syrup  to 

the  rest  of  the  bottlers.  The  parent 
bottlers  also  assist  bottlers  in  their 

areas  with  sales  promotion  and  ad- vertising. 

Bottlers    must    be    inhumed    at    all 

key  to  the  sea  •  •  • 
?•'-_. 

IliMrniTmtYi  ;-iiliM.|j e  hub  of  WSPD's  billion 
do  is  the  10th  largest  port  in  tonnage  in  the 

t,  and  will  play  an  even  greater  part  in  the  nation's 
economy  with  the  construction  of  the  St.  Lawrence  seaway. 

Along  with  Toledo,  WSPD  gives  you  complete  saturation  of 
our  18  county,  billion  dollar  market. 

Your  sales  message  will  be  heard,  and  your  product  will  be 
sold  with  WSPD— for  33  years  the  voice  of  Northwestern  Ohio. 

WSPD 
RADIO 

TELEVISION 
TOLEDO,    OHIO 

Storer    Broodcoiling    Company 

TOM  HARMR,  NAI    SALES  DIR.   116  E    S7lh  STREE1,  NEW  YORK 

Represented  Nationally 

by  KATZ 
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INDIANA 

OHIO 

This  it  WAVE-TV.  coverage 
area,  based  on  engineering 
studies    and    mail     response. 

POLLING? 

If  you'd  like  to  do  a  really  significant 

opinion  poll  on  TV  in  Kentucky  and 

Southern  Indiana — 

ASK  YOUR  REGIONAL  DISTRIBUTORS! 

Pick  up  your  telephone,  now,  and  ask  the  people  who 

know.  Call  all  your  distributors  within  a  hundred  miles 

of  Louisville.  Ask  them  this  point-blank  question: 

"What  Louisville  television  station  do 

you  and  your  neighbors  prefer?" 

This  simple  little  survey  will  renew  your  faith  in 

polls.  Try  it  and  see. 

WAVE-TV 
CHANNEL 3 LOUISVILLE 
FIRST  IN  KENTUCKY 

Affiliated  with  NBC,  ABC,  DUMONT 

|NBC|  SPOT   SALES 

Exclusive  National  Representatives 
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WCOV-TV 
Montgomery,    Alabama 

BEST  BUY  IN 

CENTRAL  ALABAMA 

NETWORKS 

CBS   PRIMARY 

ABC  —  DUMONT 

SPONSORED  FILMS 

Amos  &  Andy  —  Liberace 

City  Detective  Mark  Sabre  — 

Bage  714  —  Star  &  Story  —  Fol- 

low That  Man  —  Counterpoint 

Kit  Carson  —  Ramar  of  Jungle 

I   Am  The   Law 

EXPERIENCE 

We've  been  operating  for  21 
months  and  boast  one  of  the 

finest  physical  television  plants 

in  the  nation.  We  have  ex- 

perienced personnel  in  every 

department  to  assure  top  pro- 
duction. 

ASK  ANY  RAYMER 

OFFICE  FOR  DETAILS 

limes    of   the   company's    promotional 
plan-,  and  I)  \rcy  field  reps  are  con- 
stantly  in  the  field  visiting  bottlers  for 

this  purpose.  There  are  also  conven- 
tions at  which  the  ad  programs  are 

explained. 
Still,  there  is  no  guarantee  that  the 

bottlers  will  make  extensive  use  of 

carefulh  wrought  company  tv  or  ra- 

dio  campaigns.  Experienced  advertis- 
ers in  their  own  right,  some  ma\  feel 

lhe\  know  the  problems  of  their  mar- 
kets better  than  the  company.  Indi- 

vidual bottler  budgets  can  get  quite 

large.  In  Mew  \  ork.  for  example,  it 
is  estimated  at  about  $1,500,000. 

It  is  this  independence  of  bottler 

thinking  and  practice  which  explains 

the  tremendous  range  in  Coca-Cola  ad- 
vertising across  the  country.  You  may, 

for  example,  be  recalling  a  Coke  sing- 
ing commercial  and  wondering  how  it 

tan  be  claimed  that  the  new  one  is 

the  first  produced  1>\  the  company. 
The  answer  is  that  local  bottlers  have 

been  creating  their  own  singing  com- 
mercials for  some  time. 

There  is  no  guarantee  either  that  the 

new  jingle  will  ever  realize  the  poten- 
tial thai  ma\  be  inherent  in  it.  Al- 

though the  bottlers  have  heard  it.  and 

many  have  indicated  they  consider  it 

outstanding,  it  has  yet  to  be  used  out- 

side of  Chicago,  where  it  i>.  incidental- 

ly, being  pushed  on  a  heavy  radio 
schedule  of  over  130  per  week.  It  ma\ 
actuall)  be  several  months  before  any 
significant  use  is  made  of  the  spot, 

possibly  not  until  it  has  been  given 

several  l\  exposures.  *  *  * 

TV  PACKAGE  DESIGN 
i  Continual  from  page  43  i 

heightened  emotional  impact  ol  color 

Lele\  ision   on   viewers." 
•  Arc  your  package  colors  weak, 

subtle,  lifeless?  Then  don't  expect them  to  be  am  more  effective  on  color 

t\.  sa\  the  experts.  Note  how  the  hold 

color  treatment  of  each  of  the  pack- 
ages shown  on  page  42  stands  out 

(even  in  black-and-white  reproduc- 
tion). The  red-and-white  combination 

of  the  Marlboro  package  is  a  strong 

contender  for  your  attention  under  an) 
condition-,  as  market  tots  have  dem- 

onstrated. \rens'  strong  red  tooth- 
brush on  a  deep  \  ellow  ba<  kground 

for  Junior  is  likewise  effective,  de- 

signed to  registei  instant!)  and  strong- 
l\  on  the  t\  viewer  as  well  as  the  supei 
market  shopper. 

•  [s  your  package  lace  too  bus)  with 

small,  indistinct  t\pe?  Designer  Frank 
Cianninoto  points  to  the  old  Marlboro 

package  as  an  example.  Note  the  thin- 
ness of  the  type,  making  it  difficult  to 

read.  The  overla)  of  "Philip  Morris" 
confuses  rather  than  impresses.  On 

the  color  tv  screen  this  package  could 

not  stand  out,  for  its  cop)  is  about  all 

there  is  to  the  design  idea  and  it  is  too 
weak  to  make  an  impression.  Note. 
on  the  other  hand,  the  simplicit)  of 

the  cop)  treatment  on  the  new  Marl- 

boro package.  Ju>t  the  brand  name 

appears,  in  large,  black.  -tronii  letters. 
Walter  Margulies,  of  the  industrial  de- 
sign  firm  Lippincott  \  Margulies.  sums 

it  up  this  wax  :  "Packages  cluttered 
with  type,  images,  subtle  colors,  etc., 
have  less  attention-getting  appeal  than 
neater,  trimmer  designs.  Thev  do  not 

come  off  in  busy,  texture-like  mass 

displays,  nor  in  color  tv." •  Does  your  package  have  a  simple, 
clear,  distinctive  de-inn.  If  so.  it  will 

be  easil)  remembered.  Gianninoto's 
new  Marlboro  package  is  a  perfect  il- 

lustration. The  whole  design  is  based 

on  the  inverted  "\  '  effect.  It  is  sim- 
ple, striking,  conceived  for  its  abilit) 

to  make  a  lasting  impression  quickh 

— the  essence  of  the  tv  problem.  De- 
signer Jim  Nash,  alone  with  many  of 

\oir  it  costs  less 

tO   St'll 
MINNEAPOLIS 

ST.  PAUL 
Maximum  power  at  minimum 
cost  —  choice    availabilities. 

316,000 watts    on 

Channel    9 

Offices,  Studies,  Transmitter 

FOSHAY  TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 
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The  Best 

SEAT 
In  The  House 

The  best  seat  in  the  house  is  reserved  for  those  who  watch  full  length 

movies  on  television.  In  the  Northern  California  market,  the  best  of  these 

films  are  shown  on  KRON-TV. 

That's  right— KRON-TV  has  long  been  the  leader  with  the  BEST  of 

the  FIRST  RUN  movies  available.  And  there's  plenty  more  in  store  because 
smart  film  buying   requires  know-how  that  improves  with   use. 

There  you  have  just  one  more  reason  why  KRON-TV  is  the  leader 

among  television  stations  in  the  Northern  California  market  .  .  .  and 

one  more  reason  why  your  sales  message  on  KRON-TV  will  reach  the 

people  you  want  to  talk  to. 

San  fiaactecG 
w 

AFFILIATED  WITH  THE  S.  F.  CHRONICLE 

AND  THE  NBC-TV  NETWORK  ON  CHANNEL 4 

No.  2  in  the  series,  "What  Every  Time  Buyer  Should  Know  About  KRON-TV" 

Represented  Nationally  by  Free  &  Peters,  Inc. 
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his  fellows,  considers  the  design  idea 

actuall)  more  important  than  the  col- 
i  i -  used,  lit  cites  tests  condut  ted  b) 

onj  which  revealed  that  consumers 

recognized  it-  flying  red  horse  symbol 
even  when  it  was  shown  in  l>lue. 

•  Does  your  product  lend  itsell  to  an 

unusuall)  shaped  package?  Jim  Nash 

says  "For  the  first  time  since  I  have 
been  designing  packages,  1  now  recog- 

nize the  importance  of  a  distinctive 

shape  of  a  package.  An  unusual  shape 

can  be  a  decided  advantage  in  identi- 

fying the  package  with  its  product  and 
brand  name  on  the  color  television 

screen,  even  though  the  reception  is 

poor."  Edward  J.  Bennett,  ol  NBC 
T\  Graphic  Arts,  told  a  packaging  in- 

stitute  forum  last  fall.  ".  .  .  Fidelity 
to  detail  gives  color  television  the  il- 

lusion of  a  third  dimension.  .  .  .  The 

old  system  of  always  holding  the  pack- 

age  lace-on  to  the  camera,  so  that  the 

front  label  appears,  can  now  be  modi- 

fied. The  package  can  be  reproduced 

from  all  angles — with  the  result  that 
the  side  walls  gain  in  importance.  .  .  . 

I  In-  can  also  work  to  the  advantage 

of  the  package  designer."  So  far,  this 
approach  has  onlj  been  theoretical, 

but  don't  be  surprised  to  see  a  lot  of 
imvel    shapes    on    your    super    market 

-helve-  during  the  next  lew  years. 

•  Does  your  design  lend  itself  read- 

ilv  to  tv  exploitation?  Egmont  Inn- 

is  the  only  designer  SPONSOR  talked 

with  who  stated  that  he  has  had  spe- 

cific tv  possibilities  in  mind  for  re- 

tent  designs.  Examples  "I  hi-  approach 

are  illustrated  on  page  42.  Alnio-t 

every  pari  ol  tin  Colonial  Sugar  pack- 

age, loi  example,  has  tv  implication-. 

•a\>  \icn-.  The  picture  of  the  cake 

does  more  than  provide  for  appetite 

appeal  at  point-of-sale.  Arens  sees  a 
lv  announcer  pointing  to  it  while  the 
camera  comes  in  for  an  attractive 

closeup,  with  a  dissolve  to  an  actual 

cake  following.  The  little  sugar  cane 

figure  near  the  cake  serves  a  double 

purpose:  1 1  i  it  becomes  a  trademark; 
i  2)  it  can  be  animated  for  television, 

thus  serving  to  tie  tv  advertising  and 

actual  store  package  together  for  the 

consumer.  The  rav  elicit  provides  for 

quick  identification  of  pattern,  can 

tome  across  quickl)  on  lv.  \rcus  re- 

ports that  Colonial  Sugar,  which  dis- 
tributes in  the  Midwest,  does  little  ad- 

vertising. Still,  possible  future  use  of 

<  olor  tv  guided  much  of  his  design thinking. 

\rens'   Major   Treat    ice   cream    de- 
-imi      the  firm  is  Canadian — is  anoth- 

THE   BUFFALO   EVENING   NEWS 

CBS    BASIC 

WBEN-TV 
CHANNEL 

WBEN-TV  LEADS  THE  WAY 
1st  on  the  air  ...  1st  in  know  how  ...  1st  in  experience.  WBEN-TV, 

Buffalo's  favorite  station,  is  also  1st  in  Niagara  Tails,  Olean,  James- 
town. Lockpori  ami  other  Western  New  York  communities. 

\\  1(1  N-TV  has  high  penetration  in  Toronto  and  .Southern  Ontario. 

I  rained  and  experienced  personnel  of  Buffalo's  1st  station  are 
equipped  to  interpret  and  handle  your  advertising  needs.  .  .  . 

Get  the  WBEN-TV  Story  from  HARRINGTON,  RIGHTER  *  PARSONS,  INC. 

er  case  id  basing  a  package  on  an 

animation-figure.  The  strongest  ele- 
ment ol  the  de-ign  is  the  toy  soldier, 

which  tan  easily  become  the  central 

character  of  a  cartoon  commercial,  can 

even  be  -imulated  in  a  live  pitch. 

Back  of  the  package  is  given  over  to 

a  taste-appeal  dish. 

His  Ipana  design  shows  tv-  direct 

influence  in  the  picture-stor)  treatment 

giving  directions  on  the  back  of  the 

package.  "W  e  have  been  conditioned 
I iv  lv."  says  Arens,  "to  respond  to  the 
animated,  the  gay  and  clever  in  ad- 

vertising. Color  tv  will  exert  an  even 

-I i  onger    influence   in    this   direction." 
The  needs  of  color  tv  appear  to  co- 

incide prettv  much  with  current  de- 
sign  trends.  As  the  super  market  has 
I. ccotnc  more  important  so  has  the 

competitive  character  of  package  de- 

sign. To  survive,  designs  have  to  at- 
tract shoppers  and  lead  them  on  to 

purchase  at  the  point-of-sale.  Savs 

Raymond  Loewy:  "Designing  for  self- 
service  has  had  a  much  greater  effect 

on  packaging  techniques  than  anv  in- 

fluence in  the  past  10  years."  \ml 
these  techniques,  it  appears,  are  the 
same  that  are  effective  on  color  tv. 

Designer  \\  alter  Margulies  puts  it  this 

wav  :  "The  key  words  in  package  de- 

sign  todav  for  color  tv  as  well  as  for 
self-selection  survival  are  simplicity 

and  dominance.''  His  Bromo  Seltzer 

package  shown  on  page  42  bears  out this  thinking. 

Some  designers  are  so  coin  inced 

that  a  good  design  for  the  super  mar- 
ket is  a  good  design  for  color  tv,  that 

llicv  feel  it  is  unnecessary  to  pa\  much 

attention  to  the  medium  when  wres- 

tling with  the  design  problem.  \  num- 
ber of  major  companies  arc  in  fact 

betting  on  this  assumption.  For  ex- 

ample, Robert  \  illemenot.  of  Donald 
Deske)  Associates,  who  designs  man) 

of  the  Procter  &  (iambic  packages,  re- 

ports that  color  tv  is  a  negligible  fac- 
tor in  discussions  with  the  companv 

this  despite  the  fact  that  the  company 

i-  i.nc  ol  the  most  active  in  tv  testing. 

"Color  tv."  he  >-avs.  '"i-  essentially  an 

extension  window  of  the  super  mar- 
ket. The  -ante  factors  will  make  a 

package    attractive    on    color    tv    that 
make    it    attractive    in    the    -tore.        His 

Drene  Sham]   ami  Gleem  Toothpaste 

designs  are  offered  as  evidence,  ["he Drene  design  i-  described  bv  Ed  Ben- 

nett of  NBC  as  "an  outstanding  exam- 

ple of  design  for  color  tv"  on  the  basis of  tests  which  be  saw  some  months 

ago.    The  desiirn    has   also    been   cited 
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Best  TV  Advertising  Buy  In  Texas 
n 

£     Jhk.  ̂ Mk ,j 

CLEBURNE 

STEPHENVILLE 

COMANCHE 

GLEN  ROSE 

MERIDIAN 

HAMILTON 

BROWNWOOD 
GOLDTHWAITE 

McGregor 
GATESVILLE 

FT.  WORTH 
DALLAS 

WAXAHACHIE 

KAUFMAN  ~ 

CORSICANA 
HILLSBORO 

MEXIA 

CONNALLY  AFB  m 

WACO        M  GROESBECK 

MARLIN  ** 
EDDY  V 

SAN  SABA 

LAMPASAS  ".  HOOD  ^  TEMPLE KILLEEN      MJON 

FRANKLIN 

HEARNE 

BURNET 
CAMERON 

ATHENS  » 

PALESTINE  » 

CROCKETT 

CENTERVILLE 

MADISONVILLE 

HUNTSVILLE 

AUSTIN 

BRENHAM 
m 

HEMPSTEAD 

In  Central 

Texas.. ..it's 

KCEN-TY 
Serving  The  Rich 

Waco-Temple 
Market 

100  KW— VHF  Channel  t 
833  Ft.  Antenna  Height 

830  Ft.  Above  Average  Terrain 
1,549  Feet  Above  Sea  Level 

A    Billion   Dollar   Market 
Over  750,000   TEXANS 

Within   Coverage  Area 
Effective    January    1st 

Hours  Extended  to  7  AM  -  7  I  PM 

Inter- 
Connected 

Natl.  Rep.: 

Geo.  P.  Hollingbery 
Company 

Texas  Rep.: 

lyde  Melville  Co.,  Dallas 

NBC 

KCEN-TV 
General    Offices:    P.   O.   Box    188 

Tempi.,  Texas 
Waco  Office:  Professional  Bldg. 

Studios  and  Transmitter  at  Eddy,  Texas, 

between  Temple  and  Waco. 

TWX:  Eddy  No.  8486 
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COVER 

NORTH 

CAROLINA'S 
Rich,  Growing 

"GOLDEN 

TRIANGLE" 

with 

WSJS 
TELEVISION 

CHANNEL  12 

a  24-county  market 

with    339,600    Families 

(Sales  Management  1954 

Survey  of  Buying  Power) 

NOW    SHOWINGI-ALl    NBC    COLOR    SHOWS 

Interconnected 

Television  Affiliate 

National  Representative: 

The  Headley-Reed  Company 

a>  an  outstanding  shelf  item.  Note  its 

unique,  striking,  but  simple  \  isual  idea. 

The  Gleem  design  has  not  yet  been 
seen  on  color  t\.  but  \  illemenot  is  con- 

vinced it  will  show  up  well.  The  de- 

sign is  simple,  clear,  registers  instant- 
ly. I  be  colors  are  red.  green,  an  over- 

lax  of  both  and  a  white  background. 

A  number  of  people  in  the  field  have 

pointed  to  (deem  as  an  excellent  ex- 
ample of  good  modern  design. 

Suppose  you  go  to  the  trouble  of  in- 
corporating the  latest  design  thinking 

into  your  new  packaging.  How  well 
I  can  the  network  color  specialists  repro- 

duce it  on  the  screen  today?  Accord- 
ing to  both  NBC  and  CBS.  advances 

have  been  so  rapid  in  the  past  half 

year  that  there  are  fewr  problems  be- 
\  ond  the  abilities  of  the  technicians. 

Even  metallic  surfaces  have  been  re- 

produced accurately,  as  in  car  and 
kitchen  appliance  commercials.  Foil 
can  now  be  reproduced,  too.  which 

gives  the  designer  an  advantage  he 
does  not  have  with  print,  in  which  the 

"zip"  of  the  metallic  lustre  has  a  ten- 
dency to  disappear. 

Norman  Grant,  Director  of  Art  and 

Design  for  NBC  TV,  offers  the  follow- 
ing suggestions  to  advertisers  and 

agencies  on  the  question  of  how  to 
achieve  a  good  looking  package  pres- 

entation on  color  tv. 

1.  Don't  think  of  just  the  package 
itself,  but  the  entire  color  composition 
of  the  commercial.  It  is  not  the  iso- 

lated color  that  makes  for  problems, 
but  the  color  environment,  that  i-.  the 

range  of  colors  you  are  using.  Keep 

away    from   very    high  contrasts. 
2.  Watch  contrasts  particularl)  in 

connection  with  background-.  A  dark 

package  requires  a  dark  background, 
a  light  package  a  light  background: 
contrasts  should  be  enough  to  give  a 

dimensional     effect,     however. 

3.  I'a\  special  attention  to  appear- 
ance of  human  beings  with  package. 

The  reason:  ()nl\  point  of  reference 

for  the  viewer  is  flesh-tones.  If  they 
are  accurate  he  as.-umes  the  rest  of 

the  image  is:  if  the)  are  unpleasant, 

he  doubts  commercial's  color  validity. 

4.  Don't  tn  for  absolute  <<>lor  fidel- 

ity—  it  is  a  will  o'  the  wisp.  The  view- 
er .arries  away — except  For  flesh-tones 

— only  a  memor)   of  basic  color-  any- 

wav.    nol    specific   -hade-.      \iin    instead 
Foi  attractive  color.  When  the  viewer 

goes  into  the  super  market,  she  will  not 
notice  minor  color  differences. 

5.  If  your  package  design  must  \<>- 
\  ei  \      i  nut  i  a-t\  .     don  I      feel     that     color 

Iv  cannot  handle  it.  despite  the  sys- 

tem's present  limitations.  Lighting 
can  be  used  to  alter  the  effect  of  your 

design.  It  is  probably  the  single  most 

important  tool  of  the  producer,  for 
with  light  you  can  change  color  values, 

particularlv  in  the  important  back- 
ground. There  are  also  electronic 

means   of   altering  color   values. 
(>.  If  technical  means  are  not 

enough,  you  can  still  compensate  b\ 

doctoring  the  package.  It  is  now  com- 
mon practice,  for  example,  to  sprav 

white  surfaces  with  gre\  paint.  Doc- 

toring has  long  been  an  even  day  fea- 
ture of  black-and-white  commercials. 

\gencie-  and  manufacturers  frequent- 

ly develop  special  "comprehensives" for  this  purpose.  For  example.  Benton 
&  Bowles  uses  a  black-and-white  box 
of  Tide  for  monochrome  film  jobs. 

7.  Be  careful  not  to  move  your  pack- 
age around  too  much.  Color  values 

have  a  tendency  to  change  as  the  angle 

of  light  changes,  and  with  distance 
from  the  camera.  At  least  at  the  pres- 

ent stage  of  development,  a  minimum 
of  movement  is  desirable. 

Norman  Grant  points  out  that 

changes  come  too  swifth  in  the  color 
field  to  make  publication  of  color 
standards   advisable   at    this   time.     He 

ROCK  ISLAND 
is  chosen  for 

All-America  City 
Award 

WHBF  is  proud  to  have  as  its 

audience  the  active,  progressive 

citizens  of  Rock  Island — fine  peo- 

ple in  an  outstanding  American 

city. 

Les   Johnson,   V.P.   and    Gen.   Mgr. 

WHBF  v 
TELCO  BUILDING,  ROCK  ISLAND,  ILLINOIS 

Represented  by  Avery-Knodel,  Inc. 

\ 
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CITY  GRADE  SERVICE 
in  BOTH 

ORTH  and  DALLAS 

450 

YOURS  ONLY  ON  WBAP-TV! 

HBP*' HIGHEST  HOOPER! 
Hooper's  January  1955  composite  combined  Fort  Worth- 
Dallas  Survey,  shows  share  of  audience,  6:00-10:30 

p.  m.: 

WBAP-TV  42% 
2nd  Sta.  34%    3rd  Sta.  24% 

*  Counties   24 
Population           1,856,400 
Families  572,200 

Total  Retail  Sales  $2,284,777,000 

Buying  Income    $3,075,563,000 

Here  it  is  -  FULL  COVERAGE,  with  WBAP-TV. 
The  only,  television  station  with  city  grade 
service  in  both  Fort  Worth  and  Dallas. 

WBAP-TV  Channel  5 ...  for  6  years,  FIRST  in 
coverage,  FIRST  in  programming,  and  FIRST 
in  picture  clarity.  11  of  top  15  nighttime 
shows  are  on  WBAP-TV.  Greatest  audience  5 

nights  out  of  7! 

Be  sure  you  get  full  coverage  and  city-grade 
service ...  in  BOTH  Fort  Worth  and  Dallas 

Offered  only  by  WBAP-TV,  full  p_owe_r  with 
100,000  watts. 

"Sources:   Sales  Management      Survey   of   Buying    Power"   May    10,    1954 

CHANNEL 

THE  STAR-TELEGRAM  STATION  •  abc-nbc  .  FORT  WORTH,  TEXAS 

I         AMON  CARTER,  JR.      I        HAROLD  HOUGH       I 
President  Director 

AMON  CARTER 
Chairman 

AMON  CARTER,  JR.  HAROLD  HOUGH  GEORGE  CRANSTON 
President  Director  Manager 

FREE  &  PETERS,  Inc.  -  National  Representatives 

ROY  BACUS 

21    FEBRUARY  1955 99 



i-  sanguine,  however,  about  the  me- 

dium's abilit)  to  progress  to  neai  per- 
fection in  color  reproduction  within  a 

\  er\     short    time. 

Similar  optimism  is  \ oiced  !>\  CBS 

Director  of  Commercial  Produ  l  Pres- 

entation in  Color,  <  Ikh  les  l>ai  kle) . 

"There  are  no  insoluble  reproduction 

problems,"  he  declares.  "We  can  con- 
trol an)  situation  with  lighting,  stag- 
ing, color  correction  (with  filters  and 

the  like)  and  rareh  need  package 

doctoring." 
Both  networks  report  the)  arc  pre- 

pared to  service  affiliates  on  color  ques- 

tions. If  a  local  or  regional  advertiser 
wishes  to  obtain  information  about  the 

•  olor  l\  potential  of  his  package  de- 

sign,  he  should  get  in  touch  with  his 
local  NBC  or  CBS  station,  which  can 

then  forward  his  package  to  New  York 

for  analysis  b)  network  color  special- 
ists. 

Both  Grant  and  Barklev  feel  that 

while  there  is  no  need  to  redesign 

packages  for  color  tv.  (he  medium  will 

influence  packaging  simply  because  it 

will  throw  a  spotlight  on  design,  make 

advertisers  and  agencies  more  con- 
scious of  it. 

In  this  view  they  are  joined  1>\   most 

designers.    If  a  package  shows  up  bad- 
l\  on  the  color  screen,  i-  the  nearK 

unanimous  verdict,  it  mean-  you've 
got  a  prett)   bad  design  to  begin  with. 

Sa)  -  \\  altei  \l.n  gulies:  "If  a  pack- 
.  ge  need-  redesign  for  color  t\ .  it 

needs  redesign,  period.  Transmitting 

a  package  via  color  t\  ma\  onl)  em- 
phasize that  its  identit)  and  sell  powei 

are  weak  or  diluted." 

Jim  Nash:  "In  essence,  color  televi- 
sion will  not  impose  an\  limitations 

on  package  design  that  are  not  alread) 

imposed  b)  good  design  techniques 

and  principles.  The  use  of  the  new 
medium   as  a   merchandising   tool  will 

onl)    force   some   of   the    more    |   rl\ 

designed  packages  to  undergo  drastic 
change,  or  face  the  danger  of  losing 

their  market  status." 
Kgmont  Arens  sees  manufacturers 

using  the  color  medium  as  an  experi- 

mental tool,  before  launching  their 

package  programs  in  the  market  place. 

"The)  will  submit  their  packages  to 
test  televising  and  the  results  will  be 

unmistakable.  Vague  and  weak  color 

treatments  confused,  cluttered  back- 

ground, and  stiff  static  designs  will  re- 

veal  themselves  under  the  impartial 

eye  of  the  color  tv  camera  for  what 

they  are — handicaps  to  sales."  *  *  * 
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'g  fs^dL^i^  distributor  that  BONDED 

Service  handles  TV  film.  And  what  j-_-p  sir,  does  "handle" 

mean,  they  asked.  Well,  now,  I'd  E3-V/~^  to  ,e"  yml 
I  said  and  did:  When  the  %W^>*\\  finishes  printing  a  film, 

BONDED  takes  over.  We  attach  leaders,  mount  on  a  [rt§]) 

and  label  each  print  for  you.  If  it's  a  program,  we  splice  in 

commercials.  Next  we  mail  it  or  ttr^=hl7^-  by  ̂ z^P®  ■ 

And  we  keep  a  "Print  Control  Record"  of  where  every  print 
is,  until  it  returns.  Then  we  examine  each  print  carefully, 

clean  and  repair  if  needed  and  give  you  a  "Condition 

Report"  ...  so    you'll    know    whether   those 

CEHSORBj 

took  good  care  of  it  or  chewed  it  all  up.  And  BONDED  stores 

your  <;SW5»o)  until  you  tell  us  to  JfcSa^-  it  out  again. 
Interesting  part  is,  we  can  do  all  this  cheaper  than  you  can 

do  it  for  yourself,  by  the  dozen  or  by  the  thousands.  That's 

our  business  and  we    ̂ 3"\'"T>     ''■ 

SLENDERELLA 
(Continued  from  page  33) 

was  to  be  the  test  market.  \  series  of 

announcements  were  to  run  on  Kalph 

Stor)  -  morning  -how  on  k\\  for  a 
period  ol  !••  days,  two  announcements 
a   week  at   first      then   three. 

\  budget  of  $1,200  was  set  aside 
lor    the   trial. 

I. os  Vngeles  had  been  rcgularh  at- 

tracting about  IT',  of  Slenderella'e 
total  national  inquiries.  \ Iter  the  ra- 

dio test,  it  was  found  that  Los  An- 

geles' share  ol  the  national  percentage 

had    jumped    abo\  e   2(1'  /  . Slenderella  was  properl)  impressed. 

\-  it  entered  new7  areas,  adding  radio 

and  noting  increases  in  business,  Slen- 
derella started  to  recognize  that  radio 

wa-  going  to  be  a  regular  part  of  its 

ad  budget.  Today,  when  Slenderella 

plans  its  advertising  in  a  new  market, 
radio  is  included  automatically. 

Larr\  Mack  picks  the  radio  person- 

alities who  -peak  for  Slenderella  on 
the  bases  of  the  loyal  local  follow  ings 

the)  have  built  and  on  their  abilities 
a-  ad  lib  artists.  He  feels  that  a  wom- 

an listening  to  a  familiar  and  known 

personalit)  will  tend  to  have  faith  in 
what  he  sa\s  and  his  endorsement  of 

CAPTIVE* KGVO-TV 
MISSOULA,    MONTANA 

'Because  of  its  unique  geographical 

location,  only  KGVO-TV  .  .  .  and  we 
mean  ONLY  .  .  .  airs  an  acceptable 

signal  into  this  stable  area  having  more 

than  $133,900,000.00  retail  sales.  Di- 
versified economy  including  agriculture, 

lumbering,  manufacturing,  University 

and  government  workers  makes  these 
9    co~n  ies. 

IDEAL    AREA    TO    TEST    YOUR 

SPOTS'     "SELL"-ABILITY 

$'33  900  000  00 

100 
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HOURS 
Jq 

MONTH 
from  all  4 
networks 

NETWORK 

COMMERCIAL 

PROGRAMS 

beamed  to    the   h uae 

a, 
ARK-LA-TEX  AREA 

OKLAHOMA'         "^ARKANSAS 

LOUISIANA 

—a    dSiilion    ̂ Dollar     / / larhet   

103,760  TV  HOMES  (television   magazine) 
January,    1955 

KCMC  -TV 
TEXARKANA,  TEXAS— ARKANSAS 

I   LOVE  LUCY 

DECEMBER  BRIDE 

FORD  THEATRE 
MEET  MILLIE 

U.  S.  STEEL  HOUR 
ELGIN  HOUR 

SEE  IT  NOW 
I  MARRIED  JOAN 

GODFREY  &  FRIENDS 
RED  SKELTON 

THE   MILLIONAIRE 

I'VE  GOT  A  SECRET 

MILTON    BERLE 
RAY  MILLAND 

CLIMAX 
GROUCHO   MARX 
BISHOP  SHEEN 

PLAYHOUSE  OF  STARS 

PERSON  TO  PERSON 

BOB  CUMMINCS 

JACKIE  CLEASON 
DOLLAR  A  SECOND 

HIT  PARADE 

SO  THIS  IS 
HOLLYWOOD 

JACK  BENNY TOAST  OF  THE  TOWN 

STAGE  SEVEN 
LORETTA  YOUNG 

HAPPY  FELTON 

STRIKE  IT  RICH 

VALIANT  LADY 

LOVE  OF  LIFE 

SEARCH  FOR 
TOMORROW 

PORTIA  FACES  LIFE 

ROAD  OF  LIFE 

WELCOME  TRAVELERS 

THE  BIG  PAYOFF 

BOB  CROSBY  SHOW 

A  BRIGHTER  DAY 

THE  SECRET  STORM 

ON  YOUR  ACCOUNT 

DOUGLAS   EDWARDS 

BURNS  &  ALLEN 

SHOWER  OF  STARS 

LIFE  OF  RILEY 

BREAK  THE  BANK 

THE  LINEUP 

YOU  ARE  THERE 

MR.  PEEPERS 

TWO  FOR  THE  MONEY 

PROFESSIONAL  FATHER 
PEOPLE  ARE  FUNNY 

IT'S  A  GREAT  LIFE 

PRIVATE  SECRETARY 

G.  E.  THEATRE 
FATHER  KNOWS  BEST 

TOPPER 

100,000  WATTS 
ON   CHANNEL  6 

the  only  maximum  power  station 
between  Memphis  and  Dallas 

affiliated  with 
CBS— interconnected 
ABC— interconnected 
DuAAont 

Represented  by 

VENARD,  RINTOUL  &  McCONNELL,  Inc. 

Walter  M.  Windsor,  General   Manager 



a  product  or  sen  i'  :e  can  influence  her 
thinking  about   it. 

The  fact  sheet  from  which  the  air 

personalities  build  the  commercials  in- 
clude?  the   following    information: 

"Slenderella  is  the  world's  largest 
slenderizing  system,  operating  63  sa- 

lons from  Coast  to  Coast  and  in  Paris 

and  London.  .  .  Slenderella  is  the 

only  complete  slenderizing  service 

available  today.  .  .  .  The  Slenderella 

Tabic-  were  designed  at  one  of  the 

country's  leading  universities  to  im- 
prove  posture,  give  women  a  wonder- 

ful lift  and  proportion  and  tone  the 

flesh  and  muscles  of  the  body. 

"Slenderella  sells  dress  sizes,  not 
treatments.  .  .  .  Slenderella  achieves 

its  results  without  steam  bath,  hand 

massage,  dull  exhausting  exercise,  star- 

vation diet.  ...  It  is  relaxing,  satis- 

fying,  makes  you  tingle  and  glow  and 

leaves  you  with  a  sense  of  well  being. 

"Slenderella  i-  without  effort  on 

anyone's  part,  is  entirel)  passive.  .  .  . 
I  he  decor  of  the  Slenderella  Shops  are 

modern,  relaxing,  charming.  .  .  .  Slen- 

derella  gives  you  a  written  guarantee. 

.  .  .  You  will  never  be  hungr)  with 
Slenderella    when    you    take    the    deli- 

<  M'us  Slenderella  Mint,  vitamin-packed, 

developed  special])    for  Slenderella. 

"Slenderella  gives  a  free  trial  treat- 
ment and  figure  analysis.  .  .  .  Slender- 

ella treatments  are  $2.00  per  \  isit  on 

our  weekly  budget  plan  or  in  series. 
.  .  .  Slenderella  does  not  demand  the 

impossible  in  time  or  money.  .  .  . 

Slenderella  serves  (name  of  city  i  with 

i  number  I  salons.  See  your  telephone 

directory  for  the  one  nearest  you.  .  .  . 

Slenderella  salons  are  open  from  9 

a.m.  to  9  p.m.  Monday  through  Sat- 

urday ."" 

I  lie  new  slim  lines  in  clothing  de- 

i  reed  by  Dior,  combined  with  the  eter- 

nal feminine  desire  to  lie  "thin"'  any- 
way, have  much  to  do  with  Slender- 

ella >  past  and  continuing  popularity 

with  the  fair  sex.  Actually,  Slenderel- 

la is  not  so  much  a  reducing  system  as 

ii  is  a  system  of  figure-proportioning. 

which  puts  considerable  emphasis  on 

posture  correction,  according  to  Miss 

English  I  who  coined  the  name  Slen- 

derella to  describe  the  hoped-for  Cin- 
derella effect  of  the  -v  stem  on  women  I  . 

Slenderella  self.-  not  loss  ol  weight 

or  inches,  she  says,  but  dress  sizes: 

"Be  the  dress  size  you  Ol  CHT  to  be" 

IF  YOU  REALLY  WANT  TO 

WALK  INTO  A  GOOD  SALES 

RECORD  IN  '55 ...  THIS  IS  IT! 

325,000 

channel  9   *ATTS 
THE    MOST 

POWERFUL  RADIO 

AND  TELEVISION 

COVERAGE   IN   THE, 
MARKET! 

Penetrat.« 

'ouTZatiT  55 

_  50/000 

»te*  ."TheW^y  vn 

took 
in  the  Detroit  area 
Guardian  Bldg.,  Detroit 

Adam  Young    Television  Corporation    National  Rep. J.  f.  Compeou    President 

is  the  refrain  running  through  most  of 

Slenderella's  advertising.  Also  stressed 
is  the  fact  that  there  is  no  exercise 

or  effort  on  the  customer's  part — she needn  t  even  remove  her  clothes. 

Most  of  the  customers,  savs  Miss 

English,  are  not  tremendously  over- 
weight: they  are  women  who  just  want 

to  get  rid  of  a  few  pounds  or  an  ugh 
bulge  here  and  there.  The  greatest 

percentage  of  business  comes  from 
women  of  35  to  55,  though  the  ap- 

peal of  the  service  cuts  across  all 
classes  and  ages. 

The  Slenderella  figure  program  has 

three  part-,  worked  out  by  Slenderel- 

la's   founder-president   Mack: 
I.  I  he  Slenderella  Table,  which  is 

the  unique  feature  of  the  system.  Mack 

engaged  Ohio  State  I  niversity  to  de- 

velop a  special  table  which  would 
allow  women  to  attend  slenderizing 

sessions  fully  clothed  and  with  a  mini- 
mum of  bother  and  effort.  The  result 

was  the  Slenderella  Table.  This  is  a 

mechanically  operated  table  with  a 

movable  platform.  The  customer  lies 

on  the  table  fully  clothed — it  is  only 
necessary  that  she  remove  her  girdle 
and  loosen  her  brassiere  so  that  her 

bod\  w  ill  be  essentially  free  to  move — 

or  rather  be  moved.  She  is  not  at- 

tached to  the  table  in  any  way.  The 

various  platforms  merely  move  under 
her  in  such  a  way  as  to  improve  her 

posture,  exercise  her  muscles  and  stim- ulate her  circulation. 

2.  Mint  tablets,  which  contain  vita- 

mins and  minerals  and  deter  overeat- 

ing. Mack  commissioned  a  pharma- 

ceutical firm  to  develop  these  for  Slen- 
derella. 

3.  A  "Meal-Flan"  worked  out  by 
dietitian    \nn   \\  illiain-Heller. 

Each  45-minute  treatment  at  Slen- 
derella  COStS  >2.(>0.  in  a  scries,  with  a 

minimum  of  three  yisits  a  week  re- 

<| ui  i  cil.  I  here  are  no  "course  prices 
since,  as  Miss  English  points  out.  it  is 

a  completely  individualized  service  and 

each  case  is  different.  Sales  per  cus- 

tomer may  range  from  $.">()  or  less  to 
$200  or  more. 

Ml  of  Slenderella's  advertising  is 

placed  through  the  firm's  agency.  Man- agement Associates  of  Connecticut,  lo- 

cated in  Dai  ien.  Susan  Wells,  agency 

president,  work-  with  Larry  Mack  on 
the  Slenderella  account.  Executive  of- 

fices of  Slenderella  are  also  in  Darien. 

Here  is  a  listing  of  Stations  and  pro- 

gram- which  carry  Slenderella's  cur- rent   radio    announcement    schedule: 
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J_iike  a  foot  print 
on  the  sands  of 

time  WHLM  cov- 

ers a  quality  mar- 
ket in  Pennsylvania  just  as  a  Magee  Carpet 

covers  a  quality  market  throughout  the 
United  States. 

This  rich  industrial  and  agricultural  market 

which  produced  a  combined  annual  income 

of  $2,090,404,000  in  1954  can  only  be 

reached  adequately  by  WHLM  RADIO 
with  500  Watts  at  550   Kc.    full    time. 

A  new  transmitter  ....  a  new  antenna  .... 

a  new  and  beautiful  studio  ....  and  now  a 

new  Move  to  550  Kc.  which  simply 

means  a  brand  new  coverage  pattern  to 

reach  the  greatest  number  of  potential  pur- 

chasers for  your  client  s  products  in  this  in- 
creasingly productive  Pennsylvania  market. 

F77 OL     WAZL    WHLM 
llentown,  Pa.  CBS Hazleton,  Pa.  NBC- MBS  Bloomsburg,  Pa.  Biddeford-Saco,  Me.  MBS- Yankee 

(All  Stations  Represented  by  Paul  H.  Raymer  Company) 

Boston,  Mass.  ABC 



Muncie 
Leads  the 
Nation! 

1  According    to   a    nation- 

wide survey  made  in  34  cities  by  the 

American  Research  Bureau,  the  average 

Muncie  family  spends  31'  2   hours  per 

week    watching    television    .    .    .    more 

hours  per  week   than   any   other  city! 

Muncie   tops  all   other  cities,  such   as 

Atlanta,    Boston,   Chicago,    New   York, 

Los  Angeles,  Youngstown,  Washington 

D.   C,    Houston,    Indianapolis,   Omaha, 

St.  Louis,  and  many  others.  WLBC-TV 

leads    in     Muncie    according    to     the 

November  A.   R.   B.   Report  .   .   .  tele- 

casting from  7  A.M.  to  11:30  P.M. 

CBS     •     NBC 

ABC     •     DUMONT 

CHANNEL 

49 

MUNCIE,      INDIANA 

Nev.    York:    WCBS,   Jack   Sterling; 

WOK.    Doroth)    and    Dick:    W  \  I  \\ 
Klavan    and   Finch:    WINS.    Bob   and 

Ra  \ . 

Washington,  D.  C:  WRC,  Time 

Keeper    I  Hob   Reed  I . 

Philadelphia:  WCA1  .  Here's  Har- 
vey. 

Boston:  Wl.KI.  Top  of  the  Morn- 

ing;  W  IIDII.   A'<n    Dorey  Show. 

Piitsburgh:  kDk  \.  <  ordic  &  Com- 
pany; WJAS,  Bill  Brant:  KQV,  Joe Diane. 

Cleveland:  WGAR,  Tom  Armstrong: 
W  ERE,  Tom  Edwards;  WTAM,  BUI 

Mayer;  WIIK.  Bill  Gordon. 
Columbus:  WBNS,  Round  Robin 

lie  view. 

Chicago:  W  BBM,  Jim  Conway  Sinn, 
1 15-minute   program  i . 

Detroit:  W.IK.  Music  Hall;  CKLW, 

Tob)  David:  Mar)  Morgan:  WW  J. 
Ross  Mulholland,  Bob   Maxwell. 

Milwaukee:  WTMJ,  Gordon  Thom- 
as. 

Los  Angeles:  KNX,  Ralph  Story, 
KF1.    Johnny    Murray    Program. 

San  Francisco:  KCBS,  Waitin'  for 
Weaver;  KSFO,  Boh  Sherwood: 
KNBC,  Doug  Pledger;  Marjorie  King. 

The  two  exceptions  to  Slenderella  s 

non-use  of  women'-  feature  programs 
are  on  CKLW.  Detroit,  where  Mai  \ 

Morgan  is  used  in  addition  to  morning 

man  Toby  David:  and  on  KNBC,  San 

Francisco,  where  along  with  Don- 
Pledger,  Slenderella  uses  Marjorie 

king  in  her  mid-morning  woman's feature  show. 

It  is  noteworth)  that  Slenderella 

does  not  use  tv.  despite  the  visual  and 
demonstration  values  inherent  in  its 

special  Slenderella  table. 

Slenderella's  newspaper  advertising 
in  all  L3  of  its  cities  consists  large!) 

ol  L60-line  ads  appearing  on  Mondays 
and   Wednesdays. 

Slenderella  makes  no  attempt  to  tie 

in  its  radio  and  its  newspaper  adver- 

tising, feels  thai  each  can  stand  bv 
itself.  Bui  sometimes  the  newspapers 

ma)  1"'  referred  to  in  the  radio  an- 
nouncement as  an  ail  personalit)  ad- 

vises listeners  to  consull  dail)  news- 

papers or  the  ph   -  I   k  for  address ol    the   nearest    salon. 

In  addition  to  its  radio  and  news- 

papei  effort,  Slenderella  has  just 
l.mn,  hed  an  institutional  type  cam- 

paign running  in  Harpers  Hti.mii  and 

possibl)  other  prestige  magazines 
uln,  b  ma)  total  $5,000  a  month  b) 

the  end  of  the  year.  *  *  * 

DIRECT  MAIL 
(Continued  from   page  45) 

serves  a  useful  purpose.  There  ma) 

have  been  some  information  worth  fil- 
ing in  the  ad  which  you  meant  to  keep 

but  didn't.  Sometimes  von  don't  want 
to  destro)  a  cop)  of  the  trade  paper 

because  there's  some  article  \  ou  want 
to  read  on  the  other  side  of  the  ad.  So 

if  the  data  is  valuable  in  the  first  place 

the   reprint    will    serve   a    purpose.*' SPONSOKs  ronrhision.  therefore:  Re- 

print ads  of  a  statistical  or  fact  nature 
suitable  for  study  or  filing.  Save  vonr 
nionev  on  ads  designed  for  psychologi- 

cal impact  or  news  announcements. 
4.  Rate  cards:  \  number  of  stations 

are  inclined  to  mail  out  new  rate  cards. 
This  was  univcisallv  described  as  a 

waste  of  mone)  bv  timebuyers,  account 
men  and  sponsor  firm  executives.  Said 
the  head  of  a  major  agencv  s  time 

Inning   staff: 

"It  would  be  much  too  inconvenient 
to  work  from  individual  rate  cards 

when  the  information  is  available  in 
Standard  Kate  or  from  individual  reps. 

Since  you  are  not  likclv  to  stud)  a 

rate  card  when  it  comes  in.  the  sta- 

tion i-  wasting  its  monev.  A  summarv 
of  some  important  aspect  of  the  rate 
change  is  a  far  more  sensible  thing 

to  send.' 
5.  Booklets  telling  the  station's 

it  hole  story:  A  number  of  stations 

have  brochures  which  sum  up  their 

chief  selling  points,  including  market. 

coverage  and  program  data.  The  re- 
sponse to  these  was  uniformly  good. 

A  timebuyer  from  a  top-five  agency 

said:  "When  you  see  something  come 

bv    that  looks  packed  with  information 

"Those  KRIZ  Phoenix  personalities 

make   me  feci  so — dangerous!" 
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^eiuviteuf  .  .  . 
CENTRAL  NEW/YORK'S 

[   BROADCASTING    SERVICES! 

WSYR-TV   is   Central    New   York's   only 
maximum-power   television    station.      WSYR 

Radio    is   the   area's   only    low-frequency   station 
operating    day   and    night   with    five    kilowatts   of 

power. 

Such    clear    superiority    of    facilities    takes    on    important 

significance    when    you    consider    that    the    programming 
services  of  the  WSYR  Stations  are  produced  by  management 

personnel  who  have  spent  an  average  of   14!/2  years  in  the 
broadcasting  business  right  here  in  Central  New  York. 

It's  that  combination  of  topnotch  facilities,  plus  topnotch  local 
programming,  plus  the  full  NBC  television  and  radio  net- 

work services,  that  gives  the  WSYR  Stations  distinct 

leadership  in  one  of  the  nation's  important  markets. 

NBC AFFILIATES 

TV 1  00     KW 
CHANNEL     3 RADIO 5      KW 

570     KC 

Represented  Nationally  by 
HARRINGTON,  RIGHTER  AND  PARSONS,  Inc. 

Represented  Nationally   by 
The      HENRY      I.      CHRISTAL     CO.,      Inc. 

SYRACUSE N 
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WTHI-TV    Channel    10 

is     the     ONLY     station 

with  complete  coverage 

of  the  Greater 

Wabash  Valley 

•  One  of  the  Mid-west's 
most  prosperous  indus- 

trial and  agricultural 
markets 

•  $714,500,000    Retail 

Sales  in   year  '53-'54 
•  Blanketed  ONLY  by 

WTHI-TV's  316,000 
watt    signal 

•  227,000   Homes 
(147,000  TV  homes) 

118,000 
UNDUPLICATED 

WTHI-CBS 
TV  HOMES! 

WTHI-TV 
CHANNEL  10 

TERRE  HAUTE,  IND. 

316,000   Watts 

Represented    nationally 

by: 
The  Boiling  Co. 
New  York  «  Chicago 

\nu  want  to  save  it.  There's  a  question 
as  to  whether  you  ever  get  around  to 

reading  it  all  but  that's  the  problem 
any  promotion  piece  faces  I  suppose. 

In  any  case  I  like  to  feel  that  the  sta- 
tion has  wrapped  up  a  complete  stor) 

for  me  rather  than  sending  little  dribs 

and  drabs." In  some  cases  brochures  prepared 

by  stations  appear  first  as  inserts  in 

trade  papers.  How  do  buyers  fee] 

about  receiving  the  reprints  after 

they've  seen  originals  in  trade  papers? 
Here  s  an  answer  representative  of 

both  agenc)  and  client  responses.  It 

i  oines  from  a  buyer  in  a  medium-sized 

agency  which  is  just  beginning  to  use 
television  hea\  il\  : 

"I  usually  pull  out  inserts  which 
look  worthwhile  in  the  trade  papers. 

Rut  the  advantage  of  getting  an  extra 

copy  by  mail  is  that  you  can  pass  it 
on  to  others  in  the  shop.  Sometimes, 

too,  you  feel  that  you  don't  want  to 
pull  the  brochure  out  of  the  trade  pa- 

per as  a  courtesy  to  others  who  are 

on  the  routing  list.  So  I'd  say  that  if 
a  station  lias  an  extensive  job  (and 

there  have  been  sonic  good  ones  late- 

l\  I   it  should  be  sent  around." 

6.  Market  data:  Mailings  which  fo- 
cus  on  market  information  alone  met 

with  the  same  reaction  as  trade  ads 

built  on  market  stories.  Timebuyers 
have  little  use  lor  them  since  thev  are 

not  instrumental  in  choice  of  markets 

on  many  campaigns.  Account  men. 

other  agency  executives  with  general 

responsibilities  and  client  executive- 

are  more  interested.  But  the  feeling 

in  general  is  that  much  market  data 

sent  out  duplicates  material  available 

from  other  sources.  Best  advice,  there- 

fore: Restrict  mailings  of  market  data 

to  subjects  which  are  newsy  or  unique. 

(The  situation,  of  course,  varies  with 

the  market.  A  station  in  a  medium- 

sized  citv  surrounded  1>\  a  rich  area 

of  small  communities  may  find  it  more 

important  to  sum  up  trading  figures 

for  its  entire  coverage  area  than  the 

station  in  one  of  the  top  I"  markets.) 
7.  Result  stories:  Some  stations  send 

mil  mailings  on  individual  result  sto- 
ries or  send  out  groups  of  result  cap- 

sules. When  you  ask  admen  about  re- 
sult   -lories,    some    tend    to    -eolT.     The 

negative  reactions  range  from  doubt 
that  all  local  advertisers  are  reporting 

with  complete  accuracj  to  the  sweep- 

ing declaration  that  "anj  station  can 

have  one  'jooil  resull  story."  Never- 
theless  mam  ad  managers  in  particu- 

lar went  on  to  -a\   thai  il  the  product 

is  at  all  competitive  with  their  own  or 
is  sold  to  the  same  market  group,  thev 

would  stop  to  read. 

SPONSOR  ((includes  that  stations  will 

serve  their  interests  best  if  they  pro- 

vide the  recipient  of  result  stories  with 

as  thorough  a  documentation  as  possi- 

ble. Spell  out  the  objective  of  the  ad- 
vertiser, his  technique  in  using  the  sta- 

tion, the  t\pe  of  audience  he  sought. 

the  form  of  commercials  used  and  tan- 

gible indications  of  success.  I  Similar 

reasoning,  of  course,  applies  to  trade 

paper  ads,  as  was  pointed  out  in  the 

previous  articles. ) 
8.  Miscellaneous:  Main  of  the  mail- 

ing pieces  sent  out  fail  to  come  under 

any  of  the  classifications  set  forth* above.  There  are  news  announcements, 

for  example,  which  mav  be  accompa- 

nied by  some  elaborate  form  of  card- 
board attention-catcher.  There  are 

simple  letters  addressed  personally  to 

admen  and  designed  to  sell  some  spe- 

cific facet  of  station  operation.  Some 
stations  send  out  lists  of  clients.  Some 

have  information  sheets  on  shows  and 

talent.  It  was  difficult  to  elicit  re- 

sponses on  these  varied  forms  of  mail- 

ing pieces  because  in  general  memora- 

bility of  mailing  pieces  proved  fleet- 
ing. Few  admen,  in  fact,  could  point 

specifically  to  station  mailing  pieces 

they  had  received  in  the  recent  past. 

But  here  are  some  generalizations 

sponsor  can  offer  on  the  l>asi>  of  over- 
all reactions  from  admen. 

•  Keep  it  terse  unless  you're  pro- 
viding some  extensive  form  of  data  for 

filing.  \  specific  message  v  ou  are 
seeking  to  implant  must  fight  so  hard 
for  attention  in  a  mailing  piece,  the 

standards  v  ou  set  for  your  media  ads 

must  he  raised  when  you  do  a  mailer. 

•  Rv  all  means  use  the  tricks  of  cre- 

ativitv  to  get  striking  art  work  and 

interesting  visual  devices.  But  be  cau- 
tious about  bulky  cardboard  gadgets. 

1  here  was  a  markedly  negative  reac- 

tion to  the  over-sized  mailing  piece. 

While  v  ou  found  plenty  of  people  ad- 

mitting they  got  a  kick  out  of  novel- 
ties, there  was  a  strong  feeling  that  the 

big.  bulkv  piece  lands  quick!)  in  waste 

paper     baskets.      si'ONSOK     makes    this 

$99.00    INVESTED    in    the 
NASHVILLE,  TENNESSEE 

NEGRO  MARKET 
SOLD  $3,500.00  in  appliances v.*  WSOK 
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Like 

an    Esplanade   evening   concert 

WHDH 
is  a 

habit   in 

Boston 

You're  not  a  true  Bostonian  unless  you've  enjoyed  an 
Esplanade  Concert  on  the  banks  of  the  Charles  River 
under  a  mellow  summer  moon. 

And  Bostonians  are  unique  in  more  than  their  love  for  music. 
The  over  $153,000,000  spent  annually  on  furniture  and  household 

products  in  Boston  is  a  symphony  of  sales  to  any  advertiser's  ears. 
As  a  powerful  independent  station,  WHDH  is  in  a  perfect  position 

to  program  to  Boston's  unique  pastimes  and  tastes. 
WHDH  does  .  .  .  and  so  successfully  that  it,  too,  isa habit  in  Boston. 

Next  time  you  have  a  household  product  to  sell,  buy  time  on 

the  one  station  that's  a  habit  in  Boston  .  .  .  WHDH! 

REPRESENTED    NATIONALLY   BY   JOHN    BLAIR   AND    COMPANY 

ww  H  SJP  H 
50,000    •    BOSTON    •    850    ON    THE    DIAL 

WATTS  Owned  and  operated  by  The  Boston  Herald -Traveler  Corporation 



suggestion,  therefore:  Restrict  the  use 

;pensive  "spectaculars"  to  the  most 
important  announcements.  And  when 

you  send  information  to  the  adman 
on  a  bulkv  piece  he  cannot  possibl) 

file,  accompan)  it  with  a  simple  print- 
ed version  of  the  same  facts.  Then  you 

ma)  accomplish  the  attention-capture 

\  on  are  alter  while  providing  the  op- 
portunity for  filing  of  the  fads  you 

want  kept  permanently. 

•  Consider  the  values  ol  simple  mail- 

ings summing  up  items  of  current  in- 
terest in  bulletin  fashion.  Several 

timebuyers    suggested    an    !!'■_.    \    11 

mailer  with  data  pages  removable  and 

suitable  for  filing. 

The  regular  bulletin  might  incorpo- 
rate all  the  material  usualK  sent  out 

in  scattered  mailings  and  thus  save 

lime  for  recipients.  With  the  same 
format  used  each  time,  thevd  know 

what  to  expert,  what  the\  want  to  read. 

•  Develop  a  reputation  for  never 

sending  out  pulled  up  material.  \\  bile 

its  hard  to  draw  the  line  between  plain 

old-fashioned  enthusiasm  and  the  at- 

h  mpt  to  deceive,  some  stations  are 
considered  more  reliable  than  others. 

Even    bin  ers   with    their   highl)    (level- 

10,618,480 

Loaves   of    Bread 

MR.  BAKER- 
OF  BREAD,  BUNS,  COOKIES  AND  CRACKERS' 

II  you  sold  just  otic  loal  of  your  bread  per  week 

to  the  homes  which  listen  to  WON  each  month  dur- 

ing the  day — that  would  mean  10,618,480  loaves!* 

\t  10c  a  loal.  that's  $1,0(51,848  in  sales  in  one 
month! 

WGN  reaches  more  homes  than  any  other  adver- 

tising medium  in  Chicago,  and  out  Complete  Market 

Saturation  Plan  has  proven  it  can  sell  your  products 
to  these  homes. 

\  ielsen  <  !o\  erage  Sei  \  ice 

.  I    (.'/ear  Channel  Statin)) 

ing  tli'-  \diddle  M  est 
MBS 

E.ist.rn  Silts  Office:  220  E.  42nd  Street,  New  York  17,  N.Y.  for  New  York  City.  Philadelphia  and  Boston 

George    P.    Hollingberj    l  o 

ill   W.  5th  St.     •      New   NmiI.         ;th  Ave,     •      Atlanta     223    Pi  ichtree  SI 

107    N.   Michigan    Ave      •      N:m    Franoi  625    Markel    31 

oped  familiarit)  with  call  letters  were 
hard  pressed  to  name  examples  of 

those  they  considered  phonies.  Hut  the 

sentiment  was  that  "there  are  some  you 

can  trust  more  than  others."  It  makes 
sense,  therefore,  particular!)  in  regu- 

lar promotion  efforts,  to  provide  the 

most  thorough  possible  documentation. 

•  Make  sure  you  can  afford  to  do  the 

kind  of  job  that's  necessar\ .  In  di- 
rect mail,  a  number  of  advertising 

managers  pointed  out,  the  station  must 

compete  with  high-powered  network 
operations  as  well  as  with  national  or- 

ganizations of  even    kind. 

Said  an  oil  company  advertising  di- 

rector: "A  station  can  tell  its  storj 

simply  in  an  ad  within  the  body  of  a 

magazine  and  even  if  it  isn't  glossy 
treatment  it  may  seem  acceptable 

alongside  many  other  similarly  pro- 

duced ads.  Out  when  the)  take  to  the 

mails  I  think  they  have  another  psv- 

chological  problem.  There  is  nothing 

to  hold  your  interest  but  the  piece  it- 
self and  if  it  looks  crude  they  ma\  be 

J  losing  face.  I  don't  mean  to  say  the 
fanciest  is  best.  A  simple  piece  max 

hit  you  hard.  But  I  just  wonder 
whether  some  of  the  stations  realize 

how  their  pieces  look  alongside  slicker 

jobs  we  get  from  their  own  networks 

or  from  magazines  and  the  major  sta- 

tions." 

There  was  no  question  but  that  mail- 

ings from  the  networks  or  from  the 

stations  which  are  part  of  major 

groups  were  considered  most  attrac- 

tive. But  even  the  often-lauded  CBS 

or  NBC  pieces  suffer  a  high  casualtv 
rate  when  it  <  nines  to  closeness  of  at- 

tention, recipients  stated. 

In  essence  sponsor's  conclusions 
about  mail  from  stations  and  networks 

seem  to  bear  out  general  findings 
about  direct  mail.  Here  is  the  list  of 

advantages  and  disadvantages  of  di- 
rect mail  which  were  contained  in 

sponsor's   Ul-Media  Evaluation  Stud) 

(recentl)    published    in    book    form  I. 

Advantages  as  reported  by  the  Di- 

rect  Mail   Advertising   Assn..    \*)7->'A: 

1.  Can  be  directed  to  specfic  indi- 

viduals or  markets  with  mass  or  spe- 
cialized mailings,  am   appeal. 

2.  Can  be  made  personal  to  point  of 
Ileitis  confidential  with  name,  address 

at  toj),  name  in  bod)  of  letter. 

3.  Is   single   advertiser's    individual 
message,  does  not  compete  with  other advertising. 

[Please  turn  jxige) 
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.* M.w,  isn't  .his  8PS®«0]™? 
Here  is  really  a  galactic  cluster* 

of  large  cities  being  served  by 

WWJ-TV's  Tall  Tower  and  Maximum  Power 

SPECTACULAR  FACTS 

■*  Population  Coverage  .  .  5,988,000 

*  TV  Set  Coverage  ....  1,466,000 

■*  Tallest  Tower  in  the  Detroit  Area  .  .  7063  V2  feef 

*  Maximum  Power 

•*  Finest  Studio  Facilities 

LET  WWJ-TV  BE  YOUR  STAR  SALESMAN  IN  THIS  GREAT  AREA 

*with  the  express  permission  of  "Pat"  Weaver 

In  Detroit .  .  .  You  Sell  More  on  Channel 

FIRST  IN  MICHIGAN   •   Owned  and  Operated  by  THE   DETROIT  NEWS 

National  Representatives:  THE   GEORGE   P.   HOLLINGBERY   COMPANY 

aiuivTV 
NBC  Television  Network 

DETROIT 

Associate  AMFM  Station  WWJ 
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1.  I-  not  limited  in  -pace  and  for- 

mat, can  run  from  simple  note  to  cata- 

logue of  a  thousand  pa 

r>.     Permits   complete    flexibility    in 

materials  and  processes  "I   production 

with   no  limitation  except  cost. 

(>.  Enables  \  ou  to  introduce  novelt) 

and  realism  into  your  stor)  so  you 

can  excite  interest,  sell  too. 

7.  Can  he  produced  according  to 

needs  of  \our  immediate  schedule;  you 

can  turn  the  How  on  overnight. 

8.  Can  he  controlled  for  specific 

jobs  of  research,  reaching  small 

groups,  testing  ideas,  appeals,  reac- 
tions. 

').  Can  he  mailed  to  coincide  with 

meetings,  conventions,  or  salesmen's arrival  for  double  impact. 

10.  Makes  it  easier  for  reader  to 

lni\  because  of  order  blank  and  post- 

paid repl)  envelope. 

Disadvantages,  as  gathered  by  spon- 

sor from  interviews  with  media  spe- 
cialists,    were  as   follows: 

Obviously 
OUTSTANDING . . . 

IN  PEORIA 

POLLSTERS  AGREE 
Hooper**  for  ih<»  past  TEN  YEARS  has  reported  WMBD's 

average  share  of  audience  greater  than  the  nexl  two 
stations  combined. 

AND  NOW 
Pulse-  reports  .  .  .  \\"\II5I>  Was  more  listeners  than  tin- nexl  two  stations  combined. 

Pollsters  agree  .  .  .  WMBD  dominates  Peoriarea. 

Advertisers  agree  .  .  .  WMIJI)  iicts  results. 

See 

Free     &      Peters 

FIRST  In  the 
Heart  of  Illinois 

"  C     E     Hooper    Reports    19-45    thru 1954 

#  Pulse     Inc      November     1954 

PEORIA 
CBS  Radio  Network 

5000  Watts 

1.  \h»t  of  the  letters  end  up  in 

waste    basket    unread,    say    media    ex- 

|  '•!  I-. 2.  Cost-per-1,000  person*  reached 
is  highest  of  any  medium,  according 
to  available  statistics. 

3.  Lists  must  be  constantly  cleaned 

or  grow  outdated.  Research  on  names 
must  be  continuous. 

4.  I  nless  you  use  personal!)  t\ped 

letter,  few  people  are  fooled  the\  are 

getting   personal    message. 

5.  l  on  must  he  prepared  to  test 

continuous!)  Ii>t~.  copj  appeals,  of- 

fers, mailing   method-,  art. 

6.  Agencies  general!)  shun  it  oi 

charge  extra  to  plan  direst  mail  cam- 

paign   for   sponsor. ProbahK    the   most   costl)    yet   best 

liked  form  of  mailer  used  in  the  trade 

"In  ]9j2  television's  -hare  of  all  me- 
dia advertising  was  seven  per  rent.  By 

the  end  of  1 956 — I  think  the  television 

industry's   slice   of   total   ad>ertising   Mill 
he  . 1 1   i   20rr    and  will   total  almost  two 

billion     dollar-.** 
ROHFRT    \*.    SARNOFF 

mc 

Executive    Vice   President 

i-  the  gimmick.  No  one  has  evei  --at 
down  to  lr\  and  determine  the  cost- 

per-1,000  of  a  cows  tail,  coon  skin 

cap.  jumping  bean,  back  scratcher,  sal- 
ad fork,  or  ash  tra\  hut  gimmicks  of 

this  type  win  plent)    of  approval. 

Recipients  enjo)  them  and  sa\  the) 

constitute  good  "reminder  copy. 
There  were  these  caution-,  however. 

First,  if  the  gimmick  is  to  be  kept  on 

a  desk  top  it  must  be  either  novel 

enough  or  presentable  enough  to  merit 

permanence.  \n  item  needn  I  be  ex- 
pensive hut  il  il  somehow  ha-  the  aura 

ol  claptrap,  it  won't  last. 
Second,  as  long  as  you  have  the  re- 

cipient's attention,  -end  something  fac- 
tual along  too.  \  mailing  piece  will 

undoubtedly  gel  more  notice  if  it's 

tied  with  the  gimmick.  It'-  probabl) 
the  mosl  expensive  possible  wa\  to  net 

youi  message  read,  bul  il  5  ou  ve  gol 

ihe  budgel    foi    it.   il   works. 
I  hiid.  make  -me  \oiir  call  letters 

are  affixed  to  the  gimmick  il  il  -  al 

all  possible.  There's  man)  a  clever 
gadgel  -cut  mil  in  the  pasl  few  years 
which  admen  could  recall  receiving  bul 

whose  sendei    hail   long   since  been   for- 

gotten.   Make   sure  you're  selling   the 

i. in.',, 

not  the  eimmn 

k.    *  *  + 
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12  to  216 
THE    STORY 

0 

A    HALF 

ILLION    DOLLARS 

AND    TWENTY-TWO    YEARS 

Mr.  D.  Clements  Sperry,  Otasco 
Advertising  Manager,  who  has 
directed  the  expenditure  of  some 
half  million  dollars  in  radio  adver- 

tising over  KVOO  during  the  past 
22  years. 

n   January  I,   1955    the    Oklahoma   Tire    &    Supply 

Company  began  its  twenty-third  consecutive  year  of 

newscast  sponsorship  over  KVOO.    This  is  an  out- 

standing record  of  advertising  consistency  and  is  indicative 

of  the  year  in,  year  out  top  value  of  KVOO  service.    As 

Mr.  D.  Clements  Sperry,  Advertising  Manager  for  "Otasco" 

stated  at  the  luncheon  commemorating  this  renewal,  "KVOO 

has   always  been   one  of  our  most   important   advertising 

buys,  not  only  because  it  is  our  best  value  on  a  cost  per 

listener  basis,  but  also  because  it  always  delivers  results,  the 

kind  you  can  check  on  the  cash  register!    That  is  the  most  important  reason  why  we  are  renewing 

our  two  daily  newscasts  for  the  twenty-third  consecutive  year,  even  in  the  face  of  a  rate  increase!" 

Radio  advertising  as  exemplified  by  KVOO,  and  so  substantially  confirmed  by  Oklahoma  Tire  & 

Supply  Company,  continues  to  be  the  best  buy  for  anyone  who  needs  to  reach  the  great,  buying 

minded  audience  of  Oklahoma's  No.  1  market  at  lowest  per  listener  cost!  Take  the  word  and 

example  of  those  who  know  —  firms  like  Oklahoma  Tire  &  Supply  Company  which  has  grown  from 

12  to  216  stores  during  the  twenty-two  year  period  of  its  KVOO  news  sponsorship! 

No  matter  what  you  sell,  you  can  tell  more  people  about  it  at  lowest  per  listener  cost  over  KVOO. 

Your  nearest  Edward  Petry  &  Company  office  will  gladly  give  you  the  profitable  details. 

RADIO    STATION    KVOO 
50.000    WATTS 

21   FEBRUARY   1955 

N6C  AFFILIATE 

EDWARD  PETRY  AND  CO..   INC.   NATIONAL  REPRESENTATIVES 

OKLAHOMA'S       CREATEST       STATION 
TULSA. OKLA 
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SPONSOR  ASKS 

[Continued  from  page  50) 

tracts  today,  it  seems,  for  large  sums 
are  being  paid  to  insure  exclusivity 
over  a  period  of  \ears.  Whatever  is 

unique,  and  therefore  limited  in  quan- 
tity ha:-  a  plus  value  to  the  owner  if 

exploited  through  l»ut  one  avenue,  for 
those  who  would  have  or  enjoy  that 

produ<  I  must  obtain  it  through  the  one 
avenue  in  which  it  is  offered. 

It  seems  obvious,  then,  that  radio 
station  talent  also  available  on  rv  has 

diluted    its   value   to   each    media.     Ra- 

dio must  keep  and  promote  exclusive 
talent  for,  after  all,  both  radio  and  t\ 

.lie  seeking  to  reach  and  hold  the  same 
ultimate  consumer.  That  medium 

which  finds,  develops  and  holds  exclu- 
sivel)  the  best  talent  will  get  and  hold 
the  bulk  of  the  ultimate  consumer. 

\>  proof,  witness  the  recent  boxing 
match  (arried  on  radio  onh  when  the 

overwhelming  majority  of  the  total 
available  audience  was  listening  to  the 
match  on  radio!  In  addition,  tech- 

niques on  radio  and  t\  differ — there- 
fore an  additional  reason  for  speciali- 

zation in  an  age  of  specialists. 

ONE    HALF 
OF  TEXAS! 

•'■'■?? 

..., 

r  nJVlALjffik 
.  ■  Br     ̂ ^             C      3 

■j                               WMXMm 

MOW  AID  W.  DAVIS,   Own.r  ̂ V 

liLlihiQk 
%             .    ,>.. S        Q 
HOWARD  W.  DAVIS,  Pro.  W         V 

CIENN  DOUGLAS,    Mgr.           ̂ ^^ 
SAN    ANTONIO,  TEXAS HOUSTON,  TEXAS 

5000  WATTS 5000  WATTS 
ON  630 ON  61 0 

FOR  THE  6TH KLBS 

CONSECUTIVE CROSSED  48% 

YEAR 
MORE  IN   1954 

KMAC  WILL  BE 
THAN   IN   1953. 

SAN  ANTONIO'S 
THE  BIG  BUY 

BIG  LEAGUE 

BASEBALL IN  THE  BIG 

STATION. STATE. 

ASK    THE    WALKER    REPRESENTATION    CO.,     INC. 

I  firmly  believe  that  any  organiza- 
tion which  operates  both  radio  and  t\ 

properties  and  integrates  the  talent  is 
bleeding  both  properties.  Possibly 
radio  talent  is  entitled  to  their  tv 
chance  in  a  case  of  this  kind,  but  then 

tlie\  should  take  the  whole  gamble. 
Ml  t\  or  all  radio.  This  is  an  involved 

answer  but  it  s  an  involved  question. 
If  the  listener-viewer  has  a  choice  of 
which  he  shall  do  to  obtain  his  favor- 

ite talent  it  will  likely  not  be  long 

until  he  has  a  new  favorite,  either  lis- 

tening or  viewing.  On  stage  the  spot- 
light floods  the  entire  stage  only  when 

\  ou  want  the  entire  stage  featured — 
\  ou   feature  the  star  in  a  single  spot. 

AM-TV   UP  TALENT  POPULARITY 
By  P.  A.  Sugg 

Executive    t  .P.    and    Manager 
WKY   Radiophone  (■<>..  Okla.  City 

Long  before 
\\  KY  -TV  went 
on  the  air  June 

6,  1949,  we  came 

to  grips  with  the 
problem  of  using 

WKY  radio  tal- 
ent on  tv.  After 

careful  consider- 
ation we  decided 

to   use   talent   interchangeably. 

In  our  opinion  the  decision  was  a 
most  fortunate  one.  For  we  found 

that  listener  loyalty — to  entertainers 
and  announcers  who  had  built  good 

reputations  on  WKY  -  transferred 

smoothly  to  viewer  loyalty  on  WKY- 
TV.  We  learned  that  the  curiosity  fac- 

tor alone,  the  desire  of  the  public  to 
see  in  action  those  they  previousb 
had  heard  onh.  was  a  prime  drawing 

card  that  helped  speed  up  tv  set  sales 
in   our   area. 

The  important  point  for  us,  and  for 

any  similar  operation,  is  that  talent 
formerl)  heard  only,  increased  their 

prestige  and  popularity  both  on  tv  and 
am  b\  being  seen  as  well  as  heard. 
Despite  mam  public  appearances  by 
am  talent  during  radio-onlj  days, 

thousands  and  thousands  of  listeners 

could  onl\  imagine  what  the  person 
whose  voice  they  heard,  really  looked 

like  in  pei>on.  \s  we  all  seem  to 
agree,  it  turned  out  people  feel  more 

kindl)  toward  and  accept  .is  friends 
more  quickl)  those  the)  can  both  see 
and  hear  than  those  the)  hear  only. 

I  believe  thai  was  true  as  applied  to 

radio  Btars  who  pained  added  popu- 

larity in  films  during  the  pre-t\  days. 
In   a    joint    operation   such   as  ours. 
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AMARILLO   GAS 

— a  self -rising  flower 

£'U 

T  T  FOLIUM,  the  colorless,  odorless,  tasteless, 

*■  -*•  exceptionally  light  non-burning  gas, 
comes  from  the  natural  gas  and  oil  fields 

around  Amarillo.  Recovery  methods  were 

developed  here;  the  main  helium  field  and 

recovery  plant  are  important  points  of  in- 

terest. Once,  when  a  slight  touch  of  Pan- 
handle weather  turned  the  sky  black  and 

slammed  the  temperature  down  thirty  de- 

grees, a  transcontinental  plane  was  grounded. 

One  of  the  impatient  passengers,  a  high- 

spirited  filly  from  the  Coast,  checked  in  at 

a  hotel  and  bent  the  clerk's  ear.  "What's 

there  to  see  in  Amarillo?" 

Civic-minded  as  all  get-out,  the  hotel  man 

volunteered.  "We  have  the  only  helium 

plant  in  the  world." 

The  lady  brightened. 

'Is  it  in  bloom  now  ?" 

"Indeed?"  she  said. 

The  plant  isn't  in  bloom,  but  Amarillo 

and  the  Panhandle  are.  There's  dough-on- 
the-hoof  and  the  glint  of  gold  on  the  wheat- 
lands.  The  oil  wells  are  in  flower,  the  live- 

stock market's  busy,  the  Amarillo  area  is  first 
in  the  nation  in  per  family  retail  sales. 

Come  pluck  the  flars. 

KGNC-AM  &  TV 

^tAmarillo 

NBC   and    DuMONT   AFFILIATE 

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

21   FEBRUARY  1955 
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TRIED  by  a 
10  MAN  JURY 

Yes,  10  of  the  current  accounts 

on  Bob  Trebor's  "DAY- 
BREAKER"  Show  have  been 
sponsors  for  3  or  more  years. 

Several  for  4!/2  years  on  this 

5-year-old  show. 
The  verdict  of  this  10-man 

jury  is  justified!  Erom  morning 

to  night  WVET  gets  results 

in  the  Metropolitan  Rochester- 
Western  New  York  Market, 

3rd  largest  in  America's  first State. 
5000   WATTS 

1280  KC 

BOB    TREBOR 

IN  ROCHESTER,  N.  Y. 
Represented  Nationally   by 
THE    BOLLING   COMPANY 

Radio 
Executive 

With  over  20  years  experience 

in  iill  phases  of  operation  desires 

td  purchase  pari  Lnteresl  in  good 
station  in  fair  size  market  and 

lake  over  management.  Or  would 

take  over  managemeni  without 
interest. 

'J'hi^  is  mi  excellent  opportunity 
for  station  owner  desiring  to  semi- 
retire  or  retire  from  station  but 

wanting  to  keep  interest  in  busi- 
ness. Knowing  he  would  have  an 

honest  and  capable  person  pro 

tecting   his   intere  I 

Best    "i    references    can    be    fur 
nished. 

All    replies     will    be    kepi    confj 
dential. 

Write  to  Box  221 

co    SPONSOR,    4CE.49thSt..  N.Y. 

there  i-  another  important  point.  I\ 

-I  ill  has  the  aura  of  money  and  glam- 

our. It  is  dilii<  ult  to  get  first-class  tal- 

ent, eithi  i  performers  oi  straighl  an- 
nouncers, if  these  people  know  the} 

would  have  no  chance  to  perforin  also 
hefore  the  tv  cameras.  Therefore,  our 

talent  who  may  be  assigned  initially  to 

\\  KY  radio  know  that  if  the}  do  a 

good  job  and  arc  otherwise  qualified, 

the}  will  have  the  opportunit}  to  work 
on  the  t\  side  also. 

I  lie  interchangeable  svstem  has  an- 

other  advantage.  B\  having  your  com- 

plete announcing  or  talent  staff  avail- 
able for  either  medium,  a  joint  opera- 
tion is  able  to  vary  voices  on  am, 

voices  and  faces  on  t\.  so  that  talent 

is  not  likely  to  "burn  out"  so  quicklv 
with  the  public. 

Lastly,  the  popularity  gained  by  our 

tv  announcers  and  performers  carries 

with  them  to  their  radio  assignments. 
Most  of  the  listeners  have  seen  them, 

know  what  they  look  like  and  how 

they  act,  and  though  they  cannot  see 

them  via  radio,  know  who's  talking  or 
performing.  That  makes  for  greater 

acceptability  of  voice-only  commer- 
cials, a  friendlier  feeling  of  listener 

toward  talent.  And  that  is  what  pays 

off  when  the  audience  popularity  sur- 

veys are  made.  •  •  * 

PLOTKIN  MEMO 

{Continued  from  page  31) 

stations  in  a  large  city  is  fewer  than 
the  number  of  networks  can  stations 

approach  an  ecrual  bargaining  position 
with  the  networks.  And  with  the  in- 

crease in  the  number  of  tv  stations  on 

the  air,  this  bargaining  position  is  be- 

ing weakened.  "The  very  act  which 
promotes  diversification  of  viewpoint 

at  the  local  level  by  increasing  the 
number  of  stations  also  accentuates 

their  dependence  on  the  networks," 
Plotkin  sa\s. 

The  solution  to  the  problem,  staled 

Plotkin,  ""is  to  remove  the  subordina- 
tion of  stations  to  networks  by  expand- 

ing program  sources."  And  the  source 
to  look  for  additional  programing  ma- 

terial is  "'national  and  regional  adver- 
tising revenue  channeled  through  na 

tional  spot  business." 
The  memo  anticipates  the  argumenl 

thai  option  ti    may    be  necessar}    to 
the  existence  of  the  networks.    Plotkin 

has  two  answers.     One  is  that    the   net 

works   warned   during   the  earl}      I11- 

that  the  Chain  Broadcasting  Regula- 
tions which  banned  exclusive  station 

affiliation  with  networks  and  territorial 

exclusivit}  lor  affiliates  would  make  it 

impossible  tor  networks  to  operate. 

But.  Plotkin  -aid.  "'The  regulation-  did 
go  into  effect,  and  the  networks  sur- 

vived: indeed,  the}  have  prospered 

under  the  regulations. 

The  other  answer,  in  essence,  is:  Let 

'em  fight  it  out  and  may  the  best  man 
win.  Free  competition  should  prevail 

and  no  artificial  advantage  should  be 

given  one  segment  of  an  industr}  over 
another  1>\  the  government,  Plotkin 
reasons.  If  networks  are  neccssarv  to 

the  national  welfare,  lie  states,  then 

the}  -houhl  be  regulated.  "For  it  is  the 
tradition  in  our  system  of  governmenl 

that  no  protected  monopol}  situation 
is  permitted  unless  accompanied  by 

detailed  public  regulation  as  to  rate-, 
practices,  earnings  and  other  business 

practices." 

How  would  advertisers  be  affected 

bv  the  elimination  of  option  time? 

SPONSOR  asked  both  spot  and  network 
sources   for  their   views. 

National  and  regional  spot  and  lo- 
cal accounts,  said  a  rep  executive, 

would  find  more  time  available  and. 

converselv.  network  advertiser-  would 

find  less   time  available. 

The  view  that  more  advertisers 

would  be  brought  into  tv  was  expressed 

by  Adam  J.  Young.  Jr..  president  of 
both  Adam  J.  Young,  Jr..  Inc..  and 

the  Stations  Representative-  Associa- 
tion. 

Young  said  that,  at  the  present  time. 
*'a  rather  short  list  of  national  adver- 

tisers who  have  been  able  to  hold  vir- 

tuallv  all  of  the  most  desirable  evening 

listening  hours  .  .  .  would  be  seriousl} 

affected  because  it  would  no  longer  be 

convenient  to  buv  time  nor  would  it  be 

possible  for  this  relativclv  -mall  group 

of  advertisers  to  retain  the  present  vii- 

tual  monopol}  on  a  susbtantial  por- 
tion of  the  most  desirable  listening 

hours.'*  flu-  group,  said  ""t  oung,  would 

probablv  represent  1">0  to  200  cor- 

porations. 
On  the  otber  hand, continued  ̂   oung. 

""there  arc  main  thousands  of  national 

and  regional  advertisers  that  have  al- 
ways found  it  impractical  to  bu}  good 

programs  on  a  spot  basis  because,  for 

the  most  part,  the}  had  to  be  content 
with  secondary  time  periods  iii  man} 

markets."  N  oung  listed  among  those 
who  would  benefit  bv    an  option  time 

ban  advertiser-  with  budgets  too  -mall 



WCBS  New  York 

WBBM        Chicago 

KNXT  Los  Angeles 

WDTV         Pittsburgh 

WGR  Buffalo 

WSB 

lOOOoo 

Atlanta 

BAY 
THE   LAND   OF   MILK 

and^fONEY 

WMAR        Baltimore 

WJBK  Detroit 

WMT  Cedar  Rapids 

WFMY        Greensboro 

K  P  R  C  Houston 

WLWD         Dayton 

KFEL  Denver 

KFIF Alaska 

WKAQ       Puerto  Rico 

WUSN         Charleston 

The  Cow  That 
Lives  in  the 

Parlor! 

She  travels  with  the  very  best  people; 

is  seen  in  the  best  of  channels 

WB  AY-TV Rep 

WEED     TELEVISION 
New   York 

Haydn      R.    Evans,    General    Manager 

Only  full  time  operation  in  100  mile 

radius.  Interconnected  CBS,  ABC, 

DuMont  for  55  counties  in  the  Lund  of 
M 

Milk  andttbney. 
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Any  way  you  figure  it . . .  Pulse/ 

January  1955,  confirms  .. . 

•  KLZ  IS  FIRST  in  total  ratings  from  sign-on  to  sign-off. 

•  KLZ  IS  FIRST  in  News:  all  four  of  KLZ's  authentic  newscaster  per- 
sonalities are  first  in  each  of  their  respective  newscast  ratings  — 

yes,  even  against  network  commentators. 

•  KLZ  IS  FIRST  during  more  quarter  hours .  .  .  day  and  night . .  . 

than  any  other  Denver  radio  station. 

The  January  Pulse  survey  proves  that  the  over-all  radio  tune-in  in 

Denver  is  higher  now  than  before  television. 

And  .  .  .  with  KLZ's  highest  share  . .  .  day  and  night ...  of  this  higher 

tune-in  —  PLUS  a  21%  increase  in  Greater  Denver's  population 

(this  means  at  least  20%  more  radio  sets)  —  KLZ  Radio  is  a  "must" 
buy  . . .  any  way  you  figure  it! 

Sell  your  product  on  the  station  most  listened- to 

in  the  market  where  radio  tune-in  today  is  higher 

than  before  television! 

YES  . . .  any    way    you    figure    it ...  in  the    booming    Denver   market 

where  Radio  has  gained — KLZ  LEADS.  Buy  this  audience  —  Sell 
this  audience. 

Ask  a  KATZ  man  for  details  or  contact  KLZ  Radio  Sales 

"PC/lSf,  Im  ,  nationally  recogni/ed  broodcoif-oudtence  research  authority 

tin  network  programing,  those  with 

limited  distribution  and  those  with  sea- 

sonal products.  Local  advertisers,  such 
as  department  stores,  would  be  pleased 
1>\  the  option  time  elimination.  Young 

pointed  out,  because  it  would  give 

them  an  opportunity  to  clear  time  dur- 

ing peak  listening  hours. 
The  belief  that  more  advertisers 

would  be  attracted  to  tv  were  option 

time  to  be  banned  is  disputed  in  net- 
work circles.  It  is  held  that  the  same 

adveitisers  would  dominate  video  even 

if  there  were  no  networks.  The\  would 

merel\  bu\  the  time  on  a  spot  basis 
rather  than  on  a  network  basis,  it  was 
said.  Some  advertisers  would  do  even 

better  with  spot  film  than  the\  could 

by  buying  a  network  since  it  would  be 
posible  for  them  to  buy  the  best  sta- 

tion in  each  market  rather  than  accept- 

ing a  pre-set  network  lineup. 
One  source  even  discussed  the  pos- 

sibility of  "super  networks'"  set  up  by the  advertiser  himself  and  recalled  that 

the  possibilit\  of  such  networks  was 
discussed  before  the  Senate  Commerce 

Committee  in  1941. 

\t  that  time  the  FCC  had  just  in- 
corporated a  ban  on  option  time  into 

its  Report  on  Chain  Broadcasting.  This 
ban  was  later  modified  to  permit  the 

networks  to  exercise  options  against 
local  and  national  spot  programs,  but 

not  against  other  networks,  and  that  is 
how  it  stands  today. 

Before  the  ban  was  modified,  how- 
ever, Niles  Trammell,  then  president 

of  NBC.  told  the  committee,  in  testifv- 

ing  against  a  ban  on  exclusive  option 
time  (which  was  not  changed),  that  a 

group  of  advertising  agencies  or  ad- 
vertisers on  their  own  account  could 

construct    their   own   network. 

"There  is  no  problem  in  intercon- 

necting broadcasting  stations,"  said 
Trammell.  .  .  .  "Such  (super  advertis- 

ing I  networks,  however,  would  lead 

to  a  concentration  of  advertising  sup- 

port for  broadcasting  over  larger  sta- 
tions and  in  larger  communities.  .  .  . 

The  large  advertiser,  from  experience, 

is  thorough!)  familiar  with  the  cover- 
age and  popularity  of  practically  all 

Stations  in  the  country.  Being  desirous 

of  purchasing  the  best  network — and b\  that  we  mean  the  network  that  will 

give  him  the  greatest  audience  at  the 
lowest  cost—  the  advertiser  alreadv  sees 

in  these  regulations  the  opportunity  to 

put  together  a  network  lineup  hereto- 
fore unavailable  to  him,  b\  selecting 

the  best  Stations  from  all  networks." \\  hether    the    tv    networks    have    the 
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same  opinion  regarding  super  networks 
as  a  result  of  an  option  time  ban  today 

is  not  known.  With  the  exception  of 

Dr.  Stanton's  statement,  which  did  not 
comment  on  anv  specific  proposals 
made  bj  Plotkin,  the  networks  have 
been  silent. 

To  those  close  to  the  networks  it  is 

clear,  however,  that  the  proposed  op- 
tion time  ban  is  still  regarded  as  a 

threat  to  their  existence.  One  source 
told  sponsor: 

"It's  very  simple  what  would  hap- 
pen. The  stations  get  70  cents  of  every 

advertisers  dollar  from  spot  and  only 

30  cents  from  network.  If  you  owned 

a  station,  what  would  you  want — 70 
cents  or  30  cents? 

"Of  course  stations  still  want  net- 
work programing.  A  lot  of  them  de- 

pend on  it  to  build  circulation  and  sell 

announcements.  But  it  only  takes  a 

few  stations  to  throw  a  monkey  wrench 
into  the  machinery. 

"Here's  what  I  mean.  Let's  take  a 
hypothetical  advertiser  who  wants  a 

network  lineup  of  ~'i  stations.  Suppose 
a  dozen  stations  in  the  top  50  markets 

decide  they  don't  want  to  carry  the 
show.  The  advertiser  will  probably 

drop  the  whole  thing  and  buy  spot.  If 

the  big  advertisers  can't  get  into  the 
important  markets,  he  doesn't  want  a network  show. 

"Now7,  if  this  happens  in.  sav.  30', 
of  the  shows,  the  networks  might  as 

well  give  up.  A  network,  with  its  high 

<  <>-ts  of  operation,  cant  run  at  half- 
steam. 

Exclusivity:  1„  its  Chain  Broadcast- 

ing Regulations,  which  were  adopt- 
ed in  1941  and  which  went  into  effect 

two  years  later  after  an  unsuccessful 

court  fight  by  the  networks,  the  FCC 

sought  to  strike  at  two  network  prac- 
tices which  it  felt  tended  to  stifle  com- 

petition. One  was  exclusive  affiliations 
and  the  other  was  territorial  exclusiv- 

ity. The  former  prevented  a  station 

from  carrying  programs  ol  anothei 
net  work  and  assured  the  networks  of  a 

-urc  nutlet  in  a  market  when  it  Mild  a 

program  to  an  advertiser.  Territorial 

exclusivity  protected  the  station  sine:- 
the  network  promised  it  would  not 

make  any  programs  available  to  anv 
other  station  within  a  certain  radius. 

The  present  FCC  regulations,  while 

llicv  don't  require  a  station  to  take 
programs  from  other  networks,  forbid 
anv  agreement  between  station  and 

network  which  would  prevent  the  sta- 
tion from  doing  so  if  it  wishes.  And 

one  network  cannot  exercise  a  time  op- 
tion against  another  network. 

As  to  territorial  exclusivitv.  the  reg- 
ulations forbid  agreements  between 

station  and  network  I  1  I  which  would 

prevent  another  station  servicing  a 

"substantially  different  area"  from  the 
regular  affiliate  from  carrying  shows 
of  the  network  in  question  and  (2) 

which  would  prevent  another  station 
in  the  same  area  from  carrying  a  show 

not  carried  by  the  regular  affiliate.  In 
the  latter  case,  the  regular  affiliate  is 

permitted  first-refusal  rights. 
Plotkin  contends  that  the  ban  on 

exclusive  affiliation  has  not  worked  out 

in  practice.  In  markets  where  there 
are  four  or  more  radio  or  vhf  stations 

each  network  has  a  regular  affiliate 

which  usuallv  takes  programs  from 
that  network  alone.  However.  Plot- 

kin said:  "Where  there  are  fewer  than 
four  I  tv  I  outlets  in  a  market,  or  where 
some  of  the  outlets  are  vhf  and  some 

are  uhf.  the  vhf  outlets  are  almost  in- 

variablv  the  affiliate  primarily  of  NBC 

or  CBS.  but  thev  generally  do  take 

some  programs  from  the  other  net- 

works." 
Regarding      territorial      exclusivitv. 

^^ 

Th2  only  Television 
Station  in  the  rapidly 
expanding  Abilene, 
Texas  market  area. 

Set   Count   on 

Jan.    1,    42,240 

55%     Saturation 

Represented    nationally    by 

JOHN   E.   PEARSON  TV   Inc. ABILENE 
TEXAS 

21   FEBRUARY  1955 

Four 
big 

reasons 

WALTER  SLEZAK 

52  star-spangled  films,  paced  by 

top  names  from  Hollywood  and 

Broadway . . .  great  scripts . . .  superb 

direction  by  Roy  Kellino,  Ted  Post, 

and  others.  If  you  want  to  make  a 

real  impression,  this  is  for  you! 

ABC   FILM 

SYNDICATION,   INC. 
7  West  66th  St.,  N.  Y. 

CHICAGO  •  ATLANTA  •   HOLLYWOOD  •  DALLAS 

117 



WHLI 
the  LONG    ISLAND  story 

DOMINATES 

Long  Island's  Big,  Rich 
NASSAU  COUNTY 

••• 

RETAIL  SALES 

$1,003,784,000 
Greater  Than  14  States 

(Sales    Mgt.) 

••• 
\y  HLI     has  a    larger  daytime  au- 

dience   in    the    Major    Lang    Island 
Market     than     any     other     station. 

The    Pulse" 

WHLI 
***>.     lOK|r_     vSVrV 

FOR  HOTEL  ACCOMMODATIONS^ 
IN  NEW  YORK  VMTY 

CALL    YOUR    LOCAL    TRAVEL 

REPRESENTATIVE   OR 

TELETYPE— N  Y  1-3601 

GRAND   CENTRAL   AREA 

Shelton 
LEXINCTON  AVENUE  AT 
49TH  STREET 

1200  Modern  Rooms  Tele- 
vision equipped.  Reasonable 

Rates,  Swimming  Pool 
(complimentary  to  guests). 
Coffee  Shop,  Restaurant, 
Cocktail  Lounge. 

RADIO    CITY    AREA 

Wbbiy  f)otel 
51st  STREET,  JUST  EAST 
OF  7th  AVENUE 

A  23  Story  Modern  Hotel. 
Accommodates  1,000 
Guests.  Sensibly  Priced. 
Breakfast  Room,  Stock- 

holm jRcst.iurant.  AAA 
Recommended. 

TIMES    SQUARE    AR*A 

im^&ioarbjptftel 
44th    STREET,     EAST    OF 
BROADWAY 

Comfortable       Accommo- 
dations    for     800     Guests 

at    Moderate    Rates 
Coffee      Shop      and     jxvl 

Cocktail     Lounge.  'Jo^' ML 

while  there  are  obvioush  no  contracts 

which  violate  FCC  regulations  "this 
does  not  necessarily  mean  that  the  reg- 
ulations  have  been  effective  in  making 
available  to  non-affiliates  on  an  ex- 

tensive scale  such  network  programs 

as  ma)  be  rejected  1>\  the  regular 

affiliate.  \-  to  the  second  aspect  of 

territorial  exclusivit) — areas  of  pro- 

tection  '"it  i»  not  possible  on  the  basis 
of  data  thus  far  available  to  draw  hard 

and  fast  conclusions." 
Plotkin  made  clear  his  dissatisfac- 

tion with  the  wax  affiliations  are  grant- 
ed and  his  belief  that  the  public  has 

a  legitimate  interest  in  the  methods  l>\ 
which  affiliations  are  granted.  He  said 

it  was  "essential  that  serious  consid- 
eration be  given  to  methods  for  insur- 

ing that  such  affiliations  are  awarded 
in  a  reasonable  manner  so  that  the  full- 

est competition  is  assured." 
How  can  this  be  done?  Plotkin  ana- 

lyzes two  alternatives  applicable  to  net- 

works, the  "common  carrier"  approach 

and  the  "Associated  Press  case"  ap- 

proach. He  rejects  the  common  carrier  con- 
cept, which,  in  its  broadest  sense, 

would  mean  that  networks  would  have 

to  offer  affiliations  and  programs  to 
all  stations  who  want  them.  This,  he 

points  out,  would  be  impractical  for 
advertisers,  who  might  have  to  pav 

for  duplicate  coverage  since  two  or 
more  stations  in  the  same  market  might 

well  ask  for  the  same  program.  It 
would  also,  he  said,  he  wasteful  of  the 

limited  broadcast  band  facilities  and 

would  not  provide  enough  varietv  of 

programing  for  set  owners. 
In  the  Associated  Press  case,  the 

Supreme  Court  held  that  AP  service 
was  important  enough  to  the  success  of 

a  newspaper  to  warrant  requiring  \l' 
to  provide  its  service  on  a  non-discrim- 
inatorv  basis.    The  purpose  of  this  re- 

quirement:  to  keep  ali\e  competition. 

Plotkin  applies  the  same  reasoning 

to  networks.  "The  importance  of  a 
network  affiliation  to  successful  opera- 

tion of  a  television  station  is  sufficient- 

ly great  that  the  government  is  war- 
ranted in  seeing  to  it  that  no  arbitrary 

discriminatory  practices  are  followed 
]i\  the  network  in  the  awarding  of  such 

affiliation."  The  only  exception  to  this 
general  rule,  said  Plotkin.  is  that  the 
network  need  not  make  affiliation 

available  where  it  would  create  "a  sub- 

stantial duplication"  of  the  network's 
programing. 

Plotkin  calls  for  three  changes  in 

present  practices  to  achieve  his  objec- 
tive: First,  the  networks  should  be  re- 

quired to  publish  and  file  with  the 
Commission  the  standards  the)  purport 

to  follow  in  determining  what  is  exces- 

sive duplication  in  the  awarding  of 
affiliations.   .   .   . 

"Secondly,  the  Commission  should 

set  up  a  procedure  to  insure  that  net- 
work programs  not  carried  by  a  regu- 

lar affiliate  should  be  made  available 
to  other  stations.  .  .  . 

"Thirdly,  serious  consideration 
should  be  given  to  making  changes  in 

those  rules  and  regulations  of  the  Com- 
mission which  accord  a  qualified  con- 
fidential status  to  some  of  the  reports 

and  information  which  are  filed  with 

the  Commisison  by  licensees  and  net- 

works." 

It  should  be  pointed  out  that  the  sec- 
ond recommendation  would  onlj  bene- 

fit stations  with  "substantially  differ- 
ent" coverage  from  the  regular  affiliate. 

Moreover,  if  the  program  were  spon- 
sored, the  station  which  might  benefit 

would  have  to  convince  the  advertiser 

to  buv  time.  It  would  not  get  that  time 
automatically. 

Since  Plotkin  leaves  to  the  Commis- 

sion to  determine  what  would  be  con- 
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sidered  "substantiall)  different"  cover- 

age or  "excessive  duplication,"  it  is 
mil  clear  what  the  result  would  !>e  so 
far  as  advertisers  are  concerned.  That 

is.  if  advertisers  consider  the  overlap 

of  stations  too  great  (and  there  would 

probabl)  be  some  overlapping),  the) 
might  not  bu)  time  on  a  station  which 

carries  a  program  previousl)  rejected 

h\  another  station.  Or.  to  put  it  an- 
other  way,  if  an  advertiser  does  not 

want  a  program  in  market  "A"  he 
mighl  not  want  a  program  telecast 

from  a  station  in  market  "B"  whose 
signal  reaches  a  considerable  number 

of  viewers  in   market  "A". 
\\  hen  he  gets  down  to  exclusivit\ 

restrictions  on  the  station  level,  Plot- 

kin  comes  up  with  some  radical  pro- 
posals. His  basic  idea  is  that  in  mar- 

kets where  there  are  less  than  four  tv 

Stations  of  "relatively  equal  desirabil- 
it\"  there  be  limits  on  the  amount  of 
time  a  station  can  devote  to  CBS  and 

NBC  programing.  The  reason:  "The 
non-availability  of  outlet  time  in  one- 

.ind  two-station  communities  severely 
curtails  the  opportunity  of  ABC  and 

Du  Mont  to  compete  for  national  ac- 

counts and  tends  to  perpetuate  the 
dominant  positions  which  CBS  and 

NBC  occupy  in  this  field.'" 
Plotkin  does  not  say  flatly  how  the 

limiting  of  CBS  and  NBC  programing 
on  specific  stations  should  be  carried 

out.  but  he  has  some  definite  sugges- 
tions. 

First,  he  says,  the  FCC  should  make 
a  list  of  markets  in  the  U.  S.  with  fewer 

than  four  tv  stations  of  "relatively 
equal  desirability."  A  uhf  station 
would  not  be  included  in  this  list  un- 

less conversion  reaches  about  85  or 

90%,  or  whatever  figure  the  commis- 
sion decides.  It  is  clear  that  Plotkin 

understands  that  a  substantial  number 
of  markets  would  be  affected  since,  in 

another  part  of  his  memo,  he  points 
out  that  only  seven  markets  have  four 

or  more  vhf  assignments.  26  have  three 
vhf  assignments,  32  have  two,  18  have 
one  and  17  have  uhf-onl)   assignments. 

Plotkin  does  not  recommend  am 

specific  percentages  of  time  which 

would  be  allowed  CBS  and  NBC  pro- 
graming but  he  gives  examples  of  how 

it  could  be  done.  "Where  there  is  onl\ 
one  station,  it  should  not  be  permitted 
to  make  available  to  NBC  and  CBS 
combined  more  than  two-thirds  of  its 

time  within  each  segment."'  I  The  seg- 
ments referred  to  are  the  time  break- 
downs within  each  24  hours  as  now  set 

up  b)    the  FCC   for  regulating   option 

time  contracts.  I  Where  there  are  two 

stations,  the  figure  would  be  7-V  ,  foi 
each  one.  \\  here  there  are  three,  the 

figure  would  be  «'!•">'<    for  each  one. 
While  ABC  and  Du  Mont  clients 

would,  in  main  cases,  be  happ)  to  run 

their  shows  on  regular  CBS  and  NBC 

affiliates,  what  would  happen  if  the) 

don't  use  the  time?  In  that  case,  says 

Plotkin.  the  station  ma)  make  I i un- 
available to  CBS  and  NBC— but  "sub- 

ject to  recapture  on  reasonable  notice." 
However,  Plotkin  says,  the  time  re- 

served from  CBS  and  NBC  would  not 

have  to  be  turned  over  to  ABC  or  Du 
Mont.  The  station  should  be  free  to 

cam  an)  other  type  of  program  it 

wishes.  National  spot  shows,  for  ex- 
ample. 

Since  the  percentages  of  time  re- 
served from  CBS  and  NBC  would  be 

fixed  bv  the  Commisison.  it  is  not 
clear  what  the  effect  would  be  on  CBS 

and  NBC  clients  if  the  Plotkin  memo 

proposals  were  accepted.  But  it  ap- 
pears posible  that  some  CBS  and  NBC 

clients  would  be  bumped  from  certain 
time  slots  in  a  number  of  markets.  In 

certain  cases  these  clients  could  clear 

time  on  less  desirable  uhf  stations  or. 

perhaps,  they  could  clear  time  on  the 
more  desirable  stations  during  another 

segment  of  the  day. 

Who  would  be  bumped?  What 

standards  could  be  set  for  bumping'.-' 
The  Plotkin  memo  do?-  not  suggesl 

any  answers. 
The  Plotkin  memo  also  devotes  quite 

a  bit  of  space  to  uhf  and  other  issues. 
It  is  no  accident  that  the  subject  of 

uhf  and  network  regulation  are  com- 
bined in  the  same  report  for  it  was  the 

Commerce  Committee's  investigation 
of  the  uhf  problem  in  the  last  Congress 
which  led  to  the  Plotkin  memo. 

Here  is  a  brief  summary  of  other 
Plotkin  recommendations: 

Uhf:  Plotkin  comes  to  the  conclu- 
sion that  tv  will  have  to  live  with  both 

uhf  and  vhf.  The  suggestion  to  move 

all  tv  to  uhf  is  rejected  as  impractical 

and  a  threat  to  the  public's  investment 
in  vhf  receivers.  However.  Plotkin  sug- 

gests a  compromise  in  "selective  de- 
intermixture,  that  is,  reallocating 

channels  wherever  practical  to  provide 
for  more  all-vhf  or  all-uhf  markets. 

Another  Plotkin  recommendation  is 

that  the  excise  tax  be  removed  from 

all-channel  Ivhf-uhfl  t\  receivers.  The 

former  committee  counsel  lists  two  al- 

ternative ways  of  doing  this:  ill 

granting  tax  exemption  for  all-chann   I 
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receivers   onl)    and    (2)    granting   tax 

exemption  only  if  the  manufacturer 
makes  only  all-channel  receivers  in  the 
I  .S.      Plotkin  favors  the  latter. 

\  rtu  orks  acting  as  national  spot 

representatives:  ".  .  .  it  would  appear 
difficult  to  justify  the  practice  of  NBC 

and  CBS  acting  as  national  spot  repre- 
sentatives for  the  stations  affiliated 

with  them." Co-axial  cable  and  microwave 

charges:  "The  Commission  should  un- 
dertake at  the  earliest  practicable  date 

an  examination  of  the  reasonableness 

of  the  telephone  company  charges  re- 
lating to  broadcast  operations  and  of 

the  proposals  for  cheaper  service  to 

sparsely  settled  areas." 
Ownership  of  am  and  tv  networks 

h\  same  organization :  "The  Commis- 
sion should  give  continuing  considera- 

tion to"  separating  ownership  of  radio and  tv  networks. 

Ownership  oj  stations  by  the  net- 

works:  "Ownership  of  stations  in  tal- 
ent centers  like  New  York,  Chicago 

and  Los  Angeles  has  historical  justifi- 
cation. Most  careful  consideration 

should  be  given  as  to  whether  the  own- 
ership of  additional  television  stations 

b\   the  networks  is  justifiable." 
Multiple  ownership  oj  stations  by 

non-networks:  "Serious  consideration 
should  be  given  by  the  Commission  to 

a  re-examination  of  its  policy  with  re- 
spect to  ownership  of  stations  so  as  to 

determine  whether  three  television  sta- 
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lions  are  the  maximum  which  any  one 

group  should  be  permitted  to  own.  In 

addition,  a  careful  study  should  be  un- 
dertaken as  to  whether  multiple  owners 

have  abused  the  power  inherent  in 

ownership  of  multiple  stations  b\  se- 
curing desirable  affiliations  1>\  methods 

which  constitute  violations  of  the  anti- 

trust  laws." Duration  of  network  contracts:  it 

is  quite  common  for  the  networks  to 
use  a  form  of  contract  which  binds  the 

affiliate  for  the  maximum  period  but 

which  permits  the  network  to  cancel 
before  the  end  of  the  term.  It  is  diffi- 

cult to  see  how  such  lack  of  mutuality 

can  be  justified."  *  *  * 

RADIO  RATES 

[Continued  from  page  39  I 

priced  'package'  plan  at  national  rates, 

you  know  that  you're  paying  the  same 
price  as  any  other  national  advertiser 

if  you're  dealing  with  a  reputable 
station  and  rep  organization."  said 
Evelyn  Jones,  chief  timebuyer  of  Dona- 

hue &  Coe.  "But  when  you  get  into 
local  rates,  you  get  into  a  nightmare 
world.  Sure,  a  client  ma\  be  able  to 

drive  a  hard  bargain  b\  working 
through  a  dealer.  But  how  can  he  be 

sure  he's  paying  the  lowest  local  rate? 
Stations  seldom  publish  their  local  rates 

in  any  standard  reference  book.  So 

there's  really  no  way  to  tell.  In  fact,  if 
the  business  is  placed  through  an  ad 

agency  who  must  hang  its  commission 

on  top  of  a  local  purchase  as  a  service 
charge,  the  client  may  actually  be  pay- 

ing more  than  if  he  bought  a  good 

national-rate  package  offer." 
Other  agencv  criticisms  of  local-rate 

buying  are  in  a  similar  vein.  "You  go 
back  20  years  when  you  allow  local 
dealers  to  make  decisions  on  what  is  a 

i   I    local    radio   availability.'"   said   a 
\  oung  &  Rubicam  buyer. 

"I  nless  the  local-national  rale  prob- 

lem is  cleared  up  in  a  hurry,"  warned 
J.  Waller  Thompson's  Jim  Luce. 
"clients  and  agencies  ma)  get  so  ex- 
asperated  with  the  whole  problem  that 

they'll  recommend  putting  the  nionev 
inlo  media  with  more  stable  rates." 

What  station*  soy:  Mow  do  sta- 

tions feel  about  the  problem?    SPONSOR 
asked  a  cross-section  id  broadcasters, 

and  found  that  opinion  varied  widely. 
Some   station    managers   were   in    favor 
of    the    double-rate    structure,    saving 

thev  needed  it  in  order  to  compete  with 
other  local  media.  Others  were  in 

favor  of  setting  up  a  firm  single- rate 
selling  that  would  eliminate  any  dis- 

putes over  who  deserves  which  rate. 
Would  the  problem  really  disappear 

if  the  local  rates  on  radio  stations 
were  to  be  abolished? 

Some  radio  executives  say  it  would. 

Even  so.  these  same  admen  generally 

?dd  a  qualifying  remark  of  some  kind 

which  shows  that  there's  a  good  deal 
more  to  ending  the  hassles  over  local 

rates  than  simply  crossing  them  off  the 
rate  cards. 

Sample  comments  from  spot  radio 
executives  and  admen : 

"As  a  general  rule  —  without  excep- 
tion almost  —  I  believe  that  stations 

should  have  a  single  rate,  thus  elimi- 

nating a  problem  which  seems  to  be 

growing  whereby  national  accounts  are 
seeking  the  same  treatment  accorded 
local  advertisers.  Of  course,  there  is 

usually  an  additional  sales  cost  involved 
in  national  business.  I  believe  stations 

in  small  markets  might  be  justified  in 

having  a  national  rate  15  to  2d'  [  in 
excess  of  their  local  rate."  (Bob  Rey- 

nolds. I  .p..  KMPC,  Hollywood,  Calif.) 

"We  have  always  operated  on  a 
single  national-local  rate  card,  as  do  all 
our  competitors  in  Boston.  Obviously, 

this  is  the  simple  solution  for  all  con- 
cerned, as  it  eliminates  any  question 

of  who  is  entitled  to  what  rate.  We  be- 
lieve that  the  one  rate  is  justified  for  a 

station  in  a  city  like  Boston,  because 

our  selling  expense  is  the  same  for  local 
business  as  it  is  for  national  because 

all  of  our  clients  are  represented  by 

advertising  agencies."  I  Roy  V.  Whis- 
nand.   gen.    mgr..    WCOP.    Boston.  I 

"We    believe    at     WITH    that    there 

Wilbur!    Will  you  stop  dreaming 

about  your  KRIZ  Phoenix 

advertising   results!" 
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should  be  < > 1 1 1  \   one  rate  for  local  and 
national  advertisers.  Stations  who  have 

a  different  rate  for  local  and  national 

advertisers  raaj  he  justified  in  some 
instances  peculiar  to  their  localities. 

However,  in  our  coverage  pattern,  local 
and  national  advertisers  j:et  the  same 

benefits.  There's  no  reason  uh\  one 
should  pa\  more  than  the  other.  The 

danger  of  having  different  local  and 
national  rates  applies  to  newspapers 
more  than  radio,  particular!)  where 
there  is  a  wide  spread  between  the  two 

rates."  I  A'.  C.  Embry,  /  ./>..  WITH, 
Hull  in)  ore.) 

That's  one  side  of  the  story.  \  oull 
also  find  mam  executives  who  feel 

that   the  two-rate  system   is  fine. 

\  typical  reaction  of  this  sort  was 

made  to  SPONSOR  by  Gustav  Brand- 
borg,  assistant  general  manager  of 

Tulsa's  KVOO.   Said  Brandborg: 

"  \  small  station  covering  an  impor- 
tant metropolitan  market  could  well 

justify  having  one  rate.  A  powerful 
Station  with  blanket  coverage  of  a 

metropolitan  market  plus  extensive 

coverage  in  the  surrounding  area  where 
the\.  too,  may  be  the  No.  1  listening 

choice,  has  a  justifiable  argument  for 

two  rates." 

Brandborg's  sentiments  are  mirrored 
in  a  statement  from  Todd  Storz,  vet- 

Man  broadcaster  and  president  of  the 

Mid-Continent  Broadcasting  Company 
(KOWH.  Omaha,  WHB.  Kansas  City; 
WTIX.  New  Orleans  I.    Said  Storz: 

"We  extend  a  special  rate,  slightly 
lower  than  our  national  rate,  to  local 
retail  businesses,  because  we  do  not 

leel  that  the)  can  benefit  by  all  our 
audience  to  the  same  extent  as  a  na- 

tional advertiser.  We  do  not  believe 

that  coverage-type  stations  can  afford 
to  adopt  one  rate  for  national  and 
local  advertisers,  but  we  think  that  if 

special  saturation  package  rates  are 

1  icing  offered  locally,  the  same  schedule 

should  be  available  nationally." 

Who  gets  what  rate?  Mam  deci- 
sions that  station  managers  must  make 

in  spot  radio — such  as  whether  or  not 

a  client's  advertising  copy  is  in  good 
taste — are  fairly  clear-cut.  That's  be- 

cause the  industr)  has  set  up  certain 
standards   of   practice. 

Not  so  for  the  one*-out-of-two  radio 
stations  in  the  country  that  maintain 
a  national  and  local  rate  card.  When 

a  station  manager  has  to  decide  wheth- 

er or  not  to  accept  dealer-placed  adver- 

tising at  local  rate,  he's  on  his  own. 

II  he  looks  to  other  levels  of  the 

industr)  such  as  reps  and  clients — 

he's  likely  to  become  fairl)  confused. 
There  are  all  shades  of  opinion. 

Some  stations  absolutel)  refuse  to 

accepl  anything  that  remotel)  resem- 
bles national  business  (even  regional 

accounts  i  at  anything  less  than  the 
full  national  rate.  At  the  same  time. 

some  hard  pressed  radio  stations  re- 
quire onl)  that  the  arrangement  be 

"legitimatized"  (i.e..  the  billing  han- 

dled through  the  sponsor's  local  retail- 
ers or  distributors  instead  of  being 

billed  through  the  stations  rep  and  the 

sponsor's  agenc)  of  record).  What's 
been  the  result  of  the  generally  hazy 

definitions  of  who  is  a  local  advertisci  '.' 

Chiefly,  it's  meant  that  a  grow  nil: 
number  of  advertisers  in  the  spot  ra- 

dio ranks  are  either  chiseling  or  oper- 

ating legitimately — depending  on  the 
point  of  view. 

Is  there  an  answer?  Can  the  local- 

national  rate  problem  in  spot  radio  be 
straightened  out?  Different  segments 

of  the  industry  propose  different  solu- 
tions.   For  example: 

Reps:  Radio  reps'  solutions  to  the 
problem  usually  fall  into  one  of  two 

basic  categories:  (ll  drop  the  local 
rate  entirely  and  sell  everything  at 

what  is  now  the  "national"  rate,  or 
1 2 1  stations  should  get  much  tougher 

in  resisting  dealer-placed  spot  radio 

advertising  that  smacks  of  ""national' 
selling,  if  the  station  feels  it  must  main- 

tain two  rates  to  be  competitive  locally. 

Agencies:  Rep  solutions  are  gen- 
erally echoed  by  agencies,  but  with 

some  important  differences.  If  it's  to 
be  a  single  rate,  timebuyers  say,  it 
might  make  a  lot  more  sense  to  peg 

it  at  the  present  local,  not  national. 

rate.  Or,  if  the  station  plans  to  con- 
tinue its  dual  rate  system,  the  national 

rate  should  be  determined  by  jacking 

up  the  local  rate  just  enough  to  cover 
the  IV  <  commission  to  the  national 

agencv  and  the  15' ,    to  the  station  rep. 
The  nearest  thing  to  a  common  meet- 

ing ground  that  can  be  found  readilv 
is  on  the  question  of  defining,  once 
and  for  all.  the  matter  of  who  gets 
what  rate.  \lmost  e\er\hod\  would 

like  to  see  the  question  resolved  on 

paper.  There's  some  hopeful  -inns  that 
this  mav  happen  in  the  near  future. 
\s  sponsor  went  to  pics-,  the  Kate 

Committee  of  the  Station  Representa- 
tives Association  was  working  on  just 

such    a   definition.  *   ■*•   * 

DOGGONE 

SPY  STORIES 

SINCE 

MATA  HARI 

And  CESAR  ROMERO  stars  in  them 

as  Steve  McQuinn,  globe-trotting 
diplomatic  courier.  The  people  you 
want  to  reach  will  follow  Romero  .  . 

into  a  strange  adventure  which 

starts  in  a  Budapest  prison  .  .  . 

on  the  trail  of  a  missing  scientist  in 

Tangier  .  .  . 

through  a  near  uprising  in 
Casablanca  .  .  . 

on  a  rescue  mission  in  Ankara  .  .  . 

as  he  risks  his  life  for  a  lady  in 
Madrid  .  .  . 

even  to  the  inner  chambers  of  the 

fabulous  Scotland  Yard. 

What  a  show!  What  a  star!  What  a 

sure-fire  selling  vehicle!  Better 

reserve  your  market  .  .  .  now! 

CESAR    ROMERO,  starring  in  .  . 

ABC    FILM 

SYNDICATION,   INC. 
7  West  66th  St.,  N.  Y. 

CHICAGO  •  ATLANTA  .   HOLLYWOOD  •   DALLAo 
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WFBC-TV 
100KW  POWER 

2204  FT.  ANTENNA 

"Giant  of 
Southern 

Skies" 

.  .  .  boasting  more  people  and  larger 
income  within  100  miles  radius  than 

Atlanta,  Jacksonville,  Miami,  or  New 

Orleans,  WFBC-TV  is  truly  the  "Giant 
of  Southern  Skies",  and  a  powerful 
new  advertising  medium  in  the  South- 
east. 

HERE'S  THE  WFBC-TV 
MARKET 

(Within   100  miles  radius) 

Population        2,924,625  People 
Income  $3,174,536,000 

Sales  $2,112,629,000 

Television  Homes  315,717* 
Market  Data  from  Sales  Management 

•From  A.  C.  Nielsen  Co.  Survey  as  of 
Nov.  1,  1953,  plus  RETMA  set  shipments 
it)  the  KM)  mv.  contour  to  November  26, 
1954. 

Write  now  for  Market  Data  Brochure 

and  Rate  Card.  Ask  us  or  our  Repre- 

sentatives for  information  and  assist- 
ance. 

Channel  4 

WFBC-TY 
Greenville,  S.  C. 

NBC   NETWORK 

Represented  Nationally  by 

WEED  TELEVISION  CORP. 

tl  iff i<mi  E.  Kobin.von.   board  chairman  of 

Robinson-Hannagan     Associates   and  a   director  of 

R(    I  and  VBt    as  well  us  the  New  York  Herald 

Tribune,  is  the  newly  elected  president  of  the  Coca- 
tola  <  o.,  Atlanta.     Robinson  is  resigning  from 

Robinson-Hanagan,  but  the  public  relations  firm  will 
continue  to  serve  Coca-Cola.    H.  R.  Nicholson  was 

elated  chairman   of  the  board  of  R-H  to  succeed 
Robinson.    Robinson  joined  the  Herald  Tribune  in 

1936  as  advertising  director,   became   ha  sines', 
manager  in    1945,  executive   v.p.   in    1948. 

Thomas   .4.   .Vfcvli'ifif.   v.p.  o)   television   net- 
work programs  lor  NBC  TV,  has  been  promoted  to 

V.p.  in  charge  of  NBC  TV.    He'll  report  to  Robert   W. 
Sarnoff,  executive  v.p.    Four  other   NBC   promotions 
were:  Richard  A.  R.  Pinkham,  v.p.  in  charge  of 

network   programs:    Karl  Rettig.   v.p.   in   charge  of  tv 

network  services:  Mort  Werner,  director  of  partici- 

pating programs:    William    V.  Sargent,  director  of 
tv   network   business  affairs.     VcAvit)    first    joined 

NBC  OS  a  producer  in   1929.  left  in  '32  to  join 
Lord  &  Thomas,  rejoined  NBC  in   1951. 

R.    If.    (Keq)    ftoffiil.votl,   general   manager   of 

the  Crusade  for  Spot  Radio,  has  been  appointed 
Fastern    sales    manage/     tor    Quality     Radio    Croup. 

Before  joining  Crusade.  Rollinson  was  an  account 
executive  with  John  4.  (  aims  {predecessot  agency  to 
Anderson   &  Cairns)    and  for  nine  years  was 

associated  with    the    Metropolitan    Croup.    He's  also been   in  tire   in    motion    picture   production    for 
television.  William  R.  Ryan,  executive  v.p.  o)  (JRC. 

saiil  the  appointment  of  Rollinson  marks  the  ■•tart  oj 
a  strong  sales  and  program  development  organization. 

II  iff tam   Brooks  Smith,   formerly    dire,  tor  of 
advertising,   has  been   elected  cue  president  in  charge 

ol  advertising   lor    Thomas  J.  I  iptnn   Inc.    lie's  been 
with  Lipton  since  L946,  following  three  years  with 

the    Irmed  Forces.    Before  the  wot  he  was  assistant 
to  the  president  of  Kenyon  &  Eckhardt  and  market 
research  director  and  account  executive  with  II    II 

Kastoi  &   Sons  agem  y.  lie's  on  the  board  oj  din' tors foi    tl\  t,  was  chairman  of  1952    IN  I  convention,  is 

past  chairman  of    tNA  nrdm  and  television  steering 
committee. 
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UNANIMOUS  CHOICE   IN    NEW  YORK! 

Every  single  one  of  New  York's  Top  Ten  local  television  programs 
are  on  WRCA-TV,  according  to  January  Telepulse. 

And,  as  for  network  shows,  NBC's  exciting  programming  has  paid 
off  with  an  average  of  twice  as  many  shows  in  the  Top  Ten  as  the 

second  network,  according  to  the  National  Nielsen  ratings,  since 

the  Fall  season  began  in  September. 

WRCA-TV's  undisputed  local  leadership  plus  NBC's  domination  of 
network  programming  makes  WRCA-TV  the  number  one  choice 

in  America's  number  one  market. 

Add  to  this  the  most  sensational  discount  plan  in  New  York 

television  — the  14/50  Plan,  which  provides  discounts  up  to  50';. 

Jay  Heitin  has  all  the  details.  Call  him  at  Circle  7-8300  in  New 

York.  Or  see  your  NBC  Spot  Salesman. 

WRCA-TV channel  4 j§§ television 
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rrrrr 
rrrrn have  you  met 

the  real 

wwt 

Yes,  despite  the  homespun 

lyrics  of  the  popular 

song,  this  fashionable 
chick  is  none  other  than 

Sioux  City  Sue.     She  and 

her  family  live  in  or 

around  a  progressive 
midwestern  city   along 

with  164,200  other  families. 

She  shops  in  modern 
stores — insists  on  the 

latest  fashions — has  a 

nice  home  and  just  won't 
do  with  behind-the-times 

appliances. 

Sue  spends  her  husband's above  average  income 

tastefully,  to  the  tune  of 

$608  million  a  year  in 
retail  stores.    As  a  matter 

of  fact  she  helps  rank 

her  trading  area  38th 

in  sales  per  capita  for 
the   nation. 

She  owns  a  television  set, 

and  is  very  loyal  to  one 

station.   Witness — a  recent 
Telepulse  which  gave 

KVTV  a  77%  share  of 

audience,   6   p.m.   to   mid- 

night, plus  the  top  23 

shows.    It's  a  station  that 

has  a  lot  to  do  with  Sue's 
preferences  in  products. 

An  increasing  number  of 
national  advertisers  are 

asking  her  phone  number. 
And  a  Katz  man  has  it. 

CBS,  ABC,  DuMont 

Sioux  City,   Iowa      •     Serving  Iowa's   2nd  largest  market 

A    Cowlcs    Station.    Under    same    management    os    WNAX-570, 

Yankton,  South  Dakota  —  in  the  land  where  radio  reigns. 
Don    D.    Sullivan,    Advertising    Director. 

ADVERTISERS'  INDEX 
ABC    Film, 

Associated    Press 
Bonded   Film 
Bov    Scouts 

117.    119,    121 
56 

100 
118 

Broadcast    Music 

l  Jrosli  v.    i  !incinnati 
CBS   Radio •  F(  :F    Montreal 

CFRB,    Toronto 
i'Ki.w.    Detroit 

v., 

JO,    51 

"•l     a  5 

102 

Free   &•    Peters 

MBS 

Mid-(  lonl  in-  hi 

62.    63 

26, 

Omali;t  61 
\r.<     TV 

N.  gro    Radio    South 
RCA    Equip 

Shelton   Hotel Stars 

Steinman 

KA'l'V,    Little    Rock 

KB1G,    Hollywood    .. 
KCEN-TV,    Temple,    Texas 
Ki  1MC-TV,    Texarkana ki>ka     Pittsburgh 

KEYD,    Minneapolis 

KFAB,    Omaha KGNC    Amarillo 

KGTIL-TV,    Galvceston 
KGVO,     .Missoula.    Mi  nt. 
KLZ    (TV),    Denver 
KMAC,    San    Antonio    _ 
KMBC,    Kansas    City,    Mo. 
KOLN-TV     Lincoln,    Nebr 
KPHO,    Phoenix 

K  RBC-TV,    Abili  i  i 
KIM/.,    Phoenix 
kron-tv,   San   Francisco 
KSBW-TV.    Salinas.    Cal. 

KSDO.    San     Diego    _ 
KSTP-TV,     Minneapi 
KTHS,    Little    Rock 
KTRK-TV.     Housto 

KTVH,     Hutchinson K  \  i  'i  >,    Tulsa 

KVTV,     Sioux     Citj 
KYA,   San    Frani 

21 

70,    71 

91 

16,     17 
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85 

3 

19 

14 

"7 
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21 
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91 
113 

28 
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7s 

117 

L20 

95 

2  4 
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vie, 

74 
111 

l  24 

S 

9, 

mi 

WAlir-TV     X.  w     Y.irk  12     13 
VVAKD,     liaton     Kougi        l  a 
WAVE-TV.    Louisville.    Kv  93 
WRAP-TV,    Fort    Worth  99 

w  i:  \  X     Greer    Baj     Wis.  1 1 :. WBEN-TV,     Buffalo 

WBNS,    Columbus  f 
WBNS-TV,    Columbus    ..  53 
WBRE-TV,    Wilkes-Barre  7:s 

WCBS-TV,   X.w    York WCHS-TY.  Charli  sti  n,   W     Va 

WCOV-TV,    Montgomery,    Ala  94 
W  iSM   TV,     Portland.     Me.  77. 
WCUE,  Akron 
WDBJ,   Roanoke.    Va  86 

WFBC-TV,    Greenville,    S.   C.   _  122 
WFBM,    Indianapolis,    tnd.  .7 
Wii.V   Chicago  108 

WGR,    Buffalo WHBF,   Rock   Island.    111.  98 

WHDIi.     l'.i  slim  1H7 
will. I     Hempstead,    L     1.  lis 
WHLM,   Bloomsburg,   Pa.  L03 
WHO,    Des   .Moines  19 
w  i  BW-TV,    Topeka  76 
wins.    \,u    rorb 

WITH,    Baltimore  __    FC 
w.iiik.     Detroit  23 
w.irs      Bvansville 

WKRC-TV,   Cincinnati Wk  Y-TY.    i  iklahoma    Citj 

WLBC-TV,    Mum  ii w  MB]  i    Peoi  ia 

WMBG,     Richmoi  d w  Mi  !T,   Memphis 
WMT     Cedai     Rapids 
\\  \  lOH,     W.  reester 

104 

1  Hi 

I  F(  ■ 

6 

58 

WNHC-TV,    N<  u    Haven 
win  t\  ,    \..,.  -     [owa  i  i 
Win  ID,    Clan. I    Rapids  1BC 

WRCA-TV,    New    Sorb  12:: wi:i:\.    Rockford 

WSAM,    Saginaw  I 
w  SAZ  TV,    Huntington  67 
WS.IS-TY.    Winston-Salem  98 
wsiiK,    Nashville  106 wsi'D.    Toledo 

w  SYR,     Sj  racuse  LOS 
wtiii-tv.    Terre    Hauti  LOG 

W  TVJ,     Miami  2  i 
WYIOT,    Rochester  114 
w  w  .i      Del  109 
w  \  i:i.    i  Cleveland  16 
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Being  FIRST  is  a  habit 
KSTP-TV  is  the  Northwest's  first  television  sta- 

tion, first  with  maximum  power,  first  with  color 
T\  and  first  in  audience. 

In  average  weekday  program  ratings*.  KSTP-TV 
leads  all  Minneapolis-St.  Paul  TV  stations  from 
7:00  AM  to  10:15  PM  week-in.  week-out. 

KSTP-TV  gives  you  greater  coverage  of  the 

nation's  7th  largest  retail  trading  area  than  any other   station   ...   a   market    which   commands 

FOUR  BILLION  DOLLARS  in  spendable  in- 
come. 

KSTP-TV  has  earned  a  listener  loyalty  through 
superior  entertainment,  top  talent,  service  and 

showmanship  that  means  sales  for  you.  That's 
why  it  is  first  in  ratings.  Thais  why  it's  your best  buy. 

*  Combination  Telepulse,  ARIi.  weekly  average, 
November,   1954. 

KSTP-TV 
MINNEAPOLIS-ST.  PAUL  Basic  NBC  Affiliate 

100,000  WATTS 
CHANNEL 

EDWARD     PETRY     &     CO.,     INC.,     NATIONAL     REPRESENTATIVES 
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it's  KTRK-TV,  13  -to  l 
Dixieland  takes  the  beat  from  the  leader:  Houston, 

with  its  million  people  .  .  .  long  gone  and  still  going. 

And  the  hottest  spots  in  Houston  are  the  few  left  open 

on  KTRK-TV.  Programming's  in  the  key  of  ABC,  with 

KTRK-TV s  local  variations.  It  must  be  good,  because  it 

packs  'em  in  .  .  .  audience  and  advertisers. 

Get  the  pitch  direct  from  us  or  from  BLAIR-TV. 

KTRK-TV,   CHANNEL   13,   THE   CHRONICLE   STATION.   P.   0.    BOX   12,    HOUSTON    1.   TEXAS 

Houston  Consolidated  Television  Co. 
General  Mgr.-.  Willard  E.  Walbridge;  Commercial  Mir.:  Bill  Bennett. 
National   Representatives:  BLAIR-TV,   ISO  E.  43rd  St.,  New  York  17,  N.  Y. 

Basic  ABC. 
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i  <  <>iu  in  in-*/   front   uugv   -> 

Du    Mont   camera 

may  stir   unions 

WACH-AM-TV 

sold  at  single  rate 

Radio  set  output 
still  exceeds  tv 

PIB  indicates 

CBS    leads    NBC 

Sheaffer    uses    tv; 

sales   up    17.2% 

Du  Mont's  "revolutionary"  combination  film-television  camera  (which 
would  feed  live  show  to  station  or  network  while  filming  program  at 

same  time)  may  actually  be  perfected — but  held  back  by  Du  Mont  because 
of  union  dispute  device  could  create.   If  film-tv  camera  is  all  in  one 

box,  something  like  present  tv  cameras,  big  question  would  be:  Who'll 
operate  it — tv  cameraman  or  cinematographer?   It's  conceivable  2 
unions  would  demand  that  one  of  its  members  be  on  hand.   Combination 

film-live  camera,  industry  observers  believe,  may  be  one  device  Du 
Mont  intends  to  use  in  cutting  costs.   It  could  open  door  to  Du  Mont 

entry  into  "film  tv  network"  business. 

-SR- 
One-way  of  operating  low-cost  uhf  station:  Simply  televise  regular 

radio  programs.   That's  what  WACH-TV,  Newport  News-Norfolk,  is  doing 
— it  focuses  tv  camera  on  disk  jockey  in  late-afternoon  radio  show 

until  radio  station  goes  off  air  (it's  on  daytime  only).   Then  tv  op- 
eration shifts  to  film.   Combination  am-tv  operation  is  sold  at  one 

rate,  like  many  am-fm  station  combinations.   Total  WACH-AM-TV  staff: 
12  persons. 

-SR- 

More  than  7.3  million  tv  sets  were  produced  during  1954,  reports 
RETMA,  compared  with  over  10.4  million  radios.   Tv  set  production 

was  somewhat  higher  and  radio  set  production  somewhat  lower  than  dur- 
ing 1953  (accounted  for  partly  by  reduction  in  orders  for  automobile 

radios).   RETMA  says  more  than  1.3  million  uhf-equipped  sets  were 
produced.   Only  21,500  color  tv  sets  were  built.   During  year  188,685 
radio  sets  with  fm  tuners  were  built  ;  19,316  tv  sets  had  tv  tuners 

built-in. 

-SR- 

PIB  figures  for  1954  (only  a  guide,  since  they  are  based  on  networks' 
wine-time  rates)  indicate  CBS  Radio  and  CBS  TV  each  lead  NBC  Radio  and 

NBC  TV  by  about  $20  million.   Here's  PIB  oredkdown: 
Network  Radio:  1954 1953 

ABC $ 29,051,784 $ 
29,826, 127. CBS 54,229,997 62,381. C07 

Du  Mont 
Mutual 20,345,032 2%  176, 137 
NBC 34,014,356 45,151,077 

Tv:  1954 

$  34,713,098 
146,222,660 

13,143,919 

1.26,074,597 

1953 

$  21,110,680 
97,466,800 

12,374,360 

96,633,807 

TOTALS   $137,6*1,169   $160,534,544   $320,154,274   $227, 585, ^3o 

Biggest  network  tv  user  among  fountain  pens — W.  A.  Sheaf  1 er  Pen  Co. — 

reported  sales  up  17.2%  for  first  9  months  1954  compared  to  '53. 
Sales  were  $21,580,508,  with  net  profit  of  $2,218,581  or   $2.68  per 

share;  '53  profit  was  $1,516,841  or  $.85  per  share.   Shiaffer  now  uses 
shows  on  3  networks:  It's  one  of  3  Jackie  Gleason  co-sponsors  on 

CBS  TV,  has  participations  in  NBC  TV's  "Today-Home-Tonigh.. "  trio, 
sponsors  John  Daly's  ABC  TV  "Who  Said  That?"   Spot  is  also  olanned 
in  number  of  areas.   Agency:  Russell  M.  Seeds,  Chicago.   (On  26  March 
Sheaffer  will  drop  Gleason,  who  will  be  sponsored  next  season  irj 
Buick.   Company  is  looking  for  another  show. ) _! 

21   FEBRUARY   1955 127 



SPONSOR 

SPEAKS 

Newspapers  vs.  tv 

Moloney,  Regan  ̂   Schmitt,  promi- 
nent newspaper  reps,  ran  another  in 

their  series  of  newspaper  ads  recently 

explaining  wli\  newspaper  advertising 

is  "lietter"  than  tv  advertising. 

The  copy  made  two  simple  points — 
a  little  too  simple,  in  our  opinion.  The 

first  point  was  that  since  the  "primary 

role  "I  newspapers  is  to  inform,"  the 
advertiser's  product  "is  the  star  .  .  . 

and  the  reader  welcomes  advertising." 

On  the  other  hand,  since  the  "primary 

role  of  t\  is  to  entertain,"  the  actor 
"is  the  star  .  .  .  and  the  viewer  does  not 

want  advertising  interrupting  his  en- 
tertainment. 

There  are  so  many  answers  to  this 

argument,  it's  hard  to  know  where  to 

begin.  We'll  just  wrap  it  up  by  saying 
that  advertisers  are  not  spending  hun- 

dreds of  millions  of  dollars  in  tv  land 

increasing  their  tv  advertising  invest- 

ment   by    leaps    and    hounds  I    without 

prool  <>t  success  in  selling  goods. 

The  second  point  is  this:  •'Through 
newspapers  you  can  hit  the  entire  mar- 

ket HARD  (upper  case  by  MR&S)  be- 
cause  I  italics  1>\  MR&S)  the  46,500,- 

iii  ii  i  families  of  America  buy  54.000,- 

000  newspapers  ever)  da)  for  which 

the)  pa)  over  $3,500,000  .  .  ."  But with  tv  you  can  onh  reach  a  fraction 

of  the  market  because  "onh  30,000,- 
000  of  the  46,500,000  I  .  S.  homes 

have  television  set-. 

For  the  sake  of  argument,  we  won't 

quarrel  with  these  figures.  We  won't 
even  take  the  trouble  to  point  that  the 

newspaper  circulation  figure  represents 
duplicated  homes  while  the  tv  figure 

i  it's  really  33,800,000)  is  unduplicated 
homes.  All  we  have  to  say  is  that  we 

can't  for  the  life  of  us  see  what  differ- 

ence it  makes  to  tv's  selling  ability  to 

say  that  every  home  doesn't  have  a  set. 
We  would  like  to  offer  our  sympathies 

to  non-tv  homes  plus  our  assurances 
to  Messrs.  Moloney.  Regan  &  Schmitt 

that  the  non-tv  home  figure  is  rapidly shrinking. 

*        *        ♦ 

I  can  get  it  for  you  local 

Some  radio  stations  have  both  na- 

tional and  local  rate  cards.  Some  have 

only  a  national  rate.  This  is  the  pat- 
tern in  which  the  business  has  grown 

and  individual  broadcasters  will  give 

you  strong  reasons  for  each  approach. 

But  what  has  become  particularly  con- 

tused is  the  question  of  who's  entitled 
to  the  local  rate  (see  article  page  138  I. 

In  some  instances  national  adver- 

tisers are  claiming  the  right  to  bu) 

lime  at  local  rates  on  grounds  which 

sound  as  if  they'd  been  worked  out  by 

Applause 
Flying   Irishman 

\  station  manager  we  know  said. 

"Kevin  Sweene)  gels  around.  1  at- 
tended his  Radio  Advertising  Bureau 

clinic  in  Miami.  The  next  dav  I  hap- 

pened to  be  in  Tampa  and  he  was  giv- 

ing another.  And  the  following  da)  a 

friend  phones  to  sa)  ̂   < >u  ought  to 

come  to  Jacksonville  and  heai  Sweeney. 

I  le's  great." 
Five-a-week  Sweeney,  president  of 

RAB,  i-  the  modern  living  Irishman. 

\-  we  write  this  he  i-  completing  a 

week's  stint  of  radio  sale-  clinics  in 
Seattle,   Portland,   San    Francisco.   Los 

\ngeles  and  San  Diego.  And  in  be- 
tween the  102  sales  clinics  he  and  his 

lieutenants  I  Dave  Kimble,  Arch  Mad- 

sen,  and  Norman  Nelson  |  are  holding 

in  assorted  areas  of  the  country  are 

sandwiched  about  400  individual  pre- 
sentation- to  -elected  advertisers  in  104 

cities.  The  radio  sales  clinics  are 

shirtsleeve  9  to  5  sessions  with  the  sales 

staffs  of  member  stations:  the  presenta- 

tions are  tailored  to  specific  radio 

prospect-    and    advertisers    selected    bv 

these  membei  stations. 

All   this  augurs   well    for   radio.    The 

HAH  is  pepping  up  the  stations.     \ml 

such    national    and    local   client-    a-    big 

a  tax  lawyer. 

Irrespective  of  the  merit-  of  having 

two  rates,  firmer  definitions  of  win 

can  and  who  cannot  claim  local  rati 

privileges  are  needed.  There's  a tendency  in  any  confused  rate  situation 

for  the  advertiser  to  spend  more  time 

trving  to  cut  the  corners  on  rates  than 

on  the  verv  aspects  of  advertising  plan- 

ning which  create  sales:  copv  planning. 

1'iiving  strategy.  It'-  time  for  the  usei> 
of  radio  to  get  creative.  And  its  tinn 

for  the  industry  to  help  by  establishing 

more  uniform  standards  for  accepting 

local  business. 

*        #        * 

Chunky  commercials 

I  he  wav  >kipp\  does  them,  tv  com 

mercials  are  as  easy  to  take  as  that 

delicious  chunky  peanut  butter  thev 
advertise. 

Skippv's  integrated  and  off-beat  com- 
mercials on  ABC  T\  s  )  on  Ask  joi 

ft  had  a  roomful  of  sophisticates  who 

dote  on  knocking  tv  commercials  ooh- 

ing  and  aahing  the  oilier  Sunday.  0n< 

of  them  even  said  she'd  have  to  watch 
tv  more  if  she  could  count  on  that 
sort  of  thing. 

No.  we  don't  know  anyone  at  Cuild. 
Bascom  &  Bonfigli.  the  agencv  respon- 

sible for  the  account.  But  we  noted 

not  long  ago  that  this  same  agencv 
attracted  $2,000,000  in  Ralston  Purina 

billings  all  the  wav  from  St.  Louis  to 

San  Francisco.  And  that's  a  strong 
magnetic  pull. 

So  there  must  be  something  to  doing 

it  better  than  the  other  fellow.  Now. 

what  do  those  Hal-ton  commercial- 
look  like? 

lood  chains  and  department  stores  an 

asking  for  more. 

On  the  national  front  Kev   Sweenev  - 

organization    has    tripled    its    prodm 

lion    ol    slide    presentations    lor    adver- 

tisers in   specific   industries,  and   it  has 

doubled  the  number  of  men   now   de- 

livering  these   presentations. 
Vdvertising    agencies    are    climbing 

back  on  the  radio  bandwagon,  we  find.  ; 

But  dealer  resistance  often  is  the  big  i 

obstacle    to    an    advertiser's    return    <n 
initiation  into  radio  advertising.  Work 

ing     on    both    the    local    and    national  : 
level-  the  I!  \U  i-  doing   much  to  break 
down  ibi-  resistance. 
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Thirty-fourth  winner  of 

The  Robert  J.  Collier  Trophy  and 

Chairman  of  the  Board,  Lear,  Inc.,  says: 

"Grand  Rapids  will  always  be  the  main 
production  center  jor  Lear.    We  located 

here  in  the  first  place  because  of  the  people 

■ —  honest,  down-to-earth  Americans 

who  make  Grand  Rapids  one  of  the 

finest  cities  in  the  world.   Our  experience, 

since  we  came  here  in  1944,  has  been 
excellent. 

GRAND  RAPIDS 
CITY  .  LIMIT 

i 
WOODIand-TY  is  big  territory! 

Big  territory,  certainly  —  but  what  counts 

most  is  the  people.  Industrialist-inventor  Bill 

Lear  has  demonstrated  his  faith  in  these  peo- 

ple —  and  in  the  future  of  the  area  as  a 

whole.  A  new  $3,000,000  Lear  factory  is 

soon  to  be  built  in  Grand  Rapids.  And  Lear, 

Inc.  —  manufacturers  of  precision  aeronaut- 

ical accessories,  electro-mechanical  systems, 

radio  communications  products  and  the 

famous  F-5  Automatic  Pilot  —  last  year 

increased  production  of  almost  every  line. 

You'll  find  ample  evidence  of  business  ex- 
pansion, throughout  the  entire  WOODland 

area.  WOOD-TV's  increased  facilities  are  the 
natural  result  of  this  healthy  growth.  First 

station  in  the  country  to  deliver  316.000  watts 

from  a  tower  1000'  above  average  terrain  .  . . 
WOOD-TV  provides  top  coverage  of  the 
entire  Western  Michigan  market.  For  top 

results  ...  in  Grand  Rapids.  Muskegon. 

Battle  Creek,  Lansing  and  Kalamazoo  .  .  . 

schedule  WOOD-TV,  Grand  Rapids'  only 
television  station. 

WOOD-TV GRAND      RAPIDS,      MICHIGAN  _____ 

GRANDWOOD  BROADCASTING  COMPANY    •    NBC.  BASIC;  ABC.  CBS,  DuMONT,  SUPPLEMENTARY    •    ASSOCI  ATED  WIT  H  WFBM -A  M     AND 

TV.  INDIANAPOLIS.   IND     •    WFDF.   FLINT.    MICH    .   WEOA.  EVANSVILLE.   IND.   •      WOOD-AM.   WOOD-TV.   REPRESENTED  BY   KATZ  AGENCY 
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Kansas  City's Most  Powerfw 
TV  Station 

Primary  CBS-TV  Basic  Affiliate 

^* 

Coverage-conscious  advertisers  get 

more  than  their  money's  worth  when  they 
swing  their  schedules  to  KMBC-TV.  Channel  9 

booms  out  its  signal  from  a  1,079-foot  tower 

(above  average  terrain)  and  a  316,000-watt  color- 

equipped  RCA  transmitter. 

Out-state  reception  reports  show  KMBC-TV  delivers 

many  markets  never  before  adequately  served  by 

a  Kansas  City  station.    Mexico,  Mo.,  155  miles  E, 

reports:  "Picking  up  Channel  9  very  clearly.  Never 

able  to  get  KC  before."  Marceline,  Mo.,  140  miles 

NE,  says:    "The  brightest,  best  picture  we  receive." 

Burlington.  Kansas,  100  miles  SW,  reports:  "Channel 
9  comes  in  fine."    Mount  Vernon,  Mo.,  140  miles  S, 

reports:    "Channel   9   reception    particularly   good." 

Topeka,  Kansas.  62  miles  W,  writes:  "Reception  excellent 
—  better  than  local  station."  St.  Joseph,  Mo.,  57  miles  N, 

says:    "Reception  perfect."    Eldon,  Iowa,  180  miles  N, 

reports:    "Regular  and  satisfactory  reception." 

These  are  just  a  few  of  the  voluntary  reports  from  viewers 

which  show  how  KMBC-TV  (now  owned  and  operated 

by  the  Cook  Paint  &  Varnish  Company)   has  completely 

changed   the  television   picture  in   the  Heart  of  America. 

For  details,  see  your  Free  cS;  Peters  Colonel. 

„*n KMBC-TV 
Kansas  City's  Most  Powerful  TV  Station 

OON    DAVIS.    V,c.  Prti.d.nt 
JOHN  SCHIUING  lunti 

GEORGE   HIGGINS,   V,t.  friti 

MORI   GREINER.   f> 

And  in  H- 

1   &»  in  the  Heart  of  America 

KMBC  <%/  Konsos  City 

KFRM/ot  the  State  or  Kansas 



!  magazine  radio  anAv  advertisers  use 

KMBC-KFRM  radio  TEAM 

? in  the     Heart  of  America NBC  GENERAL  Ll£. 

gue  baseball  coverage  is  typical  of  the 

owered  programming  that  has  made 

-KFRM  the  leading  radio  combination  in 
.at  Heart  of  America  market.  On  the  air 

ours  a  day,  the  Team  carries  a  finely 

d  program  schedule  that's  nationally  fam- 
r  building   and    holding   a   tremendous 

audience.  Local-flavor  news  of  regional  impor- 

tance, "live"  entertainment  and  one  of  the  most 
active  farm  departments  in  radio — together  with 

CBS  network  programming — set  the  stage  for 

advertising  results  that  can't  be  equalled.  For 
baseball  adjacencies  and  choice  run-of-the-log 
availabilities,    see   your    Free    &    Peters   Colonel. 

BC-KFRM 
f  America's  great  radio  stations— 6th  Oldest  CBS  Affiliate 

>rimary   Basic  CBS   Radio 
r°su>   Free  &  Peters,  Inc. 

tan  Nlatul  Riptaiiiaiiifi 

. . .  and  for  television, 

the  Swing  is  to  KMBCTV 

Kansas  City's  Most 
Powerful  TV  Station 

Hudson,  No,  1 
napkin  firm,  puts 
$1,4  million  in  air 

page  38 
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People  go  on  livfcg 
—and  buying — in 
summertime 
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58%  of  W-I-T-H's  audience  have 
incomes  of  $5,000  or  more! 

W-l-T-H's  audience 
by   income  groups 

Just  about  everybody  in  the  business  knows 

that  WITH  has  the  biggest  listening  audience 

in  Baltimore  City  and  Baltimore  County.  They 

know,  too,  that  WITH  provides  the  lowest 

cost-per-thousand  listeners  of  any  station  in 
town. 

But  there's  a  lot  of  talk  about  the  quality  of 
this  audience.  The  A.  C.  Nielsen  Company  has 

recently  made  a  survey  which  shows  the  com- 

position of  the  listening  audience  for  WITH  and 

one  other  Baltimore  station.  The  other  station 

is  a  powerful  network  outlet. 

— In  Baltimore 

TOM   TINSLEV,  President 

Audience  of  Network  Station  A 
by   income   groups 

The  upper  group — families  with  incomes  of 

$5,000  a  year  or  more — make  up  58  r.'(  of  the 
total  WITH  audience.  Only  48'  (  of  the  net- 

work's audience  is  in  this  group.  In  the  middle 

group — incomes  from  3  to  5  thousand  dollars 

a  year— WITH  has  33%,  the  network  37';. 

In  the  lower  group — under  $3,000  a  year — 

WITH  has  9%,  the  network  15%. 

So  don't  worry  about  "prestige"  when  you're 
buying  radio  time  in  Baltimore.  WITH  gives 

you  all  the  "prestige"  you  need.  Ask  your 

Forjoe  man! 

REPRESENTED    BY    FORJOE    &    CO. 



Kucera  named 

time    buying   v. p. 

FCC   station 

limit  rejected 

$100,000  study 

of  blacklisting 

Disneyland    spur 
to    innovation 

Tv  tape 

era  imminent? 

Subscription    tv 

long  way  off 

Increasing  stature  of  air  media  at  major  agencies  reflected  in  ap- 

pointment of  John  Kucera  to  new  post  of  v. p.  in  charge  all  time-buy- 

ing activities  at  Biow-Beirn-Toigo.   Move  was  described  by  agency's 
president,  F.  Kenneth  Beirn,  as  decentralization  designed  to  place 
media  in  closer  liaison  with  creative  groups.   Kucera  will  work  with 

all  media  and  account  groups  on  time  buying.   Function  of  over-all 
director  of  media  will  be  abolished  with  Walter  Smith,  media  director, 

resigning  to  join  William  Esty  as  v. p.  and  account  supervisor. 

-SR- 

Tossing  out  by  Washington,  D.  C,  Court  of  Appeals  of  FCC's  flat 
limit  on  number  of  stations  under  one  ownership  is  not  expected  to 
mean  immediate  change.   Decision  requires  FCC  to  give  hearing  to 

multiple  owner;  does  not  require  commission  to  grant  c.p.   However, 

possibility  of  legal  ceiling  is  not  discounted  since  Congress,  which 
is  showing  avid  interest  in  broadcasting  lately,  has  power  to  set  one. 

-SR- 

$100,000  study  of  entertainment  industry  blacklisting  is  underway 
headed  by  John  Cogley,  former  editor  of  Catholic  magazine  Commonweal. 

Researchers  are  talking  to  agencies,  nets,   talent,  unions.   Staff  of 
about  10  operates  out  of  Shelton  Hotel  with  backing  provided  by  Fund 
for  the  Republic  which  has  $15  million  grant  from  Ford  Foundation  to 

use  in  civil  liberties  projects.  Study  was  in  works  long  before  re- 

ports linking-ex-Communist  Harvey  Matusow  with  agency  talent  checks. 

-SR- 
Only  program  in  tv  top  10  which  isn't  in  comedy,  variety  or  detective 
categories  is  "Disneyland"  (ABC  TV).   It's  probably  first  time  off- 

beat type  has  risen  so  far  so  fast,  is  considered  season's  best  spur 
to  innovation.   Nielsen  for  2  weeks  ending  22  January  has  "Disneyland" 
in  fourth  place  with  50.1  rating.   Gap  between  third  place  show, 

P&G's  "Lucy,"  and  "Disneyland"  is  only  2  points. 

-SR- 
Recent  demonstration  of  video  tape  in  color  by  Bing  Crosby  Enterprises 
adds  to  indications  tape  will  start  coming  into  commercial  use  as 

soon  as  next  year.   (See  SPONSOR  analysis  next  issue.) 

-SR- 
Opposition  of  many  broadcasters  to  subscription  tv  will  become  clear 

within  next  month  as  industry  responds  to  FCC's  request  for  comments 
my  9  May.   Informed  opinion  is  it  will  be  long  time  before  decision 

is  reached.   Plight  of  uhf  broadcasters  is  in  background  in  subscrip- 
tion tv  issue  as  in  Senate  Commerce  Committee  probe  of  networks. 

Main  supporters  of  fee  tv  concept  among  broadcasters  have  been  uhf 

and  small-market  tv  stations  who  see  subscription  as  means  of  supple- 
menting income  from  advertising. 

SPONSOR,   Volume   9,    No    5,    7    March    195S      Cubll  lied   biweekly  bj   3PONSOE  Publications,    Inc      I  !  Circulation   Oflli  3L.   New 

Circulation  Offices.   40  E.    49th    Si       Ne«    i    rh    I         -■        real    m    I'  S.    fn   elsewhere.    Ebtcred  a<  second  class  matter  29  .Ian.   19411  at  lialtlmorc  postoftlco  umlcr  Ail.  o(  3  Mar.  1879 
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B&M  tv  test  to 
use  testimonials 

Ratings  critiques 
continuing 

RAB's  new  spot 
radio  concept 

Promotion  aids 

tv  show,  magazine 

Hunt  Food 

earnings  double 

Americans  at 

CARTB  meeting 

Burnham  &  Morrill  test  tv  campaign  in  Green  Bay,  Wis.,  area  is  turning 
to  use  of  testimonial  commercials  to  hammer  home  brand  identifica- 

tion.  One  wholesaler  in  area,  on  basis  of  preliminary  observations, 

said  B&M  is  running  into  perennial  advertising  problem:  selling  com- 

petitor's product  as  well  your  own  through  carryover  effect.   Chief 
oven-baked  bean  competitor,  Puritan,  has  package  closely  resembling 

B&M's,  making  consumer  confusion  possibility.   (See  Part  3  in  SPON- 
SOR'S continuing  story  of  B&M  test  campaign  this  issue,  page  40.) 

-SR- 
Criticism  of  ratings  continues  with  3  critiques  almost  simultaneously 

during  February.   (1)  Robert  E.  Dunville,  president  Crosley  Broad- 
casting, told  AFA  fifth  district  in  Dayton  researchers  fail  to  mea- 

sure whole  coverage  area  of  radio  stations,  sticking  to  tv-saturated 
zones.   (2)  Tom  Flanagan,  SRA  managing  director,  told  Southwestern  Ad 

Association  in  Oklahoma  "radio  is  too  big  to  be  measured,"  that 
"ratings  are  not  research."   (3)  Roger  W.  Clipp,  general  manager 
WFIL,  Philadelphia,  released  ratings  evaluation  prepared  by  Penn 

State  graduate  student  under  fellowship  grant  from  WFIL-TV.   Study 
analyzes  ratings  in  fashion  similar  to  that  of  recent  ARF  study. 

-SR- 

RAB  is  developing  new  "threshold"  concept  in  spot  radio.   Based  on 
city-by-city  research,  RAB  finds  campaign  may  barely  penetrate  con- 

sumer's threshold  of  consciousness  unless  sufficent  number  of  an- 

nouncements is  used.   RAB  president  Kevin  Sweeney  told  Omaha  Adver- 
tising Club  recently  until  50  announcements  are  used  in  some  cities 

"you  get  nowhere."   "But  after  you  begin  to  get  terrific  momentum 

.  .  .  100  .  .  .  are  not  twice  as  good  but  might  be  5  times  as  good." 

-SR- Way  for  magazines  and  tv  to  tie  in  for  mutual  promotion  advantage 

shown  in  upcoming  "Fireside  Theatre"  stanza.   Living  room  set  for 

show,  to  be  seen  29  March,  was  constructed  under  supervision  of  "The 
American  Home."   Room  will  be  featured  in  April  issue  of  magazine, 
on  newsstands  week  before  broadcast.   Department  stores  are  expected 

to  feature  room  with  elaborate  promotion  materials  to  be  furnished. 

P&G,  via  Compton,  is  NBC  TV  show's  sponsor.   Compton  believes  this  is 

first  such  instance  of  magazine,,  dramatic  show  tie-in. 

-SR- 
Hunt  Foods,  which  last  year  entered  spot  radio  with  musical  announce- 

ments which  won  wide  notice,  has  announced  higher  profit,  record 

sales.   '54  net  earnings  were  virtually  double  previous  year's, 

$1,601,394  compared  with  $848,369  in  '53.   Earnings  per  share  went 
from  $1.12  to  $2.38. 

-SR- Though  U.S.  has  no  industry — or  private — coverage  service  on  continu- 

ing basis,  Canada's  Bureau  of  Broadcast  Measurement  continues  bi- 

annual surveys  which  next  year  will  include  television.   BBM's  annual 
meeting  will  be  held  22  March  during  meeting  of  Canadian  Association 

of  Radio  and  Television  Broadcasters  at  Quebec  City.   Among  Americans 

who  will  address  CARTB  meetings  are  John  Karol,  CBS  Radio  sales  v. p. ; 

Thomas  O'Neil,  MBS  president;  Joseph  Ward,  president  Advertising 

Research  Bureau,  Inc.,  Seattle;  J.  P.  Furniss,  v. p.  Citizen's  and 

Southern  National  Bank  in  Atlanta,  and  strong  radio-tv  advocate. 

<  n/mmimm  ftcporf.v  continues  i»«ff«'  127) 
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Among  KOWH  advt  rtis<  i  s,  at  all  hours  of  the  day  .  .  . 

A  GOOD  TIME  IS  HAD  BY  ALL! 

52.3% 41.6% 48.5% 50.4% 49.6% 43.2% 
43.5% 

m&. 

2rir«t*V 

No  advertiser  gets  a  bad  time  on  The  time  was  never  better  for  a 
KOWH,  proud  dominator  of  (.]mt  with  the  H-R man, or  KOAY J 1 every    single    daytime    %    hour.  (;P71orM,  ivinilfl0.pr  viro-il  ̂ i,,,™ 

Lowest  average  quarter:  34.5%.  Ueneral  Manager  Vir
gil  khaipe. 

Eighest:65%    RPT  65%.*  A.M. 
average:    45.3%;    P.M.    average:  *Hooper  Continuing  Measurements,  8  a.m.- 
47.6%;    All-day:    46.7%.      (Next  6 p.m.  Monday-Saturday ,0ct.'54-Jan.'55. station  21.3%.) 

CONTINENT  BROADCASTING  COMPANY 
President:  Todd   Storz 

WHB,  Kansas  City 
Represented  by 
John  Blair  &  Co. 

WTIX,  New  Orleans 
Represented  by 

Adam  J.  Young,  Jr. 

KOWH,  Omaha 
Represented  by 
H-R,  Reps,  Inc. 



advertisers  use 

ARTICLES 

The  Two  Toiyos 
The  story  of  the  rise  of  two  cousins,  once  coal  miners,  to  key  executive 

posts   at  top-billing   air   agencies    Biow-Beirn-Toigo   and    Lennen    &    Newell 

Radio  merehandising:  do  you  ash  too  mueh? 
More  and  more  agencies  and  clients  are  admitting  that  radio  stations  have  been 

pushed  by  competitive  pressures  into  making  merchandising  promises  that  can't 
always    be  filled.   Both   sides   air   gripes   on   this   growing    industry   problem 

Esso's  tips  on  ft*  news 
After  15  years  of  spot  tv  news  experience,  Esso  has  evolved  a  format  which 

it  finds  particularly  successful.  Here  are  the  company's  suggestions  for  the 
effective  presentation  of  news  on  video 

Hudson  soars  to  napkin  leadership  with  radio,  tv 
In  1946,  Hudson  paper  napkins  held  10%  of  the  total  napkin  market;  today,  Hud- 

son leads  with  40%  share.  Tv  and  radio  spot  spearhead  Hudson's  ad  efforts  (air 
budget,  $1.4  million),  have  enabled  them  to  build   whole  line  of  paper  products 

B&M  beans'  tv  test:  eommereial  strategy  snltehed 
When  B&M  found  that  its  tv  commercials  on  WBAY-TV  were  selling  a  competi- 

tor's beans  as  well  as  its  own,  the  air  approach  was  changed  to  emphasize  B&M 
product   identification;    instead    of   six   personalities,    one    now   does   most   of  the 
selling 

SUMMER  SELLING  SECTION:   1955 

Sin ii jjm' i-  is  no  ilit'ferent  than  any  other  season 
Contrary  to  the  thinking  of  hiatus-takers,  people  are  not  dead  to  advertising 

in  the  summertime;  they  go  on  living  pretty  much  as  they  do  the  rest  of  the 

year,    working,    eating,    drinking,    sleeping — and,    most   important,    buying 

:n 

34 

:m 

:ui 

to 

43 
Profile*  of  summer  ratlio  and  tv 
Here    are    the    facts    on    audiences    in    the    summertime,    on     business    levels    at 

the    radio    and    television    networks    and    on    a    spot    basis  f  /,    Id 

Answer  to  haste  questions  on  summer  air 
The  facts-and-figures  picture  on  summer  sales  and  hot-weather  radio  and  tv 

audiences  is  presented  in  half  a  dozen  charts:  summer-winter  comparisons  in 

viewing   and    listening,    in    and    out-of-home;    ratings,    incomes,    retail    sales  lit 
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don't  "PICK  BLIND" 
IN  SHREVEPORT! 
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tAEPIA  DIRECTOR  \) 

ook  at  KWKH  s  HOOPERS! 
JAN.-FEB.,    1954  — SHARE  OF   AUDIENCE 

Despite  local  competition  from  six  other 

radio  stations,  Hoopers  show  that  50,000- 
watt  KWKH  is  the  BIG  Shreveport  favorite, 

morning,  afternoon  and  night.  And  remem- 

ber—  Metropolitan  Shreveport  represents 

only    about     15%    of    KWKH's    coverage. 

TIME KWKH STATION  B STUI0N  C 
STATION  D STATION  E 

MON.  thru  FRi. 

8.00  A.M.  ■  1200  Noon 
38.1 

19.5 
6.2 

16.0 
19.5 

MON.  thru  FRI. 

12:00  Noon  •  6:00  P.M. 

44.3 
21.2 

9.2 

6.1 

19.4 

SUN.  thru  SAT.   FVE. 

6:00  P.M.  -  10  30  P.M. 
54.6 11.2 8.5 24  0 

ook  at  KWKH'S  SAMS  AREA! 
In  addition  to  local  preference,  S.A.M.S.  credits  KWKH  with 

coverage  of  22.3%  more  daytime  radio  homes  than  the  four 

other  Shreveport  stations  combined.  Cost-per-thousand-homes 

is  actually  46.4%  less  than  the  second  Shreveport  station! 

AtTKAVSAS 

TEXAS 

KWKH 
A   Shreveport  Times  Station 

I  TEXAS 

SHREVEPORT,  LOUISIANA 

50,000  Watts    •    CBS  Radio 
The  Branham  Co. 

Representatives 

Henry   Clay 

General  Manager 
Fred   Watkins 

Commercial  Manager 

I  ARKANSAS 



KPRC-TV 

66% 

STATION 

0.5% 

I 

TV  Hooperatings  (evenings  Sunday  through 

Saturday  6:30  to  10:30  P.M.),  show  KPRC-TV 

share  of  television  audience  three  times 

reater  than  Station  B,  and  twice  as  large  as 

Stations  B,  C  and  D  combined. 

CHANNEL 

H     O     U     S     T     O 

2 
JACK   HARRIS, 

Vice  President  and  General  Manager 

Nationally  Represented  by 

EDWARD   PETRY   &   CO. 

FIRST  IN  TV  EXPERIENCE  WITH  OVER  500  MAN-YEARS 



HOOPER  -  PULSE  -  ARB 

gree .  •  • 

Leads    Houston    by 

LANDSLIDE 
49  out  of  50  top  Houston  shows*  are  on  KPRC-TV 
KPRC-TV  George  Gobel  ..".... 
KPRC-TV  Waterfront      

KPRC-TV  My  Little  Margie  ... 
KPRC-TV  This  Is  Your  Life  . . . 

KPRC-TV  Your  Hit  Parade  . . . 
KPRC-TV  You  Bet  Your  Life  . . 

KPRC-TV  Dragnet          
KPRC-TV  Fireside  Theatre 

KPRC-TV  Million  Dollar  Movie 

KPRC-TV  Roy  Rogers  :   
KPRC-TV  Lux  Video  Theatre.. 

KPRC-TV  Comedy  Hour    
KPRC-TV  Ford  Theatre    

KPRC-TV  Producer's  Showcase 
KPRC-TV  Cisco  Kid    

KPRC-TV  Life  of  Riley   

KPRC-TV  Robert  Montgomery 

. .  61  KPRC-TV      Buick-Berle  Show    42 

..  57  KPRC-TV     Truth  or  Consequences    42 
. .  52  KPRC-TV     Circle  Theatre     41 
..  52  KPRC-TV      I  Married  Joan    41 

..  52  KPRC-TV      Ramar  of  the  Jungle    41 

.  51  KPRC-TV     Donald  O'Connor     40 
..  49  KPRC-TV     TV  Playhouse      39 
. .  49  KPRC-TV     I  Led  Three  Lives    39 

..  49  KPRC-TV     City  Detective       38 
.  46  KPRC-TV      Ellery  Queen     38 

. .  45  KPRC-TV     Dear  Phoebe     37 

. .  44  KPRC-TV     Darts  for  Dough    35 

..  44  KPRC-TV     It's  a  Great  Life    35 
.  44  KPRC-TV      Houston  Wrestling    35 

. .  43  KPRC-TV     Annie  Oakley     35 
. .  43  KPRC-TV     Cavalcade  of  America    34 

. .  42  KPRC-TV      News  Caravan  (Tuesday)    33 

* Hooper  January  1955 

(Pulse  — 39  out  of  40;  ARB  — 38  out  of  40) 

KPRC-TV  Mickey  Rooney    

KPRC-TV  People  Are  Funny   

KPRC-TV  Mr.  Peepers    

KPRC-TV  Dinah  Shore  (Tuesday)   

KPRC-TV  Curly  Fox  and  Texas  Ruby 
KPRC-TV  Going  Hollywood    

KPRC-TV  Racket  Squad   

KPRC-TV  Badge  714    

KPRC-TV  Imogene  Coca    
KPRC-TV  News  Caravan  (Wednesday) 

KPRC-TV  News  Caravan  (Thursday)  . . 
KPRC-TV  Corliss  vArcher    

Station  B  What's  My  Line   
KPRC-TV  Eddie  Fisher  (Wednesday)  . 
KPRC-TV  Kit  Carson    

KPRC-TV  News  Caravan  (Monday)  . . . 



/)£  WENATCHEE- ^T  ̂       A     286     million     dollar     market 
W  isolated     by     the     great     stone 

f  curtain    of   7,000   to   9,000  foot 

mountains  —  natural  physical 

barriers  to  other  station  pene- 
tration. 

Serving  the 

Columbia  Basin 
America's  newest  farmland! 
Soon  to  be  more  than  500,000 

acres  under  irrigation!  A  State 
within    a   State! 

WENATCHEE- 
"The  Apple  Capital  of  the 

World"  on  the  mighty  Colum- 
bia River,  near  the  great  dams: 

Grand  Coulee — Rock  Island  — 

Rocky  Reach  —  Chief  Joseph 
Dams  ATTRACTING  NEW  IN- 

DUSTRY THROUGH  LOW 

COST  HYDRO-POWER. 

5000  WATI? 
560  k.c: 
WENATCHEE 
WASHINGTON 

REGIONAL    REPRESENTATIVES 

hAoor?  and  Lund,   Seattle,   Wash. 

NATIONAL   REPRESENTATIVES 

For:o?    and    Co.,    Incorporated 

l)Y F OU   f  01  email 

The  E.D.:  available  and  effective 

It  may  seem  a  bit  ostentation-  to  devote  as  many  words  as 

I'm  going  to  here  to  the  quickie  of  television  advertising — 
the  station  identification.  However,  it  seems  to  me  that  these 

offer  such  a  tremendous  potential  for  advertisers  and  sta- 
tions alike  that  it  max  well  he  worth  the  effort  and  verhiage. 

Furthermore,  I  recently  made  some  remarks  about  I.D.'s 

at  a  CBS  general  manager.-"  session  and  the  comments  after- 
ward tend  to  hear  out  that  the  subject   is  of  interest. 

From  what  I  gather,  station  identifications  are  just  about 

the  most  availahle  type  of  spot  announcements.  They  can 
still  be  bought  in  prime  evening  hours  even  on  the  most 

heavily  sold  out  of  stations.  They  can  still  he  bought  adja- 
cent to  top  rating  show-.  \nd  the)  can  he  bought  with  real 

frequency. 

It  seems  to  me  that  agencies-  and  probabl)  too  the  people 
who  sell  spot  time  arc  not  doing  enough  thinking  about 

I.D.'s.  To  me,  an  I.D.  should  ino-t  always  he  bought  a-  well 
as  sold  with  a  ropy  point  of  view.  What  can  you  do  copy- 
wise  in  the  seven  seconds  of  audio  allowed  you  and  in  the 

10  seconds  of  video?  Well.  \ou  can't  reproduce  the  "Lord's 
Prayer"  or  show  the  Battle  of  Jutland  or  -ell  a  106-pieee  set 
of  dishes,  to  he  sure.  But  you  can  tell  a  concise  story  and 

you  can  make  it  dramatic.  You  can  establish  very  firmly 
a  basic  theme  line  and  do  a  job  ol  package  identification. 

An  example  ol  approaching  I.D.'s  from  a  copy  standpoint. 
General  Mills  started  out  with  a  heav)  cake  mix  I.D.  cam- 

paign to  supplement  and  implement  the  longer  copy  being 

used  in  broadcasl  media  and  in  magazines.  They  didn't  try 
to  use  I.D.'s  to  porirax  Bett)  Crocker  or  to  presenl  involved 
service  helps.  That  would  have  been  -ilk.  Impossible,  in 

(act.  Thev  let  the  mint  ad-  in  tic  women"-  hook-  do  that. 

They  used  I.D.'s  to  help  establish  fiiinl\  and  la-t  In  the  minds 
of  American  women  a  new  basic  theme  line.  "Betrj  Crocker 

-.i\-.  "I  guarantee  a  perfeel  cake  every  lime  you  hake  .  .  . 

cake,  after  cake  after  cake""  and  tin-  lake-  no  more  than 
10  seconds.  Motion  helped  pul  the  thoughl  across  cleanly 

and  clearbj  ami  with  imparl.  Frequency  helped.  So  did 

sound  adjacencies.  So  the)  were  able  to  rel)  on  the  little 
I.D.  to  supplemenl  and  implemenl  a  I  roader  cop)  stor)  and 

In   -el    up   the  theme   line  ol    that    -loi  \  . 

Vnother  case  in  point.   The  use  ol  I.D."-  h\  the  Schaefer i  /'/<•((>(■  turn  to  page  LOO) 

8 SPONSOR 
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•  Vertical  wipe 
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•  Vertical  wedge  wipe 
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|^2  WOySto present  your" commercial 
with  RCA's  new  Special  Effects  Equipment— you  can 

ave  these  12  attention-getting  effects  right  at  your  fingertips. 
You  push  the  button  for  the  effect  you  want.  You  swing  the 

"control  stick"  (rotatable  360°)  and  put  the  selected  effect  in  the 
picture  wherever  you  want  it.  It's  simple,  inexpensive — requires 
no  complicated  equipment  or  extra  cameras. 

RCA's  Special  Effects  Equipment  consists  of  just  two  separate 
units;  (1)  a  TG-15A  control  panel  (shown  left)  and  generator, 
(2)  and  a  TA-15A  amplifier.  The  Special  Effects  Panel  can  be 
inserted  in  any  RCA  Console  housing.  The  other  units  can  be 

mounted  in  your  video  racks.  Installation  couldn't  be  easier. 

For  quick  delivery,  order  your  RCA  Special  Effects 
Equipment  direct  from  your  RCA  Broadcast  Sales 

Representative. 

<^    RCA  Special  Effects  Control  Panel— with  12  push- 
button selection  and   360°  rotatable  stick  control. 

RADIO    CORPORATION  of  AMERICA 
ENGINEERING    PRODUCTS    DIVISION CAMDEN,    N.  J. 



F4=F=I 

Its  a  FIXED  race 
fn  the  land  where  TV 

means '  'tamt-visible 
^*> 

NO  doubt  about  it,  radio's  a  sure  thing  in  Big  Aggie 
land.    660,950  families  are  staunch  radio  fans  in  the 

rich,  5-state  Great  Upper  Missouri  Valley.     TV 

stands  for  "taint-visible"  in  Big  Aggie  Land;  and  no 

one  newspaper  can  stride  this  wide  land  clay  by  day 

like  radio.     And   Ear  in  the  lead  by  several  lengths  is 

WNAX-570.     So  whatever  media  you  consider  in 

other  markets,  there's  only  one  low-cost,  high-return 

way  to  get  your  share  of  the  82. 8  billion  buying 

income  in  Big  Aggie  Land  -  and  that  is  WNAX-570. 

WNAX-570 
Yonlcfon,   South  Dakota 

A  Cowles  station.  Under  the  same 

management  as  KVTV,  Chonnel   9, 

Sioux  City:  Iowa's  second  largest  market. 
Don  D.   Sullivan.   Advertising   Director 

CBS    Radio 

ft  lit 
MADISON 

srONSOR   invites  letters  to  the  editor. 
hlilnxx   40    E    19   St.,   New    Tork   17. 

NOT  AGHAST 

I  was  interested  in  reading  the  stor\ 
of  Esso  in  \<mr  7  Fehruar\  issue. 

("Esso:  19  years  of  radio  news  spon- 
sorship  i.  I  was  particularly  inter- 

ested in  the  suggestion  that  Harr\ 
Vlarschalk  made  to  NBC  to  bu)  a  five- 
minute  news  show. 

Some  of  our  people  felt  that  five 
minutes  was  all  that  would  be  of  inter- 

est lo  listeners  and  that  15  minutes  was 

too  much.  We  had  been  working  with 

the  press  services  to  make  their  news 
service  available  to  radio  and  we  were 

successful.  Our  original  idea  was  to 

push  the  15-minute  news  program  and 
that,  of  course,  has  been  successful. 

Marschalk's  idea  of  four  five-minute 
shows  throughout  the  day  was  an  ex- 

cellent one.  As  vice  president  in  charge 

of  sales  at  the  time,  I  just  want  to  cor- 

rect one  word  or  phrase — "NBC  was 

aghast.  We  weren't  aghast — we  were interested  and  delighted  and  all  we  had 
to  do  was  work  out  a  five-minute  rate. 

There  was  no  pondering  but  there  was 

a  lot  of  figuring.  ̂   ou  see.  these  pro- 
grams were  to  g   1  stations,  not  on 

the  network  and  il  meant  establishing 

a  five-minute  rate  for  our  own  owned- 

and-operated  stations  which  would  set 
a  pattern  for  other  stations.  Esso  first 
went  network  hut  il  was  difficult  to  lav 

out  a  network  that  would  give  them 

the  coverage  of  their  particular  terri- 
tory,  and  it  was  a  wise  approach  on 

their  pari  to  go  spot.  \  five-minute 
show  mi  a  limited  sector  ol  the  coun- 

try caused  quite  .1  problem  h om  a  net- work standpoint. 

I  just  wanted  to  gel  over  one  point; 
we  were  delighted,  nol  aghast. 

I  in.  u;  Kiihvk 

Represented  by  the  Koti  Agency 

SPOT  RADIO  IN  '55 I  wanted  to  icll  you  thai  was  a  right 

nice  stor\  on  U- 1  ips'  radio  spot  cam- 

paign thai  appeared  in  the  February 
7ih  issue.  1  Spol  radio:  of]  to  fasl  55 

start.)  \nd,  incidentally,  a  verj  in- 

teresting article     g   I,  meat)  reading. 
I  han'  -  for  doing  such  a  nice  job. 

More  and  more,  I'm  finding  thai  spon- .'   ei  sc  turn  fo  page  I  1  I 
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W    J I     M 

df V xk Coverage  that  Counts! 
7  major  Michigan  markets 

for  NBC,  CBS   and    ABC 

Now     100,000     watts! 

Edward  P«try  ft  Co.,  Inc. 





narket  you  may  have  missed... 

and  the  one  tool  that  opens  it  D to  I  ! 

u  can  open  a  can  with  a  hack  saw.  Or  an 

But  vou  don't.  You  use  a  can  opener. 
it's  the  way  it  is  with  the  Central  South.  This 

rkct  can  be  opened  with  a  variety  of  tools. 

just  one  does  the  job  BEST.  This  selling 

I  is  WSM  Radio.  And  to  understand  the  rea- 

uhv.  it's  necessary  to  have  an  inside  look 
eiitral  South,  U.  S.  A. 

the  first  place,  the  Central  South  is  a  big 

rket— a    $2,713,371,000    market.     More 

'.eriul  in  consumer  spending  power  than  the 

i?s  of  Baltimore,  Buffalo,  Minneapolis,  Cin- 
i  lati,  or  Houston. 

is  a  little  known  market — a  market  corn- 

ed largely  of  families  and  people  who  live 

mall  towns.     It  is  not  an  easy  market  to 

h  and  sell.     For  the  time  buyer  or  adver- 

lg  manager  it  represents  an  unusually  tough 

because  of  the  amount  of  money  necessary 

>ver  the  area  with  solid  advertising  support. 

The  cost  is  prohibitive,  if  vou  attempt  to  do  it 

with  the  combination  of  a  Nashville  radio  sta- 

tion (other  than  WSM)  and  small  town  stations 

to  plug  most  of  the  uncovered  gaps.  The  cost 

is  completely  out  of  line,  if  you  attempt  to  buy 

a  combination  of  a  Nashville  newspaper  and 

small  town  papers.  Television  leaves  well  o\n 

half  the  area  uncovered  from  the  standpoint  of 

consumer  dollar  penetration. 

There  is  one  tool  that  opens  this  rich  market. 

One  selling  tool  that  takes  your  advertising  mes- 

sage to  all  the  Central  South  at  a  cost  that  is 

within  the  bounds  of  the  sensible  advertising 

budget.     This  is  radio  station  WSM. 

We  would  like  to  have  one  of  our  representatives 

(either  from  the  station  or  from  your  nearest 

Petry  office)  sit  down  at  your  desk  to  show  you 

what  Radio  Station  WSM  can  do  for  your  product 

in  this  rich  Central  South  market. 

May  we  prove  to  you  that  WSM  is  the  one  selling  tool 

thai  can  open  the  entire  Central  South  Market  to  your 

product  at  a  reasonable  cost? 

WSM 
RADIO 

NASHVILLE CLEAR       CHANNEL        •        50,000       WATTS 



SOR  asks  and  answers  the  questions  we 

all  have  in  the  business — it's  the  hest! 
Anita  Wasserman Timehuyei 

Laurence  C.  Gumbiner  Adv. 

New  )  ork 

IMPORTANT  INFORMATION 

I  have  gone  through  \our  All-Media 
Evaluation  Stud)  and  offer  my  warm- 

est congratulations  to  SPONSOR  for  put- 

ting so  much  important  information 
>etween  two  covers. 

Both  CBS  Radio  and  CBS  Television 

can  use  this  to  good  advantage. 

Frank  Stanton 
President.  CBS 

\ew  York 

SRA  I.D.  LIST 

\\  e  were  left  out  ol  SR  V-  list  of  the 

new  proposed  full  screen  I.D.  stations 

in  your  recent  issue.  For  the  record. 
we  agreed  to  this  proposal,  and  so 
stated,  as  far  hack  as  October  1954  and 

are  currently  carrying  such  I.D.'s  on our  station. 

Harold  E.  Anderson 

Manager,  WDEF-TV Chattanooga 

OFFICE  EQUIPMENT  ON  AIR 

I  have  a  problem  concerning  the  ra- 
dio advertising  of  office  equipment. 

Having  no  local  guidance  I  take  the 
liberty  of  writing  to  you  to  inquire 
whether  you  have  on  file  an)  success 
stories  along  this  line. 

Any  help  that  you  could  give  me 

would  be  greatly  appreciated  and  I'm sure  that  if  any  one  can  help,  SPONSOR can. 

Bruno  Bitkowski 

Sales  Representative.  CKOi Ottawa 

in       -in   --fill      radio 

rvice  Co.    in    11.11... ■■- 

•      Capsule    case     historic 
advertising  of  the  National 
Mont.,    makers    of    office    equipment,    and    on    the 

Reaps    Typewriter   Clinic    in    Phoenix    appeared   in 
the    1954    RADIO   RESUI  I*.      SPONSOR    Services 

Inc.   publishes   yearlj    editions  of  radio   and  t>   re- 
sultSi    indexed   compilations   of   the   eapsnle  results 
which   rim  in  each   issi     SPONSOR.      Mi.-   1954 
editions    of    RADIO    and     l\     RESULTS    are    avail- 

able  ai  SI    ....I. 

TV  DICTIONARY/HANDBOOK 
Main  thank-  for  the  cop)  of  Tv 

Dictionan  Handbook  for  Sponsors, 
and  it  should  be  !iand\  as  a  reference 

for  a  lot  of  people,  especiall)  newcom- 
ers as  they  enter  the  held  oi  television. 

Now  you  will  be  challenged  to  keep  it 

up-to-date! Orrin  E.  Di  nlap,  Jr. 

/  ice  {'resident.  RCA 
\  ew  )  ork 
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Give  your 
$ALE$ 

that 

ABC    TELEVISION   NETWORK 

OPERATING   WITH   A    FULL   238,000   WATTS 

246,000  TV  SETS  IN  USE 

for  availabilities  call... 

GEORGE  P.  HOLLINGBERY  CO. 
CHICAGO  NEW   YORK  LOS  ANGELES 

ATLANTA  SAN   FRANCISCO 

CHANNEL 

S.  JOHN  5CHILE 
Gen.  Mgr. 

HENRY  A.  WHITE 
Prcs. 

KLOR 

in 

PORTLAND, 

OREGON 

OREGON  TELEVISION,  INC. 

915  N.  E.  Davis  St.,  Portland  14,  Oregon 
Fllmore  9721 

I  7  MARCH  1955 
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Here's  the 

AX 
(Trewax,  that  is) 

STORY 

And  you  can't  hardly  get  those  true 
rags-to-riches  stories  no  more! 

•  1949  sales  volume  when  Ma  and  Pa  Harry 

Fox  cook  Trewax  on  kitchen  stove  and  sell  it 

door-to-door. 

Quality-wise  housewives  begin  asking  hard- 
ware stores  for  "that  Cadillac  of  floor 

waxes."  Family  sets  up  small  factory. 

•  1950  sales  double,  then  re-double  yearly 
thereafter.  Only  trade  advertising  was  used. 

1951 1952 1953 

Then  Trewax  budgets  a  consumer  campaign: 
most  of  it  for  75  announcements  a  month 

on  KBIG  because  it  covers  all  Southern  Cali- 
fornia at  lowest  cost  per  impression,  the 

balance  in  Sunset  Magazine. 

1954  sales  double  1953  and  reach 

(six  figures.  95%  distribution 

achieved  in  hardware,  paint,  de- 
partment and  floor  covering  stores. 

1955:  Trewax  renews  KBIG,  moves  into  large 

new  factory,  expands  into  Northern  Cali- 
fornia music-and-news  radio,  plans  for 

national  distribution  in  1956. 

The  magic  ingredient  in  Trewax :  carnauba. 

The  magic  ingredient  in  Southern  California 
advertising:  Radio  and  KBIG. 

JOHN  POOLE  BROADCASTING  CO. 

6540  Sunset   Blvd.,   Hollywood   28,  California 

Telephone:   HOIIywood  3-3205 

Nat.  Rep.  Robert  Meeker  &  Assoc.  Inc. 

I 

Loroniu   flayer,  CampbeU-Ewald,  New  York, 

feels  ilmi  in*  mule  and  uniform  coverage  data  for 

radio-ti   stations  would  be  somewhat   <  omparable  to 

the  potential  readership  guarantees   magazines 

make  with  their  circulation  figures,  "and  very  help- 

lul  in  Inning  time."  "Ratings  shouldn't  be  the  end- 

all  in   Inning  lime,"  she  told  SPONSOR.  "I'd  much 

prefer   to   know   a   station's    coverage    in    its    listening 
area,  and  know  it  in   reliable  terms,  than   to   l.noii 

what  rating  one  of  its  time  periods  has  had.  hi 

the  past,   radio  stations  have  done  a   slightly    better 

job  of  providing  reliable  coverage  materials,  perhaps 

because    they've   been    around   longer.     I   hope    TvB 
u  ill  ( ome  up   tilth  some  solution  or  suggestion 

lor    tv    stations    in    the    near    future" 

Tom   Ifafion.  Benton  £  Bowles,  Veu    )  oil.,  finds 

himself  in  a  somewhat  unique  position  at  the 

agency    tight    now:    lies   an    all-media    Inner.     For 
his  accounts,  the  Gaines  Division  of  General  Foods 
and  Diamond  Crystal  Salt,  he  buys  newspapers, 

magazines  as  well  as  radio  and  tv.  "  And  it's  a 
wonderful  way   ot  buying"  says  he.    "For  one  thing. 
I  his   system   gives   the   Inner  a   broader    scope.    You 

don't   buy  in  a   vacuum,   but  rather  \ou   see  where 
each  medium  fits  in  in   the  over-all  advertising 

aims    of    VOUT  products.     Take   radio,    lor    example. 
i!  \  a  terrific  low-cost  medium   fot  getting  across 

reminder   copy    oi    to   push    a   product    that    doesn't need    vital    demonstration.     Hut    sometimes    time- 

buyers  can  lose  tight  of  that-    II  hereas,  ii  you're 
looking  at  all  media  in   relation    to   your  product, 

you    have    a    nunc    complete    pi' Hire." 

Fred  McClafferty,  Donahue  &  t  »--.  Sew  )  oil.. 
mi\-.  that  his  product  is  ideal  lor  merchandising: 

motion  pictures.    "We're  very   conscious  «'  promo- 
tion  en   and  of]  the  air.    Ratings  and  audience 

composition    have   always    been    important,    but    these 

filings    being    equal,    it's    the    station    uith    the   added 
push   that   rales  the  business.    In   our  radio  and 

li    bins    lot    motion    pictures    (M-G-M)     We    feel    uc 

hate  the  ideal  product    lor  promotional  possibilities. 

I  lie    editorial    laluc    oi   a   SOa]>    Ot    br  callus!    food 

mm  In'  questionable,  but  we  feel  that  stars  like 
Esthei    Williams  and  Robert  Tailor  and  musical 

scores  like  'Kiss   '/'.  Kate'  and  'Brigadoon'  arc 
good  program   content.    The  agency,  through   the 

reps,   'an    Suggest    thai    Stations    get   out   and   unit,    on 
a  movie  promotion,  but  in  the  end  ii  is  only 

the   station    itseli   thai    can    produce   extras." 

16 
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so  prove  it  we  did... and  how! 

We'd  been  telling  our  advertiser  that  KBS  coverage  and 
KBS  audience  rating  was  terrific.  The  advertiser  told  us 

they  believed  us  because  business  was  good  in  KBS  markets 

but  how  much  help  was  KBS  providing?  We  said,  a  lot. 

They  said  prove  it!  Our  audience  survey  has  resulted  in 

what  the  advertiser  calls  "The  most  astonishing  results  I've 

ever  seen  in  radio." 

plus. ..amazing  merchandising  aids! 
KBS  stations  not  only  deliver  surprisingly  large  audiences 

(see  survey,  yours  for  the  asking)  but  they  work  like  they 

were  all  on  your  payroll  —  getting  store  displays,  helping 

with  distribution— promoting  your  products  and  your 

programs  in  their  markets.  We  can  prove  that,  too! 

NEW  YORK 
580  Fifth  Avenue 
Plaza  7  1460 

SAN    FRANCISCO 
57  Post  Slceel 
SUIter  1-7440 

CHICAGO 
111  West  Washington  SI. 
STate2  6303 

LOS  ANGELES 
3142  Wilshire  Blvd. 
DUnkirk  3  2910 

I 
SEE  IFOR 

YOURSELF 

complete  facts  file 

on  request! 
THE       VOICE    \     OF       HOMETOWN       AN 0       RURAL       A   M    (    »    I    C    i 
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In  four  wi  ■ 

1 ,844  announcement  h 

30,304  newspaper  lines 
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Your  campaign 
in  Milwaukee 
On  February  27,  wxix  became  the  new 

Milwaukee  station  for  the  CBS  Television 

Network  and  enabled  Milwaukee  viewers 

for  the  first  time  to  see  the  network's 

complete  line-up  of  the  most  popular  stars 
and  shows  in  television  on  wxix. 

A  full  week  in  advance,  wxix  initiated  one 

of  the  biggest  advertising  campaigns  ever 

launched  behind  a  new  station :  a  large-scale 

newspaper  campaign  continuing  over  a 

four- week  period,  together  with  an  imposing 

outdoor  campaign  covering  64  billboards 

throughout  the  entire  Milwaukee  area. 

The  real  backbone  of  this  comprehensive 

campaign  consists  of  a  continuing  barrage  of 

both  day  and  night  on-the-air  promotion 

announcements  by  the  network's  stars. 

The  whole  purpose  of  this  effort,  of  course, 

is  to  build  audiences  for  your  campaign 

in  the  important  Milwaukee  market.  To  get 

the  most  out  of  this  market  and  the  most 

popular  program  schedule  in  all  television, 

get  in  touch  with  CBS  Owned  wxix  or 

CBS  Television  Spot  Sales. 

WXIXSI9 
Milwaukee  Station  tor  the  CBS  Television  Xetn-nrk 



One  "i  i  !u  reasons  that  WEMP  ratings 

are  second  highest  morning,  afternoon 

and  evening  in  a  seven-station  market 

is  Bill  Bramhall,  Milwaukee's  "Melody 
Merchant."  From  12:00  noon  to  2:00 

P.M..  pulse  rating  is  now  3.5.  \  \eai 

ago.   2.8. 

Furthei  prool  that  WEMP  Radio  audi- 
ences are  growing  l>iggei    yeai    1>\    yeai 

WEMP  iv  Milwaukee's  No.  1  station 

in  "out-of-home  audiences."  Gel  the 

advantage  of  225,000  radio-equipped 
automobiles  and  offices,  factories,  restau- 

rants, grocery  stores  and  public  places 

that   are  always  tuned   to  WEMP 

Call  Hcadlcy-Rccd 

WEMPWEMPFM 
MILWAUKEE 

HUGH  IOICE,  JR.,  Gen.  Mgr. 

HEADLEY-REED,  Natl.  Rap. 

HOURS  OP  MUSIC,  NIWS.  SPORTS 

Ifipiir 
.iffriffi   V   Harrison 

President 
A.   S.   Harrison   Co.,    Norwalk,   Conn. 

"When  Preen  was  started  in  1942.  the  basic  theory  was  that  all 
company  advertising  would  be  on  radio,  and  for  five  or  six  years 

1  ()()'<  of  our  budget  was  in  radio/'  says  Allrich  Harrison,  president 
of  A.  S.  Harrison  Co.,  which  manufactures  Preen,  a  floor  wax.  Cal- 

kins &  Holden  is  the  agency. 

"Radio  and  l\  together  have  never  had  less  than  75$  of  our  total 

annual  advertising  budget." 
Preen  is  sold  as  a  high-quality  floor  wax,  priced  somewhat  higher 

than  competing  brands,  such  as  Johnsons  and  Beacon.  It  has  dis- 
tribution  rnainh    along  the  Eastern   Seaboard. 

Harrison's  use  of  radio  has  not  changed  through  the  years.  He 
continues  to  use  minute  participations  in  early-morning  radio  shows. 
On  tv,  Preen  has  been  advertised  only  on  one  or  two  metropolitan 

statidns,  and  then  with  balops  in  10-  and  20-second  announcements. 

"Tv's  a  fine  medium,"  sa\s  Harrison,  "but  it's  far  too  expensive 

for  the  small  advertiser  to  take  advantage  of  it.  .  ." 
His  first  series  of  tv  films  cost  $700.  This  year  Harrison  paid 

$4,700  for  one  20-second  and  three  10-second  films. 

Harrison  hesitated  for  a  moment,  then  grinned.  "Tell  \  0U  some- 
thing, though,"  he  confided,  "I  certainly  like  whal  mj  competitors 

are  doing.    I  watch  The  Robert    Montgomery    l'lu\  house  avidly." 
He  went  on  i<>  discuss  the  relationship  of  his  advertising  budget 

to  the  distribution  of  Preen.  "Al  the  moment,  we  arc  not  planning 

to  push  distribution  inlo  other  areas.'  he  -aid.  "One  reason,  of 
rour-c  i-  the  tail  thai  we'd  be  entering  a  higher  freight  charge  /one 
if  we  expanded.  Another  reason  is  our  advertising  budget.  Its 
been  increasing  slowly  but  steadily.  However,  in  opening  up  new 

markets,  you  need  extra  hca\  \  ad\  (  1 1  i-inu  appropriations.  Reshift- 
ing  our  funds  at  the  momenl  would  mean  neglecting  sales  in  our 
established  markets  and  we  don  l  want  to  do  that. 

Harrison  is  currently,  making  plans  for  his  fall  campaign.  "It's 

likely   that  we'll  be  adding  more  radio  again." 
He  Inns  radi   i  a  .'50-week  basis,  taking  a  briel  summer  hiatus; 

Minimum   Frequency    is  three  announcements  weekly. 

On  his  desk,  Harrison  has  a  picture  ol  his  one  grandchild.  "That's 

my  hobby,"  said  he,  pointing  to  the  baby  picture.  "Being  with  the 
m\  hobby,"  said  he,  "being  with  the  little  one."  *  *  * 
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Complete  studios  exclusively  for  color  telecast! 



. . .  WDSU-TV  Channel  6 

«:- 



Located  immediately  adjacent  to  our  main  studios 

12,000  additional  square  feet  for  C       >R  telecasting 



T.  WASHINGTON  TV 

"Best  darn  salesman  I've  ever  seen!" 

You  know  that  the  salesman  who 
makes  the  most  calls  gets  the  most 

orders.  That's  why  Mt.  Washington 
TV  is  the  "Best  darn  salesman"  you 
can  buy  —  it  makes  more  ca Us  —  reaches 
more  people  in  Maine,  Vermont  and 
New  Hampshire. 

That's  why  the  sponsors  of  Two  For 
The  Money,  Red  Skelton  and  Voice  of 
Firestone  hired  Mt.  Washington  TV 
.  .  .  because  Mt.  Washington  TV  does 
make  the  most  calls  .  .  .  and  at  about 
half  the  cost  of  any  other  three  TV 
stations  in  the  area  combined. 

CBS-ABC WMTW Channel  8 

John  H.  Norton,  Jr.,  Vico  Pros,  and  General  Manager         REPRESENTED  NATIONALLY  BY  HARRINGTON,  RIGHTER  &  PARSONS,  Inc. 
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the belong  to  everyone 

When  the  WFAA  Early  Birds  have  a  birthday,  everybody  celebrates 

Folks  all  over  the  Southwest  will  join  in  the  week-long 

festivities  March  28-April  3,  when  the  nation's  oldest  live  breakfast  show 

completes  its  25th  year  on  the  air. 

And  as  a  special  Silver  Anniversary  bonus,  the  Early  Birds 

have  doubled  their  air  time.  The  16-person  cast  of  this  locally  produced  show  now  starts 

an  hour  earlier  —  at  6  a.m.  —  to  bring  the  Early  Birds'  special  brand  of 

"good  morning"  to  their  thousands  of  loyal  fans  all  over  Radio  Southwest. 

This  loyalty  creates  a  warmly  receptive  atmosphere  for 

your  advertising.  Sales  messages  on  the  Early  Birds  reach  all  members 

of  the  family  when  they're  all  together;  they  sell  everything  from 

food  products  (Morton's  has  been  a  sponsor  for  10  years) 

to  shaving  cream  (Mennen's,  7  years). 

When  you  advertise  on  the  WFAA  Early  Birds, 

you  sell  to  the  whole,  big  profitable  WFAA  area,  because  in  the 

Southwest,  the  "Birds"  belong  to  everyone. 

Ask  the  Petry  man  for  more  information. 

A  Clear  Channel  Service  of  the  Dallas  Morning  News 

WRAA 
Alex    Keese.    Manager 

Geo.   Utley,  Commercial  Manager 

Edward   Petry  &   Co.,   Inc.,   Representative 

22 
SPONSOR 



New  and  renew 7     MARCH     1955 

1.     New  on  Radio 
SPONSOR 

Animal     Foundation       Hunt     Club     Dog 
Food),   Sherburne,    NY 

Campana    Sales,    Batavia,    III. 

Campana    Sales.    Batavia,    III 

Campana    Sales,    Batavia,    III. 

Corn  Prods  Refining,  NY 

Dodge   Div.  Chrysler,   Det 
Ceneral   Foods,    NY 
Ceneral   Foods,    NY 

General  Foods,   NY 

Thos     Lecming     &     Co,     NY      iPacquin 
Hand  Cream  &   Ben-Cay) 

Lever  Bros   (Rinso),  NY 

Mennen,   NY 

Paper    Mate,    Culver    City,    Calif 

San  Francisco  Brewing 

Networks 
AGENCY 

Moscr  &   Cotins,   Utica 

Wallace    Ferry-Hanly,    Chi 

Wallace    Ferry-Hanly,    Chi 

Wallace    Ferry-Hanly,    Chi 

C.    L.    Miller,    NY 

Crant,    Det 
Y&R,    NY 
Y&R,   NY 

Y&R,   NY 

William   Esty,   NY 

Ogilvy,    Benson    &    Mather NY 

K&E,    NY 

Foote,    Cone    &    Belding, 
LA   &    NY 

BBDO,    LA 

STATIONS 

CBS  full    net 

CBS  206 

CBS  205 

CBS  206 

CBS  206 

MBS  510 
CBS  111 
CBS    190 

CBS    206 

ABC    full    net 

KNX-CPRN    21 

Don    Lee   45 

NBC    full    net 

ABC   45 

PROGRAM,  time,   start,  duration 

Calen    Drake    variety    show;    partic;    Sat    10-10:30; 
10:30)0:45;   19   Mar:   13   wks 

Rosemary    Clooney    Show;    Th    9-9:15    pm;    3    Mar; 
52  wks 

My   Little   Margie;  co;  Sun   8:30-9  pm;  6  Mar;   52 

Tennessee    Ernie    Show;    power    plan    purchase    scg; 
F  7:15-7:30  pm;  4  Mar;  52  wks 

Arthur  Codfrey  Time;  W,  every  4th  F   10:30-10:45 am;  23  Feb;  52  wks 

Multi   Message;   M-F  8-8:30  pm;  2  Feb;  8  wks 
Calen   Drake;  Sat  8:55-9  am;  5  Feb;   52  wks 

Wendy   Warren    &    the    News;    (dramatic    portioni; 
T  &  Th  9-9:15  am;   1    Feb;  9  wks 

Bing   Crosby    Show;    W&F    9-9:15    am    PST;    2    Feb; 9  wks 

Weekend    News:   Sat   &    Sun   on    the   hour   9   am-11 
pm;   19  Feb;  8  wks 

The   Whistler;  co;  Sun   7:30-8  pm;   6  Feb;   52  wks 

Cliff    Engle;    alt    MWF    &    T,    Th    8-8:15    am    PST; 
17   Feb;  52  wks 

People    Are    Funny;    alt    T    8-8:30    pm;    5    April; 
1955  season 

Burgie    Music    Box;    M-F    9-9:30    pm ;    14    Feb;    52 
wks 

Earl 
Rettig    (3) 

William    V. 

Sargent     <3> 

2.    Renewed  on  Radio  Networks 
SPONSOR AGENCY STATIONS PROGRAM,  time,  start,  duration 

Amer  Tobacco,   NY SSC&B,   NY CBS    187 Douglas  Edwards  with  the  News  You  Need  to 
Know;  partic;  W,  Th,  F  7:55-8:55  pm  PST;  5 

jan;  52  wks Ferry-More  Seed,  Det MacManus,    )ohn   &   Adams, CBS    204 Garden    Cate;    Sat    9:45-10    am    &    Sun    8:30-8:45 
Det am;  19  Feb;   14  wks 

Kevo,    LA    iKevo-ettes) Dean    Simmons,    LA KNX-CPRN   28 Phil   Norman;  Sun   3:45-4  pm   PST;  6  Feb;  39  wks 
Metropolitan    Life,    NY Y&R,    NY CBS    29 

Alan  Jackson;   M-F  6-6:15   pm;  4  April;  39  wks 
Minnesota    Mining  &   Mfg.    Det BBDO,    Det CBS    206 Arthur  Codfrey  Time;  M,  every  4th  F  10:30-10:45 

am;  21   Feb;  52  wks 
Texas  Co,    NY Kudner,    NY KNX-CPRN  30 

Texaco  Sports  Final;  M-F  530  pm  PST;  28  Feb; 

52  wks 

3.    Broadcast  Industry  Executives 
NAME FORMER  AFFILIATION NEW  AFFILIATION 

Bob   Adkins WIBC,    Indpls,    comml    prod WTVN.    Col,    coordinate    comml    prod 
Fred    Allen,    Jr. KCOK,  Tulare,   Calif,  acct  exec KONG.   Visalia,    sis  dir 
Addison    Amor ABC    Radio,    NY,    dir   of   prog   sis Same,   acct  exec 
Robert   T.    Anderson WISE-TV,  Asheville,  N.  C.  mgr  of  supv  &  oper WKDA.    Nashville,  acct   exec 
Maury    Baker MCA-TV,   NY,   acct  exec Blair-TV.  SF.  acct  exec 
Anthony    C.    Bartley CBS  TV  Film  Sis,   England 
Robert    Bcel KOAT-TV,   Albuq,   sis  dept KOB-TV,    Albuq,   acct   exec 
Thomas  A.    Beemer Ziv  Tv,  slsman NBC    Film,    NY,    Western    sis 
Betty    Belson KBIC.    LA.  acctg   dept Same,  sis  serv  mgr 
Richard    L.    Beesemyer KHJ-TV,    LA.  acct  exec KXNT,    LA.  acct  exec 
Paul    Blair Economic   Trend    Line    Studies Ziv,  Chi,  acct  exec 
jimmy    Blair Telempromptcr,    Phila.    regl   mgr Same,   NY,   asst   natl   sis  mgr 
Edwin    R.    Borroff Westinghouse    Radio,    gen    sis    mgr NBC    Central    Div,    r    acct    exec 
Richard    D.    Buckley John    Blair,   NY,  acct  exec WNEW,    NY.    sis    stf 
Edmund   Bunker KNXT,    LA,    sis    mgr WXIX,    Milwaukee,   gen    mgr 
Ceorge    C.    Castleman CBS  Spot  Sales,    NY,   sis  dev  mgr free    &    Peters,    NY,    TV   acct    exec 
Harvey  C.  Carter WMUR    &    TV,    Manchester,    N.    H.,    gen    mgr WEAN,   WPJB,    Providence,   comml   mgr 
Tom    Cole KEY-T.    Santa    Barb,   acct    exec KFMB,   San    Diego,   prom 
Bruce   Collier MPTV,    sis   stf Guild    Films,   si   rep   in   La,   Texas.    N     M 
|ohn    Duerkop Natl   Film    Bd  of   Canada,   Chi,   chg  of  Chi   office Same,    Sr    US   rep 

Robert  W.    Dungan KOAT,    Albuq,    sis    dept KOB.    Albuq.   acct   exec 
lay    Eliasbcrg ABC    Radio.    NY,    dir    of   res CBS  TV.   NY,   res  projects  supvr 
Saul     Flaum Internatl    News    Photos,   sis   mgr Res   Co   of   Amer,    NY,   media   dir 

|ohn    Donald    Foley CBS-Owned  Tv  Stations   Prom   Serv,   dir CBS-TV  Spot  Sis,  dir  of  sis  prom 
Howard    Garland Alpine    Film,    Hollywd,   prod  dir KCMC-TV,   Tcxarkana,   prog   dir 
Ceorge   Goldman WCAU-TV,    Phila,   tv   prom    dir WCAU    stations,    Phila,   asst   prom   dir 
Ernest    H.    Hall WTOP,    Entertainment    Prods.   Wash,   dir 
Elmer    Hanson KNOX.    Crand    Forks,    N.    D.,   gen    mgr KXIB-TV,  Crand   Forks,   N.   D.,   in  chg  sis  &  oper 
Donald    W.    Harding Edward    Petry,   NY,  asst   mgr  of  r  dept CBS   R  Net  Sis,   NY,  acct  exec 
Ccrald    Harris WCTC,    New    Brunswick,   sis   dept Same,    sis   mgr 
Tom     Hawley CBS   R,    NY,   acct   exec WATV,    Newark,   acct  exec 
lohn    E.    Hill KTRK-TV,    Houston,   consultant  &   acting  prog  mgr Same,  prog  mgr 
Dick    Holloway WTRC.    Elkhart,    Ind,   gen    mgr WSBT,   South   Bend,   natl   sis   mgr 
Oscar    Huff,    |r. WTAC.   Flint.    Mich,   prog  dir Same,  asst  mgr 
lohn    S.    Hughes 1         Paul    H.    Raymer,    NY Avery-Knodcl,   NY,  r  sis  stf 

John     E. 
Hill      I 

In  next  issue:  New  and  Renewed  on  Television  (Network) ;  Advertising  Agency  Personnel  Changes; 

Sponsor  Personnel  Changes;   Station   Changes    (reps,    network    affiliation,    power    increases) 

Henry   S. 

White     3' 
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IX'eiv  and  renew 3.     Broadcast  Industry  Executives  (continued) 
NAME  FORMER  AFFILIATION NEW  AFFILIATION 

Robert    D. 
Wood    <3> 

Ralph   C. 
Powell     (3) 

George   C 
Castleman  13) 

Fred    E. 
Walker  (31 

Joseph  A 
Lenn    '3' 

Andrew    P.   Jaeger 
Hcwel     (ones 
George    j.    Kapel 
Howard    S.    Kiser 

George    A     Koehler 
Robert    J.    Kolb 
Burt    Lambert 
Al    Lauber 
Don     Lawrie 

Joseph    A.    Lenn Howard    M.    Lloyd 
Don    Mack 
Doug    Manning 
Richard    F.    McCarthy 
William    McCormick 
Frank    W.    McMahon 
Thomas    Means 
Don     Miller 
William    F.    Miller 

Jack    H.    Mohlcr 
Graham    Moore 
David  W.    Mosier 
Robert    Nashick 
H.    D.    Ncuwirth 
George   A.    Nickson 

J      Daniel    O'Connell 
Ted    O'Connell 
C.    C.    Packard 
Don    Park 
Richard  A.  R.  Pinkham 
Martin     Pollins 

Ralph    C.    Powell 
Earl    Rettig 
Duncan    Ross 
William    V.    Sargent 
Tucker    Scott 

Selig    ).    Seligman 
I.    E.    Showerman 
Stan    Simpson 
Scth     P.    Smith 
Don    Staley 

F.    R.    Thibodeau 
John    Charles   Thomas 
Lamont    L.    Thompson 
William    L.    Thompson 
Harry    E.    Travis 
Douglas    C.    Trowell 
Ken    Vandever 
Fred    E.    Walker 
Herbert    Watson 

Jack    Weatherwax 
L.    S.    Weitzman 
Dale    Weldon 
Mort    Werner 
Henry    S.    White 
Bob    Whitely 
W.   Clifford  Wingrove 
Philip    J     Wood 
Robert    D.    Wood 
Bernard    Zeidman 

Screen   Gems.    NY,   dir   of   NY  sis 
KXOL,    Ft.    Worth,    Texas,    sis    mgr 
WCN-TV.   Chi.   acct  exec 
DuMont.    NY,   acct   exec 
WFIL,    Phila.    exec   asst 
WOR.   NY.   acct  exec 
WNEW.    NY.    a<st   dir   of   sis 
NBC-TV   Film   Div 
CHEX.    Peterborough,    Ont.    mgr 
vVHLI.    Hempstead,   sis  dir 
Clubtimc    Prods,    rcgl    sis   mgr 
Filmack    Studios,   vp   &   Chi    dir 
CHEX,    Peterborough,   Ont,    comml   mgr 

Crosley   B'casting,  Cin,   dir  of  r   prom 
WOR    r-tv,    NY,    rcgl   sis   mgr 
NBC   r-tv,   NY,   copy  supvr 
CBS    O&O,    dir    of    prom 
CBS   R  Spot  Sis,    NY,   acct  exec 
WBBM,    Chi,    sis    mgr 
WOR.   NY,  sis  exec 

KSTP,    Minnpls-St.    Paul US    Navy 

Loew's-MCM,    NY,   dir  of   R-TV   publ 
H-R    Reps,    NY,   acct   exec 
KBIF,    Fresno,    mgr 

Albany   Carage,   adv  &   sis  prom    mgr 
WBBM-TV,   Chi,   acct  exec 
Ravmor,   Chi,   vp   &   gen   mgr   of   Chi   office 
KI?V,    Glcndale.    Calif,    acct    exec 
NBC.    vd   in    chg   partic   progs 

World    B'casting,   acct   exec 

NBC,   vp  in   chg  of  prod  &   bus  affairs 
KFFL.    Denver,    prog    mgr 

NBC,   mgr   of   bus   affairs,    tv   net 
John    Blair.    NY,   sis   dev   mgr 
ABC.    LA,   bus  coordinator  &  asst  to  vp  of  western   div 
tv   spot   sis,   st   equip,   tv   film   sis 
KVVC-TV,    Tulare,    Calif,    mgr 
KOCO,   Salem,  Or,   comml   mgr 
Weed,    SF 

Lc    Nouvclliste,    Trois    Rivieres,    Canada,    natl    adv    mgr 

CBS    TV    Spot    Sis,    Chi,    acct   exec 
MBS,    NY,   acct   exec 

WNFM-TV,    Bay   City,    Mich,    asst    gen    mgr 
CFPL,    London,   Canada,    sis  &   prom   mgr 
KFM),  Tulsa,  acct  exec 
WTTM,   Trenton,   dir  of   pub  affairs 
Avery-Knodel,    NY,    acct    exec 
C|KL,    Kirkland    Lake,    Can,    comml    mgr 
WABC.    NY,    adv   &    prom 
KCOK.   Tulare,   Calif,   acct    exec 
Blaine-Thompson,    NY,    publ   dept 
Biow-Beirn-Toigo,    NY,    r-tv    dept    mgr 
KPO),    Portland,    Or,    prom    dir 
CFPl,    London,   Canada,    asst   mgr 
Stewart-Warner   Elec,   distr  sis  mgr 
CBS  TV   Spot    Sis,    NY,   acct   exec 
MBS.    NY,    comml    opers    dept 

Prockter   Tv   Enterprises,   NY,   vp   in   chg  of  sis Same,   vp 

KBtT-TV,   Sacramento,   sis  mgr 
MBS,   NY,  acct  exec 
Same   &    tv   stn   mgr 
Sime   &   tv.   regl   sis   mgr 

ZIV,  sis  stf 
MCA-TV    Film,    field    supvr,    middle    Atlantic   states CHEX-TV,   mgr 

Same,    exec   vp 
NBC    Film     NY,   Western   sis 
Same,   hd   of   NY   dept   tv  sis 
CHEX-TV.    comml    mgr 
WKRC  r-tv,  Cm,  publ  dir 
Same,  asst  sis  mgr 
MCA   TV    Film   Div,   adv   &   prom   mgr 

Same,    tv 
Same,   dir   of   special   presentations 
CBS  R  Spot  Sis,   NY,  acct  exec 
CBS-TV,  NY,  dir  of  sis  dev 
KSBW-TV,    Salinas-Monterey,    Calif  ,    sis   mgr 
WNCT-TV,  Greenville.   N.C.,  prom  dir 
WGBS-TV,    Ft.    Lauderdale,   prom   &   adv  mgr 
Katz  Agency,   NY,  r  sis  stf 

KAVR,  Apple  Valley.  Calif,  comml  mgr 
WPTR.  Albany,   dir  of  prom 

CBS  TV   Spot   Sis.    NY,   acct   exec 
KICA,   Clovis,    N.M.,   pros  &   gen   mgr 
KNXT.    LA,  acct   exec 
Same,  vp  in  chg  of  tv  net  progs 
WOR-TV,  NY,  acct  exec 

Storer   B'casting,    Miami,   dir  of   trade   rel 
Same,   vp  in   chg  of   tv  net  services 
Same,  acct  exec 
Same,  dir  of  tv  net  bus  affairs 
Same,  acct  exec 
KABC,   LA,   acting   mgr 
vVISN,   Mil,   mgr 

KONG,    Visalia,    gen    mgr 

KSLM,  Salem,  Or,  acct  exec  &  sports  dir 
Same,  West  Coast  oper  mgr 

Canadian    Assoc   of   R-Tv   B'casters,   sis  staf 
KAVR.   Apple  Valley.   Calif.,  exec  vp  &   dir 
Same,   NY,  acct  exec 
NBC     Central   Div,   r  acct   exec 
KOTV,    Tulsa,    sis   stf 
Same,   gen   mgr 
Same,  asst  mgr 
WPTZ.    Phila,    publ  dir 

NBC   Spot   Sis,    NY,    r   acct   exec 
CHEX,    Peterborough.    Ont.    mgr 
ABC,    NY,    mgr   of   audience   prom 
KONG,  Visalia,  acct  exec 
ABC   Film.  NY.  asst  to  adv  &  prom   dir 
Screen  Gems,   NY,  dir  of  adv  &   prom 
KO;N     Portland,  Or,  natl  adv  dept 
Same,   tv,   sis  &   prom   mgr 

Zenith   Radio,  Chi,  ast  to  vp   in  chg  of  r-tv  sis 
KNXT,   CPTVN.    LA   sis   mgr 

Same,  supvr  of  sis  inform 

w 

1 

4.     New  Agency  Appointments 
SPONSOR PRODUCT    (or    service) AGENCY 

P.    Ballantine  &  Sons,   Newark Beer 
William   Esty.  NY A     Brioshci,    Fairlawn.    N) Brlsochi    Anti-Acid David    J.    Mahoney,    NY Colver.   Ardmore,   Okla 

Dairy 

Lowe   Runkle,   Okla   City 
D     L    Clark.   Pittsburgh Clark    Bar,  Coconut   Bar  &    Zag   Nut   Bar 

SSC&B,    NY Hudnut   Sales.   NY DuBarry    Beauty    Preparations Al    Paul    Lctton.    NY Harriet    Hubbard   Aycr,    Milkmaid    Div, NY 
Cosmetics Lester   Harrison,    NY Minute   Maid,   Auburndale,    Fla 
Orange   Juice  concentrate 

J.    R.    Pcrshall,   Chi Minute    Maid,   Snow   Crop    Div, NY Frozen    Foods 
Ted   Bates,  NY Genc.al    Mills.    Larro    Feed    Div. Minn Flour 
Klau-Van    Pictersom-Dunlap.    Mil 

A,   Gctleman   Brewing,   Milwauk ec Beer 
Hoffman   &   York,    Milw Gocbel    Brewing,    Det Beer 
Campbcll-Ewald.    Det Omar,   Omaha 

Bakery 

Bozcll   &    Jacobs,   Omaha Ringling  Bros  &   Barnum  &   Bailey  Circus Monroe    Grccnthal.    NY 
S     B    Thomas,   LIC Bread   &    Muffins David   J.    Mahoney.   NY 
Utica    Brewing  Co Fort   Schuyler   Beer  &   Ale Barlow    Adv,    Syracuse 
WBFC,    Fremont,   Mich. radio   station Hil   F.    Best,   Det 

WBRN,   Big   Rapids.    Mich radio   station Hil   F.   Best,   Det 
WCEN,   Mt     Pleasant,   Mich radio   station Hil  F    Best,  Det 
Wine   Advisory   Board - 

Roy   S.    Durstine,   SF  &    NY 

5.     New  Firms,  New  Offices,  Changes  of  Address 
Allstate   Adv   moves   to   3607    Yoakum,    Houston,    Texas 

Broad-ast    Time    sales    opens    offices    in     NY:    527     Fifth    Ave. 
OXfoid   7-1696:  Chi:  39   E     La   Salle   St.  STate  2-1405 

Cascade     Pictures     of     Calif     moves     to     1027     North     Seward. 

Hollywood   38,   HO  2-6481 
Dmr    &    Kalmus,    Public    Relations,    moves    to    larger    quarters. 

4-0  Park  Ave.   NY  22,   PLaza  3-1370 
Benjamin    Katz   Agency   moves  to   larger    quarters.    1820   Spruce 

St,   Phila 

Paul  Taylor-Phclan  Ltd  becomes  Paul-Phclan  Adv  '380  Vic- 
toria  St..   Toronto.  Canada  I 

Geoffrey  Wade  Adv,  Hollywood,  became  separate  corp.  Wade 
Adv,  on  Feb  1.  1955 

E.  Taylor  Werthcim  Adv  moves  to  347  Madison  Ave,  MUrray 
Hill  4-7545 

Dan  White  &  As'oc  changes  name  to  White  &  Shuford  Adv. 
El  Paso  Natl  Bank   Bldg.   El  Paso.  Texas 

24 
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WHO 
IS  IOWA'S 

FAVORITE  RADIO  STATION 

for  DAYTIME  LISTENING! 
59.2% 

<jfeiW-^ 

A  he  chart  is  lifted  intact  from  Dr.  Forest  L.  Whan's 

1954  Iowa  Radio-Television  Audience  Survey  —  the  seventeenth 

annual  edition  of  the  Survey  which  has  become  recognized 

everywhere  as  the  No.  1  authority  on  the  broadcast 
audience  in  Iowa. 

Iowa  radio  listeners'  continuing,  overwhelming  preference 

for  WHO  is  far  from  a  lucky  accident.     It's  the  result 
of  unprecedented  investments  in  broadcast  facilities  —  in 

programs  and  programming  —  in  Public  Service  and 

in  audience  promotion. 

Whether  or  not  your  advertising  needs  suggest  your  use 

of  WHO  (or  WHO-TV),  /'/  you're  advertising  in  Iowa,  you 
should  by  all  means  study  the  1954  I.R.T.A.  Survey. 

Write  direct  for  a  copy,  or  ask  Free  &  Peters. 

FREE  &  PETERS,  INC.,  National  Representatives 

BUY  ALL  of  IOWA- 

PUts  "Iowa  Plus"-with 

WHO 
Des  Moines   .   .   .   50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

7  MARCH  1955 
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REIGN  LEGION 

Cullen  "Cuffy"  Crabbe 

By  Allah !  This  program  has  everything ! 

The  French  Foreign  Legion !  The  intriguing  and 

mysterious  desert.  Native  peoples  and  animals 

and  customs.  Unprecedented  government  coop- 

eration for  highest  authenticity. 

Add  a  name  star  like  Buster  Crabbe  .  .  .  and  his 

son  "Cuffy",  in  a  role  children  of  all  ages  will 

envy  . . .  and  scripts  that  weave  them  all  into  top 

TV  viewing — and  you  get  a  glimmer  of  the  tre- 

mendous appeal  of  this  program. 

tegrated  s 

Included  in  the  package  is  a  built-in  merchandis- 

ing program  featuring  36,000  free  premiums  for 

every  market  ordered :  trading  cards  .  .  .  auto- 

graphed photos  of  Buster  and  Cuffy  .  .  .  comic 

books . . .  membership  cards  and  certificates.  Plus 

free  posters  and  special  commercials,  also  free. 

It's  all  absolutely  free — and  trouble  free,  when 

you  buy  the  show. 

"Captain  Gallant"  is  a  show  whose  performai 

in  the  living  room  and  at  the  cash  register  will 

delight  every  sponsor.  For  full  details  and  avail- 

abilities, call,  write  or  wire — fast! 

Television  Programs  of  America,  Inc. 

477  MADISON  AVENUE,  N.  Y.  C.  •  PLAZA  5-2101 



All   afternoon   long,  the  highest   ratings  for  programs  available  to  local  and 

national  spot  advertisers  in  Philadelphia  are  on  WPEN. 

Here  is  how  the  seven  PULSE*  stations  rank  from  noon  to  6:00  PM.  Unavailable  network 
programs   are  so   indicated,   and   local   programs  are  compared   for  each   quarter   hour. 
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New  York   ■   Chicago   •  San 

r   BY   GILL-PERNA,   INC. 

Francisco   •   Los  Angeles 



by  Joe  Csida 

\  ft  u  oi/.v  come  of  <M/«*  in  program  nifltfti  »m  i/ 

Perhaps  never  before  in  the  history  of  sound  or  sight- 
sound  broadcasting  have  the  men  who  are  running  the  major 
networks  indicated  so  complete,  practical  and  aggressive  an 

awareness  of  their  responsibilities  to  do  more  than  entertain 
via  programing  as  is  being  demonstrated  today.  Attention 

was  called  to  this  again  recently  when  NBC  president  Pat 
Weaver  issued  another  of  his  memorable  memo-  to  all  the 

web's  producers.  Pat  stressed  anew  that  it  was  the  job  of 
each  and  every  producer  to  see  that  as  much  enlightenment, 
education  and  cultural  content  be  incorporated  into  as  many 

shows  as  possible.  He  cited  numerous  examples  of  how  this 

has  already  been  accomplished  and  insisted  that  a  continuing 
and  accelerated  effort  be  made  in  this  direction. 

At  CBS  I  am  particularly  and  increasingly  impressed  with 

the  almost  incredibly  effective  manner  in  which  nationally 

and  internationally  important  news  and  historical  develop- 
ments are  presented  and  coordinated  into  crystal-clear  per- 

spective. This  is  done  not  only  within  the  framework  of  a 

single  program  or  series  of  programs,  but  as  betwreen  seem- 
ingly unrelated  programs.  All  the  way  from  You  Are  There, 

on  which  Walter  Cronkhite  and  other  CBS  news  staffers  mag- 
nificently clarify  significant  events  of  the  past,  through  the 

newscasts  of  current  affairs  by  Doug  Edwards,  Ron  Cochran 

and  their  fellow  newsmen,  through  special  shows,  notably 
those  developed  by  Ed  Murrow  and  Fred  Friendly,  CBS 

achieves  a  near-miraculous  continuity.  In  the  past  several 

weeks,  for  example,  CBS  presented  a  special  show  on  '"The 
Fall  of  Malenkov,"  and  Murrow  came  in  with  a  revealing  and 
incisive  interview  with  India's  Prime  Minister  Nehru,  which 
-lied  light  on  current  news  development-  unmatched  by  any- 

thing I've  read  or  seen  in  any  other  medium.  I  truly  believe 
that  the  networks  in  both  radio  and  iv  are  programing  with  a 

sense  of  maturity  and  responsibility  which  surpasses  anything 

previously  known,  and  I  think  it's  high  time  they  got  a  little credit  for  it. 
=fc  *  * 

Artful  is  the  word  for  the  way  Jackie  Gleason  is  carrying 
off  the  reducing  program  we  wrote  of  a  few  issues  ago.    In 

the  three  weeks  he's  been   running   the   stunt  he's   dropped 
(Please  turn  to  page  102) 
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WATE    IS    NOW    100,000    WATTS     •     FULL    POWER! 

All  Eyes  Are 
On  Knoxville 

R     MARKET     OF     THE     SOUTH 

Land  of  TVA  power  and  Atomic  Energy  power, 

Knoxville  is  fast  becoming  most  famous  for  the  tre- 

mendous buying  power  of  her  people. 

Look  at  the  figures :  nationally,  Knoxville  is  one  of 

our  60  largest  markets  .  .  .  and  is  growing  rapidly. 

Within  the  State  of  Tennessee  and  the  area,  Knoxville 

ranks  first,  percentage- wise  in :  (1)  number  of  married 

couples  living  in  their  own  household,  (2)  largest  num- 

ber of  persons  per  household,  (3)  lowest  median  age  of 

population,  (4)  largest  number  of  industrially  employed. 

Blanketing  this  42-county  Knoxville  Market  is 

WATE-TV,  only  VHF  station  in  the  area.  It's  the 
eyes  and  ears  of  sales-minded  advertisers  who  keep 

consumer  buying  at  record  highs.  There  could  be 

new  opportunity  here  for  you.  Let  us  tell  you  the  full 

story— today ! 

AFFILIATED     WITH     NBC     AND     ABC       •       NETWORK     COLOR 

REPRESENTED     NATIONALLY     BY:     AVE  RY-KNODE  L,    INC. 
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Cousins,  ex-coal  minors. 

they  rose  simultaneously  to 

key  posts  at  competing  agencies: 

Lennen  &  Newell,  Biow-Beirn-Toigo 

by  Evelyn  Konrad 

M  f  a  soap  opera  told  about  two  boys  from  an  immigrant  Italian 

famil)  who  leave  a  small  coal-mining  town  in  the  Middle  West  to 
eventually  become  key  executives  in  major  Madison  Avenue  agencies, 

its  writer  would  have  some  respect  for  the  laws  of  chance.  He 

wouldn't  have  them  both  rise  to  their  posts  simultaneously.  But  in 
reality,  cousins  John  and  Adolph  Toigo.  both  from  Benld,  111.,  both 

of  whom  worked  in  the  coal  mines  as  teenagers,  took  on  new  posts  of 

prominence  in  competing  agencies  only  one  month  apart. 

John  Toigo  was  named  executive  vice  president  and  a  partner  in 

Biow-Beirn-Toigo  last  November.  Adalph  Toigo  became  president 
of  Lennen  &  Newell  one  mouth  later  after  the  death  of  H.  W.  Newell. 

Both  agencies  have  major  stakes  in  radio  and  tv  advertising;  both 

have  over  half  their  billings  in  air  media.  It  is  because  of  the 

importance  of  the  two  agencies  in  air  advertising  that  SPONSOR 

presents  this  two-part  closeup  on  the  two  Toigos. 

There  are,  in  fact,  six  members  of  the  Toigo-Rigotti  family  who 
are  in  or  of  the  advertising  business.     Says  John  Toigo: 

"When  my  family  heard  that  I  was  making  $40  a  week  in  adver- 
tising back  in  the  Twenties,  there  was  a  mass  exodus  from  Benld 

and  four  younger  cousins  followed  me  to  Chicago." 



HE'S  FROM  THE  SGML,  says  Milton  Hum  about  John  Toigo. {Below  pictures  of  young  John;  next  issue,  pictures  of  young  Adolph) 

John,   as   freshman    below, 

was  first  from    lienlil  to  go   to 
college.    Few  years  later,   Adolph 
followed  him  to  Chicago  I  niversit) 

"At  the  Indian  Dunes 

trying  to  be  an  author"  that's  how John    Toigo   captions  Bohemian  shot 
of  himself  taken  back  in   1921 

Both    Toigos 

worked  in  coal  mines  as  boys 

to  pay  way  through  school. 
John   (above)   at  18, 
takes  lunch   break 

Turning   point: 

It  John   hadn' ':  ' 

into   a   fight    uit\ 

freight   car"  in 

he  might  be  a  n\ 
or  physics  pn  } 

It's  no  exaggeration  to  say  that  the 

Toigo  saga  sets  some  precedents  for 
Madison  Avenue.  For  one  thing,  the 

two  cousins  are  in  policy-making  posts 

at  two  competing  top  agencies — com- 
parable  t<>  having  another  Fairless 

heading  up  Republic  Steel.  Not  onlj 

are  Biow-Beirn-Toigo  and  Lennen  & 

Newell  competitive  because  both  are 

major  advertising  agencies,  but  the  two 

service  directly  competitive  accounts. 

Most  prominent  among  heavy  air 

■spenders:  Rinw -Reirn- 1  oigo's  Philip 
Morris  and  Lennen  \  Newells  Old 

Gold.  Both  agencies  also  have  big  air- 

spending  beer  accounts:  Biow-Beirn- 

i  oigo's  Jacob  Ruppert  breweries  and 
I  i  nn:n  \  Newell  -  Jos.  Schlitz  Brew- 

ing Co. 
There  are  other  points  of  similarity 

I  etween  the  agencies. 

llolh  rank  among  lop  2(1  radio-t\ 

agenc;<«  (sponsor  13  December  1954): 

John    Toigo 

has   complete    workshop 
at  Inline  does  shelfing 

and  tarn  ier  woodwork 

for  his   Sayeville 
home  on   weekends  and 

in   spun-  time 

j^ji  ~
_ Riow-Beirn-Toigo  billed  at  the  rate  of 

$48  million  in  1954,  with  69r/c  of  total 

1  tilings  in  the  air  media — $27.8  mil- 
lion in  tv,  $5.6  million  in  radio.  Len- 
nen &  Newell  had  $35  million  in  over- 

all 1954  billings,  57%  of  total  in  air 

media:  it-  1951  tv  billings  were  H(> 
million,  radio  billings.  $4  million. 

Both  agencies  showed  substantial  in- 
creases in  air  billings  during  1954. 

In  the  ease  of  Biow-Beirn-Toigo,  the 

7',  increase  in  radio-tv  billings  re- 
flected heavy  spending  by  Bulova 

Watch  Co.,  Phillip  Morris.  American 

Home  Products'  Whitehall  Division 

and  P&G.  Lennen  &  Newell's  1954  air 
billings  were  fattened  by  $2  million 
additional  t\  spendings  by  Colgate, 

Schlitz  and  Emerson  Drug. 

However,  the  years  when  John  and 
\do|ph  rose  were  \ears  with  their 
share  of  troubles  lor  the  two  agencies. 
Roth  Riow  and  Lennen  \  Newell  lost 

accounts.  In  both  instances.  1955  air 

billing-  ma\  be  affected.  Riow-Reirn- 

Toigo's  biggest  loss,  the  Bulova  Watch 
Co.,  which  accounted  for  some  $5  mil- 

lion in  air  media,  h.i-  olf-et  somewhat 

b\  acquisition  of  the  lighter  spending 

Benrus  Watch  Co.  Lennen  &  Newell 

also  recentl)  resigned  a  heavy  air  me- 
dia account,  Lehn  \  Link,  sponsors  of 

The  Ro)   Bolger  Show,  ARC  TV,  and 

ad\erti-er-  In  the  tune  nf  some  S.'i  mil- 
ion.      Mm-    both    Toigos    face    chal- 

SPONSOR 



John's  the  creative  man:    Iffofpfi  rttse  through  research 

[  I  Marian  Wilson   To/go 

\ed  in  California  in  1923,  now  live  in 
id  home,  have  two  grown  sons,  a  daughter 

JOIf.V:  lie  not  into  advertising  partly    because  "I  thought  I  could 

write"  parti1)  because  he  was  offered  an  agent  \   job  [no  pm  |. 

Since  then  he's  ben  creative  head  in  a  Chicago  agency,  then 
filling  station  owner  in  D  alt  on  back  in  1931,  copywriter  at   WcCann- 

l.iiikson,  v.p.  at  D'Arcy,  ami  sinn-    Xmembei    IT  I.  executive  v.p. 

at  Biow-Bt im-Toigo.    Throughout  his  advertising  career,  he's  thought  it 
important  for  key  agency  personnel  to  stay  in  touch   with  consumers, 

retailers,  producers  to  give  each  campaign  focus.   He  sums  up  adi  ertising 

this  way:  ''Sales  arc  motivated  by  ideas.     Ind,  a  good  advertising 

idea  must  hare  distillation,  iocus — and  no  foolishness." 

ADOIjM'H:  At  If)  he  graduated  from  mule  driver  in  the  coal  mines 
to  full-fledged  miner;  moved  on  to  Chicago  at  20.    A  former  college 

football  star,  he  occasionally  sprinkles  his  conversation  with  spoil  terms. 

After  a  short  stint  at  John  H.  Dunham,  where  John   worked,  Adolph 

became  co-owner  of  the  Dulton  filling  station.    In   1932  he 
joined  Benton  &  Howies,  where  he  stayed  for  five  years  heading 

research.    At  Geyer,  Newell  &  Ganger  from  1937  to  1942,  he  got 

into  planning,  subsequently  joined  Wm.  Esty  Co.  as  v.p.  of  analysis 

and  plants.    Adolph  came  to  Lennen  &  Newell  in  1952,  became 

president  in   December  1954  upon  death  of  II.  W.    \e\ull. 

lenges  as  their  respective  agencies  seek 

to  recoup;  Biovv's  is  the  greater  prob- 
lem with  total  hillings  loss  at  an  esti- 

mated si?!  million.  I  L&N  has  just 

picked  up  the  $4  million  American 
Airlines  account.) 

Tackling  problems  is  no  novelty  for 

either  of  the  two  Toigos. 

John  Toigo  came  into  the  Biow  Co. 

back  in  1951,  to  head  up  creative  ac- 
tivity. He  took  on  trouble  air  account. 

Pepsi-Cola,  to  show  how  his  theories 

work  in  practice.  Within  a  year,  bed 

put  the  soft  drink  hack  into  the  rink, 

and  it's  been  chalking  up  sales  in- 
creases ever  since.  He's  the  man  who 

modernized  Pepsi's  famous  jingle. 
John  Toigo  is  currently  working  on 

another  problem  sponsor,  Philip  Mor- 

ris. This  cigarette  account  has  suf- 
fered sales  setbacks  despite  the  fact 

that   it   sponsors  the  high-rated  Lucy. 

Adolph  Toigo  had  been  at  two  agen- 

cies in  a  planning  capacity  before  com- 
ing into  Lennen  &  Newell  in  1952  as 

executive  v.p.  and  general  manager.  A 

researcher  by  background,  Adolph 

considers  himself  among  the  "most  tv- 
minded  of  research  men."  It's  not 
strange,  therefore,  that  some  Lennen  & 

Newell  accounts  have  70%  of  their 

total  advertising  budget  in  tv. 

"If  \  ou  want  to  see  the  trend  in 

media  emphasis,"  he  told  SPONSOR. 
{Please  turn  to  page  117) 

Adolph  Toigo  {far  left)  discusses  campaign  plans  for  each  account  with  top 

management  personnel.  Gathered  in  his  office  [left  to  right  above  i  aic  II  alter 

Swertfager,  senior  vice  president  and  account  supervisor;  Jack  Spires,  treas- 

urer: Tom  Butcher,  executive  vice  president.  As  Toigo  puts  it.  "II  e  cross- 
rough  at  the  top  and  within  departments  on  all  plans.  Quarterback  of  each 

account   is  the  management  account  supervisor  and   his   own   account   team." 
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Owrloutlvd:    Merchandising    men    at    many   radio    stations   say   they   often   find    themselves   in    predicament 

illustrated     above.      Reason:     agencies,     clients    often    step    up    their    demands    for    such    merchandising    aids 

as    mailings,    store    checks,    on-the-air    plugs,    displays,    car   cards   in    return    for    radio   schedule 

Radio  merchandising:  do  von  a 
,11  erchandising  by  radio  stations 

continues  to  he  an  industry  battle- 

ground : 

•  Sellers'.  The  majority  of  stations 
and  reps  toda)  \<>ice  a  common  gripe: 
Advertisers,  the)  say,  are  demanding 

loo  much  in  the  waj  ol  "extra"  mer- 
chandising frills,  often  using  spot  ra- 

dio conlra<  I-   as  a  club. 

•  Buyers:  A  growing  number  of 

agencie-  and  clients  admit  stations 
have  been  pushed  l>\  competitive  pres- 

sures into  making  merchandising 
promises  thai  arc  often  more  than 

can  be  reasonably  fulfilled.  But,  buy- 

ers add.  agencies  can'l  be  blamed  for 

wanting   what   they've   been   promised. 

34 

by  Charles  Sinclair 

•  In  general:  The  merchandising 

problem  is  widespread.  A  recent  K&K 
study,  reported  on  these  pages,  shows 
that  more  than  six  out  of  every  10  U.S. 
radio  stations  offer  some  form  of  mer- 

chandising aids  toda\.  Ml  must  decide 
how    much   to  give   whom. 

The  trend  toward  more  merchandis- 

ing by  radio  stations  grows  out  of  the 

medium's  general  sales  problem-. 
While  agencies  have  been  turning 

with  increasing  interest  to  radio,  cli- 
ent fervor  lags  behind  with  continuing 

dealer  t\  enthusiasm  a  big  factor.  Mer- 

chandising is  used  to  bridge  the  gap. 

Vgencies  sell  il  to  clients  as  a  plus. 
Ylam  stations  add  il  because  the\  find 

it  difficult  to  stick  to  their  gun-  and 
sell  radio  on  straight  advertising  val- 

ues. Perhaps  the  ultimate  solution, 

it's  generall)  agreed,  will  come  when 
clients  are  again  lull\  sold  on  radios 
more   traditional    media    values. 

The  nearest  thing  to  a  signpost 

pointing  the  waj  out  of  the  tangle  of 
claims  and  counter-claims  in  the  ra- 

dio field  is  the  1  \"s  code  of  agency- 
broadcaster  practices.  It  states  that 

agencies  '"ma\  accept"  merchandising 

by  radio  stations,  but  shouldn't  ask 
for  services  '"in  excess"  of  what's  con- 

sidered '"proper." 
But  the  4  As  code,  so  far.  isn't 

Solving   the   main    hassles   between    bll\- 

SPONSOR 



K&E    SURVEY    OF    MERCHANDISING    BY 

RADIO    STATIONS    SHOWS    MOST 

DO  SOME    MERCHANDISING 

PER     CENT 

OF 

RESPONDING 
STATIONS 

THAT OFFER 

SOME 
SERVICES 

(l.6,i?j 

PER     CENT     OF 
STATIONS 
OFFERING 

SERVICE     FOR 
WHICH     A 

MINIMUM 
PURCHASE    OF 

AIM    TIME     lb 
REQUIRED 

PER     CENT     OF 
STATIONS 
OFFERING 

SERVICE     FOR 
WHICH     BOTH 

NETWORK     AND 

LOCAL 

ADVERTISERS 
ARE     ELIGIBLE 

PER     CENT     OF STATIONS 

OFFERING 
St  KVICE 
THAT 

CHARGE     THE 

ADVERTISER 
(OH     THIS 

SERVICE 

Trade  calls 
SOLICIT   IND  OR  PLACE  DISPLAYS. 

STORE  CHECKS 

SOLICIT  TIE-m    iDVERTlSING 

1  I  % 

3(1 
82 

Trade  mailings 

LETTER 
POST  CARD 

BROADSIDE 
MERCHANDISING  Bl  LLETIN 

87 

74 32 
38 

Advertising  support 

\LH  SP  IPER  Tl  VE-IN  ADS 
LOBBY  II  IMHHVS  . 
BILLBOARDS 
CAR  CARDS 
STORK   DISPLAYS   . 

75 II 18 

21 
59 

On-the-air  support 

Gil  E-AWAY  PRIZES  . 
PRODUCT  MENTIONS  .. 

Tl  \  E-l  \  ANNOUNCEMENTS  .. 
CLIENT  PARTICIPATION  IN  SPECIAL 
PROGRAM 

82 
82 

94 

56 

Other  support 
AID  CLIENT  REPRESENTATIVE  IN 
PRODUCT  DISTRIBUTION  . 

MERCHANDISING  PLAN  OFFERING 
PREFERRED  DISPLAYS   

81 

26 

78% 

40 

36 

51 53 

51 
51 

54 44 
54 
54 52 

40 37 

35 

27 

28 

50 

»%  93% 
71  9 

76  6 

75  21 
73  23 
74  33 
79  22 

74  17 
72  8 
68  25 
65  20 

70  15 

74  8 
75  4 
79  3 

72  12 

74  3 

67  5 

SOURCE:    K&E    survey   fall    19.14.     Breakdown   above   covers   stations   who   said    they   do    merchandising. 

Buyers  and  sellers  are  disturbed  because  stations 

are  squeezed  so  much  promises  often  can't  be  kept 

crs  and  sellers  in  defining  what  the 

"proper'  amount  of  merchandising 
really  should  be. 

sponsor  interviewed  a  large  num- 
ber of  agen<\  men.  stations  and  reps  in 

order  to  reflect  the  various  views  held 

in  the  multi-faceted  merchandising 
problem.  Here,  in  more  detail,  is  what 
sponsor  found: 

The  seller's   rietrpotttf:   \   typical 
rep  opinion  of  the  merchandising  mud- 

dle was  offered  b\  a  veteran  sales  exec- 
utive of  one  of  the  network-owned  sta- 

tion rep  firms,  who  said: 

"Radio  merchandising  requests  to- 
day  have  gone  too  far  for  the  4  A's 

code  to  solve  things.  Whenever  a  ma- 
jor agency  buys  spot  radio  today,  they 

almost  immediately  put  the  heat  on  us 

for  'extra'  merchandising." 
Among  station  men,  the  griping  is 

just  as  pointed.  Said  the  assistant 

general  manager  of  a  leading  radio-tv 
outlet  in  \\  isconsin: 

"We  feel  that  in  main  instances  de- 
mands for  merchandising  far  exceed 

a  reasonable  request  on  the  part  of  the 

agency." 
Many  stations — as  much  as  one  out 

For  suggested  solutions  to  the  mer- 
chandising   problem    see    page    7  76 

of  every  four,  according  to  K&E — try 
to  protect  themselves  by  setting  up  min- 

imum expenditures  in  return  for  mer- 
chandising support,  or  else  will  ask 

clients  to  pay  extra  for  merchandising. 

But  this  doesn't   rid   the   problem. 
The  station  manager  of  a  big  Penn- 

sylvania outlet,  hopping  mad.  cited 
to  sponsor  a  portion  of  the  recent 

"Radio-Tv  Buying  Guide''  prepared  by 
Y  \Y.  Ayer  for  use  by  the  300  fran- 
chised  bottlers  of  Hires  Root  Beer. 

He  was  particularly  enraged  by  the 

guide's  answer  to  a  headline  reading 
Should  Merchandising  Be  Consid- 
ered?    The  answer: 

[Please  turn  lt>  page   113) 
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ill's  tips  on  tv  news One  of  nation's  largest  news  sponsors.  Esso  has 

carefully  worked  out  techniques  for  getting  most 

from  news.   Its  best  advice:  Cover  the  local  scene 

g^j  sso  Standard  Oil  Co.  is  probably 

llie  nation's  largest  user  of  spot  tele- 

vision news  programs.  Certainly  it's 
one  of  the  most  experienced.  Esso  was 

experimenting  with  televised  news  pro- 

grams 15  years  ago,  before  commer- 
cial television   was  even  authorized. 

Before  today  ends.  Esso  will  have 

sponsored  22  t\ -newscasts  of  Your  Es- 
so Reporter  (ranging  from  five  to  15 

minutes  I  over  22  stations,  plus  weather 

reports  on  two  other  stations.  This 

month  Esso's  televised  news  will  reach 
a  cumulative  audience  of  about  5,933,- 
000  families.  To  reach  these  millions 

via  video,  Esso  will  spend  a  SPONSOR- 

estimated  SI. 25  million  this  year — but 
break  that  down,  and  you  come  to  a 

cost-per-1,000  of  under  $5  per  news 

program. The  Reporter,  in  its  present  format, 
was  first  aired  over  five  stations  on  3 

March  1952.  (How  Esso  picks  its  tv 
markets  and  stations  for  the  Reporter 
will  be  described  later  in  this  story.) 

Because  Esso's  experience  with  tele- 
vision news  could  provide  a  guide  to 

other  sponsors  interested  in  this  type 

of  program,  sponsor  visited  Esso's 
agency,  Marschalk  &  Pratt  Division  of 
McCann-Erickson,  to  find  out  what 
Esso  has  learned  about  television  news. 

(The  program's  4- week  cumulative 
rating  is  53.4.  In  a  four  week  period 

the  average  home  sees  4.6  episodes.) 

\t  the  agency,  Curt  A.  Peterson — 

who  has  handled  Esso's  air  advertising 
since  1935 — is  vice  president  and  ra- 
dio-television  director.  Credit  for  Es- 

so's commercials,  says  Peterson,  goes 

to  Gordon  Page,  radio-tv  copy  chief — 

"A  really  creative  man,"  says  Peter- 
son.  Recommendations  as  to  which 

markets  and  stations  Esso  should  use, 

plus  other  marketing  and  audience  sta- 
tistics, are  the  responsibility  of  Eugene 

J.  Cogan,  M&P  media  director. 

Esso  is  unique  among  spot  advertis- 
ers because  of  the  close  liaison  main- 

tained between  client  and  each  of  the 

stations  by  Marschalk  &  Pratt. 

Before  a  newl)  signed  tv  station  airs 
its  first  Esso  newscast,  Curt  Peterson 
and  Tom  Brown,  who  is  the  official 
liaison  between  the  stations  and  the 

agency,  visit  the  new  outlet.  Usually 

they  hold  a  conference  with  the  station 
manager,  commercial  manager,  pro- 
grain  director,  news  director  and.  of 
course,  the  men  who  will  have  charge 

of  Your  Esso  Reporter  at  the  particu- 
lar station. 

\t  the  start  of  the  conference.  Peter- 

Reporter   at   work:   John   Win  gale    (/.),   "Reporter"  at   WRCA-       Filmed    commercials    usually    are    used.     With    spot 
TV,  Neu    York,  checks  with  writer  Ed  Gough  on  local  news  story        can  promote  auti-jreeze  in  Boston  and  oil  products  in 

; 



son  pulls  from  his  briefcase  a  25-page 

spiral-bound  book.  Although  mimeo- 
graphed, the  book  has  glossy  pictures 

and  other  illustrative  materia]  lipped 
in.  The  hook  contain*  instructions  and 

suggestions  for  presentation  of  the  Re- 
porter and  it  resembles  the  book  Mar- 

schalk  &  Pratt  gives  to  radio  stations 
which  air  the  radio  editions  of  Your 

Esso  Reporter  (see  "Esso:  19  years  of 

radio  news,"  sponsor,  7  February 
1955,  page  34). 

The  first  thing  Peterson  does  is  to 
read  the  entrie  book  to  the  conferees, 

word  lor  word.  When  he's  finished 
reading  it,  he  asks  if  there  are  am 

questions.  One  daj  a  station  manager 
produced  two  sheets  of  paper  on  which 

were  typewritten  questions.  "I  was 

going  to  ask  all  these  questions,"  the 
manager  said.  "But  you've  just  an- 

swered them." 
The  book  covers  the  basic  elements 

of  an  Esso  Reporter  telecast  such  as 

format  and  the  question  of  editorializ- 
ing. But  it  also  includes  smaller 

points  that  possibly  a  station,  however 
well  intentioned,  might  overlook  if  it 

wern't  specifically  spelled  out.  For  in- 
stance, Esso  makes  it  quite  plain  that 

(  Please  turn  to  page  109) 
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TIPS  ON  HOW  TO  PRESENT  TV  NEWS 

Most  basic  element  is  pictui  5  tions  outside  New  York  Eac<  problem  of 
24-hour-old  film,  but  Esso  says  usi  it  anywaj  with  latest  news  available  read 

over  film  by  "Reporter."    Some    L5-minute  programs  contain   10  film  stories 

Stress  local  community  news,  says  Esso.  Identification  with  local  area-  is  one 
reason  firm  uses  spot.  Company  likes  motion  picture  footage  of  major  local 
happenings,   tends   to   frown   upon   use  of  still   pictures  to  exclusion  of  film 

When  pictures  bj  themselves  tell  a  story,  Esso  suggests  that  '"Reporter"  keep 
his  mouth  shut.  Firm  says  to  avoid  use  of  term-  like  "This  is  a  picture  of," 
which  serve  to  accentuate  any  miscueing  if  the  picture  is  late  in  coming  up 

\\  hether  or  not  "Esso  Reporter"  himself  at  a  station  was  newsman  or  not 
before  being  selected  for  program  is  not  important.  What  Esso  seeks  are 

"Reporters"  with  experience,  authority  for  conviction — but  relaxed,  easy-going 

To  establish  family  relationship  between  "Esso  Reporter"  programs  in  each 
city,  Esso  supplies  identical  identification  signs  for  desk  and  special  Esso 
calendars  for  background.    Esso  even  tells  what  color  to  paint  the  backdrops 

Report  hard  news  only,  Esso  tells  stations.  Firm  points  out  that  while  spon- 
sor and  station  both  know  Esso  has  nothing  to  do  with  news  selection  or  edit- 

ing,  tv  audience  doesn't.    It  insists  stations  refrain   from   any   editorializing 

The  best  show,  Esso  points  out,  is  the  one  with  the  latest  news.  It  recom- 
mends  that  programs  be  kept  as  flexible  as  possible  to  allow  inelu-ion  of  late- 
breaking  news  flashes  or  arrival  of  good  film  footage.   Plan  well-rounded  show 

Musical  background  to  news  film  must  be  chosen  with  care.  To  help  stations, 
Esso  supplies  them  with  list  of  music  which  goes  well  with  different  types  of 
stories.     Esso   would    rather    have    no   music    at    all    than    the    wrong    music 

f  o  Europe,  Near  East,  by  Brandon  Chase,   WDSU-TV,  New 

)!s,  "Reporter,''  is  one  way  in   which   station    promotes  shoiv 

\imZS 

lACAOEACLD! 

m 

There's  different  "Reporter"  on  each  Esso  station, 

but    identical    formats,    sets,    maintain    uniformity 

Before  newly-signed  station  carries  first  Reporter  show, 
Burt  Peterson,  Marschalk  &  Pratt  v.p.,  conducts  ivork- 
shop    session    with    staff    then    outlines    program    formal 

1.  2.  3.  4. 

J.  Harry    Gianaris,    WCSC,    Charleston 

2.  Don    Richards,    W TOP  TV,    Washington 

3.  Doug  Mayes,  WBTV,  Charlotte 

4.  Taylor   Grant,    V/PTZ,    Philadelphia 
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To  potential  lies  in 
new  toilet  tissue,   towels. 

Napkins  paved  way 

m , 

How  spot  made  Hudson  lo.  1  napkin 
Paper   firm  puts  record  81,400.000  into  air   media   to  protect 

10%   market  share  anil   launch  new    line  of  consumer  products 

g  M  less  than  a  decade  extensive  use 
of  radio  and  tv  have  l>uilt  the  Hudson 

Paper  Cor|>.  of  New  York  into  the 

gianl  of  the  paper  napkin  business. 

-in'.'  1946.  1  he  company's  share  of 
the  market  has  quadrupled,  now  stands 

at  about  40'  -  . 
So  firm  a  foothold  has  been  ob- 

tained in  the  consumei  field  via  its 

napkins,  that  Hudson  has  launched  an 
entire  line  of  paper  items,  beginning 

with  iu  major  new  >ni i  \ .  Satin  Finish 
Napkins,    Now  being  extensive!)  tested 

38 

in  \cu  York,  Satin  Finish  will  soon 

he  heavily  promoted  in  other  markets. 
Optimistic  pre\  iews  ol  future  growth 

have  prompted  a  $15,000,000  invest- 
ment in  Florida  plant  faeilities  aimed 

at  ultimate  national  distribution  and 

doubled  eapaeity.  Last  year,  SPONSOR 

estimate-.  Hudson  did  about  SI  .">.( )!)(>.- 
000  in   napkins  alone. 

case    history 

The  company  gives  radio  and  tv 

much  ot  the  credit,  points  to  the  80'  i 
recall  of  its  famous  jingle  uncovered 

b)  a  recent  consumer  survey  it  con- 
ducted as  evidence  of  effectiveness. 

"We  regard  radio  and  t\  as  the  essen- 
tial tools  for  building  brand  aware- 
ness and  usage,  for  winning  a  large 

share  of  sales."  slates  ad  manaiiei  M. 

S.  Lew  i-. 
Of  this  fiscal  year's  estimated  $1,- 

inn. ooo  air  budget,  aboul  70'  i  is  alio- 
cated  for  t\.  3(V  <  for  radio.   Next  yeai 

SPONSOR 



the  t\  budget  alone  may  exceed  $1,- 
000,000,  as  a  market-b)  -market  ad 
intensification  de\  clops. 

All  of  tins  money  is  earmarked  for 

spot.  Though  Hudson  has  used  net- 
work tv — in  1950-51,  CBS  Bride  and 

Groom  was  its  vehicle — since  L952  it 

has  preferred  spot  for  the  following 
reasons : 

1.  Hudson's  distribution  covers 
more  than  half  the  United  States.  Its 

Western  line  runs  south  from  the  Min- 
nesota-Canada border  to  the  Gulf. 

Spot  broadcasting  is  the  most  feasible 

wa\  of  covering  this  huge,  but  non- 
national  territory,  the  company  feels. 

2.  Spot  radio-t\  deliver  lowest  cost- 

per- 1.000  of  all  media.  Hudson  has 
found.  Through  an  announcement 

schedule  it  is  possible  to  achieve  total 
market  coverage  more  efficiently  and 

effectively  than  in  any  other  way,  says 
Lewis. 

Hudson  concentrates  on  major  ur- 
ban markets,  utilizes  35  l\  stations  in 

34  metropolitan  markets,  24  radio  sta- 
tions in  22  markets. 

f^M^ 
Ad  manager  M.  5.  Lewis 
set  A  s    total    '  overage, 

regards    spot    radio    and 
tv  as  best   for  rem  hing 
maximum    audience    at 
lt>ttr\t     i  i's/-per-l,000 

Air  approach:  Tv  is  the  basic  medi- 

um, supported  heavily  by  radio.  News- 
papers are  bought  mainlv  for  special 

promotion-. Tv  offers  the  company  the  following 

aside   from    broad  coverage: 

1.  Package  identification.  This  is 

of  paramount  importance,  according 
to  Lewis,  for  the  consumer  still  does 

not  look  for  specific  brands  of  napkins 

1>\  and  large.  Tv  drives  home  the 

package  image,  which,  it  is  hoped,  will 
remain  with  the  viewer  as  a  subcon- 

scious memory  that  is  awakened  when 

she  sees  the  package  in  the  store. 

2.  Demonstration  of  the  product  in 
use  at   .i   well   set   table. 

In  a  redesign,  which  has  recent!) 

been  completed,  an  important  consid- 
eration was  the  appearam  e  of  the 

package  before  the  television  camera. 

(See  "Should  you  redesign  your  pack- 

age for  color  tv?"  sponsor,  21  Feb- 

ruary, 1955.  i 
On  both  radio  and  tv,  the  short  10- 

and  20-second  announcements  have 

been  the  most  important.  Reason  is 

the  simplicity  of  the  commercial  mes- 
sage for  the  standard  napkin,  which 

simply  stressed  quality  and  economy. 
The  company  felt  it  would  be  wasteful, 

and  possibl)  harmful,  to  overload  the 
listener  with  repetitious  verbiage. 

With  the  introduction  of  the  Satin 

Finish  Napkin  and  the  paper  goods 

line,  the  copy  story  has  grown,  and 
along  with  it  a  tendency  to  use  a 

longer  time  period.  In  the  future,  there 

may  be  more  one-minute  announce- 
ments, an  increase  in  participations. 

(Please  turn  to  page  104) 

Hotc    to   make   paper    napkin    socially    acceptable 
is  basic  Hudson  problem.  Commercials  highlight  pattern  and  appear- 

ance of  Satin  Finish,  suggest  use  propriety  through  attractive  settings. 

Company    likes   film    because    napkins    show    up    well.     Listening    to    re- 

cording during  filming  are  Sanford  Levy  of  Biow,  Jim  Rose  of  Vidicam, 

and  Mavis  Mims,  Charles  Boland,  Jessica  Maxwell,  Richard  Holland. 

Below  left,  Boland  and  Rose  are  checking  two  product  boxes. 

Film  closeup  of  napkin  also  used  during  live  commercials  on  "Tonight" 
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Blow-by-blow  siory 
of  a  television  test 

Where  will  sales  be  after  six  months  of  television 

vision  jB 

PART  THREE 
OF      A     6-MONTH 
ARTICLE    SERIES 

[l»l
 

IS ii i* nli a  111  &  Morrill  switches  commercial   strategy,  will  emphasize  selling 

via  housewife  testimonials  to  sharpen  test  campaign's  impact 

3 RD  WEEK  OF  B&M  26-WEEK  TV  TEST 
This   is   the   week-by-week   inside   report   of 

what  happens  to  a  previously  unadvertised 

product   in   a   weak    market   when    only   one 
medium    is    used    to   stimulate    sales 

Problem:    A    jobber   reports    Puritan,    rival 

brand  o\  oven-baked  beans,  is  selling  almost 

as  it  ell  as  B&  1/  One  reason:  tv  campaign  for 

B&M  may  be  tending  to  put  over  idea  of 

oven-baled  beans  in  general  rather  than.  B&M 

specifically.  Puritan  bean  pot  bears  close 

resemblance  to  B&M  package,  making  con- 
sumer confusion  a  big  danger. 

Results:  Said  one  woman  at  checkout  coun- 

ter of  Red  Owl,  big  cliain  in  area:  "1  just  got 
a  tv  set  this  week  and  this  is  the  first  prod- 

uct I've  evei   bought  because  of  television." 

Commercials:  Veteran  personality,  Capt. 

Hal,  will  do  most  commercials  in  testimonial 

style.    Station  staff  is  gathering  quotes. 

Liaison:  W  BAY -TV  is  flying  tapes  of  tv 
commercials  to  B&M  in  Portland.  Maine,  to 

keep  ad  manager  on  top  of  selling  approach. 

For  the  first  time  in  television  and  trade  paper  history, 
sponsor  is  able  to  report  the  results  of  a  tv  test  campaign 

as  they  happen,  sponsor  recently  revealed  that  tiie 
Burnham  &  Morrill  Co.  had  just  launched  a  campaign 

using  tv  only  in  a  market  where  it  had  never  advertised 
before  and  where  sales  of  its  oven-baked  beans  and  brown 
bread  products  were  low.  The  campaign  was  undertaken 
to  see  what  tv  could  do  for  these  Yankee  favorites  in  a 

region  where  they  had  never  achieved  high  popularity. 

This  is  sponsor's  second  major  series  on  media.  The 

first  was  sponsor's  two-year  All-Media  Evaluation  Study 
{recently  published  in  book  form).  The  All-Media  Study 
explore//  the  role  of  each  major  advertising  medium,  urged 
advertisers  to  test  media.  The  present  B&  1/  campaign  is 

one  case  of  an  advertiser  turning  to  a  media  test  in  the 
effort  to  solve  a  marketing  problem. 

V:  «  * 

^  ;>u'rc  selling  the  competitor's  beans  as  well  as  your 
own."  That's  the  wa\  one  jobber  in  Green  Bay,  Wis., 
summed  up  his  initial  reactions  to  the  Burnham  \  Morrill 

Co.  test  campaign  after  the  first  three  weeks  of  television. 
He  reported  sales  of  B&M  beans  bad  jumped,  hut  that 
rival  Puritan  beans  were  moving  faster  as  well.  One 

reason:  the  Puritan  bean  pot  resembles  the  l?\\l  packag- 
ing, making  consumer  confusion  a  definite  danger. 

Though  the  one  broker's  observations  were  far  from 
conclusive,  thej  were  among  the  factor-  cueing  a  switch 
in    l>\M   commeri  ial   si  i  ategj . 

Initial  I  \  commercials  wire  rotated  among  six  personali- 

ties at  \\  I!  \^  -  I  \  .  (ireen  Bay.  Each  sold  in  his  own  style. 

\<>\\  one  of  the  -talion's  personalities  has  been  chosen  to 

do  most  of  the  selling  and  he'll  use  a  testimonial  ap- 

proach designed  to  hammer  home  identification  ol  I'.Ml 
as    the   o\en-baked    beans.     The    personality's    name:    Capt. 
Hal  O'Halloran. 

B&M id    it-    aacnev.    I'dlDn.    Boston,    gave    WBAY- 
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I  \     free   rein    in   the  sale-   approach,   although   maintaining 
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a  close  ('heck  on  the  copj  platform.  (Tapes  of  audio  used 
in  commercials  were  flown  from  Green  Bay  to  I>\\1  - 
Portland.  Maine,  headquarters  to  keep  ad  manager  \\  .  <-. 
Northgraves   in   touch   with   selling    techniques.  I 

Capt.  Hal  was  chosen  t<>  do  most  of  the  air  -elliiej  altei 

a  conference  among  WBAY-TV  personalities.  Station 
manager  Haydn  K.  Evans  called  a  luncheon  meeting  <d 

the  six  performers  doing  B&M  commercials,  aired  the 

topes  "f  their  sales  messages.  The  consensus:  Capt.  Hal 

was  the  best  beanman  on  the  station.  His  approach:  per- 
sonal endorsement  plus  a  form  of  testimonial  based  on 

quoting  Mrs.  Capt.  Hal  (also  a  WBAY-TV  performer  who 

helps  the  Captain  read  the  funnies  to  the  area's  kids  nn 
Sunday   morning). 

Capt.  Hal.  who  was  a  top  personality  for  many  years  on 
WLS.  Chicago,  and  NBC,  runs  an  amateur  talent  show, 

5:30-6:00  p.m.  He  does  the  B&M  commercial  in  the  clos- 

ing minute  of  the  show,  saying:  "Kids,  ask  your  mother 
lo  come  <>\er  here  to  the  television  set  now." 

In  four  cities  of  the  area  now.  WBAY-TV  staffers  are 

out  building  a  file  of  testimonials  for  Capt.  Hal  to  use. 
The  technique:  Staffers  call  on  a  well  known  housewife,  a 

''thought   leader,"   leaving   two   cans   of   B&M    oven-baked 

TEST  IN  A  NUT-SHELL 

PRODUCTS:    B&M    beans   and   brown   bread 

agency:     BBDO,    Boston 

market:      100-mile  zone  around   Green   Bay,  Wis. 

MEDIA     USED:     lib-vision     only 

past    advertising:    almost   none   in   area 

success  yardstick:    sales,    increased    distribution 

BUDGET:        c  1  2,500 

duration:    six   months 

schedule:   6-min  anncts  wkly,  mosl   in  afternoon 

beans.  Two  days  later  they  return  to  get  reactions  to  the 

product,  permission  to  quote.  Capt.  Hal  will  visit  kitchens 
of  some  of  the  women  for  on-the-spot  film  commercials. 

It's  not  possible  as  yet  to  gauge  how  effective  the  sta- 
tion's six  personalities  proved  during  the  first  three  weeks 

of  the  tv  test.    Figures  showing  wholesale  movement  of 
the  B&M   beans   were  available  through   15   February   at 

(Article  continues  next  page) 

Total  '55  sales  59%  higher  than   '54  through   mid-February 

tv  commercials  had  been  on  air  jor  only  three 

weeks.  While  30  January  1955  shows  big  jump 

over  1954,  gain  betueen  end  of  January  '55  and 
mi<l-Fcbruar\  '55  was  smaller  than  previous 
years.  For  analysis  of  why  see  clian  next  page 

comparing  first  half  February  sales  in    55  n  ith    •">  1. 
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sponsor's  presstime.  But  the  wholesale  figures  lag  con- 
siderabl)  behind  actual  consumer  demand.  Said  \\ .  G. 

Northgraves:  "It  won't  be  till  the  end  of  Februarv  before 
we  ran  begin  to  judge  what  the  consumer  reaction  to  tele- 

vision has  been. 

Marvin  \\  .  Bower,  the  advertising  manager  of  B&M's 
broker  in  the  territory,  Otto  L.  Kuehn  Co.,  gave  sponsor 
this  on-the-scene  report: 

"We  have  heard  all  types  of  reports,  both  from  the  re- 
tailci-  and  the  wholesalers,  with  all  of  them  reporting  in- 

creased sales  hut  nothing  phenomenal  to  date.  The)  all 

feel  the  campaign  i-  just  now  beginning  to  build  momen- 
tum and  the  large  increases  in  retail  movement  are  yet  to 

come.  Our  retail  salesman.  Mr.  Alden  Neville,  who  lives 

in  Green  llav.  tells  us  that  he  had  gone  in  several  small 
stores  where  B&M  beans  have  been  sold  out  because  of 

more  than  usual  demand.  As  more  and  more  grocers 

begin  to  realize  the  power  of  this  tv  campaign,  the  more 

they'll  tie  in  with  in-store  merchandising.  .  .  ." 
While  -ales  at  the  wholesale  level  were  up  sharply  dur- 

ing the  month  of  January,  as  the  trade  stocked  up  in  ad- 
vance of  the  t\  campaign,  sales  for  the  first  of  February 

L955  were  below  those  of  1954  in  most  ol  the  test  cities. 

It  was  apparent  that  jobbers,  already  heavily  stocked  in 

January,  were  awaiting  orders  from  grocers  before  re- 
ordering   (  see  chart   below  i . 

Total  sales  of  all  1>^\I  products  under  test  are  59% 
ahead  of  1954  (in  cans  sold),  despite  the  February  lull. 

The  B&M  products  being  tested  are:  a  27-ounce  size  of 

beans,  generally   retailing  at  33c;   the  18-ounce  bean  can 

at   25c;    the  canned  brown  bread  at   17c. 

B\M  1  leans  are  of  the  brick  oven-baked  New  England 

variety.  I  he)  cost  more  than  any  other  bean  sold  in  the 

area — 4c  more  a  can  in  some  cases  than  chief  competitor 
Puritan. 

Together  B&M  and  Puritan  account  for  at  most  4' ",  of 
the  area's  bean  sales,  dividing  the  market  for  oven-baked 

beans  about  50-50.  That's  the  crux  of  the  problem  tele- 
vision  has  been  called  upon  to  solve.  B&M  wants  to  see 
whether  the  addition  of  television  to  a  low-volume  market 
can  substantial  increase  sales  and  distribution.  The  test 

is  "pure" — free  of  confusing  factors  to  the  extent  that 
B&M  lur-  never  advertised  in  the  area  substantiall)  before. 

If  sales  spiral,    it'-   t\    alone  that  can  claim   the  credit. 
Its  apparent,  however,  that  television  is  battling  more 

than  consumer  inertia  in  the  campaign.  Puritan  has  a  cou- 
poning operation  which  is  a  strong  sales  pressure  to  buck, 

Grocers  are  being  given  valuable  electrical  appliances  [<M 

quantit)  stocking  of  Puritan  beans.  Moreover  there's  the 
strong  resemblance  of  the  Puritan  bean  pot  to  B&M's 
packaging. 

It  s  to  overcome  these  obstacles  that  commercial  strategy 

has  been  revamped  to  pinpoint  consumer  reaction  to  B&M. 

Capt.  Hal.  following  careful  instructions  from  B&M's 

Northgraves  and  BBDO,  Boston's  Ralph  A.  Wood  fall 
ia  ei.  stresses  the  "orange  and  blue  label  with  the  big i  Please  turn   to  page   120) 

!%oxt  issue  SPO!\SOIt  will  report  sales  for  seeond 

half    February     l!t.~,.~,     compared    tril/i     last     year 

HOW    FIRST 

HALF  FEBRUARY 

SALES  COMPARE 

WITH  1954 

\\  iih  exception  of  two 

cities  in  test  Area  It. 

wholesale  sales  of 

It&.M    products    are 

much    In-low    lliose   of 

previous  year  for 
first     two     weeks     in 

February.    Trade   had 

stocked   up  heavilj 

•luring  January    in 

anticipation   of   t\    test 

and  ii\  too  earl;  a- 

yel    for   consumer    de- 
mand  to   lie   felt   at 

wholesale     level. 

Sales  of  two  sizes  of  B&M  beans  and  one  size 
of    brown    bread    at    the    wholesale    level 

(by   dozens  of  cans) 

1-15  FEB.  1954 

18  oz      27  oz      Bread 

1KI .  1     A    (50-tniIe  melius  of  Green  Bat;) 

1.  tfanifotcoe,  Wis. 
2.  Oshhosh,  Wis. 
3.  Applefon,  Wis. 
4.  Gillett,  Wis. 
5.  Green  Bay,  Wis. 
G.  Menominee,  Mien. 

50 25 0 

50 

10 0 

100 

65 

70 

Inn 70 

0 

160 60 20 

Totals  A   510  230      00 

1  f C f .  1     B    (50-100  mile   radius  of  Green   Buy) 

7.   Fond  f>n  Lac.  Wis. 

H.    Stevens  t*oint,  Wis. 
?>.      It  (III  Mill.    11  is. 

10.  Norway,  Mich. 
11.  Sheboygan,  Wis. 
12.  II  i.veon.vtn   ftanid.v,   tl  is. 

Totals  B    170     75      20 

0 0 0 

7(1 

40 

0 

50 0 0 
0 0 20 

20 25 

0 

30 

10 

0 

To* of    1   A   f; ««o  :t05   no 

1-15  FEB.  I955t 

18  oz       27  oz       Bread 

0 0 30 

0 0 0 
50 25 20 
0 0 0 
0 50 0 
0 0 

20 

50     75 

70 
30 

20 

0 
0 0 II 

0 0 0 
50 

300 
30 

0 0 0 

0 0 0 

TOTAL  ALL   PRODUCTS  1. 0515  dozen  eons 

^Television    campaign    liccan    21    January,    1955 

i  no  320     :to 

230  305  100 

725  docen  eons 
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RADIO: 

new  facts  on  rapidly-changing  air 

picture  during  hot  months.    Ineludecl  are 

55  outlook,  '54  review,  basic  research 

Produced  by  Alfred  J.  Jaffe 

6  pages  of  research  facts  on  summer 

Summer  audience  slump  disappearing 

Highlight   of  radio  section   in   sponsor's  seventh 
Summer  Selling  Issue  are  figures   showing  that  gap 
between  winter  and  summer  audiences  are  being 

idxdished   as    result    of   tv.       Ziehen    figures    show 
that  in  latter  pari  of  listening  day,  summer 
audiences  are  higher  than  winter  in  tv  homes. 

Section  explains  changes  in  radio  network  rates, 

highlights  trends  in  both  network  and  spot,  discusses 

the  latest  developments  in   baseball         pnge  44 

TELEVISION: 

This  charted  report  to  advertisers  includes  facts  on  con- 

sumer income  and  spending,  summer  sets-in-use.  avail- 
ability of  radio-tv  audiences..  starts    page    49 

1.  The  current  up-lrend  in  business  augurs  well  for  the 
coming  summer.  Income  lends  ami  retail  sales  keep 
winter  levels  in  summer  page    50 

2.  Over  'JO',  of  the  regular  wintertime  audience  is 
available  during  the  summer  months,  according  to  a 

survey  in  one  major  city   page    51 

S.  In-home  radio  listening  holds  up  strongly  in  early- 

morning,  afternoon  and  late-at-night  periods,  according 
to  A.  C.  Nielsen  ....  P<*ge    54 

(i  million  more  homes  this  Julg 

Video  section  reviews  growth  of  television  homes  since 

last  summer,  projects  an  additional  six  million 
since  that  time.     The  reasons  for  buying  tv 

in  the  summer  despite  dip  in   viewing  are  gone  over  in 

some  detail  with  emphasis  put  <>n  52-week  discounts 
and  the  degree  to  which  ratings  of  summer  reruns 

hold  up  compared  with  original  ratings.     Also 
reviewed  are  client  spending  on  the  networks  and 

the  daylight  saving  time  problems  page  46 

hit-of-home  radio  listening  in  the  summertime  is  at 

a  record  high,  added  2'.\. {)' ',  to  the  at-home  audience 
in  big  cities  last  summer,  says  Pulse  P*ige    56 

5.  Tv  viewing  in  the  summertime  follows  the  winter 
pattern  closely  all  dm.  and  late  at  night,  with  an  evening 

fall-off  page    60 

6.  Summer  viewers  are  loyal  to  their  favorite  shows, 

prefer  two-to-one  to  follow  a  year-1  round  show  in  hot 
weather  than    natch    replacements  page    62 
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Heres  you*  c"u,,ce  one  of  13  portable  radios  , 

WMT  Summertime  Radio  Contest 

Summer  rai 

Summer  sales  contest  al  k)  II  .  Philadelphia,  generated  interest  among  personnel  to  give 
ideas  and  promote  summer  rin/iii  In  advertisers.  Above,  two  engineering  staff  members 
examine    Station    poster.     AT II      also    won    earliest    held    among    W  estinghotlSe-OWned    outlets 

I  Co  ih  Nielsen. 

I  he  fact  that  people  don't  stop  living 
during  the  summer  has  penetrated  the 
encrusted  advertising  tradition  of  main 

sponsors  who  formerlv  took  aiiad 
siesta  (hiring  the  hot  weather. 

It  has  been  clearly  established  that 
(luring  the  summer  people  (1)  are 
awake.  12 1  eat,  (3)  shop,  (4)  buy, 

(5)  take  baths,  (6)  use  products  and 

perform  the  myriad  other  functions 
thai  (^mnnonly  characterize  the  human 
speciegj 

While  it  would  seem  that  this  should 

settle  the  summer  advertising  question 

once  and  for  all,  alas,  it  has  not.  There 

is  still  one  last  argument  the  die-hards 
have  up  their  sleeves.  And  that  is  that 

people  don't  listen  to  the  radio  or  \  iew 
l\  as  much  when  it's  hot  because  who 
u.-^its  to  stay  home,  in  the  summer? 

v  One  can  accept  the  argument  of 
liininislicd  tune-in  and  still  advertise, 

of  course.  But  it  might  be  worthwhile 
to  find  out  to  what  extent  this  is  true 

and.  indeed,  whether  it  js_true  aLalL. 

Summer  promotion  by  WMT,  Cedar  Rapids,  involved  contest  in  which  listeners  were  asked 

to  complete  phrase,  "One  way  I  can  use  radio  in  the  summer.  .  ."  WMT  also  participates 
in    summer    lairs,    attends   all    major   fairs    in    eastern    Iowa,    broadcasts   from   fair   grounds 

Summer   programing   mi    radio    needn't   be   confined    to   music,    n< "  S    and   baseball.    Ashland 
/,  Co.  sponsors  summer  quiz  shows  on  Kentucky   and  West  Virginia  regional 

radio    loops.     Show    in    latter    stair    {see    picture    Cibovi  I     mi -males    from    USA/.,    Huntington 

44 

SoTaras  radio  is  concerned — and 
this  may  come  as  a  surprise  to  some 

advertisers — the  gap  between  summer 
and  winter  listening;  is  being  abolished 
b\  tv.  It  has  practicall)  disappeared 

in  many  large  markets  and  is  on  its 

way  to  disappearing  among  tv  homes 

in  general. Details  about  hot-  vs.  cold-weather 

tune-in — and  many  other  facts  as  well 
will  be  found  in  the  following  pages 

of  sponsor's  seventh  Summer  Selling 
Issue.  The  issue  contains  a  roundup 

of  information  on  spot  and  network  t\ 
and  radio  plus  six  pages  of  basic  re- 

search material  covering  key  questions 
about  summer  sales  and  audiences. 

1  here's  a  review  of  last  summer's  air 
advertising  together  with  some  indica- 

tion ol  what  ma)  happen  this  summer. 

Radio  audience:  The  outstanding 

summer  radio  trend  is  the  disappear- 

ing gap  between  summer  and  winter 
listening.  It  is.  without  doubt,  a  result 

of  television's  growth  and  is  now  clear- 

l\  appareffi  in  the  radio  listening""ng-  j iiic-  in  t\  homes.  / 

SPONSOR 
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iliim c  slump  is  disappearing 
hs  point  to  tv  as  reason  for  disappearing  gap  between  summer,  winter  listening 

For  example:  Nielsen  figures  on  ra 

dio  listening  in  tv  homes,  by  hours  of 
I  the  clay,  during  January  and  Fehruary 
compared  to  July  and  August  1954, 
show  a  small  gap  between  the  winter 

and  summer  months.  \  (See  chart  be- 

low.)But  listening  in  radio-only 
homes  during  those  two  seasonal  pe- 

riod shows  a  much  larger  difference. 
In  tv  homes  the  difference  between 

summer  and  winter  listening  (in  terms 
of  homes  using  radio)  is  in  no  case 

more  than  3.1  percentage  points,  while 

the  maximum  listening  gap  between 
winter  and  summer  in  radio-onlv 

homes  is  more  than  11  percentage 
points  during  three  evening  hours^ 

Moreover,  during  half  the  da\  there 
is  more  radio  listening  in  tv  homes 

during  the  summer  than  during  the 
winter.  These  figures  do  not  include 

out-of-home  listening,  which  is  higher 
in  the  summer. 

The  narrow  gap  between  winter  and 

summer  radio  listening  is  also  appar- 
ent from  Pulse  figures,  which  suggest 

that  there  is  actually  no  gap  at  all,  at 

least  in  tv  markets.  In  23  major  mar- 
kets the  average  per  cent  of  homes 

using  radio  at  home  bv  quarter  hours 

came  to  18.1  last  summer.  The  previ- 
ous winter  the  figure  was  18.4  in  21 

markets.  (The  two  market  lists  are 

almost  identical.)  Figures  for  out-of- 
home  listening  during  those  two  peri- 

ods were  4f/<  during  the  winter  and 
^3%  during  the  summer.  JThus  while 
homes  ii~ini:  in-home  radio  dropped 
..V;  during  the  summer,  homes  using 

out-of-home    radio    increased    by    the 

|   same  amount.   
These  Pulse  figures  include  both  tv 

and    radio-only    homes    and.    judging 
\  from  the  Nielsen  figures,  if  they  were 
broken  down  into  those  two  groups, 

the  figures  might  well  show  a  consis- 

tent picture  of  markedly  higher  radio 
listening  in  tv  homes  during  summer. 

Radio  network:  Since  last  summer 

the  networks  have  reduced  their  eve- 

ning charges.  This  has  been  done  in 
various  ways.  Since  radio  network 

rate  structures  are  complicated,  the 

fine  details  will  be  avoided  in  explain- 
ing the  changes. 

At  ABC,  the  gross  rates  have  been 

sharply  cut  and  discounts  raised  in 

evening  time  only.  The  combined  ef- 
fect is  a  substantial  reduction  in  net 

cost  for  nighttime  advertisers.  Here 

are  some  comparisons  between  the  old 

and  new  costs.  They  assume  the  ad- 
vertiser will  use  a  full  network: 

Gross   rates   are   practically   cut   in 

half.   An  advertiser  buying  an  hour  of 

evening    time    will    pay    $10,463    net 

weekly  on  a  13-week  basis  and  $8,991 
{Please  turn  to  page  63) 

Nielsen  figures  show  narrow  gap  between  summer,  winter  listening 

„  ■■■■■■■■■■■■■■■—■ , ID  10 

homes         6"7         7"8         8"9         9"10       ,0-n        "-12N       12-1  1-2         2-3         3-4         4-5         5-6  6-7         7-8         8-9         9-10       10-11        "-12M(,omes 

Figures  above  show  tv  homes  using  radio  by  hours  of 

the  day  during  two-month  periods  in  ivinter,  summer  in 

1954.    Listening  in  radio-only  homes  during  same  periods 

disclosed  a  much  larger  gap  with  pronounced  summer  dip 
during  evening.  Note  that  during  the  hitter  half  of  day 
summer   listening   is   actually   higher   than    winter    figures 

7  MARCH  1955 
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Excitement  provided  this  season  by  spectaculars  will  spill  over  into  summer  as  sponsors  of  NBC  90-minute  shows  carry  on  into  hoi 

Already  set  are  Saturday  and  Monday  spectacular  sponsors,  while  Sunday  clients  ponder.    Above:    Mary   Martin   in   two-hour  "Pel 

Summer  tv:  6  million  more  lion 
Growth    of    the    medium,    together    with    52-week    discounts,    economical    re 

it  o  one  denies  that  the  average 

amount  of  viewing  per  home  declines 

in  the  summer.  However,  the  growth 
in  the  number  of  tv  homes  from  one 

winter  season  to  the  following  summer 

season  helps  compensate  for  this  dip. 

In  addition,  52-week  discounts,  reruns 
and  cheap  summer  replacements  bring 

down  the  advertiser's  cash  investment 

so  that  his  cost-per-1,000  can  be  about 
the  same  during  the  summei  a*  it  was 
the  previous  winter.  Many  netwoik 

advertisers  who  continue  running  their 

shows  through  the  summer  —  rather 

than  use  replacements — are  rewarded 
with  Kiting-  a-  jzood  or  almost  as  good 

as  the  peak  viewing  months. 
The  television  audience:  ]f  tv  set 

saturation   continues   growing   at   last 

46 

year's  rate,  video  advertisers  this  sum- 
mer will  be  able  to  speak  to  six  million 

more  homes  than  last  summer,  or  a 
total  of  between  36  and  37  million 

homes.  This  will  give  tv  about  70% 
saturation.  This  means,  for  example, 

that  a  rating  of  25  this  coming  summer  - 
means  as  much  as  1.5  million  more 
homes  than  last  summer. 

While  home  tv  growth  continues  at 

a  healthy  pace,  the  station  picture  is 
one  of  slow  ing  down.  At  the  beginning 
nl  \iiLinst  la>t  \eai  there  were  3<16  U.S. 

stations  (including  Hawaii  and  Alaska) 

in  237  markets  on  the  air,  according  to 

SPONSOR  figures.  At  the  beginning  of 
last  month,  the  U.S.  station  figure  was 

430  and  the  market  figure  was  257. 

The  growth  in  the  number  of  tele- 
\  i-ion  homes  and  stations  can  actually 

give  advertisers  bigger  audiences  in  the 

summer  than  during  the  previous  win- 

ter, despite  the  average  drop  in  view- 

ing. 

For  example,  in  December,  1953, 

Singer  Sewing's  Four  Star  Playhouse 
on  CBS  TV  got  a  25.2  ARB  rating. 
Telecast  pn-82  stations  with  an  80.7% 

coverage  of  tv  homes,  the  show  at- 
tracted a  viewing  audience  of  5,320,000 

homes.  In  July  1954,  the  show  got  a 

slightly  smaller — though  not  signifi- 
cantly so — rating  of  24.4.  With  a 

larger  audience  base  and  a  bigger  line- 
up— 93  stations  with  89%  tv  coverage 

— the  summer  audience  rose  to  6,740,- 
000.   an    increase   of   almost  25%. 

It  is  not  so  incidental  that  Four  Star 

Playhouse  continues  running  original 

]ila\s  during  the  summer  and  was  op- 

SPONSOR 



t    of  reruns  has  emboldened   sponsors  of   "Disneyland"   to      Screen  Gems,  producer  of  "Fireside  Theatre"   (above),  is  selling  it 

» liird-runs  this  summer.    All  three  clients  have  signed   up      and  "Ford  Theatre"  in  five  packages  for  net  reruns  this  coming  summer 

I'ensates  for  viewing'  dip 

posite  a  replacement  show  on  NBC  TV. 
The  replacement,  Justice,  came  up  with 

a  19.8  rating  compared  with  39.2 

garnered  by  the  regular  show,  Treasury- 
Men  in  Action,  the  previous  December. 

The  figures  above  suggest,  as  have 

many  broadcasters,  that  there's  noth- 
ing wrong  with  summer  tv  viewing  that 

good  programing  wouldn't  cure.  It  is 
pointed  out  that  the  audience,  even  with 
vacations,  is  still  at  home  most  of  the 

time.  An  Advertest  study  of  the  New 

York  metropolitan  area  last  August 

brought  out  that  in  more  than  80'\  of 
the  video  homes,  there  is  one  or  more 

person  available  for  tv  viewing  during 
the  peak  nighttime  listening  hours. 

Television  network:  The  networks, 

especially   CBS   and   NBC,   expect   ex- 

cellent summer  business  in  1955.  The 

former  may  very  well  top  last  summer's sales  when  only  two  and  a  quarter 
hours  of  sponsored  time  was  dropped 

by  hiatus  advertisers — and  some  of 
this  time  was  sponsored  by  other 
clients.  NBC  did  nearly  as  well  and 

expects  to  do  better  this  summer  since 

the  network's  increased  percentage  of 
film  shows  will  permit  more  reruns  of 
winter  programs.  ABC,  whose  1954 
summer  billings  represented  a  great 

jump  over  the  previous  summer  as  a 
result  of  the  merger  with  the  Para- 

mount theatre  interests  and  the  new 

programing  the  merger  entailed,  has 

already  signed  key  clients  for  the  com- 
ing hot  months.  Du  Mont,  while  it 

has  been  pulling  in  its  program  horns 

in  an  economy  drive,  expects  every  ad- 
vertiser but  one — Admiral — to  stay  on 

during  the  summer. 

PIB  gross  billings  figures  for  July 

and  August  reveal  that  ABC's  summer 
business  last  year  was  more  than 
double  the  year  before.  The  web  did 

very  well  during  the  entire  1954  year, 
compared  to  1953,  but  the  percentage 
increase  was  not  as  large  as  that  for 
the  summer.  In  general,  the  summer 
billings  of  the  other  networks  reflected 

their  all-year  rate  of  growth  pattern 

with  CBS  pulling  away  from  NBC  pri- 
marily because  of  increased  daytime 

billings,  though  NBC  as  well  as  CBS 
showed  substantial  increases  for  the 

year.  Du  Mont  registered  slight  in- 
creases during  the  summer  as  well  as 

for  the  full  year. 

As  might  be  expected,  most  of  the 

important  categories  of  advertisers 
showed  increased  summer  spending  in 

1954,  though  some  did  better  than 

others,  PIB  figures  for  July  and  Au- 

gust show.  The  "Big  Four,"  food, 
toiletries,  tobacco  and  soaps — in  that 
order — all  showed  handsome  increases 

in  summer  network  tv  advertising  in- 

vestments. The  most  important  sum- 
mer increase  was  marked  up  by  drug 

product  advertisers,  whose  summer 

spending  in  1954  was  double  that  of 
1953. 

There  were  also  decreases  in  three 

important  categories  of  advertisers. 
These  were  insurance,  confectionary 
and  soft  drinks  and  jewelry. 

Though  tv  viewing  declines  in  the 
summer,  there  are  a  number  of  factors 

that  work  to  keep  the  advertiser's  cost- 

I  Please  turn  to  page  121  "* 
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II  ,\\  '*  \  %L II  I  \\    \W%A 

U 
w 

TEA 

Harnessed  in  tandem  or  pulling  their  individual  buyers 
WHAM  Radio  and  WHAM-TV  move  a  whale  of  a  load 
of  merchandise  in  Western  New  York.  These  prime  movers 

sell  everything  from  bobby  pins  to  automobiles  in  tremen- 
dous quantities.  Advertisers  from  Maine  to  California  know 

the  sales-pulling  power  of  Rochester's  First  and  Most  Power- ful Stations. 

WHAM    Radio.  .. 
For  a  cost  as  low  as  that  of  a  package  of  cigarettes,  1000 

people  can  hear  your  sales  message  on  WHAM  Radio.  Since 
cost  per  thousand  listeners  on  WHAM  Radio  is  figured  in 

pennies,  not  dollars,  you  can  readily  see  radio  is  today's 
most  effective,  economical,  mass-method  of  selling  merchan- 

dise. Whether  you  are  interested  in  just  Rochester,  the  Roch- 
ester Trading  Area  or  all  of  Up-State  New  York,  WHAM 

Radio  is  a  low-cost,  proven  sales  medium.  Our  files  are  full 
of  success  stories  about  advertisers  you  know  and  respect. 

Will  you  let  WHAM  Radio  help  with  your  sales  problem? 

WHAM-TV.  .  . 
Favorite  NBC, Du  Mont  and  ABC  and  local  programs  are 

a  regular  must  with  thousands  of  area  viewers.  WHAM-TV's 
high  Pulse-rated  programs  make  sales  to  larger  audience. 
Advertisers  using  WHAM-TV  reach  a  potential  audience  of 
over  1,000,000  people  living  in  17  Western  New  York 
counties. 

Put  this  winning  sales  team  to  work  for  you  now .  A 
WHAM  Radio  or  WHAM-TV  sales 
representative  will  be  glad  to  call  and 
explain  how  your  investment  can  reap 

more  profit  dollars  for  you.  Just  tele- 
phone CUlver  7240,  Rochester,  N.Y., 

or  any  Geo.  P.  Hollingbery  office. 

1180    KC— 50,000    WATTS 

Clear    Channel-Basic    NBC • 

Channel  5 — 100,000  Watts 

ROCHESTER'S     FIRST     STATIONS 
WHAM    Radio   WHAM   TV 

THE      S T RO M B E RG - C A R LSO N      STATIONS 
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Answers  to  6 

nisir  questions 
on  summer 

!  radio  and  tv 
Up-to-date  charts  reflect 

summer  aetivitv  in  listening', 

in  viewing  and  in  sales 

ummer  questions 

1.    What     happens     to     retail     sales 

figures  in  the  summertime?    I  page  50) 

£a  Are  people  at  home  to  listen  and 

watch  in  the  summer  months?  I  page  51 ) 

0>  What  is  the  radio  listening  picture 

during   the  summer  months    'page   54) 

f«  How  big  is  the  out-of-home  radio 

audience  in  summer  months?   (page  56) 

5. 
What     happens     to     tv     viewing 

during  the  summer  months?    (page  60) 

6 ■   Is  there  a  tv  audience  loss  as  result 
of    summer    replacements?     I  page    62) 

M  f  the  current  overall  brightening  of  the  economy  and 

the  up-trend  in  business  are  any  indication,  the  summer  of 
1955  might  well  be  a  real  boom  time,  a  sales-record  setter. 
It  will  certainl)  be  no  time  for  advertisers  to  let  down  in 

their  selling  efforts — lest  new  and  enterprising  sellers  of 

goods,  who  don't  believe  in  hiatuses,  swoop  in  and  capture 
big  chunks  of  the  very  live  market. 

This  "live  market."  as  pointed  out  in  the  half-dozen 
charts  on  the  following  pages,  is  one  that  continues  to 
earn  and  buy  in  the  hot  weather  much  as  it  does  all  year 

round.  It  is  one  that  stays  at  home  a  surprising  amount 
of  the  time  in  the  summer  I  perhaps  the  increasing  number 

of  homes  that  are  air-conditioned  have  something  to  do 
with  this  I.  and  is  to  that  extent  available  for  radio  and 
tvjj 

It  is  also  a  market  which  affords  a  large  and  growing 

radio  audience  potential  outside  the  home:  according  to 

Pulse,  away-from-home  listening  in  the  summer  of  1954 
added  a  record  23.89?  *°  tne  at-home  audience  in  23  major 
markets,  promises  to  pla\  an  even  bigger  part  this  year. 

It  is  a  market  whose  in-home  radio  listening  and  t\  view- 
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ing  habits  in  the  summertime  approximates  its  winter-time 
pattern  all  day  and  late  at  night.  It  is  a  market  whose 
viewing  audiences  are  loyal  to  their  favorite  t\  shows  no 

matter  what  the  temperature  outside,  who  prefer  two-to- 
  •  to  follow  an  all-} ear-round  show   through  the  summer 
rather  than  watch  replacement  programs. 

The  six  pages  of  charts  and  editorial  analyses  which 
follow  are  meant  to  act  as  a  guide  to  summer  air  selling 
in  1955  for  clients  and  agencies,  sponsor  feels  they  offer 

convincing  evidence  that  it's  time  the  old  advertising  super- 

stitutions — "Nobody's  home  in  the  summertime"  and  "Who 
pass  attention  to  advertising  in  the  summer  anyway?" should  be  buried. 

The  charts  are  based  on  the  most  up-to-date  statistics 
and  information  available  from  accredited  sources.  Figures 

on  personal  and  farm  income  and  retail  sales  are  from  the 

U.  S.  Department  of  Commerce.  \.  ('.  Nielsen  furnished 
the  summer-winter  radio  listening  and  tv  viewing  measure- 

ments: Pulse  Inc.  the  out-of-home  radio  audience  figures: 
\>  l\  ti  test  Research,  at-home  audience  availability  and 

figures  on  the  viewing  >»l  summer  replacement  shows. 49 



S    *//■ ' ' i     Summer  questions 

What  happens  to  retail  sales  figures  in  the  summertime? 

ENCOME:  Personal  income  steady.  Farm  inconte  tip  in  summer,  government  surveys  show 

Dec.  '53  Jan.  Feb.  Mar.  Apr.  May  June  July  Aug.  Sept.  Oct. 

Hi 

i.r ersonal    income (billions-adjusted  j $287,0    $284.9  $285.0    $285.0  $284.4    $286.2  $286.5    $285.7  $285.4    $286.6  $286.3    $2,( 
— — ^ —  ■ 

$2,939    $2,629  $1,960    $2,014  $1,914    $2,062  $2,176    $2,246   $2,581    $3,158  $3,535    $31 

- 

2. Farm    income 

(millions) 
All    above    figures    1954    unless    otherwise    noted 

ANALYSES:  Despite  last  year's  general  economic 
dip,  the  nation's  personal  income  in  summer  held 
steady,  stuck  pretty  closely  to  the  high  levels  of  the  pre- 

vious year.  July  and  August  were  somewhat  ahead  of  the 
first  four  months  of  the  year.    Though  farm  income  did 

decline  somewhat  from  that  of  1953.  Washington  experts 

predict  that  in  1955,  it  will  at  least  maintain  the  levels  of 

1954.  Monthly  personal  income  figures  above  are  as  re- 
ported by  the  Dept.  of  Commerce.  Farm  income,  from 

the    same    source,    is    actual    cash    receipts    to    farmers. 

RETAEL  SALES:  Summer  sales  hold  level,  include  heavy-air-using  food,  drug  categories 

Jan.                 Feb.                   Mar.              Apr.                  May               June                 July               Aug.               Sept.               Oct.                 Nov.                1 

<        Retail  trade 

L.     (millions) $12,339  $12,065  $13,540  $14,324  $14,246  $14,658  $14,390  $13,896  $14,139  $14,665  $14,531  $18 

O       Food  stores 

tmm     (millions) $3,357   $3,112    $3,340   $3,422    $3,447   $3,385    $3,689   $3,374    $3,475   $3,661    $3,452  $3 

3       Drug  stores 
■     (millions) $407      $394 

All   above  figures   1954       'Advance  estimate 

$401      $398      $406      $406      $407      $396      $392      $406      $398     %\ 

ANALYSES:  Hot  summer  weather  puts  no  damper  on 
retail  sales,  as  the  Dept.  of  Commerce  figures  above  9how. 

U.  S.  retail  trade  figures,  barometer  of  consumer  pur- 

chasing, reflect  that  retail  stores'  volume  in  1954  (esti- 
mated at  S171  billion)   was  about  the  same  as  in  record- 

making  1953,  according  to  the  Dept.  of  Commerce.  Food 

and  drug  products  are  two  of  air  advertising's  biggest 
client  categories.  Food  stores  actually  hit  a  sales  peak  in 

July.    Drug  store  sales  did  as  well  in  July  as  in  January. 
were 

up 

'Jo 

1954 over    the    previous    year. 

GASOLENE  sales   hit   summer  high,   FEJRNETEJEIE,   APPLEANCES  maintain  good   volume 

Jan. 
Feb. Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 
Oct. 

Nov. 

Gasoline   stations 

(millions) $855      $800       $870      $903      $955      $989    $1,052   $1,026      $975   $1,017     $994  $1 

2      Furniture,    appliance 
■    stores    (millions) $670      $652       $690      $695       $739      $758      $733      $730      $740      $812     $836   $1 

▲  11  above  flsurei  195-1       "Advance  estimate 

ANALYSES:  With  car  use  heaviest  in  the  summer 

months,  it  is  only  natural  that  gasoline  sales  should  rise 

at  that  time — and  they  do.  In  1954,  6ales  at  gas  service 
stations  showed  a  9%  increase  over  the  previous  year; 
this  represents  a  greater  pain  in  volume  than  was  achieved 

50 

by  any  other  retail  sales  category  in  1954.  Furniture  and 
appliances  maintained  about  the  same  sales  level  as  in 

1953;  but,  as  the  Dept.  of  Commerce  points  out,  the  physi- 
cal volume  of  consumption  was  actually  somewhat  higher 

in  1954  as  retail  prices  decreased  slightly  during  the  year. 

SPONSOR 



y  '      i        Summer  Questions 

Are  people  at  home  to  listen  and  watch  in  the  summer  months? 

ANALYSES:  Advertisers  needn't  worry  if  anybody's  at 
home  on  a  summer  day  (or  night)  to  see  their  air  show  or 

hear  their  radio  message.  According  to  audience  research 

of  the  past  few  years — and  borne  out  again  last  August 
( 1954)  in  a  study  made  by  Advertest  Research  in  New  York 

City — there  are  almost  as  many  people  available  to  tune 

in  the  radio  or  tv  set  in  the  summertime  as  in  the  winter. 

Advertest's  survey,  which  covered  763  tv  homes  in  the  New 
York  metropolitan  area,  points  out  that  in  the  average  hour 
day  or  night,  there  is  at  least  one  person  present  in  69%  of 
the  homes;  and  on  an  average  day,  93.1%  of  respondents 
are  at  home  sometime  between  7:00  a.m.  and  midnight. 

SUMMER  AVAILABILITY  OF  AUDIENCE  IN  TELEVISION  HOMES 
PER  CENT  TV  HOMES— N.  Y.   METROPOLITAN  AREA 
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The  curve  on  the  chart  above  indicates,  not  surprisingly, 

that  the  biggest  at-home  periods  are  early  in  the  morning 
(84.4%  of  the  homes  report  someone  there  between  7:00- 

9:00  a.m.)  and  late  at  night  (85.6%  of  the  homes  ivere  oc- 

cupied between  9:00-11:00  p.m.).  However,  at  no  time 
during  the  day  did  the  per  cent  of  homes  in  which  at  least 

one  person  was  present  drop  below  45.9 c/<  .  This  ocurred 

between   3:00-5:00   p.m.,   represents   the  day's   low-point. 

HOW  MANY  HOURS  PER  AVERAGE  SUMMER  DAY  ARE  PEOPLE  AT  HOME? 
PER  CENT  AT  HOME 

15° 
PER  CENT  AT    HOME 

15% 

13-15 

HOURS 
15-17 
HOURS 

17-PLUS 

HOURS 

The  93.1' J  of  Advertest  s  respondents  who  reported  being 
at  home  some  time  during  the  average  summer  day  are  in 

an  average  of  10.32  hours  between   7:00  a.m.  and  mid- 

night, says  the  survey.  The  largest  percentages  of  respon- 

dents stay  at  home  either  five  to  seven  hours  (13'.  I, 
nine   to    11    hours    (10.7%)    or    over    17   hours    (16%). 
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'■//>•■  >     Summer  questions 

What  is  the   radio   listening  picture   during  the   summer   months? 

IV  \Ij\SIS:  How  does  radio  listening  in  January  dif- 

fer from  that  in  July?  In  the  Nielsen  chart  below,  aver- 

age per  cent  radio  homes  tuned  in  is  recorded  hour-by- 
hour,  with  the  differences  in  summer-winter  levels  noted 
below  at  each  hourly  time  segment. 

In  reading  and  interpreting  the  graph,  two  points  should 
be  kept  in  mind:  (1)  The  curves  reflect  only  homes  tuned 
in,  not  listeners  per  set.  According  to  ARB,  there  are 

approximately  50%  more  listeners  per  set  at  night  than 
in  die  daytime.  (2)  The  chart  does  not  take  into  account 

the  auto  radio  audience,  which,  with  summer  the  big 
driving  time,  would  particularly  affect  summer  listening 
figures.  Estimates  on  the  total  number  of  auto  radio  sets 

range  from  28.8  million,  according  to  the  ARF  study  of 

May  1954,  to  the  37.3  million  which  Reg  Rollinson,  east- 
ern sales  manager  of  the  Quality  Radio  Group,  says  are 

on  the  road  today.    (He  bases  his  figure  on  AMA  statistics 

reporting  radio-equipped  cars  produced  and  sold.) 
By  and  large,  the  summer  radio  curve  follows  the  pat- 

tern of  the  winter  curve  from  daybreak  to  about  6:00  p.m. 

Both  show  a  rapid  and  continual  rise  from  early  a.m.  to  a 

peak  (the  highest  all  day)  between  1:00  and  2:00  p.m. 

During  the  entire  afternoon  (2:00-6:00  p.m.)  the  curves 
run  practically  side  by  side  with  an  average  difference 
amounting  to  1.3  percentage  point9.  But  after  6:00  p.m., 
while  the  winter  listening  rises  somewhat  and  maintains 
a  level  till  10:00  p.m.,  the  summer  curve  starts  to  drop 

and  keep9  going  downhill  quite  steadily  (except  for  a 
slight  leveling  between  9:00  and  10:00  p.m.)  for  the  rest 

of  the  evening.  The  summer-winter  curves  come  closest 

in  very  early  morning,  in  later  afternoon  (3:00-6:00  p.m.) 

and  late  at  night.  *  *  * 

Per  cent  of  total  U.S.  radio  homes  using  radio,  hour  by  hour 

20 

16 

12 

°0 

Homes 6  7AM  7 9  9-10  10-11  1I-12N      I2-1PM  1-2  2-3  3-4  4-5  5-6  6-7  7-8  8-9  9-10  10- 

SOURCE:    A      O      Nltlia.     1IM 
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GIVING     YOUR     CLIENT. 

SPENDING 

\ 

tfoa  make  One  Bull 

MILLION    PEOPLE 

1    /*  MILLION    FAMILIES 

3/2  BILLION    DOLLARS 

Annually  in  Retail  Sales* 

Any  way  you  look  at  it  the  Sunflower 
Network  represents  a  terrific  buy  for  your 
client  in  this  area. 

It  also  represents  a  savings  in  time  and 

money,  with  one  bvy  and  one  billlinc. 

Q*\> 

■\«*. 

•Although  Sunflower  Stations  cover  Kansas  City.  Missouri; 
Kansas  City.  Kansas.  Oklahoma  City  and  Tulsa.  Okla- 

homa, the  figures  shown  above  do  not  include  population, 
families,  or  retail  sales  from  these  four  cities,  in  order  to 
insure  a  completely  fair  presentation. 
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Represented   by  THE   JOHN   E.    PEARSON   COMPANY 

SUNFLOWER.  NETWORK 
■CANS    WREN    KSAL    KVGB    KOAM    KCCF 
5000   NBC  5000  ABC  5000  MBS  5000   NBC  10,000   NBC  10,000  ABC 

1480         1250         1150         1590  860  690 

55 



'      y '■'■  A    Summer  questions 

How  big  is  the  out-of-home  radio  audience  in  the  summer  months? 

ANALYSIS:  The  importance  of  the  out-of-home  radio 

audience  reached  record  proportions  during  the  past  sum- 
mer, according  to  Pulse.  Results  of  an  out-of-home  survey 

by  Pulse  in  23  major  markets  showed  that  away-from- 

home  listening  added  23.8'  '<  to  the  at-home  audience  in 
the  summer  of  1954 — a  new  high  for  the  sea$oji*l/ And 

cold-weather  listening  out-of-home  is  nothing  to  sneeze  at 
either:  in  January  and  February  1954  it,  too,  established 

records,  according  to  a  Pulse  21-market  survey,  added 

2\.l' i  to  at-home  radio  listening.  It  lacked  only  2.1 '  < 
to  equal  the  summer  out-of-home  performance. 
The  Pulse  figures  below,  with  only  one  or  two  excep- 

tions, all  reflect  healthy  increases  over  the  previous  year 
(1953)  which,  in  turn,  were  higher  than  the  year  before 

(19521.  All  this  points  to  the  steadily  growing  value  of 

out-of-home  listening  as  a_plus  factor  in  radio  advertising 

-all  vear   'round.  \  So   important  has  this   factor   become 

that  Pulse  now  issues  a  combined  at-home  plus  out-of- 
home   rating. 

Care  must  be  taken,  however,  Pulse  points  out,  not  to 

apply  an  entire  city's  out-of-home  "plus"  figure  to  the 
at-home  rating  for  individual  stations.  This  figure  repre- 

sents the  average  "plus"  for  all  stations  in  a  market,  but 
varies  widely  from  station  to  station.  In  New  York,  for 

example,  the  "plus"  represented  by  out-of-home  listening 
averaged  27.1'  i  for  all  stations.  Yet,  for  one  broadcaster 

it  eajae.  to  10 %,  while  for  another  it  was  50'  t . 
While  auto  listening  is  the  biggest  part  of  out-of-home, 

the  other  kinds  are  important.  In  New  York,  for  example 

(which  incidentally  has  the  highest  out-of-home  plus  with 

its  27.1%).  53',  of  the  out-of-home  audience  reported 

istening  in  autos.  2!!'  ',  listened  while  at  work.  18' ',  while 
visiting,  16%  in  other  public  places^   

The  listina  below  reports  figures  in  15  major  cities. 

I! 

WINTER   '53  AND  '54 SUMMER  '53  AND  '54t 
MARKET 

Homes  using 

radio* 

Winter '54 

%   homes  reporting o-o-h  listening %  added  by 
'54  winter 

Winter  '54 Winter  '53 
o-o- h 

ATLANTA 17.1 
3.2 

3.3 
18.7 

BALTIMORE 17.0 3.6 3.2 21.2 

BIRMINGHAM 20.0 3.6 3.2 18.0 

BOSTON 19.5 4.4 3.8 22.6 

CHICAGO 18.2 3.9 3.1 21.4 

CINCINNATI 16.8 3.6 
3.1 

21.4 

DETROIT .     17.2 

3.9 
3.0 22.7 

LOS  ANGELES  . 19.8 4.5 
4.2 22.7 

MINN, ST.  PAUL  18.5         3.1         3.1      18. 1 

NEW  YORK  CITY 18.4  I.I 4.0      23.it 

PHILADELPHIA 15.7 
3.6 

3.5 
22.9 

SAN  FRANCISCO  .... 19.6 
4.1 

3.9 20.9 

ST.  LOUIS 18.1 3.5 #  # 
19.3 

SEATTLE  _ 20.3 3.2 2.8 15.8 

WASHINGTON,  D.  C.     18.7         3.7         3.2      1.9.8 

•Figure!  cover  Jan. -Fab     '51   aicept   NY.    rmly   Feb.    1954.     t.Tuly  Auk.    1954.   except  N.Y. 
Untuning   during    average   quarter    hour,    from    6:90   a.m.    to   midnight,    seven   days   a 

Homes  using 

radio  July- 

Aug.  '54 

%   homes  reporting       %  added  by o-o-h  listening  -54  summer 

Summer '541  Summer '53  """" ATLANTA  17.5 3.6 3.6      20.fi 

BALTIMORE  _ 15.9 3.8 

3.5 

23.0 

BIRMINGHAM  . 
19.3 3.8 3.5 

1.9.7 

BOSTON 19.2 1.6 

4.2 
24.0 

CHICAGO 18.3 4.3 

3.7 

23.5 

CINCINNATI     
16.3 3.9 3.6 23.0 

DETROIT 
16.8 

4.2 

3.8 25.0 

LOS  ANGELES  _ 19.7 4.8 

4.4 

24.4 

MINN, ST.  PAUL 
18.5 

3.8 

3.4 

20.5 

NEW  YORK  CITY 17.7 
4.8 4.4 27.1 

PHILADELPHIA 
15.1 3.9 

3.8 

25.8 

SAN  FRANCISCO 19.9 4.2 

4.4 
21.1 

ST.  LOUIS      - 
18.1 

3.8 3.4 

21.0 

SEATTLE     19.5 
3.5 3.2 

17.0 

WASHINGTON,  D.C.     18.4         4.0         3.6      21.7 

In    Aug.    only.      "Not    surveyed.     NOTE:    Figures    In    chart    above    show    percentage    of 

SOUBCB:    Tulsc.    Inc. 
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PORTRAITS   OF   WGY-LAND 
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Measure of  a  Great 
Radio Station 

WGY 

This  is  Albany,  New  York:  population  247,- 
000.  Albany  is  just  one  of  twenty-two  cities 
in  WGY-land  with  a  population  over  10,000. 
Three  of  these  cities,  Albany,  Schenectady,  and 

Troy,  comprise  the  nation's  33rd  market  in 
retail  sales.  The  ENTIRE  WGY  market  in- 

cludes more  than  1,004,750  radio  households 
in  53  counties  of  eastern  New  York  and 

western  New  England.  It  also  includes  200 
miles  of  the  New  York  State  Thruway. 
You  can  reach  this  market  effectively  with  one 
station  when  you  use  WGY. 

A    GENERAL    ELECTRIC    STATION 

ALBANY— TROY— SCHENECTADY— plus— 53  counties   in   New  York  and   New   England 

Represented  nationally  by  Henry  I.  Christal  Co.,  Inc.  New  York  *  Boston  *  Detroit  *  San  Francisco 
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APTAIN  MIDNIGHT  SERIES... 

now  available  for  syndication! 

\  Jet  Action  it's— Jet  Jackson— Flying  Commando ! 
1 5  is  the  syndicated  version  of  the  brand  new,  all 

e  "Captain  Midnight"  series  now  being  sponsored 
r£BS  by  General  Mills  and  Ovaltine  (through 

am-Laird).  A  big-time,  Holly  wood-produced- 

rl-written  adventure  series  packed  with  action . . . 
Viewers  and  for  advertisers! 

Of  all  Saturday  shows  available  for  syndication, 

this  program  is  the  highest  rated*  on  all  networks 

in  the  morning  — the  second  highest  rated*  of  any 
Saturday  show  day  or  night!  This  is  your  opportu- 

nity to  have  Captain  Midnight  (Jet  Jackson)  on 

your  own  station,  in  your  own  time  period. 

Write,  phone  or  wire  us  collect  about  availabil- 
ities of  this  great  new  program . . .  produced  at  the 

Hollywood  Studios  of  Columbia  Pictures  Corp. 
•Nielsen  Television  Index 

g?i  ra  r?i  hi  ra  tt\  \  *  *  rn  ra  rn  ̂ \  wk 
TELEVISION  SUBSIDIARY  OF  COLUMBIA  PICTURES  CORPORATION,  233  WEST  49th  STREET,  NEW  YORK  19,  N.Y.  •  CIRCLE  5-5044 

The  only  company  providing  advertisers  with  Hollywood  and  Neiv  York  custom 
produced  national  shoivs,  syndicated  programming,  and  commercials— all  on  film. 

*  LOG..  PHONE  3-3903       SAM  FRANCISCO.  995  MARKET  ST.,  DO  21060       ATLANTA,  3130  MAPLE  DRIVE,  N.  E..  EX  6100       CHICAGO,  230  N.  MICHIGAN,  FR  2-3696 
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'      v  /      /      .Siiniiiier  Questions 

What  happens  to  tv  viewing  during  the  summer  months? 

1^  \l.\  SISi  I  In-  chart  below  compares  tv  viewing  in 
Januar)  L954  with  July  1954,  according  to  A.  C.  Nielsen 
data.  \\  hen  studying  these  comparisons,  it  should  be  kept 
in  mind  that  the  number  of  tv  homes  increased  considera- 

ble between  January  and  July  last  year  so  that  percentages 
for  Jul)  actuall)  represent  a  larger  number  of  homes  than 
Januar) . 

On  the  basis  of  total  sets-in-use,  therefore,  the  hour-by- 
hour  differences  tend  to  be  less  than  indicated  below.  For 
instance,  between  7:00  and  8:00  p.m.,  percentage  viewing 
in  Jul)  is  24.7.  in  January  52.7— a  differential  of  28  per- 
centage  points:  but  the  actual  sets-in-use  between  7:00 

and  8:00  p.m.  in  July  were  7,156,000  as  contrasted  with 
13,830,000  in  Januar).  a  smaller  differential. 

Before  10:00  a.m..  the  summer-winter  viewing  differen- 
tial is  negligible,  runs  at  its  height  to  3.8  percentage  points. 

From  10:00  a.m.  to  5:00  p.m..  the  summer  curve  runs 
fairly  uniformly  behind  the  winter  line  with  an  average 
differential  of  8.7  percentage  points.  But  at  night,  between 
5:00  and  10:00  p.m..  the  wintertime  curve  veers  sharply 
upward,  hits  a  high  above  summer  viewing  of  33  percent- 

age points  (between  8:00-9:00  p.m.  I  and  ends  with  an 
average  differential  for  the  five  hours  of  24.3— almost  three 

times  greater  than  average  daytime  differential. 

After  10:00  p.m..  about  the  time  that  "late-night  view- 

ing" begins,  the  gap  starts  to  close  again,  and  between 
11:00  p.m.  and  midnight,  the  summer-winter  difference  is 

only  4.0  percentage  points.  ■*■■*• 

E'er  vent   of  total  U.  S.  television  homes  using  television  by  hours  of  day 
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FOR  THE  ANSWERS:   TELEVISION 

Central  Iowa  businessman,  partner    in    a    $1,568,552,000    retail    sales    ex- 
ge,   knows  more    about   economic   conditions  now  than  ever  before. 

sales  are  increasing  because  he  understands  marketing  trends    and  public 

rs.  He's  alert  to  new  methods  of  display   and   showmanship. 

1  he  wants  the  answers,  the  businessman   looks   to    television.    Television, 

entral  Iowa,  means  WOI-TV,  for  five  years  the  area's  dominant  TV  service. 

WOI-TV 

IOWA     9TATE     COLLEGE 

AMES-DES   MDINES 

CHANNEL  5 

lOO.DOD  WATTS 

CBS       ABC       DUMDNT 

REPRESENTED   BY 

WEED  TELEVISION 



'/       Summer  questions 

Is  there  a  tv  audience  loss  as  a  result  of  summer  replacements? 

ANALYSES:  Nearly  twice  as  many  viewers  will  watch  a 

show  that  continues  through  the  summer,  as  compared  with 

those  who  watch  a  winter-season  show  and  its  summer 

replacement,  according  to  the  Advertest  Research  study 

charted  below.  The  study,  fifth  examination  of  summer- 
time tv  habits  in  as  many  years  by  Advertest,  showed  an 

average  of  22.3%  of  homes  watching  14  programs  tfiat 

carried  right  through  the  hot-weatfier  montlis.  By  contrast, 

12.0%  of  the  viewers  in  Advertest's  panel  watched  11 
slioivs  that  featured  summer  replacements. 

Among  the  shows  that  continued  without  summer  fill- 

ins:  Toast  of  the  Town,  Kraft  Theatre,  What's  My  Line? 
Robert  Montgomery,  I  Married  Joan,  Chance  of  a  Life- 

time. Ozzie  &  Harriet,  Big  Town  and  Dennis  Day. 

Included  in  the  list  of  shows  that  used  summer  replace- 
ments: I  Love  Lucy  {replaced  by  Public  Defender)  ;  Red 

Buttons  [replaced  by  Masquerade  Party)  ;  Mama  (re- 
placed by  Pantomine  Quiz*:  Fireside  Theatre  [replaced 

by  Summer  Playhouse) . 

Admen  who  examine  the  charts  below  will  find  that  re- 
placement shows  have  decidedly  smaller  audiences  than 

those  of  the  shows  they  are  replacing  (61%  less  for  fill-in 
shows,  vs.  a  38%  drop  in  audience  in  the  summer  for 
shows  going  straight  through). 

However,  advertisers  primarily  anxious  to  reach  the 
widest  possible  audience,  rather  than  the  same  audience 

over  and  over  again,  ivill  find  interesting  the  figure  which 

shows  tluit  31%  of  replacement  program  audience  in  the 
summer  is  new  audience. 

PROGRAMS    CONTINUING    THROUGH    THE    SUMMER 

Viewing  audiences  are  loyal  to  their  favorite  shows  and 

will  follow  them  on  a  year-' round  basis,  Advertest  figures 
below  indicate.  More  than  one  out  of  five  homes  watched 

both  the  winter-season  and  summertime  programs  of  shows 
that  carried  straight  through.  Almost  nobody  (1%) 

watched  only  the  summer  cycle:  99%  were  "old"  viewers. 

AVERAGE  FOR  14  CONTINUING  PROGRAMS: PER  CENT 

WATCHED  WINTER  AND  SUMMER 

22.3% 

WATCHED  WINTER  ONLY 

14.4% 

WATCHED  SUMMER  ONLY 

.3% 

DID  NOT  WATCH 

63.0% 

WINTER  TOTAL 
36.7% 

SUMMER  TOTAL 
22.6% 

Advertest's  deductions  based  on  the  findings  of  14- 

program  study  of  "straight-through"  shows: 

1.  The  summer  audience  is  38'  '<   smaller  than  the  winter. 
2.  19%   of  the   winter  audiences   does   not   view   during 

the  summer. 

3.  99%    of  the  summer  audience  is  composed  of  persons 
who  also  watched  in  the  winter. 

4.  I',    of  the  summer  audience  is  composed  of  newly 
acquired  viewers. 

PROGRAMS  WITH   SUMMER -SEASON  REPLACEMENTS 

Program  continuity  is  broken  by  replacement  shows  in 
tv.  Nearly  a  third  (31%)  of  the  viewers  watching  a  group 

of  summer  replacements  are  "new"  viewers — that  is,  they 
arent  regular  viewers  of  the  winter  season.  To  some  ad- 

vertisers, this  "new"  audience  may  be  an  advantage.  To 
most,  a  fill-in  show  means  audience  loss. 

AVERACE  FOR  11    REPLACEMENT  PROGRAMS: 
PER  CENT 

WATCH  BOTH  PROGRAMS 

12.0% 

WATCH  WINTER  PROGRAMS  ONLY 

32.9% 

WATCH  REPLACEMENT  ONLY 

5.3% 

DO  NOT  WATCH  EITHER 

49.8°; WATCH  WINTER  SHOW 

44.9% 

WATCH  REPLACEMENT 

17.3% 

Advertest's  deductions  based  on  the  findings  of  11- 
program  group  of  replacements: 

7.     The    replacement    program    has    an    audience    (>1 ' . 
smallei  than  the  program   it  replaced. 

2.  73 '"<    of  the  wintei   audience  does  not  watch  the  sum- mer replacement  program. 

3.  69*  i    of  the  replacement  audience  is  composed  of  per- 
sons u  ho  also  watched  the  ivinter  programs. 

4.  \\  ',     of    the    replacement    audience    is    composed    of 
newh   acquired  viewers. 
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SUMMER  RADIO 

(Continued  from  page  45) 

weekly  on  a  52-week  basis.  The  old 

rates  provided  for  $14,178  and  $11.- 
463,  respectively.  For  a  half  hour  the 
new  rates  are  $6,585  net  weekly  for  13 
weeks  and  $5,701  for  52.  The  old  rates 

were  $8,688  and  $7,059.  For  a  quar- 
ter hour  the  new  rates  are  $4,498  and 

$3,911  while  the  old  rates  were  $6,033 

and  $4,947.  During  the  morning  and 

afternoon  gross  and  net  rates  are  prac- 
tically identical. 

At  CBS  weekly  dollar  volume  dis- 
counts have  replaced  annual  dollar  vol- 

ume discounts,  a  reflection  of  the  grow- 

ing in-and-out  character  of  radio  ad- 
yertising.  Daytime  discounts  remain 

roughly  the  same,  but  the  maximum 
nighttime  discount  has  been  raised 

from  44.5  to  53%.  For  year-'round 
advertisers  the  additional  discount  of 

8^%  remains  the  same  during  the 

day  but  has  been  raised  to  15%  at 

night.  A  52-week  advertiser  can  now 
get  a  maximum  reduction  of  68%  off 

gross  rates  if  he  spends  $54,000  or 

more  weekly.  Outside  U.  S.  52-week 
discounts  are  the  same  night  and  day. 

Here  are  some  examples  of  how  the 
added  discounts  affect  advertisers  who 

use  a  full  network  at  night.  The  old 

rates  assume  a  200-station  lineup,  the 
new  ones  206  stations.  For  an  hour, 

the  old  rate  was  $14,169,  the  new  $11,- 
990.  For  a  half  hour,  the  old  rates 
were  $8,838,  the  new  $7,340.  For  a 

quarter-hour,  the  old  rates  were  $6,- 
108,  the  new  $4,985.  Reductions  in 

cost  for  smaller  networks  run  parallel 
to  the  above. 

The  MBS  rate  card  remains  basical- 

ly the  same.  However,  for  some  time 

now,  it  has  provided  for  an  automatic 
downward  escalation  by  means  of  a 

provision  which  reduces  nighttime 
rates  50%  in  tv  markets.  So  there  has 
been  a  continuous  reduction  in  MBS 

costs  over  the  past  few  years.  This  re- 
duction has  leveled  off  during  the  past 

year  since  the  number  of  additional 

homes  being  brought  under  the  tv 
umbrella  has  leveled  off. 

For  example,  the  latest  rate  card  re- 
vision shows  that  a  nighttime  adver- 

tiser on  the  full  network  of  541  sta- 

tions who  bought  a  half-hour  show 
would  pay  $6,318  net  weekly  if  on  for 
52  weeks.  A  year  ago  a  full  network  of 

532  stations  at  night  for  a  half-hour 
cost  $6,816  weekly  for  52  weeks.  This 

includes  an  annual  rebate  of  12V2 ' '<- ■ 
During  the  day  a  full  network  of  569 

stations  for  a  half  hour  now  cost  $5,- 

216  weekly  for  a  52-week  advertiser. 
\  \ear  ago.  the  cost  for  552  stations 
was  $5,182. 

At  NBC.  daytime  discounts  remain 
pretty  much  the  same  but  the  nighttime 
discount  range  has  been  raised.  The 
old  range  was  32  to  42%.  The  new  is 

40.5  to  48%.  The  52-week  discount  for 
daytime  advertisers  remains  at  10% 

but  at  night  the  discount  has  been 
raised  to  17.5%. 

Since  network  radio  plans  for  the 
summer  are  made  later  in  the  season 

than  formerly  (advertisers  like  to  fig- 
ure out  first  what  they  are  going  to  do 

in  network  tv),  there  are  few  admen 

who  will  predict  specific  am  web  pat- 
terns for  this  summer.  It  i^  expected, 

however,  that  trends  of  the  past  few 
years  will  be  intensified.  The)  include 
more  music  and  news,  long  weekend 

shows  aimed  partly  at  motorists,  pur- 

chase of  cheap  circulation  via  spot  car- 

riers and  strips  and  weekend  satura- tion buying. 

Network  radio  does  not  face  the 

same  problems  of  daylight  saving  and 
different  time  zones  that  web  tv  faces. 

Early  evening  radio  audiences  are  gen- 
erally higher  in  the  summer  than  audi- 

would  rub 

his  eyes ...  in 
amazement! 

Yes  .   .   .   things  have  changed  since  General 

Custer  set  out  from  Bismarck  in  the  1870'« 
for  the  ill-fated  battle  of  the  Little 

Big  Horn! 

He  wouldn't  recognize  the  office  buildings 
and  industrial  plants  which  now  crowd 

North  Dakota's  capital  city  ...  or  the  sur 
rounding  countryside,  once  roamed  by 

the  Sioux,  now  dotted  with  prosperouj  farm*. 

Today  this  is  the  land  of  agriculture,  of 
oil — and   television  sets! 

And  .  .  .  what  the  good  name  KFYR 
has  meant  to  radio  listeners  for  the  last  30 

years,  KFYRTV   (with   100,000  watts  of 
maximum  power)   now  means  to  increasing 

thousands  of  TV-viewers.     May  we  whet  your 
further  interest  with  some  interesting  facts? 

We've  got  'em — so  has  Blair-TV,  Inc. 

NBC CBS ABC 
DUMONT 

KFYR-tv channel 5 
BISMARCK,  N.  DAK. 

Represented  Nationally  by  Blair-TV,  Inc. 
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Decision -makers  in  one  of  America's  largest  industries  a 

SOLD 
Pontiae  and  its  agency,  MacManus,  John  &  Adams,  Inc., 

are  Sold  on  Spot  as  a  basic-advertising  medium! 

Today,  with  a  good  product  backed  by  vigorous  advertising,  Pontiae  is  one  of 

America's  fastest  selling  cars  .  .  .  and  a  substantial  portion  of  Pontiac's  advertising 
budget  goes  into  Spot  Radio  and  Spot  Television  ! 

If  yours  is  a  highly  competitive  product— like  automobiles— Spot  should  be  one  of 

your  basic  selling  tools,  too.  Here's  what  a  Spot  schedule  does  for  Pontiae: 

spot  is  co-ordinated  with  other  media  in  the  introduction  of  new  models  with  con- 

centrated short-term  saturation  campaigns. 
spot   is  frequently  used  in  specific  markets  where  additional  sales  impact  is  needed. 

spot  is  often  used  for  special  promotion  throughout  the  year. 



Left  to  Right: 

B.  B.  KIMBALL 
Advertising  Manager, 

Pontiac  Motor  Division, 
General  Motors  Corp. 

PAUL  FOLEY 
Account  Executive, 

MacManus,  John  &  Adams,  Inc. 

CHARLES  CAMPBELL 

Radio  &  TV  Media  Director, Detroit  Office, 

MacManus,  John  &  Adams,  Inc. 

PAUL  MENSING 
Central  Division  Sales  Manager, 
Radio,  NBC  Spot  Sales 

ALLAN  KERR 
Detroit  Sales  Manager, 

Television,  NBC  Spot  Sales 

Candid  photo  by  Eliott  Erwitt. 
Taken  at  Pontiac  main  assembly 

plant,  Pontiac,  Mich. 

Stations Represented 
by  NBC  Spot  Sales: 

RADIO 

WTAM Cleveland 
WAVE Louisville KGU 

Honolulu,  Hawaii 

WRCA New  York 

WMAQ 

Chicago 

KNBC San  Francisco 
KSD St.  Louis WRC 

Washington,  D.  C. 
and  the 

NBC  Western  Radio  Network 

TELEVISION 

WAVE-TV 

Louisville 

WRGB Schenectady- Albany-Troy 

KONA-TV 
Honolulu,  Hawaii 

WRCA-TV 
New  York 

WNBQ 

Chicago 

KRCA Los  Angeles 

KSD-TV 
St.  Louis 

WRC-TV 
Washington,  D.  C. 

WNBK Cleveland 
KPTV 

Portland,  Ore. 

Spot,  with  its  complete  flexibility,  its  bed-rock  economy  and  its  hard-hitting  sales 

impact,  plays  an  important  role  in  Pontiac's  yearly  advertising  plan.  These  advantages 
can  help  boost  your  sales,  too. 

Ask  your  advertising  agency  or  an  NBC  Spot  Salesman  to  show  you  how  Spot  can  fit 

into  your  advertising  plans... and  how  the  stations  represented  by  NBC  Spot  Sales  can 

sell  for  you  in  eleven  major  markets,  accounting  for  45%  of  the  nation's  retail  sales. 

Decision-makers  are  Sold  on  Spot  because  their  customers  are  Sold  on  Spot . . . 

d  some  spots  are  better  than  others. SPOT    SALES 
.10  Rockefeller  Plaza.  New   York  JO.  X.   Y. 
Chicago     Detroit     Cleveland      Washington 
San  Francisco       Los  Angeles       Charlotte' 

itlanta*     Dallas*  'Ilomar  Lowrancc  Associates 



FIRST  PULSE 
ON 

50  KW  OPERATION 
AT 

FIRSTS 
476  QUARTER   HOURS! 

The  figures  tell  WOWO's  story.  They're 
in  the  latest  Pulse,  October-November, 

1954.  They  cover  twenty-six  counties 
in  prosperous  Indiana,  Ohio  and 

Michigan.  They  show  that  WOWO 

leads  in  every  quarter  hour  surveyed  — 
from  6  AM  to  11  PM  on  week  days 

and  from  noon  to  11  PM  on  Sundays. 

Make  you  want  to  know  more  about 

WOWO?  Then  consider  this— 

covers  82 

industrial  — 

agricultural 
counties... 

a  rich  market 

covered  by 

no  other  mediu 

The  WOWO  market  is  a  well-defined, 

high-income,  important  market.  Its 

3,896,400  people  listen  more  to  WOWO 
than  to  any  other  station.  They  spend 

over  $3,952,201,000  annually.  You 

don't  want  to  nibble  at  a  market  like 
this.  You  want  to  cover  it  in  one  swoop. 

You  want  WOWO.  Call  Tommy  Longs- 
worth  at  Anthony  2136,  Ft.  Wayne,  or 

Eldon  Campbell,  WBC  National  Sales 

Manager,  at  Plaza  1-2700,  New  York. 

WOWO 
FORT   WAYNE 

wiuiwi-iiiWiH   mi      in  mi 

W 

66 

WESTINGHOUSE     BROADCASTING    COMPANY,   INC. 

WOWO,  Fort  Wayne;  WBZ  |  wbz a  •  WBZ-TV,  Boston .  KYW  •  WPTZ,  Phila- 
delphia: KDKA   •    KDKA-TV.  Pittsburgh,  KEX,  Portland;  KPIX,  San  Francisco 

KFIX  represented  by  The  Katz  Agency,  Inc.; 

All  other  WBC  stations  represented  by  Free  &  Peters,  Inc. 
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ences  later  on  in  the  evening  I  see  tv 

summer  story  on  daylight  saving  I .  As 

for  differing  time  zones,  the  instan- 
taneous taping  of  shows  and  their  later 

playback  takes  care  of  that.  While 
kines  can  be  made  for  later  playback, 
it  takes  about  three  hours  before  the 

film  can  be  developed. 

Spot  radio:  A  number  of  trends,  al- 

ready apparent  in  the  past  couple 
years,  are  expected  to  become  more 
evident  in  spot  radio  this  summer. 

One  of  the  more  obvious  is  the  sale 

of  weekend  packages.  These  are  usu- 
ally announcements  sold  as  a  group  in 

a  series  of  local  service  programs.  The 
programs  offer  information  on  news, 

weather,  sports,  traffic  conditions,  fish- 
ing, bathing  and  the  like. 

Some  of  these  are  turning  into  all- 
season  affairs.  For  example,  KYW, 
Philadelphia,  unveiled  its  weekend 

package,  Open  Road,  U.S.A.,  last 
March.  Aimed  at  the  in-home  as  well 

as  out-of-home  audience,  Open  Road, 
US. A.,  is  a  weekend  package  of  nine 
music  shows  into  which  are  laced  a 

variety  of  news,  traffic  and  resort  in- 
formation. In  addition,  at  the  same 

time  the  station  revamped  two  other 

long-time  features  to  provide  program- 
ing of  special  interest  to  motorists. 

Besides  packages  there  has  been  an 
increase,  as  on  the  networks,  in  the 

multi-hour  show.  The  stations  usually 
put  on  a  local  personality  who  spins 

platters  and  may  also  provide  the  serv- 
ice information. 

The  strength  of  local  personality 
shows  in  the  summer  has  been  docu- 

mented recently  by  Ward  Dorrell,  re- 
search director  for  John  Blair.  He 

compared  the  Pulse  ratings  on  Blair 

stations  of  non-network  personalis 

shows  by  two-month  periods  during 
1952,  1953  and  1954  (January-Febru- 

ary, March-April,  May-June,  etc. )  The 
non-weighted  averages  during  the  six 
bi-monthly  periods  in  1952  were  3,  3, 
3,  3,  2.9,  3.  During  1953  the  figures 
were  3.1,  3.2,  3.1,  3.1,  3.1,  3.2.  Dur- 

ing 1954  (with  the  November- Decem- 
ber period  left  out)  the  figures  were 

3.3,  3.4,  3.4,  3.4,  3.5.  The  figures  not 
only  show  that  summer  ratings  hold 

up  but  point  up  an  increase  year  by 

year. 
There  is  an  increase  in  network  af- 

filites  taking  on  baseball.  William 

Maillefert  of  Edward  Petry  &  Co.,  re- 
ports such  affiliates  as  WSB,  Atlanta; 

WIP,  Philadelphia,  and  KMA,  Shen- 
andoah, la.,  carrying  baseball. 

With  the  ex-Philadelphia  Athletics  of 
the  American  League  moving  out  to 

Kansas  City,  there  is  renewed  interest 
in  baseball  in  that  area.  Schlitz  has 

bought  the  A's  for  five  years  at  $265,- 
000  per,  which  includes  the  tv  rights, 
though  there  are  no  plans  for  tv  this 

year.  The  A's  games  will  be  carried 
over  KMBC  and  sent  over  a  regional 

network  in  Missouri,  Kansas,  Arkan- 
sas, Oklahoma  and  Texas.  About  15 

stations  are  signed  up  with  others  to 
come  in. 

The  rising  cost  of  baseball  rights  is 
being  felt  by  spot  radio,  though  not  as 

much  as  in  spot  tv,  where  the  cost  pres- 
sure is  more  keenly  felt  (none  of  the 

John  Blair-represented  tv  stations  will 
carry  baseball  this  year,  for  example) . 

Some  reps  report  less  interest  by  na- 
tional advertisers  in  baseball  this  year, 

one  reason  being  the  reduced  budgets 

for  some  cigarette  brands.  One  rep 

pointed  out  that  sponsors  feel  that  an- 
nouncements are  easier  to  buy  and 

supervise. 
However,  baseball  is  still  strongly 

entrenched  as  a  summer  radio  pro- 
graming staple  and,  if  past  history  is 

any  indication,  stations  will  be  able  to 

ONE  OF  THE 

GREATEST  SUCCESS  STORIES 
EVER  TOLD!! 

When  Courtesy  Motors,  a  Chicago  Hudson  dealer,  began 

advertising  on  WGN-TV,  they  ranked  1,500th  in  the  sales 
of  Hudson  cars. 

Today,  after  5^2  years  of  advertising  weekly  on  WGN-TV, 

Courtesy  Motors  has  become  not  only  the  world's  largest 
Hudson  dealer— BUT  SELLS  MORE  AUTOMOBILES 

THAN  ANY  OTHER  DEALER  IN  THE  WORLD!! 

Take  a  tip  from  advertisers  who  know — for  top  results — 

it's  WGN-TV  in  Chicago. 

WGN-TV 
Chicago  Q 

441    N.    MICHIGAN    AVENUE,   CHICAGO    11,    ILLINOIS 

For  the  best  radio  buy   in   Chicago,   it's  WGN — reaching   more 
homes  per  week  than  any  other  Chicago  medium. 
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This  is 
San  Francisco... 

where  the  weather  is  much  the 

same  year  'round.  Good  and 
mild.  So  people  work,  plaj 

and  shop  much  the  same  year 

'round.  Reach  them  at  work 

or  plav.  !»i  •lore  llx-v  shop,  when- 

the)  listen  year 'round  to 

50,000      W  A  T  T  S 

Represented  by  CHS  Radio 
Snot  Sales 

sell  local  and  regional  advertisers 
where  national  clients  bow  out.  There 

is  already  evidence  this  is  happening. 

While  there  hasn't  been  much  evi- 
dence in  the  past  of  summer  advertis- 

ing tied  directly  to  the  temperature 
(such  as  during  the  winter  when  cold 

remedy  advertisers  leave  orders  with 
stations  to  put  on  announcements  when 

the  temperature  drops  below  a  certain 

figure),  examples  are  beginning  to  ap- 

pear. Last  summer  both  7-Up  and 
Sunkist  bought  from  WCBS,  New 

York,  what  the  station  calls  "tempera- 
ture I.D.'s."  They  were  carried  onh 

when  the  temperature  was  about  80 
degrees  or  above.  The  hotter  it  was. 
the  more  announcements  were  carried. 

Activity  by  stations  to  promote  sum- 
mer audiences  remains  high  and  the 

am  outlets  have  become  quite  adept  at 

it  over  the  years.  A  good  example  of 

the  kind  of  promotion  carried  on  is 
that  by  WMT,  Cedar  Rapids. 

Last  year  WMT  held  another  in  a 
series  of  contests  to  promote  summer 

listening.  Listeners  were  asked  to  com- 

plete the  phrase,  "One  way  I  can  use 
radio  in  the  summer  .  .  ."  The  contest 
was  promoted  in  various  ways,  includ- 

ing window  displays.  Portable  radios 
were  given  to  13  winners  in  four  states. 
The  station  reported  that  the  contest 

not  only  stimulated  summertime  lis- 
tening but  also  provided  information 

on  where  and  how  often  people  listen 

during  the  summer. 

Another  example  is  WNHC,  New- 
Haven,  which  coralled  an  extra  sum- 

mer audience  last  year  by  setting  up 

a  public  address  system  at  New  Ha- 

ven's largest  beach  to  carry  WHNC's 
programs  on  an  exclusive  basis,  seven 
days  a  week.  The  programs  ran  from 
May  to  September  and  included  the 
commercials.  The  station  estimates 

that  a  total  of  185,000  beach  visitors 

spent  anywhere  from  one  to  41 ,o  hours 

listening  to  WNHC's  programs.  The 
beach  service  was  promoted  by  adver- 

tising in  six  local  newspapers  as  well 

as  radio  and  tv  on-the-air  promotion. 
While  music,  news  and  baseball  can 

be  depended  on  to  attract  good  sum- 
mer audiences,  advertisers  do  not  al- 

ways have  to  fall  back  on  program 

formulas.  Almost  any  kind  of  pro- 

graming will  go  over,  if  well-produced 
and  properly-slanted. 

In  West  Virginia  and  Kentucky  the 

■\.-hland  Oil  &  Refining  Co.  sponsors 

quiz  shows  with  questions  asked  about 
the  state  concerned.  In  West  Virginia, 

I  In-     -how      is     originated     by     WSAZ. 

Huntington,  where  it  is  taped  for  re- 
broadcast  on  about  20  other  stations  in 

the  state.  The  show  is  made  up  of  a 

panel  quiz  (prize  $50  per  program), 

audience  participation,  a  four-piece 
orchestra  and  male  vocalist.  In  Ken- 

tucky, the  originating  station  is  WLAP, 
Lexington. 

Summer  is  a  season  for  extra  sales 

efforts  by  stations.  Sales  promotion 
booklets  are  widely  used.  KDKA, 

Pittsburgh,  gets  attention  for  its  book- 

let by  quoting  from  a  survey  by  "Hi- 
atus, Inc."  such  statements  as:  "It  is 

a  known  fact  that  no  Pittsburgher 

washes  his  kisser  from  May  to  Octo- 

ber," and  then  going  into  the  reasons 
why  this  and  other  similar  statements 
are  not  true.  WLS,  Chicago,  in  its 

booklet  points  up  steady  sales  and  ra- 
dio listening  during  the  summer  and 

lists  a  variety  of  summer  sales  results 
such  as  a  seed  company  getting  more 

than  5,000  orders  from  five  one-minute 
announcements. 

Another  example  of  summer  activ- 
ity are  sales  contests.  All  Westing- 

house  Broadcasting  Co.  stations  toook 

part  in  such  a  contest  last  year.  It 
was  both  inter-station  and  intra-station 

in  nature.  KYWT  won  the  former  con- 
test with  local  summer  sales  increases 

of  79%,  compared  with  51%  for  the 
entire  WBC  radio  chain,  which  in- 

cludes, beside  KYW,  KDKA,  WBZ- 
WBZA,  Boston-Springfield;  WOWO, 
Fort  Wavne.  and  KEX.  Portland,  Ore. 

•  •  • 

SUMMER  TV 
I  Continued  from  page  47) 

per-1,000  down  to  the  winter  level. 

Probably  the  most  important  is  the  52- 
week  discount  or  rebate.  These  range 

from  5  to  12V2%>  according  to  the 
network  involved,  but  in  all  cases  they 

bring  the  maximum  discount  a  net- 
work advertiser  can  receive  to  25%. 

Here's  how  the  52-week  discounts  are 

applied: 
At  ABC  regular  discounts  range  from 

i '  |  to  12'  -2r'(  according  to  the  amount 
of  time  bought  and  the  frequency  of 

the  programs.  On  top  of  this  an  an- 
nual rebate  may  be  earned  as  follows 

1 2 '  •_•'  r  for  52  consecutive  weeks  of 

advertising,  dl1  ,',  for  alternate-week 
advertising  within  52  consecutive  weeks 

and  3.125%  for  every  fourth  week 
within  52  consecutive  weeks. 

At  CBS  regular  discounts  are  given 

according   to    the    number    of   station- 
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"WE  HAVE  THE  FEELING  WE'RE 

BEING  WATCHED!" 

_L  HIS  is  not  just  our  imagination.  First, 

WDAY-TV  is  the  only  TV  station  in  Fargo 

...  in  fact,  the  only  station  in  the  whole  of 

this  rich  Red  River  Valley!  The  nearest  sta- 
tion is  50  miles  away  .  .  .  the  next  one,  185! 

Second,  folks  around  here  own  TV  sets. 

In  Fargo,  set  saturation  is  70.5%  ...  20 

miles  out  it's  57%  .  .  .  and  50  miles  out 
it's  33%. 

Third,  WDAY-TV  keeps  those  sets  turned 

on  with  57  audience-proved  local  programs 
and  60  of  the  best  shows  from  JNBC  and 

ABC  .  .  .  including  many  live  shows,  both 
network  and  local. 

Yep,  we're  being  watched  all  rijjht  .  .  . 
and  we  love  it!  Get  the  facts  from 

Free  &  Peters. 

WDAY-TV 
FARGO,  N.  D.     •     CHANNEL  6 

Affiliated  with  NBC  •  ABC 

FREE  &  PETERS,  INC.,  Exclusive  Motional  Representatives 
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hours  bought  la  half  hour  equals  60*  - 
of  an  hour,  etc.)  and  range  from  2\-z  i 
to  15%.  Fifty-two  week  advertisers 

get  "52  times  10%  of  the  largest 
amount  of  weekly  gross  billing  that 

has  run  consecutively  for  52  weeks" 
while  alternate-week  advertisers  get 
5%. 

At  Du  Mont  dollar  volume  discounts 
are  combined  with  discounts  based  on 
the  number  of  consecutive  weeks  of 

broadcasting.  They  work  out  as  fol- 
lows: for  26  consecutive  weeks  of  ad- 

\  crtising  dollar  volume  discounts  range 
from  2V2  to  15%,  for  39  weeks,  the 

discount  range  is  TYz  to  20/? ,  while 
for   52    weeks   the   discount    range   is 

i2y2  to  25' •; . At  NBC  regular  discounts  range 
from  5  to  15%  according  to  the  amount 
of  time  bought  and.  unlike  CBS,  are 

applied  without  regard  to  the  number 

of  stations  used,  except  that  an  adver- 
tiser must  buy  the  minimum  network. 

An  advertiser  on  52  weeks  can  get  an 

additional  10%.  Participation  bins. 
which  have  their  own  discount  sched- 

ule, are  not  included  in  this  general 

rate  card.  However,  a  new  summer  in- 
centive plan  has  been  announced   for 

NBC"s  Today.  Home  and  Tonight 
shows.  It  will  enable  advertisers  who 

buy  participations  on  the  three  shows 
during  the  14-week  period  beginning 
30  May  to  add  additional  participations 

on  a  no-charge  basis.  The  additional 
free  participations  will  involve  savings 

up  to  34.6%,  according  to  NBC. 
The  free  participations  will  range 

from  one  for  those  advertisers  Du\  ing 
from  seven  to  11  participations  up  to 

18  for  advertisers  paying  for  52  to  54. 

For  paid  participations  in  excess  of  52, 
advertisers  will  be  allowed  one  free 

participation  for  every  three  paid  for. 

The  only  major  rate  card  change 
since  last  summer  involves  CBS..  The 

network  has  added  an  over-all  25'  < 
discount  which  can  be  taken  in  place 
of  station-hour  and  annual  discounts. 

This  can  be  earned  by  clients  who  buy 

at  least  $100,000  in  gross  network  time 

weekly  during  52  consecutive  weeks. 

In  addition  to  discounts,  summer  ad- 

vertisers have  been  given  program  con- 
tributions. On  CBS,  the  figure  was 

20%  last  summer,  30%  the  summer 

before  and  25%  during  the  summer  of 

1952.  Last  year  the  20%  was  given 
for  eight  weeks  in  July  and  August  to 

if 

>»ore  MUSIC    more  NEWS    more  OFTEN 

mcue 

Turn  on  the  sales  current,  warm  up 

those  customers.  WCUE  blankets  12 

northeastern  Ohio  counties.  WCUE 

covers  the  bigger,  busier  commer- 
cial areas.  No  other  station  is  more 

effective.  Now  you're  getting  warm 

.  .  .  plug  WCUE  into  the  nation's 42nd  market.  Let  the  sales  sizzle! 

Akron'v  only   independent  _we're   home  folk* 

Tim  Elliot,  Prciidmi 

John    E.    Pearson    Co.,    National    Representatives 

- 1  ><  ■  i  i—i  >  i  -  who  bad  been  on  the  network 
a  minimum  of  13  weeks  before  1  July. 
At  the  time  sponsor  went  to  press, 

CBS  had  not  announced  its  policy  on 

program  contributions  for  this  sum- 
mer and  there  was  some  talk  that  none 

would  be  given. 

ABC  has  also  given  program  contri- 
butions, will  give  20%  this  year. 

Du  Mont  feels  that  with  its  rock  bot- 

tom program  costs  additional  contri- 
butions are  not  warranted  for  the  sum- 

mer and  this  remains  the  announced 

policy  this  year.  At  NBC  while  there 
are  no  program  contributions,  there 
is  an  unofficial  policy  of  giving  2.V  , 

time  discounts  to  summer-only  clients 
who  bu\  hiatus  slots  for  the  full  hiatus 

period.  I  rade  sources  expect  this  dis- 
counts to  be  offered  in  1955. 

Becoming  increasingly  important  as 

a  factor  in  keeping  advertisers  on  the 

networks  during  the  summer  are  re- 
runs. They  are  becoming  increasingly 

available  as  the  amount  of  film  produc- 

tion has  grown  over  the  years  and  ex- 
perience has  established  beyond  ati\ 

doubt  that  ratings  hold  up. 

Nielsen  has  made  two  studies  com- 

paring original  with  re-run  ratings. 
The  latest  one,  made  last  year,  analyzed 

24  different  programs  with  a  total  of 
254  individual  reruns,  most  of  them 

during  the  summer.  Here  are  the  re- sults: 

The  first-run  ratings  of  all  the  shows 
averaged  31.1  while  the  reruns  ratings 

averaged  22.  a  drop  of  29' , .  As  point- 
ed out  above,  most  of  these  were  rerun 

during  the  summer  and  the  lower  sets- 
in-use  pattern  during  the  hot  months 
affects  the  rerun  ratings.  However,  it 

should  also  be  pointed  out  that  the  sets- 
in-use  figures  are  themselves  deter- 

mined in  part  b\  summer  programing, 

which  includes  the  rerun-. 

In  terms  of  share  of  audience,  the 

originals  averaged  47.2'  <  while  the  re- inn-  averaged  43.1%,  a  drop  on  only 
')',.  Since  most  of  the  reruns  were 

on  during  the  summer,  this  figure  ob- 
viousK  reflects  the  weaker  competition 
of  reruns.  The  Nielsen  slud\  also 

pointed  up  that  reruns  are  able  to  hold their  audiences  almost  as  long  as  the 

original.  Homes  viewing  the  originals 

saw  them  an  average  of  23.5  minutes, 
while  homes  viewing  the  reruns  saw 

them  an  average  of  22  minutes,  a  dif- 
ference of  only  90  seconds. 

Of   more   direct    interest    to   summer 
advertisers    was   a    breakdown   of  the 

shows  according  to  whether  the  reruns 

i  Please  turn  to  /«/£>■  121  I 
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You  Might  Cycle  Coast  to  Coast  in  14l/2  Days 

111  IT 

CONLAN   RADIO  REPORT 

METROPOLITAN  GRAND  RAPIDS 

NOVEMBER,  1953 

Morning Afternoon Night 

WJEF 29.6% 30.8% 33.1% 

B 26.3 22.8 28.6 

Others 44.1 46.4 28.3 

YOU   NEED  WJEF  RADIO 

TO  COVER  GROUND 

IN  GRAND  RAPIDS! 

WJEF  is  the  "big  wheel"  for  radio  in  Metropolitan 
Grand  Rapids — which  is  Western  Michigan's  big  wheel market. 

There  are  116,870  radio  homes  within  the  Metropolitan 

Grand  Rapids  area.  Conlan  figures,  left,  show  that  WJEF 

gets  12.6%  more  morning  listeners  than  the  next  station — 
25.2%  more  afternoon  listeners — 9.6%  more  evening  listen- 

ers.    Ami  WJEF  costs  less.  ALL  the  time! 

WKZO  —  KALAMAZOO 
WKZOTV  — GRAND  RAPIDSKALAMAZOO 
WJEF  — GRAND  RAPIDS 
WJEF-FM —  GRAND  RAPIDS-KALAMAZOO 
KOLN  — LINCOLN.  NEBRASKA 
KOLN.TV  —  LINCOLN.  NEBRASKA 

Aitociated  with 
WMBD  —  PEORIA    ILLINOIS 

CBS  RADIO  FOR  GRAND  RAPIDS  AND  KENT  COUNTY 

Avery- Knodel,  Inc.,  Exclusive  National  Representatives 

Corporal  Donald  Mainland,  V.S.M.C.,  cycled  from  Santa  Monica  to  New  York  in  lix'-±  day*  in  May,  1935. 



Local as  a Palm 

You  won't  find  palm  trees  i 

•  or  steel  mills  in  Miami.  Every  market  has  local  characteristics 

that  distinguish  it  from  all  others.  Storer  stations 

are  completely  integrated  into  the  communities 

hey  serve.  They  are  part  of  the 

local  way  of  living,  the  local  way  of  buying. 

Storer  station  is  a  local  station. 



V 

s         J. 

icwi-  *^-_ 

*« 

STORER   BROADCASTING   COMPANY 
N.  NATIONAL  SALES  HEADQUARTERS: 

*m    TOM  HARKER,  V.  P.,  National  Sales  Director  BOB  WOOD,  Midwest  National  Sales  Mgr. 

M     1 1 8  E.  57th  St.,  New  York  22,  ELdorado  5-7690     •     230  N.  Michigan  Ave.,  Chicago  1 ,  Franklin  2-6498 
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Film  that  si-lls  films:  The  50-man 

sales  force  of  Television  Programs  of 

America  is  using  a  novel  sales  gim- 
mick in  calls  on  agencies,  t\  clients 

and  stations.  New  approach  involves 

a  special  film  show,  nearlj  an  hour 

long,  designed  to  sell  TPA's  Captain 
Callan t  of  the  Foreign  Legion.  Cur- 
rently.  Gallant  is  sponsored  on  01  M5C 

T\  outlet-  bj  il.  J.  Heinz,  but  the 
half-hour  adventure  series  is  available 

for  sponsorship  in  non-Heinz  markets. 
As  previewed  in  New  York  late  last 

month,  the  film  is  built  around  a 

strong  sales  pitch  made  by  Michael  M. 
Sillerman.  executive  v. p.  of  the  film 

firm,  and  a  full-length  episode  from 

the  tv  series.  Peter  Zanphir,  TPA's 
advertising  consultant,  was  executive 

producer. 
In  the  filmed  presentation.  Siller- 

man stresses  the  adventurous,  outdoor 

locale  i  North  Africa  I .  the  authenticity 

(Illl 
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(the  Foreign  I.  eg  ion  cooperated  fully  I, 
the  talent  i  Buster  Crabbe  and  son 

"CufTv  l.  the  merchandising  aids  from 

II'  \  and  the  fact  that  the  show'-  stars 
are  available  for  client  commercials. 

Movieman  Sillerman  feels  that  the 

technique  may  catch  on  quickly  in 

the  competitive  film  industry.  "Hut. 
it  s  not  'automation'  applied  to  film 
sales,"  he  added.  "The  salesmen  still 
have  to  close  the  deal  personally  with 

a  client."  *** 

Tv's  "film  circuit":  Although  main 

top-name  Hollywood  films  are  still 
locked  away  in  film  vaults,  the  feature 

film  packages  available  to  stations — 
and  ultimately  to  spot  tv  sponsors — 
are  getting  fancier  all  the  time. 
Among  the  latest  is  a  package  of  26 

top  budget  films  (initially,  they  cost 
upwards  of  $40  million  I  put  together 
bv  Hollvwood  Television  Service.  Inc., 

a  HolKwood  feature-and-syndication 

concern.  Tagged  "Sparkler  Package," 
the  lineup  includes  such  box  ollice 
luminaries  as  Susan  Hayward.  Alan 
l.add.  Doris  Day.  Victor  McLaglen. 

Eve  Arden.  Dennis  Day,  Mona  Free- 
man and  Anne  Jeffrevs. 

HTSI  president  Earl  Collins,  in  an- 
nouncing the  new  package,  disclosed 

that  the  firm  now  has  275  station  cus- 

tomers  throughout  the  U.S.  and  Cana- 
da. The  firm  already  has  477  film  fea- 

tures and  short  subjects  playing  the 
tv  station  circuit. 

Sales  of  the  star-studed  film  proper- 
ties have  been  brisk.  An  extra  reason 

for  stepped-up  sales,  according  to  Col- 
lins: 

"HTSI  is  able  to  acquire  prints 

from  one  of  the  world's  greatest  lab- 
oratories. I  his  has  resulted  in  a  high 

efficienc)  rating  in  the  matter  of  light 
and  sound  fidelity  and  clarity  for  tv 

presentation.  *** 

Star  salesmen:  Since  they  are  filmed 

at  a  time  when  the  talent,  crews  and 

sets  are  already  assembled  for  regular 

program  production,  the  "star  com- (  Please  turn  to  page  88) 

Tv  film  shows  recently  made  available  for  syndication 
Programs   released,    or    shown    in    pilot    form,    since    1    Jan.,    7955 

Show  name 
Syndicator 

Producer Length No.  in  series 

advfntur; 

Adventures   of  Official 
Robin    Hood 

Adventures   of  Official 

Scarlet    Pimper- 
nel 

Captain    Gallant  TPA 
Jungle    Jim  Screen    Gems 
Rin   Tin   Tin  Screen   Gems 
Soldiers   of  MCA-TV     .... 

Fortune*  * 'Available   in   market-   nol   currently    briuglil    i>\    Nabisco 

"Sponsored   by    7-TJp   in    120   markets,    but    mans    are   open   on   alternate  week    ij;i-i 

Sapphire    Films 

Towers  of  London 

Frantel 
Screen    Gems 
Screen    Gems 

Revue 

30    min 

30    min 

30  min 
30  min 
30   min 
30    min 

In  production 

In  production 

39 

I  (Pilot) 
39 

In  production 

COMEDY 

Great    Gildersleeve 
Little     Rascals 

(■■Our   Gang") 
Looney   Tunes 

You  Can't  Take  It 
With   You 

NBC    Film    Div. 
I  nterstate 

Guild 

Screen    Gems 

NBC    TV 
Roach 

Warner's Screen    Gems 

30    min 
10  min. 
20  min. 

15   min.   to 

one    hour 30  min. 

DOCUMENTARY 

Key   to   the    City 

Living    Past 
Mr.     President 

Hollywood     Tv 
Prod. 

Film    Classics 
Stuart    Reynolds 

Hollywood     Tv 
Prod. 

Film    Classics 

Stuart    Reynolds 

15  min. 

15  min. 
30  min. 

Celebrity    Theatre" Confidential    File 
His    Honor, 

Homer    Bell 
Science    Fiction 

Theatre 

DRAMA,    CENERAL 

Screen    Gems 
Guild 
Galahad 

30  min. 

30  min. 
30  min. 

30  min. 

I   (Pilot) 
22—1   reel 

70—2  reel Library 

I   (Pilot) 

None 
In   production 
In   production 

In   production 

Bobby    id. ,ii    Show  Bell 

Spade  Cooley  TPA 

This    Is   Your  Official 
Music 

Bell Cooley-Miller 

Jack    Denove 

Show  name 

Syndicator 

Producer Length No.  in  series 

DRAMA      MYSTERY 

Paris   Precinct 

Sherlock    Holmes 
MPTV                           Etolle 

MPTV                         Sheldon    Reynolds 30  min 
30  min. 

39 

39 

MUSIC 

15  min.  I  (Pilot) 

30  min.  In  production 

30  min.  28 

SPORTS 

Jimmy    Dcmaret 
Show 

Award                            Award 15  min.           In  production 

VARIETY 

Eddie     Cantor 

Comedy    Theatre' 
'Slum    i>   sponsored 

Ziv                                 Ziv 

bj    Ballantiue  In   26       irki 

30  min.           In  production 

Ln   total   of   201    markets. 

WESTERNS 

Buffalo     Bill.     Jr. 

Steve    Oonavan. 
Frontier    Marshal 

CBS    TV                      Flying     "A" 
NBC    Film    Div        Vlbar 

30  min.  In  production 

30  min.                   39 

WOMEN'S '('"••ill    Theatre."     Pilot    unni 

It's    Fun    To 

Rrduce 

76 
SPONSOR 



Bffi  ONES 

for  Sittle  ones  . . 

You  have  a  problem?  Want  to 
demonstrate  how  something  tiny 

works?  Want  to  bring  something 

enormous  into  the  studio  before  the 

TV  camera?  Your  answer  is.  .  .Film  — 
for  shows  that  tell  all  about 

everything,  without  change  or  "fluff,'' day  after  day,  on  or  off  network. 

What's  more,  it's  easy,  economical  to 
USE  EASTMAN  FILM. 

For  complete  information,  write  to: 

AAotion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY 

Rochester  4,  N.Y. 

»*■ 

\ 

East  Coast  Division 

342  Madison  Avenue 

New  York  17,  N.Y. 

Midwest  Division 

1  37  North  Wabash  Avenue 

Chicago  2,  Illinois 

AND  BE  SURE  to 

West  Coast  Division 

6706  Santa  Monica  Blvd. 

Hollywood  38,  California 

or  W.  J.  GERMAN,  INC. 

Agents  for  the  sale  and  distribution  of  Eastman 
Professional  Motion  Picture  Films 

Fort  Lee,  N.  J.;  Chicago,  III.;  Hollywood,  Calif. 

COLOR  .  .  .  You'll  be  needing  it  soon. 



III 

for  low  cost — area  coverage 

you  can  get  on  top  of 

3  MAJOR  MARKETS  in  5  STATES 

with  .  .  . 

WMGTch4nnel19 
ON  TOP  OF  MT.  GREYLOCK,  MASSACHUSETTS 3700  FEET  ABOVE  SEA  LEVEL 

Here  is  .1  station  for  the  buyei  who  has  to 
s-t-r-e-t-c-h  his  TV  dollai  to  the  utmost  and  yel 
get  solid  coverage.  WMGT  is  on  top  ol  famous 

Mt.  (.ieylo<k  .">,70D  leet  above  sea  level. 
I  verywhere  you  look  you  sec  people  355,720 
rV  families  —  with  money  to  spend!  Albam 
and    the    Hudson    Valley,    Berkshire    Hills    and 

Springfield  and  the  Connecticut  Valley  are  all 
effectively  covered  by  the  high  and  mighty 
WMG  I  transmitter.  No  other  station  can  cover 
these  3  MAJOR  markets  in  5  states  at  such  a 
low  cost.  Men  advertisers  are  discovering 
WMGT  is  the  kev  link  in  their  national  mer- 

chandising  plans. 

TOP    TRANSMITTING    SITE    GIVES    TOP    AREA    COVERAGE 

GREYLOCK  BROADCASTING   CO. 

8    Bank    Row    •     Pittsfield,    Massachusetts 

Represented  by  THE  WALKER  COMPANY 

Want  to  know  more? 

WRITE  TODAY  FOR  MARKET  DATA  FOLDER 

e.ii 
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'The  service  with  the  most  subscribers 

LARCEST  SAMPLING  OUTSIDE   U.   S.   CENSUS 

With  Pulse  only  can  you 

GUARANTEE 
CIRCULATION! 

stoking  interviewing  and  huge  sain-  Pulse,  please  remember,  is  making 
assure  unparalleled  accuracy  in  Pulse  a    minimum    of    6,000    completed 

linp.     So   reliable,    some  subscribers  family  interviews  per  network  pro- 

iow  beginning  t<-  tiiiarantee  circula-  gram  evenings)    25,000  families  in- 

-in  advance.  Typical  examples:  terviewed  per  daytime  program.  The 
maximum  statistical  error  possible 

is  less  than  I  ratine  point — 6/10  of 
I»N,  ,i„„  „„,   nocurately  predict,  pro-    ,      ,  ,„,„„;         3/10  of  j 
c':l"   '  «  •>"  "h"'"'     l;'  ""  .,,,(  a.j   for  past  months:  complete  sellout,  100% 

renewals,  waiting  list.  i           i  ■■  mur  best  protection  against 

„  _.  "inflated"     ratings  —  temporarily 
nfftMrY.TVFromPul.es  home-gathered      ,ensi         Mm..,,  later  so  painful. 

Station      X-TV      I  Dili;     .  \j"  rii  t\cr(\ 

I 

Mtnl   tread  data  analysis,  sells  ALL 

<>n  time  on  guaranteed  circulation  Pul-e  i-  your  liest  protection  against 

'•lion   seeurato,  not    bow  big,  i-  "deflation"  —  the  underestimate  so 

portanl  thing  in  ratines."  embarrassing    to    explain    as    it    is 
brought  to  p"iper  size  bv  Pulse. 

rk      Pulse     suliscnher     since      '41. 

I  spinal   sampling  study  of  esclu-  Pulse    has    no   "adjustment    iVtoi", 
d   ftworh  event,    Resulting  fast  no  curious  compromises.  Pulse  gives 

rating  seemed  "incredibly  high"  you  the  facts  exactly  as  gathered — 
#1  broadcast  as  reported  by  oilier  fast     PuUi      mum/  pltWW  or*  worth 

weeks  later!  n.<„,   investigation. 

Make   your   own   check!     U.S.    Television 

SIZE  OF  SAMPLE 

PULSE 

interviews 

25,000 ess 

2,800 

1,700 

u  for  allvieeh  till-in 

'   d  '•><  mail,  not  all  usable 

700   homos-  considerable  tape  spoilage. 

Far  less  than  the  1^00  minimum  sample  sise 

often  used  as  cost-cutting  expedient.  Fired 

panel,  month  aftt  p  month. 

This  month  throughout  the  U.S.,  117,000  homes  are 

being  interviewed  for  next  month's  "U.S.  Pulse  TV" 

URBAN  COVERAGE 

PULSE,  Inc.,  15  West  46th  St.,  New  York  36 
Telephone:  Jiuison  6-3316 
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our  thanks  to 

our  customers 

the  TV  Industry 

LABORATORIES THE  BILLBOARD FEBRUARY   12.   195S 

Consolidated  Tops  In 

Quality,  Speed,  Economy 
Consolidated  Film  Laboratories 

this  year  emphatically  showed  its 
heels  to  other  film  processing  lirms 

in  the  voting  when  it  won  ail  three 

top  prizes— for  highest  quality  serv- 
ice, fastest,  and  most  economical— 

in  the  Billboard's  Third  Annual 

Film  Service  Awards.  In  last  year's competition,  Consolidated  won  first 
place  for  the  quality  of  its  work. 

and  Bil  board 

for  our 

clean  sweep  of 

■• 

FIRSTS" 
in  Billboard's 

3rd  Annual 

TV  Film 

Industry  Poll 

7  MARCH  1955 

CONSOLIDATED  FILM   INDUSTRIES 

959  Seward  Street,  Hollywood  38,  California 

1740  Broadway,  New  York  19,  New  York 
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J!^. EW  YORK 
OFFICE 

MOVED  TO 

PARK  AVE. 

EFFECTIVE 

MARCH  7th 

REE  &  IT  ETERi 
!|  INC. 

Pioneer  Station  Representatives  Since  1932 

W  YORK      CHICAGO      ATLANTA      DETROIT       HOLLYWOOD      FT.  WORTH     SAN  FRANCISCO 



When  it's  cold  out-side  and  you'd  like 
to  create  a  warm  feeling  in  three 

choice  Western  Pennsylvania  mar- 
kets, start  burning  up  the  wires  to 

WJAC-TV,  Johnstown.  What  a  siz- 

zling   Hooper!      WJAC-TV   is: 

FIRST  in  Johnstown 

(a   2-s+ation    market) 

SECOND  in   Pittsburgh 

(a   3-station    market) 

FIRST  in  Altoona 

(a   2-station    market) 

You  really  put  the  heat  on  sales  .  .  . 

with   the    1    buy   that  covers   3 — 

Ask  your  KATZ  man  for  full  details! 

FILM  NOTES 
{Continued  from  page  76) 

mercial"  has  turned  out  to  be  one  of 

the  most  popular  items  in  the  syndi- 
cated film  field — and  one  of  the  best 

mone\  bargains  in  commercial  tv. 
A  sponsor  checkup  among  major 

syndicators  shows  that  almost  every 

sj  ndicated  tv  series  in  production  now 
oilers  the  services  of  one  or  more  stars 

in  making  commercials.  Explained  a 

sales  executive  in  MCA-TV's  New 
}  ork  office: 

"Commercials  and  lead-ins  featuring 
a  star  can  easily  be  squeezed  in  during 

the  regular  shooting  schedule.  Produc- 
tion costs  are  very  low,  since  all  the 

elements  are  already  there — particu- 
larly if  there  are  standing  sets.  And 

since  it  opens  the  way  for  extra  mer- 
chandising and  publicity  for  the  star, 

tv  film  stars  are  usually  willing  to 
make  commercials  for  minimum 

scale." 

Among  the  syndicators  now  offer- 
ing the  services  of  stars  in  making  tv 

film  commercials:  Ziv,  Screen  Gems, 

MCA-TV,  Official  Flms,  TPA,  Guild 

Films,  Award  Films,  the  three  net- 
work-owned syndication  firms  (ABC, 

CBS  and  NBC  Films),  Hollywood 
Television  Service,  MPTV. 

Stars  making  commercials  include: 
Eddie  Cantor,  Liberace,  Ella  Raines, 

Louis  Jourdan.  Rin  Tin  Tin,  Johnny 
\\  cissmuller,  Richard  Carlson,  David 
Brian.  Buster  Crabbe  and  son,  John 
Russell,  Thomas  Mitchell.  Ed  Gardner, 

One  Lockhart,  Charles  McGraw,  Gene 

Autry,  Guv  Lombardo  and  Douglas 
Fairbanks. 

Many  sponsors  don't  even  wait  to  be 
sold  the  idea.  When  Langendorf 

Bakeries  signed  with  NBC  Film  Di- 
vision for  a  16-market  coverage  on  the 

Coast  with  Steve  Donovan,  Western 

Marshal,  starting  next  month,  one  of 
the  first  things  the  bakery  firm  did  was 

lo  sign  up  the  Western  star  for  com- 
mercials. So  did  Shulton  (Old  Spice), 

when  it  signed  for  the  MPTV  prop- 
erly, and  star  Louis  Jourdan,  Paris 

Precinct,  to  cover  40  major  markets 

this  spring.  Admitted  Official  Flms 

sales  v.p.  Herb  Jaffe:  "There's  little 
direct  profit  for  us  in  star  commer- 

cials, hut  it  certainly  helps  us  land  re- 

newals  from  advertisers."  *** 

Legal  loophole  plugged:  One  of  the 

standard  buying  precautions  in  the 

syndicated  film  field  has  heen  a  check- 
up  on   the  kind   of  legal  protection  a 

film  maker  offers  sponsors  against 

crank  lawsuits.  (See  "Tips  on  Buying 
Film,  in  sponsor's  Fall  Facts  "Film 

Basics.") One  syndication  firm,  Associated 
Artists  Products  (Candid  Camera, 

Johnny  Jupiter,  etc.)  has  largely  re- 
moved this  advertising  hurdle  with  a 

new  blanket  insurance  policy  covering 
films  that  AAP  releases. 

According  to  AAP's  President,  Eliot 
Hyman,  the  policy  is  good  for  a  year 
and  covers  claims  up  to  $250,000. 

Stated  Hyman :  "The  new  arrangement 
insures  all  sponsors,  advertising  agen- 

cies and  stations  against  such  claims 
as  infringement,  invasion  of  rights  of 

privacy,  defamation,  slander,  libel  and 

violations  of  copyright."  The  policy 
covers  the  films,  sound  tracks  and  mer- 

chandising material,  and  was  written 

by  Lumley,  Dennant  &  Co. 

An  "Evidence  of  Insurance"  certifi- 
cate is  sent  to  each  ad  firm  or  station 

buying  AAP  film  properties.  *** 

Quick  closeups:  Guild  Films'  Liber- 

ace is  regarded  with  something  ap- 

proaching fervent  admiration  by  mem- 
bers of  U.S.  piano-making  industry. 

Piano  concerns  have  enjoyed  a  record 

sales  year,  and  many  leaders — like 
Baldwin,  Steinway,  Wurlitzer — have 
written  to  the  curly-haired  pianist  to 

thank  him  for  repopularizing  the  liv- 

ing room  piano.  Liberace,  incidental- 
ly, intends  to  open  a  nationwide  chain 

of  franchised  piano  schools  (like  the 
Arthur  Murray  dance  schools)  in  the 
near  future. 

•  Last  month.  Carter  Products, 

sponsor  of  Ziv's  Mr.  District  Attorney 
in  40  major  markets,  announced  that 
it  was  in  the  market — for  another 

sponsor.  Carter  is  now  willing  to  share 

its  prime  evening  availabilities,  landed 

through  SSCB  agency,  with  a  co-spon- 
sor for  the  next  season.  Said  the 

agency:  "A  really  handsome  schedule 
of  times  and  stations  of  which  an\  ad- 

vertiser would  be  proud." 
•  Tv  film  making  can  be  costly— 

even  if  vou  know  the  tricks,  Screen 

Gems  learned  recenth  while  filming 

Damon  Rimyon  Theatre,  starting  in 

April  on  CBS  TV  for  Budweiser.  Set 
dresser  James  Crowe  needed  a  Christ- 

mas tree  for  a  shot  in  one  program. 

He  went  to  Big  Bear,  some  130  miles 
from  Hollywood,  before  he  found  one. 

Although  it  cost  him  only  $1.20  in  Big 

Bear,  by  the  time  got  it  back  to  the 
studio,  the  trucking  and  labor  costs 

bad  mounted  to  $85.  •  •  • 
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TEXARKANA I 

SHREVEPORT 

LOUISIANA 

KCMC-TV  covers  a  great 

KCMC-TV  ranks  among  all 

television  markets  in  the 

Southwestern  States 

Among  18  TV  Markets  in  Texas, 
KCMC-TV  serves  the  4th  in  total 

set  circulation  -  103,760  TV  HOMES 

KCMC-TV 
CBS   ABC    DTN         ̂ ^         TEXARKANA 

CHANNEL  V}  MAXIMUM   POWER 

180  Hours  Monthly  Network  Commercial  Shows 

Represented  by  VENARD,    RINTOUL  &   McCONNELL 

WALTER   M.    WINDSOR.  General  Manager 
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CLOTHING  SHOP 

SPONSOR:    Th«-   Lerner   Shops  Agency:    Direct 

I  VPSl  II  CAS1  HISTORY  :  To  promote  a  neu  shop  in 

Salt  Lake  City,  the  Lerner  Shops  organized  a  15-weeh 

campaign.  This  was  the  first  trial  of  radio  for  Lerner,  a 

national  chain.  Lerner  bought  60  announcements  a  week 

on  KDY  L  anil  no  other  advertising.  The  sponsor  said  he 

would  renew  if  the  campaign  produced  results  and  he  did 

— for  52  weeks.  This  marks  the  national  firm's  first 
solid  entry  into  radio  advertising,  creates  the  possibility 

of  a  future  trend  toward  radio  use.    Weekly  cost:  $185. 

kit,  I  .   Sail    Lake   City,    I  tah PR(  >GRAM:    Announcements 

results 

SAVINGS 

SPONSOR:  Fidelity  Savings  &  Loan  Assoc.        AGENCY:  Direct 

<  VPSl  I  I  CASE  HISTORY:  This  savings  and  loan  as- 

sociation, to  induce  more  of  the  former,  offered  a  "bud- 

get shdc  rule''  on  WKZO's  Coffee  Club.  Rule  pulls  out 
to  recipient  s  income  bracket,  tells  what  he  ought  to  allot 

for  food,  clothing,  entertainment,  shelter,  savings,  taxes. 

II  ithin  three  weeks  <»/  the  starting  date,  3,000  rules  were 

given  mi  m  ut  n  cost  of  three  cents  each.  During  the 

same  period  $106,000  in  savings  were  added  to  the  in- 

stitution.   Cost  of  the  campaign  nus  $90. 

WkZO.   kalamazoo.    Midi.  PROGRAM:   Coffee  Club 

HOUSES 
4 

SPONSOR:  John  J.  Eilers,  Home  Builder  AGFA*  ?- 

CAPSULE  CASE  HISTORY  :  To  advertise  a  new  i,m 

home,  builder  John  J.  Filers  used  10  announcements  I 

citing  people  to  inspect  it.  The  radio  announcement 

ii  Inch  ran  on  two  successive  Saturdays  and  Sundays  we 

the  only  advertising  used.  As  a  direct  result,  over  2.0 

people  visited  the  model  home  and  all  \i\  mailable  uid 

were  sold.  Houses  were  priced  at  a  little  over  $0.00| 

Cost  of  the  campaign  was  $120. 

KSO,  Des  Moines,  Iowa 
PROGRAM:  Announcemo 

EMPLOYMENT 

SPONSOR:  Natl  Employment 

Information  Smii  ,■ 

\(.l  At    ,  :    Max  Wallet  At 

<  \PM  IK  CASE  HISTORY:  The  sponsor  used  si*  a 

nouncements,  one  each  day,  on  the  Dave  Jacobs  II  l\ 

Hill  Bill)  Show  to  incite  phone  call  or  letter  inquin 

from  potential  employers  and  employees.  The  show  is  < 

from  5:05  to  6  p.m.  These  announcements  alone  broug 

184  phone  calls  and  letter  replies.  The  cost  for  each  a 
nouncement  was  $15  or  a  total  of  $90. 

WING,  Denver.  Col. PROGRAM:  Dave  Jacobs  Hill  Bil 
Show,   annoum 

BUTTER  &  MILK 

SPONSOR:   Darigol'l  AGENCY:    Rune  I 

CAPS1  I .E  CASE  HISTORY  :  To  stimulate  sales,  the  De 

igold  Co.  participated  in  the  Kayo  Kashbox.    Kashh 
programed  in  l()-miniilc  sponsor  segments  during  mi 

morning,  gives  a  riddle  with  daily  clues.  Listeria*  M 
in  a  Darigold  label  with  each  answer.  In  one  ice 

k  DO  received  1(1.857  "proofs  of  purchase"-  /-'"< 
with  Darigold  labels.  In  a  10-month  period  the  sh 

pulled  over  half  a  million  labels.  The  cost  oj  the  ca 

paign  per  week  was  $220. 
KWM).    Seattle,    Wasb. PROGRAM:    Kayo  KVlim 

participate 

NYLONS TURKEY  DINNERS 

SPONSOR:   Wilbar's  AGENCY:  J.  O'Leary,  Boston 

CAPSUL1  CAS1  HISTORY:  To  advertise  its  annual" ny- 

lon carnival"  II  ilbar's  in  Sew  Haven  scheduled  39  an- 

nouncements for  the  week.  Newspaper  and  window  ad- 

vertising were  also  used.   Ii\  the  end  of  the  week  Wilbar's 
had    sold     1.(100    pairs    of    nylons,    leading    the    other    27 

stoics  iii  the  chain.  The  stoic  credits  the  radio  advertis- 

ing uilh  nl  least  50',    of   its   siil<-s  and  has  been  a  regular 
radio  advertise}  since  it  came  to  New  Haven  last  year. 

Tlo  lost  of  the  39  announcements,  which  were  heard 

throughout  the  day,  was  $234. 

\\  \\/,  N«w  Haven,  Conn.  PROGRAM:    Announcements 

SPONSOR:    Koenig's   Stores  AGENCY:   Dir 

(  VPS1  I  I    <  VSE  HISTORY  :       "A    Ch  ristm  as   jam 

night."    designed   to    show    that    a    family    could   eat 
Koenig  s  lunch  counter  for  very  little,  was  promoted 

KSl   !/•     Turkey    dinners   at   50c    were   offered  from  :t 

p.m.  and  "Santa  (dans  sundaes"  at  15c  from  8-().    >' 
traffic  during  those  hours:  2.897.    /  olume  for  the 

department   was  $215;   for  the  rest  of  the  store,  $' 
E.  K.  koenig.  owner,  writes:  "There  is  no  way  oj  nieas< 

ing  the  volume  oj  good  will  secured  here."    Cost  "I radio   campaign    was   $67.    Campaign   ran   for  48  h& 

with    no   other   media   used. 

k^l   M,    I   miiii. .nl.    Minn. PROGRAM:   Station  Bi 
, 



ilUlVlW.l! 
all  Los  Angeles  Area 
OMWgffiMBif 
and  One  Network  Station 
in  Share  of  Audience  > 
6  a.  m.  to  6  P. 

*  First  Nielsen  Station  Index  Area  Audience  Measurement 

for  Los  Angeles  NSI  Area  (Dec.  1954)  Issued  February  15,  1955. 

KMPC 710   kc.   LOS   ANGELES 

West's  No.  1  Independent  for  Listeners  and  Advertisers 
50,000  watts  days,  10,000  watts  nights 

Gene  Autry,  President  ♦  R.  0.  Reynolds,  Vice  President  &  General  Manager 

Represented  Nationally  by  A.  M.  RADIO  SALES 

Chicago  •  New  York  •  Los  Angeles  •  San  Francisco 
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She's  one  of  1,000,000 

potential  customers 

for  your  products... 

She  S  one  of  1,000,000  Span- 

ish-speaking Mexican-Ameri- 

cans in  the  Texas  Spanish  Lan- 

guage Network  coverage  area 

who  speak  Spanish,  read  Span- 

ish, listen  to  Spanish-language 

radio-bnx,  BUY  AMERICAN! 

With  special  emphasis  on  prod- 

ucts brought  to  their  attention 

through  Spanish-language  radio. 

When  you  buy  the  TSLN  you 

get  outstanding  stations  in  their 
areas  .There  are  no  weak  links 

in  the  TSLN. 

TEXAS  SPANISH 

LANGUAGE  NETWORK 
KIWW  XEO-XEOR  XEJ 

San  Antonio       Rio  Grande        El  Paso Valley 

Represented  nationally  by 

NATIONAL  TIMES   SALES 

New  York  •  Chicago 
HARLAN  G.   OAKES  &  ASSOC. 

Los  Angeles  •  San  Francisco 

Netv  developments  on  SPONSOR  stories 

See;  The   Groat  Godfrey 

ISSIIO:  5    June    1950,   page    21 

Subject:  Godfrey  and  Henry  J.  Kaufman  & 
Associates  both  went  into  radio  about 
the  same  time 

Henry  J.  Kaufman  &  Associates,  Washington.  D.  C,  advertising 
agenev.  celebrated  its  25th  anniversary  recently  with  a  cocktail 
party  at  the  National  Press  Club  and,  as  usually  happens  at  6uch 

affairs,  there  was  reminiscing  about  the  early  days. 

One  name  was  mentioned  often.  It  was  '"Reds"  Godfn\  (known 

as  "Arthur"  today).  Godfrey  was  among  the  first  radio  talent  that 
Henry  J.  Kaufman  &  Associates  had  for  sale.  Principal  radio  talent 
salesman  in  those  days  was  Jeffrey  Abel,  who  today  is  radio  director 

of  the  agency.  Abel  recalled  that  he  used  to  pound  the  sidewalks 

of  Washington's  7th  St.  (home  of  many  cut-rate  and  credit-type 
clothing  and  jewelry  stores)   with  Godfrey. 

"We  worked  up  a  show  for  a  local  automotive  dealer  and  put 

'Reds'  on  WJSV,  now  WTOP,"  Abel  told  a  cluster  of  the  agency's 
well-wishers  at  the  anniversary  part  v. 

"  'Reds'  did  the  same  thing  then — I  think  it  was  around  1934 — 

that  he  does  now:  played  the  uke  and  sang.  Didn't  do  either  verj 

well.  Come  to  think  of  it,  he  still  doesn't.  But  people  didn't  seem 
to  care  about,  that  then — and  it's  obvious  they  don't  now." 

That  year  he  was  selling  "Reds,"  Abel  remembers,  the  agen<\'s 
radio  department  grossed  about  $20,000.  The  business  consisted 

mostly  of  announcements  sold  to  retailers.  Today,  Abel  presides — 

with  television  director  Robert  S.  Maurer — over  the  programs  of 
about  25  clients,  most  of  them  national. 

Radio  in  the  early  thirties  required  less  mental  effort  than  toda\'s 
air  advertising  but  considerably  better  physical  condition.  Abel  says. 
Abel  and  William  F.  Sigmund.  now  creative  director  and  agei 

associate,  developed  the  first  sports  show  for  Washington  radio. 

"Bill  and  I  wrote  the  commercials,"  Abel  related.  "We'd  sell  an- 
nouncements to  the  retail  merchants,  run  down  the  street  to  the 

radio  station,  sprint  upstairs,  type  out  the  stuff  at  5:30  and  hand 
it  to  the  announcer  for  delivery  at  6:00  p.m.  You  might  saj  it  was  a 

sort  of  hand-to-mike  existence." 

"Television  hit  Washington  in  1947,"  Abel  said,  'and  we  pro- 

duced seven  shows  the  first  day." 
The  agency's  biggest  air  account  now  is  the  CIO,  for  which  Kauf- 

man produces  the  John  Vandercook  news  program  over  ABC  Radio. 

The  Washington  area's  biggest  local  television  program  is  the  seven- 
day-a-week  Pick  Temple  show,  aired  over  WTOP-T\  b\  the  agencj 
for  the  Giant  Food  Stores. 

"Back  in  the  thirties,"  Abel  recalled,  "you  had  taken  care  of  a 
client  when  you  wrote  a  commercial  for  his  program.  today,  in 

either  radio  or  television,  you  aren't  doing  much  if  you  don't  pro- 
vide a  complete  package  that  includes  originating  the  show,  hiring 

the  talent,  writing  the  script,  directing,  merchandising  the  program 

and  providing  public  relations  and  publicity." 
Television  Director  Maurer  joined  the  conversation. 

'■Speaking  of  television."  he  interjected,  "we've  found  that  10- 

.iii.I  15-minute  'marginal  time'  shows  a  much  better  vehicle  for 

many  of  our  clients.""  Maurer.  hacking  up  Abel's  philosophy,  said 
that  agencies  generally  are  overlooking  a  good  bet  for  their  clients 

in  neglecting  the  public  relations  and  publicity  opportunities  avail- 
able  on   tv   and   radio. 

Henry  Julian  Kaufman,  the  agency  founder,  joined  the  group 

around  Abel  and  Maurer.  "Enough  shop  talk."  he  said.  "But  if 

we  must  shop  talk,  let's  discuss  the  next  25  years,  not  the  past  25.  .  .'" *  •  * 
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SAN   ANTONIO,  TEXAS 

\         Ask  FREE  &  PETERS,  Inc.  for  details 
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TO  SELL 

JACKSONVILLE 
(and  the  rich  Northeast 

Florida  market . . .) 

BUY 

WJHP-TV 
Channel  36 

§  §  § 

76,500  UHF  SETS-IN-USE 

§  §  § 

ABC    •    NBC    •    DuMONT 
Television  Networks 

§  §  § 

For  rates,  availabilities,  and  oth- 
er information,  call  Jacksonville 

EX    8-9751    or    New    York    MU 
7-5047. 

§    §    § 

WJHP-TV 
JACKSONVILLE,    FLORIDA 

276,000  watts 
on   Channel   36 

Represented    nationally    by 
John    H.    Perry    Associates 

Les    Persky    with    Virginia    Graham    who    conducts    her    own    show    on    WABD-TV 

agency  profile 
Les  Per  sky 

President 

Products   Services,    New  York 

Les  Persk\  sat  down  hehind  his  huge  modern  desk,  got  up  and 

walked  around  it  to  sit  by  a  cocktail  table,  then  leaped  up  and 

strode  resllcssh  toward  the  door  of  his  office.  "Don't  forget  to  put  in 

an  ad  for  a  Japanese  cook."  he  told  his  secretary.  "I  m  having  a 

dinner  party   Wednesday   night." Then  he  walked  back  to  a  couch  covered  with  a  brown  Peruvian 

weave  and  settled  down  on  it.  onl\  occasionalU  crossing  and  re- 

crossing   his  legs. 

Medium-height,  stocky,  with  thick  horn-rimmed  glasse.-.  2{)-\  ear- 
old  Persk)  could  he  an  instructor  at  a  university  :  he  could  he  a 

research  assistant  on  a  scientific  project — he  does  not  look  like  the 

president  of  an  ad  agenc\  that  hilled  S,S  million  in  1954.  But, 

of  course,    that's   what    he    is. 

"This  agenc)   is  really  a  tv  baby,"  Perskv  said.    "Last  year  ahout 
("..!',     of   our    billings    were    in    radio    and    tv.      We   expect   over  $4 

million  in  1955  hillings,  with  some  80' ,    in  the  air  media.    But.  you 

know,   the   thing    we're   happiest    ahout    is    the    fact    that    our   clients 
aggregate   sales    will    approach    S](lli    million    this    year. 

Persk\  got  into  the  agenc)  business  through  radio,  lie  began 

as  an  independent  radio  packager  when  he  gol  out  of  the  service  in 

1946.  On  his  Robbins'  Vest  Show,  WINS  from  I  I  :00  p.m.  to  1  :00 
a.m..  appeared  such  celebrities  as  Sid  Caesar,  fmogene  Coca. 

"The)  used  to  (dine  down  to  Howard  Johnson  that's  where  we 
broadcast  from  alter  their  t\  shows  to  get  interviewed  so  that  thej 

could  gel  the  radio  listeners  to  watch  them  on  t\."  Persk)  recalls. 
"In  fact,  Lucille  Ball  and  Desi  Vine/  announced  on  our  show  thai 

the)  weie  going  on  t\.  I  remembei  Fred  Robbins  said.  "I  hope  yon 

two  will  do  as  well  as  Faye  Emerson.'" 
h  seems  that  so  main   advertisers  wanted  to  gel  on  the  program 

that    Persk)    -el    up   an    agenc)    in    L950   to   handle  their  copy. 

'"We  began  with  a  bunch  of  accounts  that  had  never  had  an 

agem  \    and   we  buill   them. 

Vmong    these   accounts    are    RotO-Broil,    Straus-    Mine-.    Brookpaik 

Dinnerware  and  Sona  Cosmetics.  Since  then  the  agenc)  ha-  ex- 

panded -o  rapidly,  that  it  ha-  taken  ovei  7,800  Square  feet  of  office 

space  that    used  to  he  tin-  old    I  emien  \    Newell   headquarters.   *  *  * 

94 
SPONSOR 



We're  selling  more  food  in  hungry  San  Diego. 

27%  more  than  in  1951 

for  a  1953  total  of  $183,855,000!  (Sis.  Mgi.  1952-54) 

More  than  is  sold  in  Miami, 

Indianapolis  or  New  Orleans ! 

We've  got  more  people,  making  more,  spending  more 
and  watching  Channel  8  more  than  ever  before! 

KFMB 
WRATHER-ALVAREZ  BROADCASTING,  INC 

REPRESENTED  BY  PETRY 

SAN  DIEGO.  CALIF. 

America's  more  market 



a  forum  on  questions  of  current  interest 

to  air  advertisers  and  their  agencies 

Since?  everyone  else  yets  ereilits  on  tr  shows,  should 

ayencies  yet  production  or  commercial  credit  too 

GIVE  AGENCY  TALENT  CREDIT 

By  Elliot  Saunders 
Director  N.  Y.  Office 
Perrin-Paus  Co.,  Chi. 

In  circumstances 
where  an  agencj 

produces  and 
packages  a  show, 
then  certainly  the 

people  at  the 
agency  responsi- 

ble for  the  show- 
should  get  air 
credits.  But  I  do 

not  feel  that  the  agency  name  itself 
should  be  mentioned— this  would  be 
\cr\  poor  taste. 

The  giving  of  air  credits  to  those  on 
its  staff  who  are  responsible  for  the 
creation  and  production  of  a  given 

show  is  actually  to  the  agenc\  's  bene- 
fit in  the  long  run.  Through  these 

credits,  the  agency  builds  up  the  repu- 
tation of  its  personnel.  Then  one  day. 

in  courting  a  new  client,  the  agency 
can  point  with  pride  to  all  the  talented 
people  it  can  offer  who  have  done  such- 

and-such  on  this  or  thai  program. 

<  in  even  big  show,  there  i-  a  man 

assigned  b)  the  agency  to  act  as  agency 
supervisoi  on  the  show.  He  is  the  liai- 

son between  the  agenc)  and  all  the 

people  talent,  producers,  w  i  iters,  net- 
work representatives — connected  with 

the  program.  He  acts  as  official  over- 
seer of  the  show  for  the  client.  These 

men  are  given  credit  on  the  air,  with 

some  such  title  as  "Production  Super- 
visor. Bui  even  here,  there  is  no 

ne<  essit)  for  the  agenc)  name  to  be 
mentioned. 

I  have  heard  <  omplaints  thai  the  list 
ot  <  redits  at  the  end  of  man)  air  shows 

i-  much  too  long  and  take-  up  too 

much  valuable  time.     I  don't  go  along 

with  that  at  all.  The  many  talented, 

hard-working  people  who  make  an  air 
production  possible  deserve  their  cred- 

its— and  more.  I  have  never  seen  a 

show  with  too  many  credits,  and  what's 
more,  I  have  never  heard  of  a  client 
who  said  he  did. 

AGENCY  SHOULDN'T  COMPETE 

By  George  C.  Neumann 
Vice  President 

David  J.  Mahoney,  Inc. 

(Sol  An  agency  is 

fin  the  business  of 

selling  a  client's products  or  ideas. 
In  the  case  of 

television,  the  cli- 

ent pays  for  the 
show  and  the 

agency's  job  is  to make  every  pen- 

in  count  in  results  for  the  client. 

The  ad  or  commercial  that  leaves 

the  consumer  w  ith  even  one  basic  prod- 
uct claim  lias  done  a  good  job.  All 

extraneous  names,  illustrations,  or  ref- 
erences which  do  not  directly  tie  in 

with  your  basic  selling  ideas  are  usu- 

ally lost  motion.  The  present  day  over- 
Ion-  list  of  credits  is  already  stealing 
enough  attention  from  the  sales  mes- 
sage.  The  average  viewer  certain!) 
isn  l  interested  in  them  and  they  do 

nothing  but  detract  from  your  basic 
-ellin"  theme. 

Let  s  not  fall  into  the  familiar  "show 
biz  pattes  n  of  competing  for  star  bill- 

ing. \  good  agenc)  contributes  a  izreat 
deal  to  the  success  of  a  television  show. 

I  he  people  who  want  to  know  which 
i  mii,  v  i-  responsible  can  and  do  find 
out.  Lei  -  (  on<  entrate  attention  on  the 

product,  (doiv  enough  will  come  to 
the  aL'ein  v    that   -ells  goods. 

Agencies    anonymous? 
Should  the  role  of  the  ad 

agency  be  complete  anonymity 
in  all  the  advertising  it  pro- 

duces? Are  there  not  instances 
where  a  mention  of  the  agency 

name  is  justified  and  proper — 
and  where  it  would  not  in  the 

least  detract  from  the  clients 

advertising  fire?  This  ques- 
tion has  cropped  up  off  and  on 

through  the  years — especiallv 

in  connection  with  print  me- 
dia. Here  it  is  raised  with 

reference  to  broadcast  media. 

Agency  people  themselves, 
as  they  speak  out  here,  are  al- 
most  unanimous  in  their  feel- 

ing that  the  agency  should  not 
get  credit  mention  by  name  on 
the  air  —  even  though  the 

agency  might  be  completely 

responsible  for  the  production 
of  a  given  program.  Some 

point  out  there  are  too  main 
credits  now  to  begin  w  ith. 

TV  CLUTTERED  WITH  CREDITS 

By  Samuel  NorthcTOSS 
\  ./*.  (mil  7r  Director 

William  E$ty  Co.,  N.  Y. 

The  answer  is  a 

clear  cut  "No.v 

In  the  first  place, 

the  proper  func- 
tion of  an  adver- tising agency  is 

to  promote  the sale  of  its  clients 

products  or  serv ices — not  to  pro 

mole  itself.  The  function  musl  o]>vi 
oii-lv    he  an  anonymous  one  in  public 
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Television  programs  are  even  now 

badly  cluttered  with  credits,  most  of 

which  are  complete!)  meaningless  to 

the  viewing  public. 

\\  luther  an  agency  produces  an  en- 
tire program  or  just  the  commercials 

within  the  show,  it  would  be  no  more 

proper  for  the  advertising  agency  to 
take  production  credit  than  it  would 
to  stamp  its  letterhead  on  magazine  or 

newspaper  advertising  which  it  pre- 

pares for  its  clients.  That's  what  we 
are  paid  IV,    for. 

In  general,  credits  are  for  the  trade 
and  in  many  instances  are  foisted  on 

the  advertiser  by  labor  organizations 
with  which  the  advertiser  has  no  con- 

nection whatever.  I  doubt  if  any  ad- 

vertising agency,  mindful  of  its  clients' 
investments  in  television,  would  be  in- 

clined to  add  to  this  abuse.  After  all, 

the  sponsor  buys  30  minutes  of  time 
at  a  gross  card  rate  of  approximately 

$48,000  per  broadcast.  He  doesn't 
even  get  that  to  start  with,  but  29:20. 

He  shouldn't  be  asked  to  divert  any- 
more of  these  precious  seconds  from 

his  main  purpose,  not  at  these  prices — 
$1,640  per  minute,  excluding  talent! 

CREDITS  SHORTEN  SHOW 

By  Starrs  Haynes 
V  .P.  Charge  Radio-Tc  Programing  Dept. 

Compton  Adv.,  N.  Y. 

I  don't  think  so. 
In  the  first  place, 
credits  of  any 
kind  are  not  the 
most  attractive 

tbings  in  a  pro- 
gram ;  they  are 

there  for  the 

viewer's  benefit 
in  so  far  as  cast, 

but  otherwise  only  because  of  con- 
tractual requirements  or  conditions  of 

employment.  A  long  list  of  credits 

serves  to  shorten  the  entertainment  por- 
tion of  the  show  and  dilute  the  com- 

mercial impact.  I  can  hardly  see  an 
agency,  enchanted  with  its  own  work 

though  it  may  have  every  right  to  be, 

adding  to  this  ever-increasing  program 
problem. 

Then,  too,  it  doesn't  seem  to  me  that 
the  relationship  between  agent  and 

client  is  such  that  it  would  be  permis- 

sible for  the  agency  to  use  a  client's 
show  to  do  some  piggy-back  advertis- 

ing of  its  own.  And  with  the  client's 

money  at  that.  Gad,  you  don't  sup- 
pose some  agencies  would  have  the 

nerve  to  bill  the  client  for  the  artwork 

and  the  telop,  too? 

in  Memphis 
because. 

1.  1088-foot  tower 

1335  feet  above  sea  level,  WMCT's 
"topper"  tower  assures  the  highest 

grade  signal  service  delivered 
from  Memphis,  Tennessee 

2.   preferred  "low  band" Channel  5 

WMCT,  on  preferred 
low  band  Channel  5,  serves  a  larger 

area  with  a  clearer  picture  than 

any  other  Memphis  television  station. 

3*  program  preference  2  to  1 
According  to  the  ARB  Report 

of  October,  1954,  between  6  P.M. 
and  10:30  P.M.,  of  the  total  of 

126  quarter-hours,  WMCT  had  87 
top-rated  periods. 

ask  your  regional 
distributor  or  district  sales 

manager  in  Memphis  •  . . 

.  what  television  station  he  recommends 

to  cover  most  effectively  the  more  than 

335,000  TV  homes  in  the  five-state  area 
that  makes  up  the  Memphis  market. 

We  know  (from  experience)  the  answer 
will  be  WMCT 

y^ 

i&h 

yr^r 

V/V 

^/. 

WMCT 
WMC    •    WMCF    •    WMCT 

MEMPHIS 

CHANNEL  5 
Memphis'   First  T.  V.  Station 

NOW  100,000  WATTS 

^ 

<*? 

NATIONAL    REPRESENTATIVES 
THE    BRANHAM    CO. I Owned  and  operated   by 

THE  COMMERCIAL  APPEAL 

AFFILIATED    WITH    NBC    •     ALSO    AFFILIATED    WITH    ABC    AND    DUMONT 
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Itatlio-tv  stations  told  lioir  to  get  more  national  business 
Eleven  ways  in  which  radio  and  tv 

stations  ran  get  more  national  busine-- 
are  outlined  in  a  brochure  written  b) 

Don  L.  Chapin,  New  ̂   oik  sales  direc- 

tor for  the  Tri-State  Network,  licit-  i- 

the  essence  of  Chapin's  recommenda- 
tions : 

1.  Develop  more  station  informa- 

tion. Get  success  stories  down  on  pa- 

per. Offer  substantiated  engineering 

data.  Have  up-to-date  program  infor- 
mation available  at  all  times.  Know 

your  market;  also  know  your  local 

<  ompetitors  and  be  able  to  defend  your 

position. 
2.  Supply  more  information  to  your 

cal  manufacturers'  representatives  or 

brokers.  They're  often  asked  for  their 
opinions  of  certain  local  media. 

6.  Offer  merchandising,  promotion- 
al   assistance. 

7.  Maintain  effective  sales  service; 

delivei   everything  thai   you  promised. 

8.  Utilize  national  trade  publica- 
tions. Set  up  an  annual  budget  to  use 

for  advertising  your  station  in  trade 

magazines  read  by  ad  agencies  and 

sponsors.  Even  a  small  budget  can  be 
effective  when  used  consistent!) .  \lso 

send  out  interesting,  informative  sto- 
ries about  station  to  national  trade 

magazines.    Many  press  releases  wont 

representatives.    Feed  them  fresh  pro-      be  used  but  some  are  bound  to  reach 

gram   information,  station   facts,  sales      the  printed  page,  can  be  a  definite  plus 

Sllp- 
aids.    Give  them  encouragement, 

port. 3.  Maintain  an  efficient  traffic  sys- 

tem for  speeding  up  lime  clearances  on 
national  sale-.  S\stem  should  be  su- 

pervised b\  someone  familiar  with  na- 

tional field.  Give  rep  immediate  in- 
formation  on  all  changes  in  schedules, 

programs. 
4.  Set  fair  rates — and  stick  to  them. 

They  should  reflect  a  factual  appraisal 

of  your  station's  sales  potential. 
5.  Keep  in  constant  contact  with  Io- 

to    \our   advertising. 

9.  Correct  errors  in  scheduling  com- 
mercials immediately;  don  t  wait  for 

the  sponsor's  local  representative  to 
write  or  call  his  boss  so  the  informa- 

tion gets  to  the  agency  through  the 
back  door. 

10.  Encourage  agency  personnel  and 

sponsors — as  well  as  your  representa- 
tives-    to  \  isit  \  our  station. 

11.  Cover  ad  agencies  in  national 

markets  with  your  own  station  execu- 

tives regularly.  *  •  * 

0n«*  ti<*f  tv  iimioiHicciiiciii  sells   10.353  knives  for  sponsor 

Man)  a  mail-order  advertiser  be- 

lieves In-  rnusl  stick  to  printed  media 
(where  he  can  use  a  coupon  or  order 

blank  I  to  gel  good  results  from  his 
ad.  But  the  Florida  Citrus  Commis- 

sion has  found  that   network  television 

without  the  advantage  of  an  easy- 

to-fill-out   coupon— can    pull    well.   too. 
A  few  week-  a«zo  the  Commission 

offered  a  grapefruit  knife  on  its  Twen- 

ty Questions  program  on  A.BC-TV, 

8:30-9:00  p.m.  Tuesdays.  The  com- 
mercial <  onsisted  of  a  filmed  demon- 

stration of  the  speed)  wa)  the  knife 

prepares  a  halved  grapefruit  and  a 

30-second  tag  al  ihe  end  of  the  com- 

mercial telling  viewer-  where  i"  -end 

35c  for  the  labor-saving  device. 
\\  iihin  four  dav -  after  the  fn-i  com- 

mercial,     the     Citrus     Commission's 

Here  s  35c  knife  that  tv  sold  to   172,000  people 

agency,  .1.  Waller  ["hompson  Co..  re- 
ceived 40,358  requests  for  the  knife 

(that's  $14,125.30  in  orders  I.  Since 
the  original  commercial  was  aired, 
three  more  similar  commercials  have 

been  telecast  on  Twenty  Questions;  the 

four   commercials    have    pulled    a    total 

of    164,996   orders.     In   addition,   one 
commercial      on      NBC      T\   s      Tiuhn 

brought  in  7,083  requests.  *  *  * 

Sees  automation  operating 
the  tv  stuilios  in  ftiture 

\  glimpse  into  the  television  studio 
of  the  future  was  given  to  SPONSOR 

recentl)  b)  Sol  Cornberg,  NBC  direc- 
tor  of  studio  and  plant  planning. 

"The  most  noticeable  change  to  the 
lav  man  will  be  the  lack  of  clutter  in 

studios,"  Cornberg  says.  "Studio  au- diences will  be  able  to  see  a  show  in 

the  studio  without  peering  through  a 

maze  of  equipment  and  technicians 
that  are  the  usual  accouterment  of  to- 
dav's  tv  theatres. 

It'll  all  be  possible  through  space 
control  and  automation. 

Cornberg  explained  that  most  <>l  tin- 
technical  equipment  will  be  operated 

automatical  bv  remote  control.  Cam- 

eras, lights  and  microphones  will  be 

suspended  from  the  ceiling  in  such  a 

way  that  they'll  be  out  of  the  actual 
"creative""  operating  area.  In  addition. 

Cornberu  said,  walls.  Iloors  and  ceil- 
ings will  be  movable.  Directors  will 

be  able  to  choose  any  size  work  area 

the)    desire   for  their  productions. 
How  soon  will  the  tv  studio  of  the 

future  be  here?  Cornberg  says  that 

push  button  and  space  control  dev  i<  ••- 
already  are  beinii  incorporated  into 

(  listing  facilities.  Vnd  lie  said  plans 
are  being  made  for  building  this  type 

of  equipment  into  studios  now  on  the 

drawing  boards.  *  *  * 

Brieily  .  .  . 

The  35  television  news  cameramen 
who  cover  five  New  England  stales  for 

\\  HZ-TV,  Boston,  were  honored  b\  the 

station  recently  at  a  dinner  in  Boston. 
"We  wanted  to  give  full  recognition  to 

a  -roup  of  men  who  are  representa- 

tive of  a  Irulv  new  prole— ion.  televi- 

sion  news  photography,"  \Y.  C.  (Bill) 

Swartle) .  general  manager  of  the  \\  est- 

inghouse  station,  -aid. *         #        * 

After    several    months   of    operation. 

the  satellite  station  operated  b)  W  \TR- 
I  \ .  Waterbury,  Conn.,  has  added  a 

substantia]  number  ol  viewers  who 
i  ould  not  otherwise  receive  the  station. 

\n.l  there  has  been  no  apparent  inter- 

ference between  the  satellite  and  the 

main  station  in  .ilea-  where  both  could 

be  received.  The  \dler  Communica- 

tions  Laboratories,   which   has  super- 
v  i-ed  operation  of  the  satellite  1 01 

booster)     Station,    -aid    it    added    about 
50,000  viewers  to  \\  V.TR-TV,  a  uhi 

station.    Sponsors  or  others  who  arc 
interested    in    how    the    satellite    station 
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operates  can  obtain  a  copj  "I  the  N. <  1  - 
ler  report  submitted  to  the  FCC,  which 
contains  the  technical  details  and  the 

results  obtained,  l>\  writing  to  the  lab- 
oratories at  One  Le  Fevre  Lane,  New 

Rochelle,  N.  Y. 
*  *       # 

For  selling  a  series  of  radio  pro- 
grams to  a  New  York  Citj  savings  and 

loan  association,  Bob  Alden,  account 
executive  at  WOK.  New  York,  was 

named  RAB's  "Salesman  of  the 
Month"  for  December.  (Results  of 
the  December  contest  were  announced 

last  week.)  Alden  sold  the  sponsor — 
B.  Ra\  Robbins  Co. — a  time  schedule 

specificall)  designed  to  reach  listeners 
with  above-average  incomes.  Robbins. 
had  long  used  newspapers  where  the 

average  cost  of  a  lead  was  $3.50.  Leads 
resulting    from    the    radio    campaign 
cost  an  average  of  60c. 

*  *        # 

The  reason  Bailee's  Lumber  Yards 
of  Miami  renewed  its  daily  morning 

news  program  on  WQAM  for  the 
twelfth  consecutive  year  is  because 

"radio  sells  so  well."  G.  Tom  Bailey 
Jr.,  v.p.  of  the  lumber  firm,  said  his 

company  advertises  only  specific  items 
on  the  program,  usually  a  different 

item  each  day.  Bailey  gets  daily  re- 
ports on  the  pull  of  the  various  com- 

mercials. In  addition  to  consistenth 

getting  good  local  response,  Bailey 
sa\s  the  news  program  has  brought  in 
orders  for  building  materials  from 
builders  and  home  owners  more  than 

160  miles  from  Miami. 
*  *        * 

Radio  time  sales  for  1954  reached  a 

-i\-\ear  high  at  WBVP,  Beaver  Falls. 
Pa.,  Thomas  B.  Price,  station  man- 

ager, advised  sponsor  last  week.  He 

said  local  sales  for  1954  topped  1953's 
l>\  4.1%.  The  most  significant  fea- 

ture of  the  1954  rise,  said  Price,  was 

the  increased  use  of  WBVP  by  several 
local  accounts  which  had  used  little 

or  no  radio  in  the  past. 
*  *        * 

To  aid  Suburban  Hospital  in  its 

building  fund  campaign.  WGAY,  Sil- 
ver Spring.  Md.  i  Washington,  D.  C, 

suburb),  is  using  an  on-the-air  atten- 

tion-getting device.  Whenever  a  pa- 
tient is  admitted  to  the  emergency 

room  of  the  hospital,  an  emplovee  tele- 

phones WGAY  with  a  brief  descrip- 
tion of  the  case.  The  announcer  then 

on  the  air  rings  a  bell  and  reads  the 
information,  followed  b\  a  10-second 

tag  for  the  building  fund. 

[Please  turn  to  page  120) 

7  MARCH  1955 

QUALITY 
IS  OUR  BUSINESS 

For  COMPLETE 

FILM  PROCESSING 

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

99 



\J  U  U  U  .  .  .    advertising 

always  pays  in  the   ^ 

f    #'    /,    :       /|         I:      \    \V>        \V:X 

RICH,  GROWING 
NORTH  CAROLINA 

MARKET 

b  t  I  I  L  K  .  .  .  coverage 

than  ever  before  is  yours  with 

RADIO  in  the   

15-county 

Winston-Salem 
NORTH  CAROLINA 

Market 

DC  J I  .  .  .  buy  morning, 

afternoon  and  evening  is 

{Continued  from  page  8) 

Brewing  Company,  concentrating  heavily  on  two  New  York 
stations.  Here  in  the  short  amount  of  time  allotted,  Schaefer 

is  able  to  develop  its  basic  theme  of  taste  appeal,  show  its 
logotype  for  identification,  create  a  wonderful  little  bit  of 

simple  animation  in  which  the  word  "enjoyment"  stretches 
and  match  dissolves  into  a  sparkling  glass  of  beer.  Thus  by 
use  of  sound,  sight  and  motion  in  this  short  amount  of  time, 
a  memorable  job  is  done  simply  and  directly. 

The  moral  of  the  story.  1  think  if  people  try  to  sell  I.D.'s 
on  the  basis  of  what  they  can  do  and  make  sure  that  thej 

don't  try  to  sell  them  for  what  they  can't  do — a  new  avenue of  sound  advertising  will  open  up. 

You  can  even  tell  a  before  and  after  story  in  that  amount 

of  time.  For  example,  the  well  known  Yieks  Vapo-rub  "now 
I  can  breathe  again"  spot. 

One  of  the  problems  on  I.D.'s  is  caused  by  the  fact  thai 
stations  still  haven't  standardized  on  how7  an  advertiser  musl 
include  the  call  letters  ol  the  station.  These  things  create  pro- 

duction difficulties  and  also  raise  the  cost.  For  this  reason 

alone.  I  know  advertisers  who  avoid  I.D.'s  even  though  they 
would  be  a  fine  way  of  solving  their  advertising  problems. 

A  bad  condition  for  advertiser,  stations,  and  agency.  It 

cause-  other  advertisers  to  cheat  on  production  by  using  a 
single  telop  or  a  card.  This  misuse  of  television  which  is  the 

only  mass  advertising  medium  except  sk)  writing  that  pro- 

vides motion  i-  certain  to  reduce  the  effectiveness  of  I.D.'s. 

It's  doing  a  newspaper  ad  on  television. 
In  conclusion  let  me  reiterate  thai  In  approaching  the  Na- 

tion identification  from  a  copy  standpoint,  1>\  insisting  on 

simple  production,  by  taking  advantage  of  all  the  assets  of 

the  medium,  I.D.'s  can  provide  a  verj  effective  advertising 
campaign. 

One  further  suggestion  to  the  folks  who  sell  these  an- 
nouncements  in  main  cases,  the  chief  cop)  writer  on  an  ac- 

count, e\en  in  the  print  end  of  the  business,  would  be  mosl 

sympathetic  to  a  presentation  angled  toward-  his  problem. 

And  I've  never  -ecu  a  topy  cop)  writer  yel  who  couldn't 
push  an  accounl  man  into  something  thai  made  sense.     *  *  * 

(For  an  account  of  how  the  industrj  has  soughl  to  stand- 

ardize I.D.'s  and  a  li-l  of  stations  which  accept  the  new 
S.R.A.-proposed  full-screen  1. 1).,  see  SPONSOR,  21  January 

L955,    page    18.) 
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The  plans  board  retires  into  closed 

session  •  works  uj>  a  preliminary 

program  that  runs  into  six  figures  • 

your  medium  is  mentioned  • 

a  big  contract  bangs  in  the 

balance  •  the  media  director 

reaches  for  Standard  Rate  • 

and  if  you  have  a  Service-Ad  near  your  Listing 

you  are 
For  the  lull  storj  on  the  values  1,161  media  gel  from  then 

Service-Ads,  see  Standard  Rate's  own  Service-Ad  in  the 
front  of  any  edition  of  SRDS;  or  call  a  Standard  Rate 
Service-Salesman. 
N.  Y.  C-  Murray  Hill  9-6620   •   CHI.     Hollycourt  5-2400   •    L.  A- Dunkirk  2-8576 

\<>tr :  si\  years  ol  continuous  research  among  advertisers  and  agen- 
cies lia^  tannin  u~  that  one  "f  the  most  important  uses  of  Service-Ads 

comes  at  those  times  when  conference  room  doi  >cked,  chal- 

lenges and  suggestions  come  thick  and  fast,  and  somebod)  has  i" 
  ■  up  w  iih  answers     fast. 



Peter  Hilton 

(President) 
Hilton  &  Riggio,  Inv, 

LIKE  MOST 

"Newsworthy" 
ADVERTISING 

EXECUTIVES 

MR.  HILTON'S 
LATEST 

BUSINESS 

PORTRAIT 

IS  BY... 

Photographers   to   the   Business   Executive 
565  Fifth  Avenue,  New  York  17— PL  3-1882 

{Continued  from  page  29) 

from  269  pounds  to  262  to  259 ]/2.  He's  worked  the  gim- 
mick into  the  show,  both  in  the  opening  and  in  the  Honey- 

mooners  segment-  in  a  totally  painless  way,  which  not  only 
does  not  distract  from  the  entertainment  values  of  the  pro- 

gram, but  adds  to  them.  He's  accomplished  this  bv  making 
with  typical  Gleason  gags  in  the  openings,  as  witness  the 
second  show  of  the  slimming  series.  The  scales  showed  he 

had  lost  seven  pounds.  "This,"  cracked  Jackie,  "is  the  f i t  —  t 

time  in  years  I've  been  able  to  put  my  hands  in  my  back 
pockets."  And  on  the  next  show,  having  dropped  2^j  more 

pounds,  he  commented:  "Not  only  is  this  the  first  time  I\c 

been  able  to  put  my  hands  in  my  back  pockets,  but  it's  the 
first  time  I've  been  able  to  get  them  out  again."  In  the  Honey* 
mooners  skits  there  are  constant  references  made  by  Art 

Carney  as  Norton,  by  Audrey  Meadows  as  Gleason's  wife 
to  his  elephantine  appearance  and  his  great  weight.  All  of 

these  gags  are  naturally  and  with  vast  hilarious  effect  worked 

into  the  scripts.  We  have  no  doubt  that  this  whole  caper  will 

wind  up  as  one  of  the  most  effective  examples  <»i  t\  salesman- 
ship ever  perpetrated,  and  though  we  treated  the  matter  very 

tongue-in-cheekish,  we  do  seriously  recommend  that  sponsors 
and  agencies  give  the  whole  test  more  than  casual  scrutiny. 

It's  a  daring  and  thus  far  ingeniously  executed  new  t\  sale- 

technique.  At  the  end  of  Jackie's  in-public  reducing  mara- 

thon, he'll  announce  the  name  of  the  reducing  product  he's 
using. 

*        *        * 

\  check  ol  weather  bureau  report-  -how  that  the  morning 

of  Thursday,  8  March,  1945  was  cold  and  miserable.  Yet  as 
early  as  6:15  a.m.  some  150  people  stood  in  line  outside 

\\  ( >IT-  l'la\  house  Number  1 .  waiting  to  attend  the  20th  anni- 
versary broadcast  of  John  Gambling.  By  show  time  (7:30) 

1.500  people  were  at  the  theatre.  Somebod)  remarked  that 

they  should  have  hired  Madison  Square  Garden.  On  8  March 

llii-  year  lhe\  did.  A-  this  is  being  written  plan-  are  pro- 

ceeding to  do  Gambling's  30th  \nniversary  show,  as  well  as 

WOR's  whole  morning  line-up.  from  the  8th  Avenue  arena. 
There  is  little  doubt  that  the  Garden  will  be  filled,  which  i- 

to  -a\  that  some  17.500  people  will  -how  up  for  the  Gam- 

bling event.  This  i-  jusl  one  more  example  of  radio'-  stay- 

ing power,  t\  or  no  t\ .  *  *  * 
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They  live  on  the  Pacific  Coast 

they  listen  to 

DON  LEE  RADIO* 

* 
mm 

i  Lee  IS  Pacific  Coast  Radio 

regional  advertisers  buy  Don  Lee's  45 -station  point-of- 
ise  penetration  than  any  other  Pacific  Coasi  network, 

s  a  reason.  Investigate  and  "do-it-yourself"  .  .  .  buy  the 

's  greatest  regional  network. 

/ffaZaa^ 

RADIO 

Don  Lee  Broadcasting  System , 

Hollywood  28,  California, 

Represented  nationally  by 

H-R  Representatives,  Inc. 



HUDSON  NAPKINS 
i  Continued  from  page  39  I 

So  far  Hudson  is  staying  awaj  from 

programing.  Ad  manager  Lewis  ex- 
plains thai  for  the  time  being  at  least, 

ii  i-  more  important  to  reach  the  great- 
est possible  audience  in  order  to  build 

brand  name  awareness  than  to  achieve 

strong  impact  on  am  specific  audii 
segment.  Budget  limitations  arc  an 
important   factor,  too. 

Biow-Beirn-Toigo     timebuyer     Sam 

\  ill.  working  in  conjunction  with  as- 

sistant ad  manager  \luna\  Gross, 

begins  with  a  per  market  alio  i- 

tion  based  on  an  evaluation  of  popu- 

lation, effective  purchasing  power,  es- 
timated sale-.  He  seeks  maximum  cov- 

•  at  lowest  possible  cost,  frankh 
admits  to  reliance  on  a  mathematical 

selection  of  time  and  station. 

\  ilt    ucs   two    Hudson    yardsticks. 
The  first  is  the  cumulative  weekh 

rating,  based  on  .-how  ratings  lor  par- 
ticipations, before-and-aftei  ratings  for 

adjacencies.     He    tries    for   this: 
1.     On    l\.    a    cumulative    rating    of 

i     i         theoretical!1)    tlii-    means  total i    coverage. 

2.    <  hi  radio,  a  cumulative  rating  o\ 
'  5-50'  i      this    pro\  ides    solid    sup] 

the    main    l\     medium.     "We    <■,.( 
more   mileage  out   of  the  radio  dollai 

than    any     oilier."     says     a  e    Gei 
idlet.    In  the  late  forties  it   was 

dio  which  almost  single-handedl)  n 
Hudson  a  household  word  in  the  East 

it    is    not    alwa\  s    possible   to    rea  I. 

these    ratings    because    of    time    prob- 
lems and  budget   restrictions,  but  the\ 

l'i  o\  ide   the   over-all   time   hu\  ing  ap- 

f.    IMeiv  stations  on  air'- 

CITY    A    STATE 
CALL  ICHANNEL 

LETTERS  NO ONAIR DATE ERP  <kw)"     Antenna  NET  STNS. 

Visual        i     (ft)***     I    AFFILIATION  ONAIR 

SETS  IN 

MARKET! 
<000> 

PERMITEE.    MANAGER. 

SACRAMENTO,   Calif. KBET-TV  10 14  Mar. 1616 

KCCC- TV 

290,674 

Sacramt  nto    Telesasters,    Ire 

John    H.   Schacht.   v. p. 

II.    New  construction   permits* 

CITY  &  STATE CALL  jCHANNELj  DATE  OF 
LETTERS  NO.  GRANT TARfiFT    DATF     ERP  (kw)*#     Antenna      STATIONS 

Visual  (ft)***  ONAIR 

SETS  IN 

MARKET* 

1 000 1 PERMITEE.     MANAGER.     RAD 

SHREVEPORT,   La. 

HASTINGS,    Neb. 

LEWISTON,    Ida. 

NEW   BERN,   N.   C. 

SUNBURY,   Pa. 

KTBS 16  Feb. 

5 11  Feb 

3 9  Feb 
13 

9  Feb 

38 9  Feb 

100  1,140  KSLA  75,600 

1C0  768  None  NFA 

1.48  1,110  None  NFA 

49  460  None  NFA 

12.9  880  None  NFA 

KTBS    INC.      Radio    Rep:    P.tr: 
E.    Niwtcn    Wray.    ores. 

Gio.    D.    Wray.    Jr..    v. p. 
S-atcn    Publ.   Co. 

Fn.1    A.    Ser.ton.    pres.    (U.S 

Lcwisicn    Tv    Co. 
Thcm.-.s    C.    Bostic.    pn  s 

J.    Br.rry    Watkinson.    v.p. 

Nathan    Frank,    licensee 

Sunbuiy   Bcstg   Corp. 

Harry   H.    Haddon,    pres. 

G  corgi    S.    Beck.   v.p.   radio  np: 

Iff.    /Veto   (i|>ji/M*#ff i»ns ■ 
CITY    &    STATE CHANNEL NO. DATE FILED 

ERP    (kw)** 

Visual Antenna 

fit)*" 

ESTIMATED 

COST 

ESTIMATED 
1ST     YEAR 

OP.     EXPENSE 
TV    STATIONS IN     MARKET APPLICANT.    AM    AFML 

BISMARCK,    N.    D. 

ST.  LOUIS,  Mo. 

TWIN   FALLS,  Idaho 

RENO,   Nev. 

12 14  Feb. 
13.3 

312 

36 
10  Feb. 214.7 

590 

13 

4 

14  Feb. 

14  Feb. 

12.4 

27.5 

$49,550 

588       $86,374 

tinus  322   $195,040 

$36,000 

$460,000 

$92,000 

$192,000 

KFYR-TV 
KETC 

KSD-TV KWK  TV 

KLIX-TV KZTV 

N.Mh    Dakota    Boasting,    prop! 

satellite   of    KXJB-TV.   Valle 

Signal  Hill  Telecasting  Corp 
Paul  E  Pi  Itascn.  pres.-treas 
Harry    Ti-ncnbaum.    v.p. 

M.nii    Valley   TV   Corp. 
Get  r  gi     M      Davidson,    pres. 

Fieri  net    M,    Gardner,    v.p. 
Nevada   Telecasting.   Corp. 
A.    Laurence    Tuma.    v.p. 

/  ,S.   stations  on  nir 

Murl.ris  covered 

BOX  SCORE 
f.'if  Post-freeze  commercial  c.p.'s 
!i.">7         Grantees  <>n  nir 

.VJ.'J '  /  .S.  tv  sets  i  1  Jan.  '55) 

.'{2  I  I  .S.  tv  homes  <  I  Jan.  "55) 
33,81 6,0001 

"Itoth    f1  going   on    the    air   tilted    here    are    those    which    occurred    I ■ 
uonsidercd  to  be  on  iha  air  when  commercial  operation  slam,  ••Effective  radiaicd  power.  Aural 
power  usually  Is  one-half  the  visual  pouor  "'Antenna  height  abore  arerago  terrain  (not 
abvre  ground!,  tlnforniali-m  on  the  number  of  nets  in  markets  where  not  designated  a*  being 
from  NBC  Research,  romlita  of  estimate*  from  Die  nations  or  reps  and  mutt  be  deemed  approxi- 

mate.    | Data    from    NBC    Research    and    Planning.     Percentage!    based    on    homes    with    lets    and 
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homes  In  tr  coverage  areas  arc  considered  approximately.  tfln  most  cases,  the  reproof  J4J 
radio  station  which  Is  granted  a  c  p.  also  represents  the  new  tr  operation.  Since  si  |srj 
It    Is    generally    too   early    to   confirm    tv    representatives    of    most    grantees.    SPONSOB 

■  it  ions   in   iiiis  column   (when   a  ra 

M'A:    No    tWurel    available    at    piesstiine   on    sets    in    market. 
'Tills   number   Includes   giants   to  permltces   who  hare  since   surrendered   their  c.p.'s  or 
ti.i.l   Hi. -in  Mil  led  l)j    I  '  ' 
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iroach  with  consistenc)  and  uniform- 
ly. Baltimore  is  cited  as  an  example 

,1   5;  tisfactor)    purchasing. 
The  t\  schedule  contains  ten  2  I- 

second  daytime  announcements  on 
1  Baltimore  station.  The  latest  Tele- 

iulse  tumulativel)  weekl)  rating  was 
120. 

( )n  radio  the  companv  uses  10  onc- 
ninute  live  announcements  on  a  250- 

vali  station,  in  three  da)  time  musical 
bows,  for  a  Pulse  cumulative  ol  36.5. 

The  second  yardstick  is  cost-per- 
.011(1: 

1.  For  I.D.  s  on  tv  and  20-second 

adio  announcements,  t li« ■  goal  i-  30c- 
,,l.(i(iii. 

2.  For  20-second  i\  and  one-minute 

adio  announcements,  the  goal  is  60c- 
<er-l,000. 

The  compan)  regards  these  not  as 
heoretical  absolutes,  hut  as  realistic 
evels  not  too  difficult  to  attain.  Cost 

heets  arc  endlessl)  drawn  up  as  rat- 

tigs  change,  and  the  agenc)  is  busil) 

legotiatini;  I'm  improved  schedules  at 
ihnost   an)    period. 

\i  times,  \  ill  exceeds  the  cost  goal 
onsiderahlv.  Murrav  Gross,  assistant 

id  manager  in  charge  of  media,  re- 

gards a  Cleveland  purchase  as  "the 
lesl  media  bu)  we  have  made  in  five 

rears.  Hudson's  Cleveland  tv  sched- 
ile  contains  13  ten-second  I.D.'s  at  a 
ost-per-1,000  of  L3c. 
Bui  however  basic  the  mathematical 

ipproach,  Yilt  maintains,  it  tells  mhi 

nothing  about  the  appropriateness  of 

a  station  or  program  for  your  prod- 
uct. No  slide  rule  can  vet  replace,  he 

Bays,  judgment,  experience  and  the  in- 

tangible but  all-important  ability  to 

"feel     your  wav   in  a  market  situation 

Merchandising  support:  Hudson  re- 
lies heavilv    on   station   merchandising c 

support  where  available,  but  regards 

in-store  promotion  only  as  really  val 
uablc.  \n  example  is  the  Chain  Light- 

ning operation  of  \\  RC  \  and  \\  RC  \- 

l\  in  New  York,  which  guarantees 
Hudson  a  mass  display  in  every  major 
grocer)  chain  al  leasl  once,  sometimes 

twice,  during  a  13-week  cycle  (on 
Ihursdav.  Frida)   and  Saturday). 
Such  plans  arc  one  of  the  reasons 

Hudson  prefers  to  place  business  w  ith 
one  station  in  a  market  rather  than 

spread  it  anion-  several.  \  concen- 

trated budget,  Hudson  believes,  makes 
il  easier  to  meet  minimum  station  re- 

quirements for  merchandising  plan*, 
also  invites  greater  station  backing 
generally.    1  See  article  on  merchandis- 

ing this  issue  page  3  1. 1 
in  New  ̂   01  k  the  schedule  is  .1  hea\  \ 

(.11  announi  ements  pi  1  week,  a  combi- 
nation of  live,  film  and  platter.  Partii  1 

pations  are  can  ied  lo  all)  on  /  om  ht. 
\\  l!( !  \  estimates  listener  \  iewei  im- 

pressions at    12.00(1.0(111  per  week. 

Upgrading:  Cornerstone  of  the  cur- 

rent  .11I    program    i-   the  Satin    Finish 
napkin.  Vlthough  il  is  not  expected 

to  equal  the  sales  volume  ol  the  regu- 
lar   napkin,    most   ol    the   cop)    ol    the 

next  lew  months  w ill  be  i\<\ oted  to  it. 

Geoi  ge   '   licit,    a  e   al    Biow  -Beii  n- 
Toigo,  explains  thai  emphasis  on  the 
Satin  I'  inish  drive-  home  the  idea  ol 

quality,  which  the  consumer  tends  to 

associate  with  all  of  the  company's 
pi  oducts.  "It's  like  a  retailei  w  ho  puts 
a  $3,000  pair  of  cuff  links  in  the  \\  in- 

dow,"  he  says.  "You  gel  the  idea  thai 
the  shop  sells  onl)  the  best,  although 

il-  regular  line  ma)  be  quite  moder- 

atelv    priced." ^genc)     and    compan)    expeel    that 

GOLDSWAN  PRODUCTIONS,  INC 

"The  Symbol  of  Quality  Musical  Commercials"  ^y\- 

730    FIFTH    AVENUE    •     SUITE    600 

NEW   YORK    19.   N.   Y. 

CIRCLE  7-3380 

Quality 

Musical 
Commercials 

ALL  these  quality  commercials 

ARE  SEEN  OR  HEARD  NOW! 

7  MARCH  1955 
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CHANNEL    2 

in  Pittsburgh,  the  nation's 8th  market.  1,134,110  TV 

homes.  Retail  sales  over  $5 

billion.  Western  Pennsyl- 

vania's pioneer  TV  station. 

PT! 

channel! 

in  Philadelphia,  the  I 

3rd  market.  1,947,1 

homes.  Retail  sail 

$6V2  billion.  Easterl 

sylvania's  pioneer T\ 



ITBZ 

:hannel   -a 

WBC's  magic  numbers  work  sales  magic 
for  advertisers.  Maximum  power,  low 

channel  numbers  mean  better  coverage. 

Big  and  growing  numbers  of  TV  homes 

mean  huge  markets.  And  they're  rich 
markets  ...  as  you  can  see  from  the 

figures  in  the  big  numbers.  So  let  WBC's 
magic  numbers  work  their  sales  magic 

for  you.  Start  by  dialing  the  number 

of  your  nearest  WBC  television  station 
for  availabilities.  Or,  call  Eldon  Campbell, 

WBC's  National  Sales  Manager.  His 
number  is  PLaza  1-2700,  New  York  City. 

W 

WESTINGHOUSE 

BROADCASTING  COMPANY, 

INC. 

WBZ  4  WBIA'WBI-TV.floslon,  K  Y  W  WPTZ.  Ph  Uadelphia; 
KDKA*  KDKA-TV.  Pittsburgh;  WOWO,  Fort  Wayne; 

KEX,  Portland;  KPIX,  San  Francisco 

KPIX  represented  by  The  Katz  Agency,  Inc. 

WBC  National  Representatives — Free  &  Peters,  Inc. 



THE  MOST  POWERFUL  TV  STATION  IN  NORTH  AMERICA! 

You  Can  SERVE... SELL  and  PROFIT 

on 
CKLW-TV's MILLION  DOLLAR 
MOVIES 

YOUR  AUDIENCE 
WILL  SEE... 

The  Finest  collection  of  First  Run 

Movies  ever  scheduled  in  the 
Detroit  Market. 

YOUR  CLIENT 
WILL  PROFIT  WITH  .  .  . 

Six    participating    film    commercials 

per   week  in  a   repeated   First   Runj 
Movie  Schedule  in  high  rated 

premium  time. 

-.( 

It  all  adds  up  to  a  million  dollar  bar- 
gain   so    write,    wire    cr    phone    your 

Adam   J.   Young    Representative  or 

YOUR  COMMERCIALS 

SELL  TO  AN  ESTABLISHED 
AUDIENCE . . . 

Based    on    current    performances    First 

Run  Movies  repeated  four  times  weekly 

have     produced    a     cumulative    ARB 

Rating   of   50.1     .    .    .   600,000   TV     Jj 
homes    with    an    average    of    2.5 

viewers  per  set  at  a  cost  of  76c  per 
thousand  viewers. 

CKLW-TV  channel  9,  Detroit 
J.  E.  f'nm/M'nu     Piroitlrnl 

Discover  this 
Rich  Market 

Covered  Exclusively 

by  KHOL-TV 

•  30%   of  Nebraska's 
I  '  ti'S  Farm  Market 

•  128,000    Families 

•  With  a  !/2-billion 

dollars  to  spend 

High    per    capita    income    based    on 
I    il      farming,     ranching,     light 

industry   and   waterpower. 

For  information,  contact  Al  M<- 
Phillamy,  Sales  Manager,  or  your 
nearest    MEEKER    representative. 

KHOL-TV 
Holdrege    &    Kearney,   Nebr. 

CBS     •     ABC     •     NBC     •     DUMONT 

FOR  HOTEL  ACCOMMODATIONS 
IN  HEW  YORK  CITY 

CALL    YOUR    LOCAL    TRAVEL 

REPRESENTATIVE   OR 

TELETYPE — N  Y  1-3601 

GRAND  CENTRAL   AREA 
"^Shbliari 

LEXINGTON  AVENUE  AT 
-I9TH  STREET 

1200  Modern  Rooms  Tele- 
vision equipped.  Reasonable 

Rates,  Swimming  Pool 
(complimentary  to  guests). 
Coffee  Shop,  Restaurant, 
Co-ktail    Lounge. 

RADIO    CITY    AREA 

^bbeiipjfi 
51st   STREET,    JUST   EAST 
OF    7th    AVENUE  |  1^ 

A  23  Story  Modern  Hotel. 
Accommodates  1,000 
Cuests.  Sensibly  Priced. 
Breakfast  Room,  Stock- 

holm Restaurant.  AAA 
Recommended. 

TIMES    SQUARE    AR?A 

in£6&u>arbj$etfcl 
Uth     STREET.     EAST     OF 

BROADWAY 

Comfortable       Accommo- dations    for     800     Guests 

at    Moderate    Rates 
Coffee      Shop      and 
Cocktail     Lounge. 
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t  •  standard  line  w  ill  jump  in  sales  mi 
this  reason,  along  with  the  advertised 

duel  itself.  Similarl) .  the  other  pa- 

I  i  oducts   shoi     I  (fit. 
I  ludson  is  com  inced  il  is  riding  a 

trend.  Scotl  also  has  a  qualit)  napkin. 
the  Scotkin,  introduced  in  New  ̂   ork 

some  months  prior  to  Hudson's  prod- 
uct. Ad  manager  Lewis  sees  use  "I 

Satin  Finish  helped  b)  a  growing  ten- 

dene)  to  use  disposable  items  in  the 
home  as  living  becomes  more  complex 
and   household  help   rarer. 

Problem  of  the  paper  napkin  is  it* 

infei  ioi  s<  i  i.il  status.  "It's  -till  not 
comparable  with  linen  when  you  enter- 

tain guests,"  states  Lewis.  Whole  aim 
of  the  ad  pitches  is  therefore  to  up- 

grade the  product  1  •  \  association  with 
a   sociall)    desirable  environment. 

Copy,  prepared  under  the  supervi- 
sion of  Kd  Sherry,  a  v. p.  and  <  reative 

head  at  Biow-Beirn-Toigo,  builds 
around  vai  ious  table  settings,  empha- 

sizes "richness"  and  "luxury"  .  .  . 
'  a  soft,  rich  lustre  that  looks  so  dress) 

on  \  our  table."  .  .  .  "Wouldn't  you  be 
proud  to  dre?s  up  your  finest  tables 
with  these  new  Hudson  Satin  Finish 

Napkins?"  "See  il  you  don'l  get  lots 

ol   compliments." I\  commercials  show  napkins  in  set- 

tings, focus  on  "satin)  surface  .  .  . 
worked  into  a  delicate  damask  pat- 

tern. Appearance,  the  companj  be- 
lieves, is  its  major  jirodui  I  appeal,  and 

film  shows  up  the  pattern  well,  which 
is  one  reason  wh)  the  vasl  majorit)  of 
il-  announcements  are  filmed. 

Bui  Hudson  prefers  to  dispense  \\  ith 
film  in  those  areas  where  local  person- 

alities are  strong.  The  agenc)  sends 

them  a  cop)  platform  only.  "In  our 

approach  to  participations,"  sa\-  Lew- 
is, "we  believe  that  we  do  besl  In  free- 

ing the  creative  abilities  of  the  person- 
alil ies  w ho  carr)  our  message. 

The  Hn<>:  |  i,,  \ru  York  test  will 

help  establish  compan)  policj  with 

rd  to  promotion  of  it-  new l\  <  re- 
aled  producl  line.  Prior  to  it-  napkin 
venture  Hudson  was  strictl)  an  indus- 

trial  producer:   gummed  sealing   tape. 
!■>   i  i\    and  garment  bags,  huh  her  na- .  i 

per,  heav)  bags  foi  Fertilize]  and  ce- 

ment, and  SO  forth.  I  he  napkin  -in  - 
c  ess  has  led  to  the  introdut  ii"ii  ol  pa- 

pei  toweling,  the  "hankie  facial  lis- 
sue,  toilel  tissue.  In  addition  l<>  its 
Satin  Finish  and  standard  napkin. 

I  tudson  also  sells  an  extra-lai  ge,  \  ei  j 
-oil   dinnei    napkin. 

Henceforth  the  line  will  be  promot- 
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ed  as  a  whole  rather  than  through  in- 
dividual campaigns.  he<  ause: 

1.  There  simpl)  is  not  enough  mon- 
ey to  do  the  right  kind  of  promotion 

job  for  eaeh  individual  item. 
2.  By  creating  a  brand  awareness 

and  providing  a  uniformity  of  appear- 
ance, it  is  possible  to  make  the  adver- 
tising (d  any  one  item  effect  positively 

the  sales  of  all  items  in  the  line. 

\  new  package  design  has  been  de- 
veloped for  use  on  all  items.  It  is  the 

same  basicalb  regardless  of  the  pack- 
age shape. 

Tv's  role  is  thus  given  even  greater 
stress  than  formerly,  for  this  is  the 

primary  medium  through  which  the 

new  design  image  will  be  put  before 
the  housewife. 

Behind  the  development  of  the  line 

idea  lies  an  analysis  of  the  consumer 
field  which  indicates  a  limited  market 

at  best  for  the  napkin.  The  truly  vast 

potential  lies  in  the  universally  used 
toilet  tissue,  a  field  which  Hudson  is 

just  now  trying  to  enter.  The  napkin 

business  has  paved  the  wa\  b\  helping 

to  establish  the  company's  name  in  the 
public  mind,  ami  b\  creating  a  distri- 

bution network  ready  for  further  use. 

Emphasis  on  the  line  is  evidenced 

by  a  switch  in  the  key  phrase  of  the 
well  known  jingle,  which  up  to  the 

present  time  has  featured  the  sim- 

ple, catchy  "I  se  Hudson  paper  nap- 
kin<.  It  is  now  sung:  "Use  Hudson 

paper   products." 
At  the  present  time,  advertising  of 

the  entire  product  list  is  limited  to 
New  York,  but  all  items  are  on  sale 

elsewhere.  The  company  reports  itself 
satisfied  with  the  way  the  new  items 

are  going  throughout  the  marketing 
area,  and  particularly  well  pleased 
with  results  in  the  New  ̂   ork  test  area, 

where  it  begins  with  a  base  of  75' , 
of  the  napkin  business,  according  to 
its  estimate. 

At  the  time  of  writing,  copy  out- 
side of  New  York  was  being  switched 

to  push  the  Satin  Finish.  This  is  pre- 
paratory to  a  market-by-market  sched- 

ule step-up  which  will  follow  the  New 
\  ork  pattern  where  feasible. 

Future  growth:  Competition  is  keen 
in  the  paper  goods  business.  Hudson 
sees  Scott  and  International  Ollucot- 

ton  as  ils  major  competitors.  Other  im- 
portant napkin  producers  are:  Crown 

Zellerbach,  Irving  Paper  Mills,  HofT- 
master  Paper  Co.,  Wisconsin  Tissue 
Mills.  Marcalus. 

None  is  truly  national  yet.    Past  the 

Mississippi,  shipment  ol   papei  g   Is 
becomes   uneconomical,   owing   to   the 

disproportionate  amount  of  bulk  in  re- 
lation to  si/c  Scott  is  now  producing 

on  the  West  Coast  out  of  its  new  plant 

in  Everett,  Wash.,  and  i~  relying  on 
il>  Wisconsin  factor\  foi  Midwesl  dis- 

tribution. This  company  has  come  up 

fast  in  the  napkin  field,  makes  exten- 
sive use  of  air  advertising,  with  spon- 

sorship of  My  Little  Margie  on  NBC 

and  participations  in  Omnibus  on  CBS. 

Hudson's  aim  is  national  distribu- 
tion and  greatly  increased  volume.  Its 

$15,000,000  Florida  plant  is  expected 

to  be  in  operation  turning  out  two-ply 
tissue  in  two  \ears.  The  Gulf  water 

route  will  make  possible  economical 

penetration  of  the  West  and  Southwest. 

National  distribution  could  bring 

with  it  a  change  in  ad  views.  Spot 

could  give  way  to  network,  though  it 

seems  likely  that  a  combination  of  the 
two  will  prevail.  In  any  case,  reliance 

on  tv  and  radio  seems  likely  to  in- 
crease rather  than  diminish.         *  *  * 

ESSO  TV  NEWS 
{Continued  jrom  page  37) 

when  the  Reporter  himself  and  the 
calendar  behind  the  Reporter  are  both 
shown  in,  say,  a  medium  shot,  it 

doesn't  want  the  calendar  cut  in  two 
— it  wants  the  complete  calendar 
shown  with  the  Esso  logo. 

There's  another  thing  the  book 
makes  quite  clear.  Esso  wants  to  know 

how  the  stations  it  uses  promote  the 

program.  Every  month  a  report  on 
promotion  of  the  Reporter  must  be 

sent  to  the  agenc)  :  forms  are  included 
in  the  book. 

And  the  book  discusses  the  "alter- 

nate" Reporter.  The  book  says  that 
every  three  weeks  or  oftener  it  wants 

the  alternate  Esso  Reporter  (a  "regu- 
lar" and  an  "alternate"  are  selected  at 

each  station  l  to  handle  the  show.  But. 
the  book  cautions,  there  must  be  no 

reference  to  his  "pinch-hitting"  or 
"substituting"  for  the  regular  Report- 

er. This  is  one  way  Esso  meets  an 

cmcrgencx  before  it  happens:  if  the 
regular  Reporter  should  become  ill, 

lor  example,  the  substitute  could  cam 
on  without  a  hitch. 

Here,  point  |>\  point,  are  the  most 

important  things  Esso  has  found  out 

about  televising  news.  It's  information 
an\   sponsor  might  find  useful. 

ROMERO 

OWNS 

SAN 
FRANCISCO 

...JUST  LOOK 

AT  THIS 

RATING 

In  San  Francisco,  says  ARB,  Cesar 

Romero's  new  TV  hit,  Passport 

to  Danger,  dominates  its  time  period 

...  as  it  has  from  the  first  night 

it  went  on  the  air!    Rating  is  high, 

share  of  audience  a  whopping 

75.5%,    and  going  up. 

Now  we  know  this  show  is  "hot"! 
Top  markets  are  going  fast, 

but  some  are  still  available  .  . . 

if  you  hurry 

CESAR  ROMERO,  starring  in  . . . 

ABC    FILM 
SYNDICATION,    INC. 

7  West  66th  St.,  N.  Y 
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1.  I  se  pictures.  Television  means 

pictures.  This  verj  basic  element,  sur- 

prisinuU.  often  i~  overlooked.  Yet  it 
was  tlif  lark  of  news  pictures  which 

prevented  Esso  from  entering  televi- 

sion news  on  a  significant  scale  until 

three  years  ago. 

Adequate  pictorial  material  still  is 

a  problem,  oftentimes,  outside  New 
York  City.  The  three  major  tv  news 

film  sources  INS  Telenews,  UP  Mov- 

ictone  and  CBS  Newsfilm — provide 

most  subscribing  stations  with  film 

shipped  by  air  express.  This  creates 

two  problems:  One,  the  film  often 

is  at  least  L'  1  hours  old  by  the  time  it 
anises  at  the  tv  station  and,  two,  be- 

cause  of  had  weather  the  film  some- 

times doesn't  arrive  at  all. 

Esso  says  this  about  the  first  prob- 
lem: Most  news  stories  which  the  ma- 

jor news  services  put  on  film  are  big 

enough  that  there  will  be  follow-up 
stories  to  them  the  day  after  the  break 

— and  sometimes  the  stories  will  be 

"hot?"  longer  than  that.  Esso  advises 
stations  to  show  the  most  recent  foot- 

age of  a  big  news  event  they  have, 

but  with  only  the  latest  story  to  go 

with   it   in  accompanying  audio. 

When  film  doesn't  arrive  at  all.  Esso 

suggests  that  stations  pull  film  out  of 

their  morgues.  For  example,  if  Pres- 
ident Eisenhower  makes  a  speech,  a 

station  might  pull  film  showing  the 

President  making  an  earlier  speech. 
Of  course  the  sound  track  would  be 

deleted  and  the  Reporter  would  read 

the  main  points  made  by  the  President 

in   his  latest  speech. 

How  much  film  should  he  used? 

There's  no  hard  and  fast  rule.  One 

I. ">- minute  Reporter  has  had  as  mam 
as  10  different  stories  on  film.  In  New 

York  where  the  Reporter's  evening 
-how  runs  I"  minutes  instead  of  the 

usual  I")  minutes,  new-  film  footage 
seems  to  run  an  average  of  about  four 
minutes. 

2.  I  se  local  news.  One  of  the  rea- 

sons Esso  sponsors  spol  i\  news  pro- 

grams rather  than  a  limited-network 
-how  is  in  become  identified  with  the 

< ommunit)  in  which  the  progi  am  is 

telecast.  I>\  local  pictures,  Esso  doesn  i 
mean  slill  shots  made   with  a    Polaroid 

I  and  camera.     It    much    pnlci  -   nml  nm 

picture  footage  of  local  e\ cuts.  I  sso 
realizes  thai  nol  all  stations  can  afford 

moiion  picture  equipment.  Bui  il  the) 
can.  ii  wants  the  stations  i"  use  it. 

.  Vo»i •  it  costs  less 

to  Si' 1 1 
MINNEAPOLIS 

ST.  PAIL 
Maximum  power  at  minimum 
cost  —  choice    availabilities. 

ASK 316,000 
watts    on 

H  -  R Channel    9 

Offices,  Studios,  Transmitter 

FOSHAY  TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 

TOP  TWO... 
CBS  IN  COLUMBUS,  GA. 

WRBL  RADIO 5-KW 

(NCS    1952 — 40-100%) 

Population     418,600 
E.  B.  Income  (000)  $519,137 
Retail   Sales    (000)    $257,776 

WRBL-TV 
channel  4 

(Pulse  Area  Survey  Nov.  '54) 

Population     737.910 
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Retail  Sales  (000)  $112,308 
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II  motion  pictures  are  unavailable, 
Esso  recommends  that  a  still  picture 

be  enlarged.  Then  if  the  tv  camera 

pans  the  blow-up  "I  a  -till  shot,  the 
general  effecl  of  motion  pictures  can 
be    achieved. 

:i.  Pictures  should  !»«»  self-ex- 

planatory. \nd  when  the)  tell  a 

story,  the  Reporter  doesn't  have  to  say 
anything,  keep  unneeessarv  words  to 
a   minimum. 

Vvoid  phrases  like  "This  is  a  pic- 
ture of  .  .  .  and  "You're  looking 

at  .  .  .  ■  Besides  coming  under  the 

heading  of  "unnecessary  \erl>ia»c." 
such  phrases  serve  to  accentuate  anv 

miscueing  if  the  picture  is  late  com- 
ing up,  Esso  points  out. 

I.  The  Reporter  himself.  Esso 

likes  its  Reporters  to  have  the  experi- 
ence and  authority  which  will  add  con- 

viction. But  thc\  should  be  relaxed 

and  easj  going,  not  pompous  and  not 
theatrical.  Whether  or  not  they  were 

actual  new>  reporters  before  they  were 

named  Esso  Reporters,  is  not  too  im- 
portant. 

If  the  Reporter  has  something  to 

read,  he  should  rend  it  and  not  pre- 

tend that  he's  speaking  extemporane- 
ously. If  he  needs  glasses,  says  Esso, 

he  should  put  them  on.  not  pretend 

he  doesn't  need   them. 
When  the  Reporter  is  discovered  In 

the  camera,  he  should  be  doing  sonic- 

thing — arranging  papers  on  his  desk, 
reading  or  editing  a  bulletin  with  a 

pencil,  taking  his  glasses  out  of  the 
case. 

•>.  Vara  Kimcni  unales.  To  avoid 

static  shots  of  the  Reporter.  Esso  sug- 
gests a  different  camera  angle  each 

time  the  program  cuts  back  to  the  Re- 
porter from  film  or  balop.  (The  book 

has  a  page  of  pictures  illustrating  vari- 
ous possible  camera  angles.) 

«.  The  s€'t.  \  simple  set  is  best  for 
a  news  program.  Esso  believes.  The 
Reporter  has  a  desk  and  on  the  desk, 

in  addition  to  scripts  and  photographs 
needed  for  the  telecast,  is  an  Esso  Re- 

l<o/i(>r  identification  sign.  Back  of  the 
Reporter  is  a  plain  wall  on  which  is 

hung  a  special  Esso  calendar  for  visual 
identification. 

Because  the  set  is  so  simple.  Esso 

cautions  against  undue  severity.  The 

company  says  the  background  should 

be  well  lit  with  informal  shadow  pat- 

terns on  the  backdrop  behind  the  Re- 

porter. The  desk  should  be  aboul 

-even  feet  from  the  backdrop  for  the 
best  effect. 

7.  Report  hard  news  only.  Esso 

emphasizes  to  the  stations  carrying  its 

programs  that  "selection  of  news  serv- 
ice and  new-  content  i~  the  responsi- 

bility ol  the  local  station  without  spon- 

sor limitation  or  restriction."  Esso 
points  out  that  while  the  station  and 
the  sponsor  know  of  this  policy,  the 

viewing  public  doesn't,  so  that  an\  edi- 
torial interpretation  would  be  attrih- 

uted  b)  viewers  to  Esso.  The  risk  of 
misinterpretation  and  embarrassment 

usually  lies  in  "feature,"  "background" 
and  so-called  "documentary"  stories 

where  it's  impossible  to  tell  all  the 
facts  or  give  all  the  views  pertaining 

to  the  storv.  Esso  caution-  Reporters 
never  to  editorialize  hv  word,  action, 

expression,  selection  or  inflection.  It 
wants  stations  to  avoid  controversial 

issues  unless  they're  essential  to  com- 
plete and  timely  straight  news  cover- 
age. This  says  Esso,  especiallv  applies 

to  feature  stories  and  interviews. 

«.  Vse  latest  news.  The  best  show 

is  the  one  that  has  the  latest  news.  Es- 

so has  found  that  it  pavs  to  keep  the 

show  as  flexible  as  possible  up  to  the 

very  last  minute  so  as  to  include  late 

pictures  and  news  flashes. 

Don't  forget,  Esso  reminds,  that  a 
well-rounded  news  program  is  one  that 
contains  national,  international,  re- 

gional and  local  news  as  well  as  sports 
and  weather.  Naturally,  there  will  be 
lean  news  nights  and  when  feature 

-lories  are  used,  thev  should  be  picked 

for  general  human  interest — guarding 

against  so-called  "publicity  releases" 
and  second-rate  features. 

9.  Sports  scores.  Your  Esso  Re- 

porter may  announce  that  it  is  time  for 

a  look  at  "Your  Esso  Scoreboard, 

hut  Esso  doesn't  want  sponsor  or  prod- 
uct identification  on  video.  The  video 

portion  of  the  scores  should  he  as  sim- 
ple and  uncomplicated  as  possible, 

such  as : 

Cardinals         5 

Brooklyn  1 

This  can  be  accomplished  with  a 

view-graph,  roll-up  title  card  or  actual 
mounted  score  board. 

10.     Weather.     I„    announcing    the 

weather,  the  Reporter  should  initiallv 

be  seen  on  camera.  He  then  give- 

today's    weather.     To    increase    intere-t 

ROMERO 

RATES  HIGH... 

HITS  34.3 

IN  FIRST 

MILWAUKEE 

RATING 

In  city  after  city,  ARB*  reports 
PASSPORT  TO  DANGER  is  hot  .  .  . 

and  getting  hotter!  For  example: 

15.1  in  San  Francisco,  with  a  75.5% 

share-of-audience1 

18.1    in    Cincinnati,    with    a    36.7% 

share-of-audience! 

34.3  in  Milwaukee,  with  a 

64.6'.  share-of-audience! 

37.0  in  Jacksonville,  with  a  whop- 

ping 86.7%  share! 

43.3  in   Pittsburgh,  with  a 

68.9%  share! 

What  a  star!  What  a  show!  What  a 

way  to  sell  your  product! 
•Jan.  1955 

CESAR  ROMERO,  st 
arrmg  in 

ABC    FILM 

SYNDICATION,    INC. 
7  West  66th  St.,  N.  Y. 
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RURAL  MARKET 
AWAITS 

YOUR  SALES 
MESSAGE 

KUOA 
AM 
AND 

FM 
5000  Watts 

SILOAM  SPRINGS,  ARKANSAS 

Northv/est  Arkansas' 
Most  powerful  station 

•  95%  of  homes  are  radio 
equ 

•  23%  do  not  read  newspapers 

•  51      do  not  read  magazines 

•  500,000  population 

KWKW  is  preferred  by  2  to  1  over 
second  best  station. 

•Belden   Survej    covering   market  and   br:unl i     nvallablc. 

Call   or  write — 

in  the  forecast  portion  of  the  weather, 

the  reporter  may  make  use  of  visual 
aid  such  as  view-graph  or  a  drawn 
chart. 

I  J.  ft<*<-<ipi(iif<t(ioii.  Ksso  suggests 

that  following  the  weather  and  just 

before  the  filmed  closing,  a  quick  re- 
\  iew  of  the  three  or  four  top  news 
headlines  be  given  orally  and  visually. 

This  gives  late  tuners-in  an  opportu- 

nity to  be  brought  up-to-date  and  also 
will  serve  as  a  pad  if  necessary. 

12.  Music.  Be  careful,  Esso  advises, 

in  the  selection  of  music  to  back  up 

news  clips.  See  that  it  is  appropriate 
in  all  instances.  Esso  would  rather 

have  no  music  than  the  wrong  music. 

(  A  list  of  suitable  mood  music  to  as- 

sist Reporters  in  the  selection  of  back- 

ground music  is  included  in  the  in- 
struction book,  i 

**In  trying  to  cover  both  radio  and  tele- 
>ision  with  a  single  set  of  standards  the 
ARE  Committee  has  failed  to  recognize 
differences  between  the  two  media.  To 
the  detriment  of  radio!  .  .  .  Can  a  sam- 

ple that  is  used  to  measure  the  audience of  two.  three,  four,  or  perhaps  seven 
tv  stations — with  more  or  less  of  the 

same  type  of  audience  appeal — he  ade- 
quate to  measure  the  audiences  of  11, 

13  and  up  to  31  or  more  radio  sta- 
tions— many  with  specialized  audience 

appeal,  that  can  be  received  in  one  lo- 

cality?" DANIEL  DENENHOLZ 
Director  of   Research    and    Promotion The   Katz   Agency 

13.  Cue  film  carefully.  Ever)  pre- 

caution should  be  taken  to  have  all 

film  roll  on  cue  and  guard  against 

viewers  seeing  acadenn  leader  visible 
mi  the  screen.  Esso  has  Found  this  can 

best  be  accomplished  b\  running  the 
leader  of  the  nexl  liliu  clip  to  No.  6 

on  the  acadeim  leader  and  back-tim- 

ing the  director's  and  the  Reporter's 
scripts,  inserting  a  cue  mark  six  sec- onds before  the  film  is  to  come  up. 

This  cue   word    means   that   both   the 

Reportej  and  director  know  thai  pic- 
ture i>  coming   up  in  si \  set  onds. 

\v    an     additional     precaution,    the 

floor   manage]    or  cameraman   should 
be  cued  l>\  the  director  to  count  oil 

-i\  seconds  for  the  Reporter.  It  is 

important  in  coming  oul  ol  film  or 
balop  thai   the  Reportei   avoid  having 

'  egg    on    his    lace. 
112 SPONSOR 



How   stations   urr   picked:    Kugene 

Cogan,  M&P's  media  director,  com- 
piles the  following  information  about 

a  particular  market  and  station  before 
he  recommends  that  Ksso  t\  newscasts 
be  used  in  the  market: 

1.  Station   and   power 
2.  Families    in    metropolitan    area 

3.  Auto   registration 

4.  IV  set  penetration  in  percentage 
5.  Service  station  sales  I  total — not 

onl\    Ksso  stations  i 

6.  Esso's  expenditures  in  the  mar- 
ket for  advertising 

7.  Audience  survey  available,  period 
it  rovers  and  area  it  covers 

8.  TV  homes  figures — one.  claimed 
by  the  station:  two,  allowed  by 
Esso 

\\  hen  he  has  this  information,  Co- 

gan  takes  the  number  of  tv  homes  Esso 
allows,  multiplies  it  by  the  rating 

i  whichever  is  latest) — whether  Pulse, 

Nielsen,  Hooper,  ARB.  or  other),  thus 
arriving  at  an  estimated  audience.  This 
figure  is  divided  into  the  cost  of  the 

proposed  program  which  produces  the 

cost-per-1,000.  This  cost  is  figured 
for  the  whole  show*,  not  for  commer- 

cial minutes.  And  it  includes  all  time, 

production,  talent,  other  charges.  *  *  * 

MERCHANDISING 

{Continued  from  page  35) 

"By  all  means!  But  only  after  you 
have  established  the  over-all  advertis- 

ing program.  Merchandising  is  a  plus 
feature  designed  to  lend  additional 

support  to  your  schedule — you  should 
not  have  to  pay  for  it!  Buy  your  an- 

nouncement campaign  first;  then  ask 
the  station  for  merchandising  help  in 

the  form  of:  jumbo  post  card  mailings, 
station  letters  to  the  trade,  calls  on  the 

trade,  using  Hires  Root  Beer  on  give- 

away shows,  supplying  window  stream- 
ers, shelf  markers — or  anything  else 

that  occurs  to  you." 
Snapped  the  veteran  broadcaster  re- 

garding these  "you-should-bargain" 
tactics: 

"It  is  beyond  me  how  an  advertis- 
ing agency  can  be  a  willing  party  to 

diluting  a  medium  which  they  them- 
selves need  and  which  their  client 

needs." 
SPONSOR  sought  additional  opinions 

from  broadcasters  on  the  merchandis- 

ing question,  and  other  examples  of 

stepped-up  pressure  by  agencies  were 
cited: 

•     A    medium-sized    ad    agency    han- 

dling a  brand  of  soap  flake-,  rep-  said. 

is  currently  using  the  carrot-before- 
the-donkey  technique  to  get  increasing 
amounts  of  merchandising  in  connec- 

tion with  participations  in  women's- 
appeal  program-,  \\liene\ei  contracts 
come  up  for  renewal,  reps  executives 
revealed,  the  agency  starts  to  stall.  To 
get  the  contract  renewed,  a  station  has 

to  increase  its  present  merchandising 
substantially. 

•  A  large  New  York  agen<\  placing 

spot  radio  business  for  one  of  the  top 
cigarette  brands  has  let  it  be  known 

among  reps  that  it  will  not  pav  for 

merchandising  "packages"  offered  by 
stations  on  a  fee  basis.  If  the  station 

wants  the  contract,  it  will  have  to  drop 

its  usual  charges — and  send  the  agen- 
cy written  guarantees  that  the  mer- 

chandising has  been  delivered  as  prom- 
ised. 

•  Another  New  York  agency  that 
handles  two  active  spot  radio  accounts 
— one  a  well-known  wine  and  the  other 

a  line  of  automotive  products — has  de- 
veloped a  more  subtle  squeeze.  This 

agency's  forte  is  seeking  a  number  of 
"marginal"  merchandising  aids  that 
add  up  to  a  substantial  amount  of  ex- 

tras. Samples:  extra  plugs  for  the 
product  name  and  the  names  of  local 

dealers  in  station-placed  newspaper 

program  promotion  ads,  extra  on-the- 
air  plugs  for  the  programs  that  stress 

local  dealers;  extra-length  participa- 
tion commercials,  often  as  much  as  30 

seconds  beyond  the  regular  minute 

length,  which  pla\  up  local  retail  out- 
lets. 

•  The  field  representatives  of  a  ma- 
jor brand  of  instant  coffee,  several  sta- 

tion managers  pointed  out,  have  de- 

veloped a  version  of  the  "Stakhano- 

vite  goal'  to  get  above-normal  mer- 
chandising. This  tactic,  widely  used  by 

the  Soviets,  involves  citing  the  huge 

amounts  of  coal  dug  by  an  "average" 
miner  named  Stakhanov  as  the  "nor- 

mal" goal  for  other  miners  to  dig.  In 
the  case  of  the  coffee  company,  it  in- 

volves showing  a  station  manager  how 
much  more  merchandising  the  coffee 

firm  is  presently  getting  from  stations 
of  similar  size  in  comparable  markets. 

Most  managers  quickly  get  the  point. 

•  Timebuyers  at  a  major  New  York 
agencj  have  recently  been  checking 

reps  for  daytime  availabilities  on  be- 
half of  a  leading  manufacturer  of  pa- 
per products.  Currently,  the  client  is 

not  using  spot  radio.  "We're  trying 
to  make  up  a  good  presentation  to  get 

him  back  in  radio,"  the  agencv    buyers 

Four 

big 

reasons 

52  star-spangled  films,  paced  by 

top  names  from  Hollywood  and 
Broadway. .  .great  scripts   ..superb 

direction  by  Roy  Kellino,  Ted  Post, 
and  others.  If  you  want  to  make  a 
real  impression,  this  is  for  you! 

ABC    FILM 
SYNDICATION,   INC. 
7  West  66th  St.,  N.  Y. 

CHICAGO  •  ATLANTA  •   HOLLYWOOD  •   DALLAS 
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have  been  telling  rep?,  ""and  we're  par- 
ticularly anxious  to  stress  the  mer- 

chandising he'll  get."  \-  the  conversa- 
tion develops,  reps  soon  get  the  pitch. 

The  more  "extra"  merchandising  thai  - 
offered,  the  better  will  be  the  chances 

of  coaxing  a  spot  radio  schedule  I   i 

the  inactive  client.  Snorted  one  radio 

\  .p.  of  ci  top  rep  firm :  "Polite  black- mail! 

Thoughtful  radio  broadcastei  -  v  iew 

such  developments  with  understand- 
able alarm.  In  the  stepped-up  pres- 

sures for  merchandising,  the)  see  tin- 

spectre  of  rate-cutting,  under-the-coun- 

ter dealing,  and  prestige-lowering  com- 

petitive battles  in  which  "radio"  itsell 

ma)  wind  up  behind  "merchandising" 
in  the  also-ran  media  position. 

\  recent  letter  to  sponsor  from  Gor- 

don Gray,  v.p.  of  General  Teleradio 
i  WOK  and  WOR-TV,  New  York),  cit- 

ed a  typical  danger: 

"Even  as  the  1  \  s  report  found  it- 
way  to  m\  desk,  so  did  a  nutation  from 
one  dl  our  salesmen  observing  that 

one  of  the  largest  agencies  in  the  cit) 

bad  just  called  a  meeting  of  station 

representatives  and  New  York  station 

salesmen  to  request  'special'  merchan- 
dising to  approximate  6,000  pieces  of 

mail    four  times  during   the  course  of 

the  i  ampaign. 

"  \  qui<  k  pencil  -bow-  that  in  our 
case  the  station  was  being  asked  to 

spend  T'u''  of  the  gross  cost  of  the 
campaign,  alter  agencj  commissions, 

for  this  'special'  merchandising. 
Enough  of  these  requests  and  we  must 

raise  our  rale-  another  T'_.'<  or  cut  it 
out  of  programing  or  other  costs  of 
doing  business. 

\n  even  broadei  dangei  was  pointed 
out  b\  William  I!.  Caskey.  v.p.  and 

general  manager  of  Philadelphia's WPEN  and  WPEN-FM.  Warned  Cas- 

ke)  : 
"  Agencies  don  t  seem  to  realize  what 

the)  are  doing  to  radio  1»\  continually 

pushing  radio  stations  foi  special  pack- 
age-. Radio  stations  are  going  to  have 

to  put  on  more  advertisers  in  order  to 
earn  the  same  revenue.  I  he  natural 

consequence  of  this  is  that  radio  sta- 
tions will  be  offering  less  and  less  en- 

tertainment, and  in  the  end  it  may  be 

that  they  will  start  to  lose  large  seg- 
ments of  listeners. 

The  scope  of  the  industry  problem 
cited  b\  these,  and  other,  broadcasters 

ran  be  read  in  the  degree  to  which 

merchandising  ha-  spread  in  the  ra- 
dio field.  In  a  1950  report  on  radio 

merchandising,  sponsor  estimated  that 

MKOW  Couittoy.. 

"**  Twice  $$  Big $$  Milwaukee 
Sell  it  at  half  the  price! 

The  50  count)  wKOW  COUNTRY  market  with  Madison  as 

itscapitol  city,  lias  retail  sales  of  S2.fi  BILLION  annually — 

fi2Y  of  the  state's  total,  over  luicc  as  high  as  Milwaukee. 
You  can  sell  it  all  at  bargain  rates  on  WKOW,  Wisconsin's 
inost^powerful  radio  station,  at  half  the  cost  of  Milwaukee. 

Ask  your  Headley-Reed  Co. 
man  for  proof  of  performance 
and  the  wKOW  COUNTRY 

Saturation  Rate  Plan. 

WKOW 
MADISON,  WIS. 

CBS 
Affiliate 

H£;srfs<°- 

about  HP.  of  all  the  radio  outlets  in 

the  I  .S.  were  offering  merchandising 

aid  to  clients  (see  "Merchandising  is 

like  fingerprints."  28  August  1950). 
Toda\ .  that  figure  has  increased  b) 
more  than  half.  A  nationwide  sur\e\ 

of  radio  outlets  made  recentl)  bj  Ken- 

yon  \  Eckhardl  agenc)  puts  the  mer- 

chandising figure  at  "65$  or  more" of  all  stations. 

More  than  six  out  of  ever)  L0  U.S. 

radio  stations  therefore  lace  the  prob- 
lem of  *"e\ce— i\e  merchandising  de- 

mands from  agencies  and  clients.  Sta- 
tion managers  estimate  today  that  even 

the  "average"  merchandising  assis- 
tance offered  b\  stations  costs  any- 
where from  S20.000  yearly  on  up. 

Large-scale  merchandising  campaigns, 
which  involve  station  staff-  that  do 

nothing  else,  can  cost  a  station  any- 
where from  s.,0.000  to  $100,000  an- 

nually. Giant  merchandising  cam- 
paign- as  exemplified  1>\  the  job  done 

1>\  Crosley's  W  l.\\  in  its  listening  area 
can  cost  well  over  $250,000  annually 

i  though  of  course  in  the  WLW  opera- 
tion cost  is  not  problem,  it  being  the 

station-  own  traditionally). 

Obviously,  if  a  station  is  being 

forced  to  go  "over-budget"  on  mer- 
chandising, something's  gotta  give. 

And  that  something  may  well  be  the 

general  standard-  maintained  for  years 
in  the  radio  industry,  veteran  station 
executives  feel. 

"With  verj  few  exceptions,"  said  a 
high-ranking  official  of  one  of  Cali- 

fornia- top  mu-ic-and-news  indepen- 
dent-. "I'd  -a\  "merchandising"  is  in 

danger  of  becoming  'controlled  ruina- 

tion'  of  radio." 

What  aavnvii's  say:  lh,  agencies 

agree  privatel)  thai  the)  are — as  many 
broadcasters  charge  pulling  on  too 

much  heat  for  too  much  merchandis- 

ing.-' W  hat"-  the  di\iding  line  between 

a  legitimate  merchandising  request  and 

requests  foi  merchandising  "in  excess of  what  is  generally  regarded  by 

broadcasters  as  proper,  as  the  4  \  - 
code  puts  it. 

Agencies,  Eor  the  most  pai  t.  do  not 
share  the  widespread  broadca-ters 

alarm  over  the  merchandising  situa- 

tion.   The)    don't   Eeel   they're  asking 
foi    too  much:    most,   in   fact,  will  deny ii   heatedly. 

The    follow  ing   comment    from   a  \  ice 

president  of  one  of  the  country's  top 
ten  agencies  i-  particularl)  revealing 

about  agen<  j  attitude  toward  merchan- 

dising : 
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"Basically,  the  I  A's  recommenda- 

tions look  good  to  us,"  the  agency 

v.p.  said,  adding,  "One  point,  however, 
seems  weak:  the  section  dealing  with 

merchandising  cooperation.  This  would 

have  the  agencj  passivei)  'accept 
whatever  merchandising  cooperation  a 

broadcaster  regularly  makes  available. 

"We  do  not  think  that  an)  agenc) 

is  doing  the  right  job  for  it-  clients 

by  taking  a  passive  attitude  toward 

any  of  its  work  for  them." 
Even  more  direct  was  a  statement 

to  sponsor  from  Emil  Mogul,  stormy 

petrel  president  of  the  ad  agency  that 

bears  his  name.  Mogul's  feelings, 
shared  by  a  fair-sized  number  of  agen- 

cy executives,  helps  explain  why  there's 
considerable  agency  pressure  on  now- 
merchandising  stations  to  step  up  their 

efforts.  It  also  gives  an  indication  of 

why  main  stations  who  don't  extend 
merchandising  service  are  being  prod- 

ded toward  getting  into  the  act. 

Said  adman  Mogul: 

"Because  of  the  variance  in  mer- 
chandising services  offered  by  stations, 

including  the  fact  that  some  stations 

offer  none,  I  think  it  is  the  responsi- 
bility of  the  advertising  agency  to  try 

to  get  from  any  broadcaster  such  mer- 
chandising services  as  are  maximal 

with  the  stations  that  do  make  these 

services    available.'" 
Not  all  agencies,  at  the  same  time, 

share  Mogul's  views.  A  small  but  im- 
portant minority  of  big  agencies  today- 

are  starting  to  ease  up  deliberately  in 

their  search  for  radio-plus-merchandis- 
ing deals. 

The  answer  lies  in  the  fact  that 

agencies,  out  to  impress  clients  by 

landing  big  radio-plus-merchandising 
deals,  are  sometimes  finding  themselves 

on  a  merry-go-round  instead.  Here's 
how  the  chief  radio-tv  timebuyer  of 

an  important  Radio  ("it\  area  ad  agen- 
cy   in  New  York  summed  it  up: 

"Sure,  we  look  for  good  merchan- 

dising opportunities.  But  we're  getting 
a  little  gun-shy  on  the  subject.  There 

are  of  course  a  select  group  of  sta- 
tions in  the  country  that  have  excel- 

lent merchandising  aids  to  offer  a  cli- 
ent. We  like  these  stations,  and  we 

do  use  their  merchandising   [dans. 

"But  it's  all  too  easy  for  an  over- 
enthusiastic  salesman  to  talk  up  a  new 
merchandising  plan  so  that  it  looks 
better  than  it  really  is.  He  promises, 
in  other  words,  that  he  can  match  the 
leaders. 

"We've  been  stung  a  few  times  late- 

ly in  just  this  fashion.  When  we  tr\ 
to  get  the  station!  to  live  up  to  its 

promises,  the  station  shouts  'Pres- 
sure! 

Vdded  the  agency  man.  candidly  : 

"I  don't  particularly  enjoj  shoving 

stations  and  reps  around.  But  mer- 
chandising in  spot  radio  today  i-  often 

more  trouble  than  it's  worth.  I 

wouldn't  be  surprised  therefore  to  see 
many  agencies  return  to  spot  radio 

buying  that's  based  on  considerations 
entirely  apart  from  merchandising." 

A  good  example  of  just  how   much 

trouble  can  be  stii  red  up  foi  a  mer- 

chandising-happ)  agenc)  when  stations 
are  forced  into  merchandising  compe- 

tition was  cited  to  sponsor  bj  the  ac- 
count executive  in  charge  "I  spot  ra- 

dio-ty  placed  by  a  majoi  interstate 

baker)    concern. I  he    \    E  told  SPONSOR: 

"We  placed  a  13-week  spot  radio 
schedule  on  a  big  network  affiliate  in 
the  bast  recentl) .  The  merchandising 

campaign  they  offered  us  really  swung 

the  deal.  Our  client  yvas  very  im- 

pressed. 

KXLY-TV  PRODUCES 
1000%  SALES  GAIN! 
KXLY-TV's  vastly  superior  coverage  combined  with  powerful  mer- 

chandising (FREE  to  qualified  advertisers)  really  delivers  the 

SALES!    Look  what  happened   for  White    King   "D". 

"It  is  with  a  great  deal  of  enthusiasm  that  I  write 
and  tell  you  of  the  wonderful  results  we  received 

in  your  recent  Telemarket  with  the  ICA  and  Red 
and  White  Stores.  We  had  over  70  displays  in 

these  stores  and  the  movement  of  our  new  White 

King  "D"  increased  over  a  thousand  percent  in  the 

two  weeks.  I  am  looking  forward  to  another  Tele- 
market  in  the  not  too  distant  future  and  have  every 

confidence  that  it  will  be  bigger  and  better  than 

the  one  we  have  just  concluded. 

Very  truly  yours, 

(signed)    Art  Gwinner 
District   Sales    Manager 

Spokane 
bi    a   disi  "nut  when 

i    in  conjunction  with 
the  "XL"  Network. 
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RICHARD  E.  J0HE5 
uice  pres.&  gen.  mgr. 

lunsHincTon 

Rep.-HUERV-HnOOEl 
maare&lund:5ei]ttle, part  land 

7  MARCH  1955 

115 



"But  what  we  were  promised,  and 

what  we  got.  turned  out  to  be  two  dif- 

ferent  tiling.  The  'guaranteed  store 

displays'  never  materialized;  some  oth- 

spot  client  had  beaten  us  to  them. 

Instead,  we  got  window  stickers  in  su- 

permarkets on  which  the)  spelled  our 

client's  product  name  incorrectly.  We 
had  tie-in  ads  in  five  newspapers  in  the 

station's  listening  area  -but  four  of 

the  five  newspapers  were  outside  of 

our  bakerj  client's  distribution  area. 
Trade  promotion  consisted  largel)  "I 

a  quick  post  card  mailing;  the  station 
had  too  much  work  on  it-  hands  to  do 

extensive  in-store  checkups.  And  so 
on   and   on. 

('.(included  the  agencyman:  "1  still 
t li ink  radio  station  merchandising 

when  it's  done  properh  is  a  valuable 

extension  of  spot  radio.  Rut  I'm  be- 
ginning  to  feel  thai  many,  main  sta- 

tions are  being  forced  into  a  situation 

where  the)  have  had  to  promise  more 

than  the)  can  reasonabl)  deliver.  It  s 

a  situation  that's  tough  on  everybody." 
The  trend  toward  extra  pressure  on 

stations  for  extra  radio  merchandising, 

many  agenc)  men  feel,  can  best  be 

halted  at  the  client  level.  "We're  Mi  it  - 
ing  with  hundreds  of  thousands  in 

broadcast  billings  if  we  go  to  a  client 

and  tell  him  we  won't  put  the  heat  on 
iadio  stations  foi  extra-special  mer- 

chandising," said  the  radio-tv  v. p.  of 
a  medium-sized  agenc)  specializing  in 

drug  product  advertising.  "What  are 

we  supposed  to  do?" Said  another  high-ranking  agency- 

man,  whose  firm  handle-  a  major  au- 

tomobile account : 

"Last  fall.  We  had  a  huddle  in  our 

radio-tv  department.  One  of  our  big- 

gest advertisers  was  trimming  back  his 

spot  radio  schedule.  We  were  given 
a  list  of  stations  from  the  client,  and 

told  to  pick  out  those  stations  that 

gave  the  most  merchandising.  The) 

were  retained  on  the  list;  the  others 

weie  dropped.  At  the  same  time,  the 

client  told  us  to  'pep  up"  the  merchan- 
dising on  the  stations  lit-  was  keeping. 

"There  wasn't  much  we  could  say. 

\nd  even  if  we  balked,  he'd  probably 

think    we    were   crazy." 

.Solutions:  How  can  the  radio  mer- 

chandising controversies  be  solved 

within  the  industry,  since  there  is  no 

present  industry  definition  of  what 

"too  much"  merchandising  reall)  i-? 
This  seemed  to  be  the  consensus  of 

many  industry  members  clients,  agen- 

cies,   reps  and  stations — contacted  by 

LOOK  AT 
THESE 
FACTS 

ABOUT 

WOW-TV 
OMAHA 

NEBRASKA, IOWA 
•  OMAHA 

KANSAS     "|  MISSOURI 

|  MARKET 
Over     400,000  families  with 

2  billion  dollars  to  spend. 

■   PROGRAM  RESPONSE 
7,851  LETTERS  in  TWO  WEEKS 

were  received  by  Connie  Cook  of 

"Connie's  Cupboard"  when  she 
asked  viewers  to  send  in  the  name 
of  their  favorite  grocer. 

3,300  get-well  cards  were 
sent  to  "Uncle  Tom"  Chase  of 
"Trail  Time"  (a  children's  show) 
when  he  was  in  the  hospital 
recently. 

Ask  your  Blair-TV  man  or  write 
Fred  Ebener,  Sales  Manager,  WOW- 
TV  for  spot  program  availabilities. 

COVERAGE  !TTl#"*fTTl 
100,000  Watts  (Max    Power)  ̂   \    M%^^  -M^.    A    M     JV 

covering   51    counties  in  Ne-  omaha-channei   6 
braska,  low/a,  Missouri  and  Kan-  maximum  power    a  memdith  station  ■  cbs-iv  •  nbc-tv 

sas.    (see  coveraqe  map  above)  Affiliated  with   Better  Home.  &  i   i. ..     and 
Successful  Forming     M. „,„,.... 

SPONSOR: 

1.  Stations  should  set  limits,  and 

then  stick  to  them.  \s  the  manager 

of  a  New  England  station  stated: 

"More  and  more  advertisers  and  their 

agencies  are  searching  for  better  radio 

buys.  We  have  found  it  necessary  to 

design  a  varietj  ol  packages  to  meet 
this  demand  and  to  include  merchan- 

dising support.  It  is  m\  opinion  that 

such  packages  must  be  clearly  identi- 
fied and  be  available  to  all  comers 

who  ijualifv  b\  spending  the  required 

amount   of  money." 2.  Advertisers  must  realize  the  basic 

role  of  station  merchandising.  One  of 

the  prime  fallacies  of  merchandising, 

ai2cnc\men    feel,    i-    that    station    mer- 

•  »I  think  that  national  radio — and  lo- 

cal  too — will  prosper  because  it  makes 
possible  frequency  at  lo>v  cost.  And 
more  and  more  of  the  marketing  of 
goods  and  services  demands  repetition 
of  "reason  why'  advertising.  Repetition 
is  still  a  hallmark  of  good  sound  ad- 
vertising." 

JOHN    KAROL. 
Vice    President    in    Charge    of 

Vetworlt   Sales 
CBS  Radio 

(  handising  will  substitute  completely 

for  that  merchandising  a  client  usuallv 

does  for  himself.  A  top-level  executive 

of  one  big  agency,  for  example,  told 
SPONSOR: 

"Man)  clients,  particularlj  in  the 
food  and  drug  field,  have  spent  years 

building  up  huge  men  handising  oper- 
ations of  their  own.  Such  advertisers 

would  be  foolish  to  try  to  shift  this 
burden  to  stations.  For  one  thing,  no 

station  -hares  the  intimate  knowledge 

o|  a  client's  own  merchandising  meth- 
od-. For  another,  it's  an  unfair  bur- 

den to  thrust  on  an  ad  medium.  We 

ii\  to  look  on  radio  station  merchan- 

dising as  a  welcome  supplement  to  cli- 
ent merchandising,  adding  about  25^5 

to  the  general  effectiveness  of  a  cli- 

ent s  ow  n  efforts." 
3.  The  industry  timid  clarify  what 

is  meant  In  "merchandising."  \  glance 

at  the  findings  ol  Kenyon  &  Eckhardt's radio  merchandising  stud)  on  page  35 

will  reveal  an  important  fact  to  the 

merchandisine-wise  adman:   most  sta- 

4  ♦  * 
RADIO  &  TV  PERSONNEL 

We  screen  New  York's  vasf source  of  qualified  personnel; 
fake  the  guesswork  out  of  hir- 

ing for  stations  anywhere.  Tell 
us  your  needs,  we  do  the  restl 

.   "      * 
right 

at  our 
fingertips  4 

for  you.' 
CAREER    BUILDERS   Agency 

.  Marjorie   Willy,   Director,  Radio-TV   Div.  t 
35  West  53rd  St.,  New  York   19  •   PI  7-6385 

i  .  •  *  it  ' 
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lions  who  do  extend  merchandising 
aid  offer  about  the  same  number  of 

services.  But,  as  any  veteran  adman 

knows,  the  quality  and  amount  of  the 
services  will  varj  all  over  the  lot. 

There's  much  work  to  be  done  by  trade 
"roups,  industry  associations  and  the 
like  in  clarifying  jusl  what  sort  of 

merchandising  support  is  '"normal"  for 
various  categories  of  stations.  Thus, 

pressure-plays  for  "extra"  merchandis- 
ing could  be  spotted  quickl)  and  dealt 

with  diplomatically. 

4.  //  a  client  feels  he  must  have  ex- 
tra merchandising,  he  should  pay  for 

it.  Establishment  of  this  as  an  industry- 
practice,  man)  broadcasters  feel,  would 

do  much  to  end  the  rat-race  now  going 

on  in  radio  merchandising.  Some  sta- 
tions, of  course,  are  geared  to  give 

above-normal  merchandising  aid:  but 

they're  the  exception.  If  the  industry 
can  arrive  at  certain  "minimum  ba- 

sics" in  merchandising,  clients  might 
well  be  persuaded  that  extra-large  cam- 

paigns should  be  paid  for  by  the  ad- 
vertiser, not  the  station.  The  alterna- 

tive can  only  be  hardships  for  the 
radio  industry  which  ma)  eventually 

dull  its  effectiveness  a-  a  low-cost, 
hard-hittinjr  medium.  *  *  * 

TWO  TO  I  COS 

i  Continued  from  page  33) 

"just  watch  P&G.  They'll  have  7V  , 
of  a  $05  million  budget  in  tv  this 

\  ear.' What  are  the  two  Toigos  like,  and 
bow  did  they  become  top  strategists 

in   opposing  agenc)   camps? 

John  Toigo,  older  of  the  two  cous- 
in-, i-  a  stock)   man  of  medium  height. 

Aw,  cheer  up — that  KRIZ  Phoenix 
personality  had  to  get  better 

some  day." 

in  his  mid-fifties.  He  ha-  grev  hair,  a 

gre)  moustache  and  horn-rimmed  lead- 
ing glasses  which  he  uses  to  drive 

home  a  point  with  gestures.  He  has 
been  known  to  wear  a  tattersall  shirt 

and  a  plaid  tie.  You  get  the  impres- 
sion that  John  loigo  dresses  for  com- 

fort. 

His  office  in  it-ell  doesn't  reflect  the 
personality  of  the  man.  mile—  b)  it-  un- 

pretentiousness.  It"s  a  small,  cramped corner  room  on  the  fourth  floor  (not 

the  fifth  "executive"  floor).  It's  got  a 
decent,  unspectacular  desk.  His  sec- 

retary, Gene  Gabriel,  has  to  commute 

across  a  corridor  to  get  to  Toigo's  of- 
fice. Agency  associates  recall  that  he 

was  offered  an  office  on  the  fifth  floor 

last  November,  when  his  new  manage- 

ment position  was  made  official.  Toigo 
refused.    He  likes  it  where  he  is. 

To  get  to  Adolph  Toigo's  office,  the 
visitor  must  pass  through  carpeted  cor- 

ridors opening  onto  conference  rooms, 

fully  equipped  with  breakfast  and 
luncheon  kitchens.  One  corridor  opens 
onto  an  inner  reception  room,  with 

deep  couch,  several  deep  chairs,  ma- 
hogany cocktail  table  (no  drinks 

served),  oil  paintings  (more  slick  than 

art)  I  of  various  New  York  scenes.  It's 
the  type  of  setting  in  which  vou  ex- 
pect  to  find  June  Allyson  announcing 
that  Walter  Pidgeon  will  see  you  now. 

Adolph  Toigo  is  more  formal  than 

his  older  cousin.  You  can't  imagine 
him  wearing  a  tattersall  shirt  and  a 

plaid  tie.  He  speaks  calmly,  without 

gestures;  his  thin,  gold-rimmed  classes 
stay  on  his  nose,  never  become  a  prop. 
He  keeps  his  flack  mustache  trimmed 
neat,  but  his  hair  tends  to  become  un- 

ruly. When  he  makes  an  amusing  re- 

mark, he's  the  last  to  freak  into  a smile. 

Although  the  two  men  lived  together 

lor  a  while  in  Chicago  I  ""  \ll  ol  m\ 
cousins  moved  in  with  me  at  one  time 

or  another."  says  John  I.  and  though 
the)  worked  in  the  same  agenc)  at 
one  time  (John  H.  Dunham  Adverti- 

ing  Co.),  John  and  Adolph  climbed  to 
the  top  in  the  advertising  business 

over  divergent  routes.  John's  a  crea- 
tive man:  Adolph's  forte  is  research 

and  planning. 

\dolph  Toigo's  career  on  Madison 
Vvenue  began  at  Benton  &  Bowles  in 

L932,  where  he  stayed  for  five  years 
as  head  of  research.  His  next  job,  at 

Geyer,  Newell  &  Ganger,  extended  to 

planning.  In  l'H2.  \dolph  Toigo  went 

to  William  l'.stv.  Co.  as  v. p.  of  analv-i- 
and    plans,   from   there   came   over   to 

Lennen  &  Newell  in  June  1952  as  ex- 

ecutive v.p.  'More  details  about 

Adolph  Toigo's  ri-e  will  appear  in  a 
second  SPONSOR  article  about  the  Two 

Toigo-.  21    March,  i 
John  Toigo  came  to  New  York  in 

L942,  i"  head  up  the  New  'i  ork  office 
of  D'Arcy.  At  that  time  he  had  be- 

hind him  more  than  20  years  of  agen<  \ 

experience  in  Chicago,  with  John  H. 
I '1111113111  Co..  Lord  &  Thomas,  always 

in  a  creative  capacity  ("First  and 
foremost.  I'm  a  copywriter,"  says 
John  i.  lb'  was  brought  into  the  Biow 

Co.  in  1952  b)  Milton  Biow  and  Ken 
Beirn  to  bead  up  creative  activity. 

"To  understand  John,  you've  got  to 

know  the  earthiness  of  the  man."  says 
Milton  l!in\\.  "He's  an  intellectually 
developed  and  cultivated  man.  but  he 

-till  <(iines  from  the  soil." 
Biow  leaned  back  in  his  >wivel  chair 

and  drummed  his  linger-  impatiently 

on  the  edge  of  his  desk. 
"John's  one  of  the  few  idea  men  in 

advertising,  and  I  haven't  met  too 
damned  many  idea  men  in  this  busi- 

ness.    Biow  concluded. 

John  loigo  says  of  his  career: 

"  \loiie.  I  m  practically  nothing.  \\  hat- 
ever  talent  I  mav  have,  has  been 

brought  to  me  as  a  gift  from  people 

I've  associated  with." 
\\  henevcr  he  talk-  about  himself,  he 

pa-ses  out  credit  to  "people  who've 
helped  me,"  who  range  from  Grand- 

father Toigo  to  \lleit  Lasker,  pioneer 

agencyman  and  founder  of  Lord  & 
Thomas,  loigo  talks  fast  and  per- 
suasivelv.  telling  amusing  anecdotes  at 
Ids  own  expense,  then  skipping  to  a 

Jut  of  advertising  philo  ophy,  back  to 

a  clearl)    remembered  childhood  inci- 
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dent,  on  to  a  cursor)  discussion  of  so- 
ciological  influences  at  the  time  of 
Ancient  Rome. 

Adolph  Toigo  speaks  far  more  slow- 
1\.  seems  reluctant  to  discuss  his  fam- 

ily. (When  his  son  talked  to  SPONSOR 
almiii  his  father,  he  found  it  difficult 
to  retail  am  hohhies  Adolph  Toigo 

mighl  have.  "'Dad  just  works."  he said  o\ er  and  over  again.) 

Proof  of  that  thesis  was  forthcoming 

a  couple  of  weeks  ago.  Grace  Kellv 
and  Bob  Sarnoff  have  been  appointed 

co-chairmen  of  the  Multiple  Sclerosis 
Dii\e.  Grace  is  a  friend  of  Leo  Kel- 

menson,  a  young  Lennen  \  Newell  ac- 

count  executive.  Through  Leo's  inter- 
cession,  and  with  Toigo 's  approval,  the 
agenc\  volunteered  to  do  work  for  the 

Multiple  Sclerosis  Drive.  \t  this  point 

Leo  suggested  to  Toigo  that  he  have 
-cine  pictures  taken  with  Grace  Kellv. 

"Sure.  Adolph  Toigo  agreed  good- 

naturedly.    "But  who  i-  she?" John  Toigo  may  or  may  not  know 
of  Grace  Kelly,  but  he  finds  time  to 
make  shelving  and  fanc\  woodwork  in 

his  professional!)  equipped  work  shop 

at  home.  Nonetheless,  he  has  a  repu- 
tation for  being  able  to  bulldoze  proj- 

ei  t-  through  by  his  capacity  for  work. 
a-  well  as  by  sheer  force  of  person- alis. 

**\  ou  might  sa\  that  he  has  a  'tooth 

and  claw"  wa\  of  working."  one  of  his 
old  time  aj:enc\  associate-  told  SPON- 

SOR. "He's  a  dynamic,  analytical  man. 
unconventional  as  hell  in  his  approach, 

bul  extremel)   thorough." 
The  Toigo  famil)  came  from  north- 

eastern Itah  the  province  of  Venezia 

Giuglia,  with  its  -harp  contrasts  of 

quartz  mountains  and  the  blue  Adri- 
atic Sea.  John  came  to  the  United 

States  at  five. 

"When  I  told  m)  father  what  went 
on  in  the  Benld  grammar  school,  he 

thought  I  was  crazy,"  John  Toigo  re- 
call-. '*\\  hen  I  told  m\  teacher  what 

went  on  at  home,  she  thought  ni\  fam- 

il\  was  crazy.  I  found  out  that  wa\ 
thai  a  situation  can  (  hange  completel) 

depending  on  one'-  perspective.  Same 

thing  applie-  to  advertising." 
\dolph  roigo  was  horn  in  Benld. 

one  ill  five  children.  His  main  con- 
cern in  his  teen-  was  to  earn  sufficient 

mone)    to  continue  his  schooling.     \t 
fourteen  he  went  to  work  as  a  mule 

drivei  in  the  coal  mine-.  He  gradu- 
ated to  full-lime  miner  on  the  night 

-hilt  some  two  years  later,  and  finished 
hiuh  school  during  the  day. 

John  roigo  had  displayed  a  similar 
drive  for  education  a  few  vears  earlier. 
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"I  was  the  fir-t  out'  from  that  min- 

ing town  to  go  to  college,"  he  told 
SPONSOR.  "And  I  -till  don't  know  what 
i'  was  that  made  mv  parents  want  their 

kids  to  get  an  education.  Maybe  it 

was  m\  grandfather,  who  spent  part 

of  his  time  working  on  a  canal  in  Illi- 
nois, the  rest  of  his  time  translating 

Dante  into  English. 

By  the  time  John  Toigo  went  to  the 

University  of  Chicago,  he  had  behind 
him  his  stint  in  the  coal  mines.  At 

seventeen  he  went  to  work  on  the  rail- 

road, got  into  a  losing  fight  with  a 

freight  car  in  the  yards.  This  accident 

was  a  decisive  factor  in  turning  John 

Toigo  toward  advertising. 

"1  was  supposed  to  start  at  Chicago 
that  fall,  hut  the  accident  held  me  up 

till  January.  I  had  wanted  to  become 

a  math  or  physics  professor,  but  you 

can't  start  math  in  the  middle  of  the 

year,  so  I  turned  to  liberal  arts. " 
Toigo  feels  that  he  was  as  humorless 

about  his  liberal  arts  courses  as  he 

would  have  had  to  be  about  the  sci- 

ences. He  plunged  into  volumes  of 

literature,  hell-bent  on  learning.  It 
was  at  this  time  too.  in  his  late  teens, 

that  he  decided  to  become  a  great 
writer. 

"Then."  says  he  ruefully,  "I  dis- 
covered at  21  that  I  could  write  like 

hell,  but  I  had  nothing  to  say." 
His  first  brush  with  advertising 

came  in  Chicago  when  he  went  to  the 

opera.  While  standing  on  line  for 

standing-room  tickets,  he  met  the  head 
of  a  small  agencv  who  offered  to  teach 

him  advertising  for  no  pay.  Since 

there  was  a  small  depression  at  the 

time    (1920),  Toigo   agreed. 

He  proved  the  value  of  knowing  a 

business  before  writing  copy  for  it 

shortly  before  he  became  copywriter 
at  McCann-Erickson  on  Standard  Oil 
of  Indiana  in  1931. 

"A  little  earlier.  Adolph  and  I 

bought  a  filling  station."  Toigo  recalls, 
it  was  at  147th  Street  and  Michigan 

Citj  Road  in  Dalton.  111.  Our  com- 

petitor across  the  street  used  to  laugh 

at  the  things  we  did.  One  rainy  day, 

an  Armenian  chap  drove  up  to  the 

station,  and  I  wiped  his  windshields. 

"lYoud  wipe  m\   windshields?' 

'  'Sure.  Your  money's  good,  isn't 

it?'" How  did  the  gas  station  do? 

"Within  two  weeks  we  had  the  whole 

Armenian  trade  of  the  neighborhood." 
Toigo  learned  from  his  gas  station 

stint  that  gas  is  only  one  of  the  things 

that  brings  people  into  a  gas  station. 

This    he    proceeded    to    tell     \l    Steele. 

then  ad   manager  of  Standard  Oil  of 
Indiana. 

"And  that  was  the  origin  of  'service 

station'  advertising.  In  Fact,  for  a  long 

time  thereafter.  Standard  Oil"-  gas  sta- 
tions in  Indiana  had  si-n-  -a\  in- 

'Standard  Service.' ' 

It's  Al  Steele,  now  president  of 
Pepsi-Cola  Co..  who  was  instrumental 

in  bringing  John  Toigo  into  the  Biow 

Co.  some  four  years  ago.  In  that  time. 

Toigo  has  revamped  Pepsi  -  entire  ad- 
vertising approach,  with  the  result  that 

Pepsi  showed  an  annual  Id'  ,  sales 
increase  every  year  since  until  this 

January,  when  the  monthly  sales  reg- 
istered at  24%  jump  over  January 

1954. 

He  feels  that  the  success  of  the  com- 

pany, during  a  period  of  relative  slow- 
down in  soft  drink  sales,  is  due  in  part 

to  pinpointing  of  advertising,  or  "fo- 
cusing"' as  he  puts  it. 

Toigo  remembers  an  incident  in 

Chicago  when  he  was  with  Lord  & 

Thomas  that  proves  the  need  for  "fo- 
cusing." He  had  been  one  of  two  men 

to  solicit  and  get  the  Frigidaire  ac- 
count for  Lord  &  Thomas  in  the  late 

Thirties.  Before  going  to  work  on  it, 
he  decided  to  check  on  one  of  the  ads 

that  was  then  appearing  in  major 

magazines  and  newspapers,  since  it 

was  part  of  a  campaign  designed  to 

make  Frigidaire  a  popular-priced  mass 

product.  The  ad  showed  a  sleek  model 

in  a  velvet  hostess  gown  opening  up 

her  refrigerator. 

"I  decided  t<>  spot  test  the  ad."  Toigo 
recalls.  "There  I  was  on  the  corner  of 
Randolph  and  State,  with  my  ad  tucked 

under  my  arm.  I  showed  it  to  a  Poli-h 
woman  on  the  street,  and  III  never  for- 

get her  comment:  "That's  not  me. 

That-  a  w  hore!'  ' Ibis  is  onlv  one  of  the  hazards  of 

a  badly  aimed  advertising  campaign, 

however.  The  original  Pepsi-Cola  jin- 

gle, savs  Toigo,  was  "probabl)  the 
most  successful  single  advertisement 

ever  produced  in  the  beverage  busi- 

ness." But  he  says  it  was  u  ed  beyond 

the  point  of  diminishing  returns.  "It 
came  back  to  me  as  a  parodv  that  kids 

sang.  \nd.  it  was  Sail)  Steele,  Al 

Steele's  daughter,  who  sang  it  to  me. 
Toigo  grinned,  hummed  a  Eairl)  un- 

intelligible line  about  ".  .  .  taste-  like 
ink'"  in  del  his  breath,  and  shuddered. 

'"  Vnyhow.  1>\  1948  the  Pepsi-Cola  busi- 

ness was  having  trouble.  Nov  per- 

sonally, I  like  trouble  accounts.  Peo- 

ple hear  a  little  heller  when  they're sick. 
\inl   -ci   when   he  came  to  the   Biow 

Co.  early  in  L951  to  head  up  the  crea- 
tive section  <>f  the  agency,  he  decided 

to  ease  into  the  job  "bj  example." 
That  is.  he  moved  in  as  account  execu- 

tive on  Pepsi-Cola,  taking  on  the  trou- 
ble account  hi  -t. 

Toigo's  stud)  of  the  accounl  showed 
him  thai  the  aim  of  the  Pepsi-Cola  ad- 

vertising had  been  misguided.  "'The adverti-inii  went  after  mass  listener 

ship,  that's  what  the  aim  was,  and 
that's  a  mistake.  Our  goal  todaj  is  to 
reach  a  particular  audience:  those 

young  American-  who're  doing  things 

and  who're  sexually  alive.  Its  the 
young  adult  woman  who  controls  the 
food  and  drink  habit-  <>f  her  husband 

and  her  children.  Therefore  we  keyed 

our  campaign  to  her." 
Foigo  did  so  b\  telling  young  wom- 

en what  they  like  to  hear:  ".  .  .  The 

modern  woman  owes  a  lot  to  today's 
good  sense  in  diet.  She  eats  light, 

drinks  light  and  keeps  her  vouthful 

figure  longer.  She  looks  better,  feel- 
better.  Men  like  her  better.  And  so 

does  her  insurance  company.  .  ." 

In  tv.  Toigo's  theme  i-  brought  home 

by  Polly  Bergen,  who's  a  wide-eyed 
Miss  Pepsi-Cola  1955,  in  a  varietv  ol 

"'young,  modern  situations  lasting 

anywhere  from  111  to  on  seconds.  In 

some  commercials  "the  Pepsi-Cola 

girl"  goes  dress  shopping,  in  others 
she  gives  a  buffet  dinner  in  her  apart- 

ment, in  others  she  -  a  business  girl. 

she's  in  a  cafeteria,  at  the  airport. 
Whatever  the  occasion,  Polly  Bergen 

sails  through  il  with  an  enthusiasm  ex- 

pressed in  the  latest  colloquialisms,  a 

figure  trimh  sheathed  in  medium 

rather  than  high-fa  hion  clothes.  She's 
the  ide  li/.cd  suburbanite,  "the  typical 
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young  mother,"  as  the  average  young 
mother  imagines  herself.  Watching 

Pepsi's  film  commercials  gives  you  the 
Feeling  that  Pepsi-Cola  is  hep,  or  as 

Toigo  would  put  it.  thai  Pepsi  is  Incus- 
ing. 

Take  this  L7-second  tag,  for  ex- 
ample: 

Announcer :  "Here's  your  Pepsi- 

Tola  girl  again.  .  ." 
Polly:  ""Hi.  Vknow  .  .  .  these  days 

to  be  a  corporation  president,  vou  no 

longer  need  a  corporation.  (With  sig- 

nificant gesture  to  her  flat  tummy.) 

I  hat  s  w  1 1  \  toda\  -  successful  men  pre- 

fer light  refreshment,  like  today's 
Pepsi-Cola.  Refresh  without  filling — 

have  a  Pepsi !" 
I  \KI  -  S\K  \I.IOW  . 

Incidentally,  the  famous  Pepsi-Cola 

jingle's  been  streamlined  too.  The 

tune'.-  the  same,  hut  the  words  are  lit- 

erallj  "Pepsi-Cola's  up-to-date  .  .  ." 
Poll)  Bergen  i-  used  in  both  spot  ra- 

dio and  spot  tv. 

In  "A  Statemenl  on  Administration 

and  Policj  in  \ccount  Operation" 
dated  11  Februar)  1955,  John  Toigo 

•  in--  antecedents  to  his  advertising 
philosophy: 

".  .  .  Let  it  he  said  that  this  I  focus- 

ing) ha-  always  been  the  method  pur- 

sued b)  successful  advertising  men 
from  Mr.  Lasker  to  Mr.  Biow,  the  dif- 

ference being  that  when  agencies  were 

small,  an  individual  could  look  and  see 

these  various  factors  with  his  own  eyes, 

and  therefore,  integrate  them  in  his 

own  thinking  automatically,  which  is 

exactlv    what    Mr.    Lasker   did    in    "The 

><  I   Igirl   Complexion'  for  Palmolive 

oi  in  'Reach  for  a  Luck)  Instead  of  a 
Sweet1    for   Luck\    Strike,   or  that   Mr. 

Vrchie  Lee  achieved   for  Coca-Cola  in 

'The  Pause  That  Refreshes,'  or  that 

Mr.  Biow  was  able  to  do  in  the  'time 

signal'  for  Bulova  and  his  "Call  for 

Philip  Morris.'  " It's  interesting  to  note  that  among 
the  admen  whom  Toigo  refers  to  as  in- 

fluences  upon  his  thoughts  are  such 

people  as  Lasker  and  Lee,  rather  than 
t  .lor-,-  \\  ashington  Hill. 

"You  don't  have  to  hit  people  over 
the  bead.  I  oigo  remarked  several 

time-. 
""}  ou  don't  go  for  the  George  \\  ash- 

ington Hill  approach?"  sponsor asked. 

John    [oigo  Irowned  across  hi-  de-k. 

"Now  don  I  you  involve  me  in  a 

quarrel,  young  lady  .  .  .  don't  \ou  in- 
volve me  in  a  quarrel."  Then  he  re- 

laxed into  a  smile  again.  "Ideas  don't have  to  be  hammered  home.  What 

moves  sales  is  the  ideas  themselves. 

An  idea  must  have  focus,  distillation 

and  no  foolishness.  *  *  * 

Miss  Perwinklc!    Will  you  please 
stop  listening  to  that  KRIZ 

Phoenix  dance  music!" 

B&M  TV  TEST 

i(  ontinued  from  page  42  i 

B&M  letters." 
The  problem  of  selling  the  B&M 

bean  is  not  so  great  as  that  of  moving 

the  company's  brown  bread.  While brown  bread  is  eaten  with  baked  beans 

in  New  England,  the  two  aren  t  linked 

as  yet  in  the  minds  of  WBA"V  -TV  view- ers.  Brown  bread  is  distributed  in  less 

than  509?  of  the  area's  stores  while 
the  bean-  have  virtually  full  distribu- 
tion. 

How  will  B&M  gel  Wisconsin  and 

Michigan  customers  to  change  their 

eating  habits  and  eat  their  beans  with 
brown  bread  on  the  side?  The  new 

strateg)  i>  to  push  the  two  as  a  televi- 

sion  supper.  "Eat  'em  in  the  living 

loom  while  you  watch  t\."  Capt.  Hal 
i-  telling  listeners.  To  make  sure  the) 

understand  it's  brown  bread  being 
sold,  no!  whole  wheat,  cop)  pla)  -  up 

the    idea    of    beating    the    bread.        I  be 

theor)  i-  no  oik'  has  ever  heard  0! 

heating  an  ordinar)  bread  and  there- 
fore a  distinction  is  automatically 

established. 

'"It's  that  distinction  we  musl  put 

over,"  says  B&M's  Northgraves,  "to 
justif)   our  highei   pi  n  e.       \.>i  thg  raves 
i-  pi  mid  oi  tin-  c   panv  -  tradition  oi 
careful  manufacture  in  rows  ol  brick 

0\  en-.  \ml  (  apt.  I  lal  w  ill  do  hi-  sell- 

ing in  li oni  ol  a  plyw   I  \ ersion  ol  a 

B&M  In  ick  ov  en.  *  *  • 

ROUND-UP 
(Continued  from  page  99) 

\  new  drug  trade  merchandising 

plan  lias  been  inaugurated  b)  W  CCO, 

Minneapolis.  It  reaches  1,353  retail 

drug  outlets  in  the  109-county  area 
covered  bv  the  station,  according  to 

WCCO.  Cooperating  with  W  CCO  are 

Twin  Cit)  Drug  Co.  and  McKesson  & 

Robbins,  two  of  the  three  largest 

whole-ale  drug  firm-  in  the  area.  Lath 

of  their  salesmen  carries  a  "WCCO 

drug  inventor)  list'"  which  is  used  as a  -ale-  tool.  E.  James  Kunheim.  sales 

manager  for  McKesson  \  Robbins, 

said  "the  inventor)  list  is  of  valuable 
as.-i-tance.  We've  included  them  in  all 

35  sale-men's   book-   for   use  on  even 

call." 

*        *        * 

Sponsoi>  and  advertising  agencv  ex- 
ecutive- have  bei-n  -ent  a  colorful  12- 

page  brochure,  called  "Dominance 
Doubled  in  the  Carolinas."  b\  WBT\ 
and  WBTW,  the  two  tv  stations  of  the 
Jefferson  Standard  Broadcasting  Co. 

The  brochure  tells  the  stor)  of  the 

glow  lb  ol  the  area  served  bv  the  sta- 
tions  and  states  that  their  combined 

coverage  encompasses  a  market  com- 

parable to  the  nation's  eighth  large-t. WBIA  i-  in  Charlotte.  N.  C.  and 

W  BTW  is  in  Florence,  S.  C. 

<?        *        * 

A  cross-plug  deal  has  been  worked 
out  between  WIP.  Philadelphia,  and 

the  Linton  Restaurant  Chain.  The  res- 

taurant chain's  .'>()  cafes  will  carrv 

dailv  plug-  in  their  2,000  menus  1  av  - 
ei  age  readership:  28.000  daily  I  for 

Start  the  Dm  Right  featuring  Joe  M<  - 

Cauley,  WIP-  early-morning  person- 

ality. In  return  McCaulev  and  his  en- 

gineer have  a  nip  of  Linton'-  coffee "on  the  air"  ever)  morning. 

«         •»         * 

Ihe  latc-l  coverage  -uivev  made  bv 

W  NHC-TV,  New   Haven,  w  a-  done  w  itli 

an   airplane.      Ihe  station's  engineers 
i  ompleteil   the  -ludv    in   20  llv  ing   liom- 

over    a    five-da)     period,    whereas    a 
ground  inspection  team  after  the  same 
data  would  take  three  or  four  months. 

Ihe  engineers    found   that    the1  station's 
signal   pattern    wa-  a    pei  le«  I   circle. 

$99.00    INVESTED    in    the 
NASHVILLE.  TENNESSEE 

NEGRO  MARKET 
SOLD  $3,500.00  in  appliances v.*  WSOK 
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SUMMER  TV 

[Continued  from  page  72) 

were  -ecu  during  the  winter  or  sum- 
mer. There  were  53  telecasts  classified 

as  winter  repeats  I  any  rerun  falling 

outside  the  15  June-15  September  peri- 
od). A  matched  group  of  programs 

with  53  summer  repeats  was  compared 

w  ith  the  first  group. 

Taking  the  "winter  group"  first:  the 
ratings  dropped  from  28.1  for  the 
original  shows  to  22.5  for  the  winter 

repeats.  The  summer  group  dropped 
from  28.1  for  the  originals  to  18.6  for 

the  summer  repeats. 

Comparing  the  same  groups  on  a 
share-of-audiencc  basis,  the  differences 

are  even  less.  The  winter  group  de- 
clined from  43.3  to  38.7' <  while  the 

summer  group  declined  from  42.5  to 

39.3'  i .  So  far  as  average  minutes 
viewed  goes,  the  winter  group  dipped 
from  23.1  to  21.9  minutes,  while  the 

summer  group  dipped  from  23.1  to 
21.5  minutes. 

Summing  up  the  study,  Nielsen  re- 

searchers said  ".  .  .  there  is  no  ap- 
preciable difference  shown  by  the  tele- 

casts used  in  this  study  between  origi- 
nal and  rerun  telecasts.  Differences  in 

audience  levels  are  attributable  mainly 

to  the  lower  sets-in-use  at  the  time  of 

the  repeat  telecast." 
Despite  the  incentives  for  summer 

network  tv  advertisers,  there  have  al- 
ways been  and  probably  always  will  be 

a  few  sponsors  who,  for  one  reason  or 
another,  feel  that  summer  exposure  is 

not  for  them.  For  this  group  the  net- 
works offer  a  promise  that  their  time 

slots  will  be  available  in  the  fall.  While 

hiatus  protection  is  most  important  on 
CBS  and  NBC  becuase  of  the  demand 

for  time  ,all  networks  have  some  form 

of  hiatus  protection. 

NBC's  policy  or  "Interval  Plan"  has 
already  been  announced.  It  limits  pro- 
tection  to  clients  with  Class  "A"  time 
periods  but  excepts  advertisers  using 

"co-sponsored"  programs  (Caesar's 
Hour  and  the  Imogene  Coca  Show). 
Such  clients  must  be  on  the  air  for 

13  weeks  prior  to  the  interval  and  must 
commit  themselves  to  a  13-week  non- 

cancellable  contract  following  the  in- 
terval. The  maximum  hiatus  period  is 

eight  weeks. 
CBS  had  not  announced  a  hiatus 

policy  at  the  time  sponsor  went  to 
press  but  it  is  expected  that  one  will 

be  forthcoming.  Trade  sources  expect, 

on  the  basis  of  last  year's  hiatus  pro- 
tection plan  at  CBS.  that  it  will  be  simi- 

lar I,,  that  of  NBC. 

Spot  television:  \,  during  the  pre- 
ceding summer  the  summer  of  1954 

did  not  show  an)  discernible  hiatus 
trend  in  national  spol  t\  advertising. 
This  was  especially  true  among  the  top 
advertisers.  figures  gathered  l>\  the 

N.  C.  Rorabaugh  Co.,  show  thai  the 
top  25  spot  tv  clients  actually  bought 

n   ■  schedules  during  the  third  quar- 
ter of  1954  than  during  the  preceding 

quarter.  There  was.  however,  a  drop 
in  the  number  of  station-  u-cd  l>\  these 

blue  chip  advertisers  in  the  third  quar- 
ter and  the  station  figure  for  the  fourth 

quarter,  though  higher  than  the  sum- 
mer months  was  still  below  that  of  the 

second  quarter. 

Other  figures  gathered  bv  Rorabaugh 

further  hear  out  the  high  summer  ac- 
tivity last  year.  These  include  spot 

tv  spending  estimates  on  detergents, 
toilet  soaps,  shortenings,  margarines. 

dentifrices,  home  permanents  and 
shampoos.  Total  spending  for  these 

seven  categories  during  the  third  quar- 
ter of  last  year  came  to  $6,385,654, 

while  the  figure  for  the  previous  quar- 
ter was  a   little  less— $6,264,828. 

Like  tv  network  advertisers,  spot  tv 

clients  fear  losing  choice  time  fran- 
chises if  they  take  a  hiatus,  though  this 

fear  is  only  a  part  of  the  reason  why 
spot  tv  activity  has  remained  high  in 
the  summer.  However,  there  are  no 

clear-cut  hiatus  protection  policies  in 
spot  as  there  are  on  the  network. 

The  lack  of  a  pattern  is  also  apparent 
in  the  matter  of  summer  discounts.  A 

number  of  stations  feel  that  summer 

discounts  do  little  to  attract  more  busi- 

ness and  only  serve  to  save  money  for 
advertisers  who  want  to  be  in  summer- 
lime  spot  tv  anyway. 

There  has  been  some  concern  ex- 

pressed with  plans  to  extend  daylight 

saving  time  through  October.  Purpose 
of  this  has  been  to  save  electricity. 
There  has  been  some  talk  about  Octo- 

ber dav  light  saving  in  New  York  state. 
It  has  already  been  tried  in  some  New 

England  areas  and  one  rep  reported 

thai  viewing  »a-  depressed  a  little  in 
some  cases. 

In  some  quarters  it  is  felt  the  prob- 
lem is  not  so  much  day  light  saving 

being  extended  as  the  lad  that  some 

areas  have  dav  light  saving  and  some 

<!<:n"t.  It  is  pointed  OUt,  for  example. 
thai  Milwaukee,  which  i-  usually  one 
hour  behind  New  ̂   ork  lime  during  the 

winter  i-  two  hours  behind  during  the 

summer.      Vnnouncemenl  periods  sold 

adjacent  t"  a  -how  originating  in  New 
^  in k  at  '):iin  p.m.  are  thus  sold  al 
!!:<»>  p.m.  in  Milwaukee  during  the 
u  iniei   hut  at  7:00  p.m.  in  summer. 

<  urn  ei  ii  about  the  dav  light  sav  ing 

time  problem  was  nol  widespread, 
however,  and  two  oi  the  largest  reps 
reported  the)  had  no  trouble  selling 

announcements  in  Class  "  V"  time  din- 
ing last  summer. 

Examples  ol  sales  activit)  last  sum- inei     follow  : 

Introduction  of  Supreme  Club 

Crackers  in  Oklahoma  by  Merchant- 
Biscuit  Co.  was  via  WKY-TV,  Okla- 

homa City,  alone.  In  a  13-week  Mav- 
to  August  drive,  the  firm  used  a 
five-announeement-dailv  schedule.  The 
commercials  were  delivered  at  various 

times  by  one  announcer — local  woman 

personality  "Ti  i  — v  '  I  hmnas — and  was 
hacked  up  b)  station  merchandising. 
The  firm  reported  99$  distribution  as 
a  result  of  the  campaign. 

WKNB-TV.  We-t  Hartford,  puts  an 
"extra"  into  its  one-hour  cowbo)  strip. 
Bar  30  Western  Theater,  during  the 
summer  by  having  its  cowbo)  star, 

Tex  Pavel,  make  one-da)  -lands  at  lo- 

cal sponsors'  -lures.  One  sponsor, 

Dairy  Treat,  Inc.,  reported  "immediate 
results"  on  a  back-to-school  offer  as  a 
result  of  one  appearance. 

Sales  that  "soared  to  phenomenal 
heights,  unprecedented  in  the  historv 
ol  the  compan)  was  reported  by  The 
I  ncle  Jo  Bottling  Co.  within  one  week 

after  the  firm  had  bought  15  minutes 
on  AVs  Corral.  The  firm  was  on  week- 

ly from  Jul)  to  September  to  push  its 

strawberry  soil  drink,  called  "Countrv 

Red."  on  KSI.  \.  Shreveport,  La.  *  +  * 

Within    our    coverage 

area     there's    a     spend- 
able   annual    income   of 

more      than      a      Billion 

Dollars.      Unquestion- 

ably  the    best   advertis- 
ing    medium     to     reach 

this     market     of     more 
than    1,300,000   people 

is   

_ 

1 
WTRF 

WHEELIN 

W.    VA. 

316,000 
Watts     cHannel  aS I MPREStNTCO    Br 
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Within  50  miles  of  the  WJPS  antennae 

there  are  139,860  radio  homes.  This  con- 

stitutes the  primary  coverage  of  radio 
station  WJPS. 

Month  after  month  during  the  past  year, 

Evansville  has  been  a  HIGH  SPOT  CITY 

as  published  by  Sales  Management.  It  is 

the  leading  HIGH  SPOT  CITY  in  the  state 
of  Indiana. 

Dominating  coverage  in  a  HIGH  SPOT 

MARKET  means  SALES.  Let  us  prove  our 

worth  to  you. 

Robert  J.  Mcintosh,  General  Manager 
«fP»ESSNI!0    IT 

The   George   P.    Hollingbery   Company 

•A  RADIO  IN  EVERY  ROOM" 

Evansville,  Indiana 

HE   LAND   OF 

MILK  AND^ONEY 

mm 

INTERCONNECTED  CBS,  ABC, 

DUMONT,  55   COUNTIES 

Haydn    R.  Evans,  G.  Mgr.  WEED-TV 

■**•**, 

11  iffitiin  II.  iturkhart.  excutive  vice  president 

of  Lever  Brothers  Co.,  has  been  elected  president 

of  the  company.    Simultaneously,  Jen  is  J.  Babb, 
president  of  Leier.   litis   named  chairman   of  the 

board.     The    elections    followed   the    retirement    a 

few   weeks  ago  of  John   M.   Hancock  as   chairman   of 

the  Lever  board.    Lever  is  one  of  the  country's 
bigger  air  users:    mminmjr   estimates   that  during 

1954   it  spent  about  $1.5  million  for  network 
radio,   about    $6    million    for   network    tv;    it    has 

extensile  radio  and  tv  spot  campaigns  in   addition. 

II  iff  iff  iii   II.   Fineshriber  Jr.,   vice  president 

of   the   NBC    Radio   network,    resigned  from  NBC 
on    1    March.    He  saitl  his   resignation    was  for 

personal  reasons  and  that  he'd  announce  his  future 
plans  niter  a  vacation.    Hubert   W.  Sarnoff,  NBC 

executive  v.p.,   will  direct   the  network.    Fineshriber 

joined  the  CBS  publicity    staff  in   1931,   became 

manager   of    Carnegie   Hall   in    New    York    in    1934 
but  returned  to   CBS  three   years  later.    He  resigned 

as  head  of  (IIS  program   department  in    1 9 19  to  join 

Mutual  us  a  v.p.    He  joined    \ll<     in    March    1953. 

11  1/ II II     .Yflffttlll     is    the    newl\     elected    vice 

//resident    in    charge    of   sales    foi     M<    I    Tv    Film 

Syndication.    Nathan's   election   followed  the  merger between    \l<   /   Tv  and  I  nited  Tv  Programs. 

His   current   job:    consolidating  the  sales  efforts  of 

the  two  companies  into  what  he  claims  is  the 

largest   syndicated    film   operation   in    the   world. 
In  addition   to  enlarging  the  sales  force  to  70 

{salesmen   will  lone  22  film   properties  to  sell), 
\!<    I    Tv    is    also    milling    new    merchandising. 

promotion  and  publicity    departments. 

Stuart   It.   Watson,   advertising  director  for 
S      '  .    Johnson     &    Son,    lias     been    promoted    to 

advertising  and  merchandising  due  tor    of   the 

company    unal.iis   of   Johnson's    Wax).     Watson 

will  head  a  new  department,  formed  In  "merging" the  advertising   and   merchandising  departments, 

to    develop    advertising,    merchandising    programs. 
Johnson    is    alternate  ii  i  el,     spOHSOl    o)    Roberl 

Montgomery  Presents  I  VB(  T\  I,  the  New  Red 
SkeltOIl  Slum  (CBS  Tl  >  and  15  minutes  weekly 

of  the  din  time  Ruber  I  (>.  Lewis   slum      r/O'  7  1    i. 
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ONLY  A    COMBINATION   OF  STATIONS 

CAN  COVER  GEORGIA'S  MAJOR  MARKETS 

GEORGIA 

The  TRIO  offers  advertisers  at  one  low  cost: 

•  Concentrated  Coverage 

•  Merchandising  Assistance 

•  Listener  Loyalty  Built  By  Local  Programming 

•  Dealer  Loyalties 

IN  3  MAJOR  MARKETS 

represented  individually  and  as  a  group  by 

THE      KATZ      AGENCY,      INC. 
NEW  YORK  •  CHICAGO  •  DETROIT  •  ATLANTA  •  DALLAS  •  KANSAS  CITY  •  IOS  ANGELES  •  SAN  FRANCISCO 
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Qne  thousand  requests 
v     ̂hl      in  180  minutes! 

Saturday's  TEENAGE  JUKEBOX  on  WIOD  now 
averages  more  than  1000  telephone  requests 

in  180  minutes  — 9:00  A.M.  to  12  noon. 

Phone  calls  are  received  from  as  far  away 

as  Palm  Beach  (60  miles),  and  regular  mail 

from  Louisiana,  Nassau,  and  Grand  Cayman 

Islands,  south  of  Cuba. 

We've  had  to  add  a  Broward  County 
Teenage  Jukebox  Saturday  afternoons 

(3:00-4:30  P.M.)  to  take  care  of  the  mail 
requests  from  Fort  Lauderdale  and  Hollywood. 

These  JUKEBOX  programs  are  a  part  of 

the  daily  schedule  of  NBC  shows  and 

solid  local  showmanship  that  produces 

RESULTS  far  beyond  the  promises  of 

any  program  rating  service.  Ask  your 

Hollingbery  man  for  WIOD  facts. 

James  M.  LcGatc,  General  Manager 

5,000  WATTS  •  610  KC  •  NBC  AFFILIATE 
National  Rtp.,  George  P.  Hollingbery  Co. 

ADVERTISERS'  INDEX 

The  Fabulous  "Girl  on  the  Go" 

DRUE  SMITH 

Just  named  Chattanooga's 
"BUSINESS  WOMAN 

OF  THE  YEAR" 
Leading  CHATTANOOGA  RADIO  PERSONALITY 

for  many  years!  Drue  knows  everybody,  everywhere, 

and  everybody  knows  .  .  .  and  LISTENS  to  DRUE. 

Limited  Participations  are  avail- 

able. 10:05-10:30  a.m.,  2:15- 

2:30  p.m.,  Monday  thru  Friday. 

This  is  a  hot  tip! 

AskBRANHAM! 

RADIO 
NBC  AFFILIATE  IN 

CHATTANOOGA,  TENN. 

CARTER    M.    PARHAM,    President KEN    FLENNIKEN,    General    Manager ] 
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STATION 
GIVES  YOU 

PHOENIX 

FULL  POWER 

KTVK's  100,000-watts  video  power  covers  the  fabulous 

'Valley  of  the  Sun'  like  a  blanket.  The  clear  KTVK  signal 

extends  into  every  corner  of  the  rich  $1,109,627,000.00* 

Arizona  market  —  giving  you  142,179  TV  Homes  (that's 

83%  of  the  State).  KTVK's  tower  is  2,886'  above  sea 

level  —  1,784'  above  the  average  terrain.  KTVK  operates 
at  FULL  POWER  at  all  times!  For  Greater  TV-Value  . . .  Greater 

Coverage  —  it's  KTVK  in  Arizona! 

PROGRAMMING 

In  addition  to  ABC's  imposing  line-up  of  shows,  KTVK  gives 

you  top  local  programming  —  from  live  musicals  to  remote 
telecasts  of  the  biggest  sporting  events.  KTVK  gives  you 

the  Southwest's  most  complete  studio  facilities,  as  well  as 
the  latest  and  best  in  microwave  and  remote  facilities. 

Hard-selling  local  merchandising  is  also  part  of  KTVK's  suc- 

cess story.  "Shop,  Look  and  Listen,"  televised  directly  from 
food  and  drug  stores  within  a  40  mile  radius  of  Phoenix, 

is  just  one  of  the  bonuses  that  make  KTVK  Arizona's 
greatest  TV  buy! 

PERSONALITIES 

It  takes  top  personalities  to  sell  —  and  KTVK's  got  'em. 
Bee  Pine,  Art  Brock  and  Vic  Gort  are  just  a  few  of  the 

TV  personalities  that  take  your  sales-story  to  the  big  KTVK audience. 

"SPENDABLE  CONSUMER  INCOME 

AFFILIATED  WITH 

TELEVISION  NETWOtK 

REPRESENTED  BY 

WEED  TELEVISION 
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new 

Anything 

you  want  to  know 

about  the  entire 

Television  industry 

you'll  find  in  the 

TELEVISION  FACTBOOK 
The  20th  semi-annual  edition  of  the  amazingly  complete  Factbook 
is  a  working  tool  used  daily  by  thousands  of  executives  in  every 
branch  of  the  industry.  Here  are  all  the  facts  about  your 
market  .  .  .  the  people  and  organizations  you  do  business  with 

or  would  like  to  do  business  with.    It's  the  Authority  in  Television. 

THE  432  PAGE SPRING  1955  EDITION GIVES  YOU 

Television  Station   Directory 

Rate  Digests,  Personnel  &  Other  Data 

Canadian,  Mexican   Border 

Television    Networks 

Rates,  Personnel  and  Data 

TV  Stations  in  Foreign  Countries 

National   Sales  Representatives 

Television   Program   Sources 

Advertising  Agency   Directory 

Annual  Volume  of  Advertising  in  U.S. 

Network  TV  &  Radio  Billings:  1949-54 

Revenues,     Expenses    and    Earnings    of 

TV-Radio   Stations:    1946-53    (FCC) 

Top    100   Network  Advertisers 
Television  Status  of  U.S.  Households 

Ownership   of  Stations  by  Categories 

Sales  &  Transfers  of  TV   Stations 

Stations  Which  Have  Gone  Off  Air 

Television    Stations  by  Call   Letters 

Color   Status   of   Network   Stations 

(Among  other  departments) 

Manufacturers  of  TV  Receivers 

TV-Radio  Manufacturers:  Financial  Data 

Picture  &  Receiving  Tube  Manufacturers 

Receiving  Antenna  Manufacturers 

Tuner  &  UHF  Converter  Manufacturers 

Phonograph     &     Record     Manufacturers 

TV    Set    Production:    Monthly,    1947-54 

TV-Radio   Sales  &   Inventories:    Monthly 

TV  Shipments  by   States:   1950-54 

Cathode   Ray   Tube   Sales:    1947-54 

Receiving  Tube  Sales:  1949-54 
Manufacturers  of  Telecasting  Equipment 

RETMA:    Executives  &  Committees 

Electronics  Research   Laboratories 

British  TV-Radio   Industry 

RCA:    Officers    and    Executives 

CBS    Inc.:   Officers  and   Executives 

FCC  TV  Color  Standards:  Full  Text 

FCC   Technical   Standards,   as   Amended 

CPs  Outstanding  for  New  Stations 

With    Probable   Starting   Dates 

Applications   Pending 
TV  Allocations  Tables 

FCC    Personnel    Directory 

Attorneys   Practicing    Before   the   FCC 

TV-Radio  Consulting  Engineers 

Network    Engineering   Departments 

Miscellaneous  Consulting  Services 
TV-Radio  Station   Brokers 

TV   Literature  &   Reference   Books 

Publications  in  TV  &  Related  Fields 

Labor  Unions  &  Guilds  in  TV  Fields 

Associations  in  TV  &  Related  Fields 

Market   Research    Organizations 

Theatre-TV  Organizations 

Subscription-TV    Promoters    &    Firms 

Armed   Forces  TV   Stations 

British  Television   Networks 

Community  Antenna  Systems 

43  x  29-in.   TELEVISION  WALL  MAP  INCLUDED 

Television   Digest 

Wyatt  Bldg.,  Washington,  D.  C. 

TV  Factbook  No.  20  should  be 
on  the  desk  of  every  executive 
in  your  organization.  It  puts 
needed  facts  at  their  fingertips. 
Send  for  your  copies  today. only  H 

Please  send 

at  $4  each,  to 

NAME        

copies   of  TV   Factbook    No.   20        I 
I 
I 

FIRM 

STREET  ADDRESS 

!M0M/ 

ElfCTRONICS 
WYATT    BUILDING,   WASHINGTON   5,   D.   C. 

CITY ZONE STATE 
□  Check  onclosed       □  Send  invoice 
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7  out  of  10  like 

feature    movies 

id  roit  I  TO  SPONSORS  lor  7  March  1955 

(Continued  from  pn«(»  2) 

Fluorine  next   If  bugs  can  be  licked,  fluorine-based  dentrif ices  may  be  next  big 

air  barrage?   "miracle"  product  to  get  heavy  air  selling.   (Ammonium  ion,  chloro- 
phyll, anti-enzyme  each  touched  off  dentifrice  air  wars  till  crest  of 

wave  passed.)   But  fluorine  products  face  this  big  problem  in  opinion 
of  Block  Drug  which  has  been  making  tests:  possibility  use  should  be 
restricted  to  adults  and  children  over  6.   P&G  is  marketing  fluorine 
toothpaste  called  Crest  with  reported  22  tv  announcements  weekly  in 
test  markets. 

-SR- 

Radio  pulling   Indication  of  enthusiasm  for  radio  among  mail  order  advertisers  is 
mail  orders   fact  that  within  3  months  after  formation  of  CBS  Radio  Spot  Sales  mail 

order  department,  15  new  advertisers  have  been  signed.   Among  adver- 
tisers getting  strong  pull  is  Viking  Sloan  which  bought  15  one-minute 

announcements  on  WBBM,  Chicago.   Results:  7,000  orders,  each  accom- 
panied with  dollar  bill. 

-SR- 
Old  Hollywood  feature  movies  continue  to  be  popular  with  viewers  even 

though  they've  been  whipping  boy  of  newspaper  critics.   Latest  Ad- 
vertest  survey  in  New  York  metropolitan  area  shows  9  out  of  10  New 
York  families  view  tv  movies.   About  7  out  of  10  families  say  they 
like  movies  as  well  or  better  than  other  types  of  tv  programs. 

-SR- 
First  client  to  buy  nighttime  network  radio  as  results  of  Starch-NBC 
study  is  Paper  Mate  Pen.   David  Kittredge,  ad  manager,  said  firm  will 

sponsor  "People  Are  Funny"  in  199  markets  starting  April.   Company 
has  tv  version  of  "People"  as  well  as  heavy  spot  tv  schedules,  maga- 

zines.  (Agency  is  Foote,  Cone  &  Belding  New  York.)   Starch  study 
shows  that  on  average  night  56  million  people  listen  to  radio,  more 
than  half  for  over  2  hours.   (See  SPONSOR,  24  January  1955,  page  64.) 

-SR- 
Right  giveaway  continues  to  have  strong  appeal  in  moppet  market. 

Pinkey  Lee  (NBC  TV)  pitched  identification  bracelet  with  each  pur- 
chase of  Weatherbird  shoes  in  series  of  commercials  ;  company  sold 

3,000,000. 

-SR- 

Star  commercial  in  which  talent  adds  personal  touch,  implied  endorse- 
ment of  product  is  bigger  than  ever  in  syndicated  film.   SPONSOR 

checkup  shows  few  new  film  properties  being  launched  today  without 

some  form  of  commercial  by  star  available  either  as  lead-in  or  com- 
plete custom-made  commercial.   Star  is  usually  willing  to  work  at 

minimum  scale  to  help  sell  show  and  because  it's  easy  extra  dollar  if 
commercial  is  made  at  time  series  is  being  filmed. 

-SR- 
Marlboro   New  Marlboro  filter  cigarettes  with  redesigned  cardboard  package  (as 

goes  on  air   shown  last  issue  of  SPONSOR  with  story  "Should  you  redesign  your 

package  for  color  tv?")  will  get  air  support.   Alternate-week  minutes 
in  Philip  Morris*  "Public  Defender,"  "I  Love  Lucy"  (CBS  TV)  are  defi- 

nite.  Before  extensive  test  campaigning,  redesign  of  product,  Marl- 
boro had  only  sporadic  air  advertising.   Other  filter  in  PM  family, 

Parliament,  gets  limited  exposure  in  "Public  Defender." 

Study  sells 
Paper  Mate  on  am 

Pinky  &  giveaway 
move  shoes 

Star  commercial 

trend  grows 
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SPEAKS^ 

The  merchandising  spiral 

At  a  lunch  one  day  recently  we 

brought  a  timebuyer  and  a  radio  sta- 

tion executive  together.  "Let's  see  you 

make  a  pitch,"  we  suggested  to  the 
radio  man.  And  on  he  launched  for 

l"i  well-paced  minutes  into  a  descrip- 
tion of  his  station's  merchandising. 

Results,  impact,  coverage,  though  his 

station  has  them  all,  didn'l  come  up. 
Said  the  station  man  when  the  omis- 

sions were  pointed  out  to  him:  "We're 
being  forced  to  sell  on  merchandising 

because  the  advertiser  won't  listen  to 

the  real  story  of  radio's  values  as  a 

straight  advertising  medium." 

There's  no  question  but  that  this 
analysis  to  varying  degrees  explains 

the  present  emphasis  on  merchandis- 

ing b)  radio  stations.  It's  an  emphasis which  will  continue  until  the  advertiser 

is  resold  on  radio.  Many  an  agency 

today  is  working  hard  to  convince  cli- 

ents they  ought  to  be  back  taking  ad- 

vantage of  radio's  low-cost  impact.  In 
some  cases  the  agencies  are  using  the 
amount  of  merchandising  they  can  get 
from  radio  stations  as  the  lure.  When 

the    advertiser   is    properly    sold,    and 

Applause 
Film  salesmanship 

Playing  for  high  stakes,  the  film 
syndicators  ha\e  been  bringing  new 

selling  techniques  into  the  sale  "I  pro- 

graming. Innovation  and  razzle-daz- 
zle, as  well  a>  old-fashioned  persis- 

lence,  have  been  in  evidence  a>  the 

syndicators  have  buill  rapidl)  over  a 
short  span. 

\\  nli  operations  Like  \P.(.  Film,  <  BS 
I  ilm,  Guild,  \H   \    l\.  NBC  Film,  01 

128 

that  day  is  coming,  the  lures  won't  be 
in  the  foreground. 

The  trouble  with  the  use  of  mer- 

chandising as  bait  is  that  once  it  starts 

it  can  grow  out  of  control.  The  ad- 
vertiser requests  one  merchandising 

service  todaj  and  bj  the  time  renewals 
are  due  on  his  schedule  he  ma\  have 

thought  of  half  a  dozen  other  services. 
The  end  result  can  be  stations  are 

forced  to  promise  unreasonable  serv- 

ices in  order  to  keep  the  business — 
services  which  in  the  long  run  the) 

can't  possibly  afford  to  donate,  i  See 
"Radio  merchandising:  do  you  ask  too 
much?"  this  issue,  page  34.) 
We  say  the  smart  buyer  will  get 

what's  appropriate  but  it's  kidding 
yourself  to  squeeze  the  station  for  free 

out-of-pocket  expense  in  merchandis- 
ing. Somewhere  someone  has  to  pa  v. 

Moreover  any  merchandising  specialist 

will  tell  you  that  the  most  effective  mer- 

chandising is  done  when  the  advertis- 
er allocates  his  own  budget  for  mer- 

chandising, relying  on  merchandising 

by  media  as  a  supplement  in  most 
cases.  Since  few  stations  are  equipped 

to  do  a  complete  job,  it's  a  case  where 

heeding  the  4  A's  recommendations 
against  excess  merchandising  demands 
from  stations  make  pood  business 
sense. 

♦        #        # 

Summer  selling 

The  theory  that  the  human  race 

goes  into  hibernation  during  the 
months  of  summer,  has  been  exploded 

many  times  in  the  pages  of  sponsor. 

This  issue,  in  fact,  contains  sponsor's 
seventh  annual  report  on  Summer  Sell- 

ing. Like  its  predecessors  it  brings  to- 
gether  the  best  available  data  on  the 
values  of  summer  air  advertising. 

There  are  so  many  summer  radio 

and    television    opportunities   that    the 

ficial.  Screen  Cems,  TPA.  Ziv  and 

others  hard  at  work,  the  advertiser 

can  expect  to  have  his  eves  opened  b) 
effective  presentations. 

One  of  the  many  brighter  ap- 
proaches  this  season  is  the  recentl) 

previewed  use  of  a   film  to  sell   film. 

I  ele\  i-iim  I'rogranis  of  \niei  i<  a  ha> 
produced  a  movie  in  which  executive 
\.p.  Michael  M.  Sillerman  does  a  sell- 

ing job  on  TPA's  new  Captain  (laJlnni 

advertiser  who  closes  his  eyes  and 

pocketbook  to  them  is  literally  losing 

part  of  his  potential  income.  Even  if 

it's  the  custom  in  your  industry  to  slow 
down  in  summer,  we  say  your  com- 

pan)  ought  to  he  in  there  making 

sales  while  the  other  fellows  aren't.  (If 

we  haven't  com  inced  you,  turn  to  the 
Summer  Selling  section  this  issue, 

starting  page    13.  I 
•        •        • 

What  next  in  multi-ownership? 

The  decision  of  the  I  .  S.  District 

Court  of  Appeals  in  \\  ashington,  I).  ('.. which  ruled  the  FCC  has  no  power  to 
set  limits  on  the  number  of  stations 

an)  single  entity  can  own,  raises  many 
questions.  The  advertiser  and  agency 

executive  looking  on  from  the  side- 
lines will  be  seeking  answers  to  ques- 

tions like  these  during  the  next  few- 
months  : 

1.  Will  the  decision  mean  that  the 

most  expert  station  management  firms 
will  he  moving  into  more  markets  and 

building  newly  acquired  stations  into 
stronger  contenders  for  audience  and 
thus  better  vehicles  for  selling  prod- 
ucts? 

2.  W  ill  other  firms  than  the  Storers, 

Hitners,  Merediths,  CBS',  NBC's,  Peo- 
ples Broadcastings  and  Westinghouses 

be  checking  the  country  for  additional 

properties? 3.  What  will  the  effect  be  on  uhf  ? 

4.  W  ill  there  be  any  form  of  dela\- 
ing  action,  with  FCC  bringing  the  issue 
to  the  Supreme  Court,  or  Congress 

acting  to  put  a  ceiling  on  multiple ownership? 

With  the  Congressional  investiga- 
tions underway,  it  will  probabl)  take 

months  before  all  the  implications  of 
the  decision  are  clear.  But  in  the  long 

run  sponsors  will  be  directly  affected 
l>\   the  outcome. 

series.  (In  case  you  think  this  is  the 

easy  way  to  sell,  the  movie  took  from 

six  one  evening  till  four  the  next  morn- 
ing to  shoot.  And  as  Micke)  Sillerman 

points  out   the   III  in  can't   substitute   l"i' personal  selling  and  contract  closing.) 

We  predict  that  as  the  film  indica- 
tors continue  to  expand  the)  II  have 

their  influence  on  every  corner  of  the 
television  industry  in  stimulating  the 

besl  "f  selling  deA  i<  es. 
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50*  per  copy* $8  per  year 

Nearly  half  of  Kansas  City 

s  yours  on 
)%  (Hooper)  to  be  exact.    The  other  half  is  shared  by 

en  other  radio  stations,  in  amounts  descending  from  17.1'  , 

to  1.7%.   Note  that  WHB's  share  of  audience  is  nearly 
3  times  that  of  the  second  station. 

This  did  not  happen  by  chance.    It  is  the  Mid-Continent 
formula  at  work.  Listeners  have  been  drawn  to  WHB  by 

the  music  and  news  they  like,  purveyed  bv  the  kind  of 

personalities  they  like  and  respond  to. 

Advertisers,  too.  are  responding.    In  February.  WHB 

'ved  162  separate  advertisers — double  the  number  on  hand 
when  Mid-Continent  took  over  just  9  months  ago. 

Half  a  loaf  is  better  than  17.1'  ,  .     Talk  to  the  Blair  man, 
or  WHB  General  Manager  George  W.   Armstrong. 

HERE'S   THE    WHB— KANSAS    CITY 
LEADERSHIP  LINEUP 

HOOPER,  FIRST  PLACE,  48.9°0 
Mon.-Sat. 

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

Mon.-Fri.,  Jan.-Feb.,  l^5) TRENDEX,  FIRST  PLACE.  42.8% 

Average  share  of  audience,  8  a.m. -6  p.m. 
Mon.-Fri.,  Jan.-Feb.,   1955 
PULSE,   IN   HOME,   FIRST  PLACE 

6   a.m. -9   a.m.,   Mon.-Sat.;    3    p.m.-6   p.m. 
Mon.-Sat.,  Nov.-Dec,  1954 

PULSE,  OUT  OF  HOME,  FIRST  PLACE 

Total   average   audience.   6   a.m. -midnight. 
Mon.-Sun.,   Winter,    1°55 

V* 
10,000  Watts  on  710  K.C.  Kansas  City,  Missouri 

3NTINENT  BROADCASTING  COMPANY 

President:   Todd   Storz 

KOWH,  Omaha 
Represented  by 

H-R,  Reps,  Inc. 

WTIX,  New  Orleans 
Represented  by 

Adam  J.  Young,  Jr. 

WHB,  Kansas  City 
Represented  by 
John  Blair  &  Co. 

TOP  MEDIA  MEN 
VIEW  AIR  VALUES 
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MILES    LABORATORIES,    INC. 

Alka-Seltzer' BRAND 

^Jrtiilitioncittu    in    the   f   ublic    C  on  lieu ence  . 

Foi   years  millions  oi   Americans  have  depended  on  ALKA-SELTZER  Eoi   t Ik-  reliel  ol  common 
ailments   with    complete   confidence.     Application   <>l   scieniifii    (|u.ilii\    (oniiols,   using  onl\ 

the  best,  purest   medicinal   ingredients,  and  continuing  medical  research   l>\    Miles  Laboratories  have 
caincd  public   confidence.    The   Havens  8c  Martin,    Inc.,   Stations  appl)    these  same   principles   to 

the  aii   ol   broadcasting.    The  best  possible  programming  ingredients,  controlled   l>\ 
skilled  management,  have  earned  a  loyal  and  responsive  audience  throughout  Virginia  Eoi   Rich 

mond's  onl)   complete   broadcasting   institution,     foin  with  confidence  the  othei  advertisers  using  the 
First  Stations  ol  Virginia,  WMBG-AM,  WCOD-FM  and  WTVR   1  \     -serving  one  ol  the  South's richest  areas. 

PIONEER      NBC      OUTLETS      FOR      VIRGINIA'S      FIRST      MARKET 

WMBG  am  WCOD  ™  WTVR  tv 
MAXIMUM  POWER   100,000  WAHS  •   MAXIMUM  HEIGHT    1049  FEET 

V,   I A  It    lt<  |.r.-<nl,<l    V.ii,.n;,l|v     \,s     Itl.UK     l\.    INC. 

WMBG  Represented  Nationnllj   bj   THE  BOLLING  CO. 

^klCHMON^ 

\NAVrMS  A  MARTIN  INC. 



Freeze    would 

hit  36  cities 

'Lucy"  money 
to   print? 

Cigarette  dip 
continues 

Nielsen  auto 

radio  figures 

Winchell   plans 

not  yet  set 

CBS  TV  specs 
in  the  :ards 

FCC   staff   proposal   for  vhf   freeze  would  affect   36  markets,    16  among 

the   top   50.      Proposal   would   put    off   FCC   action   on  new  vhf   C.P.'s    where 
uhf    outlet — either   on   air   or   authorized — is   50  miles    or   less   away. 
Top  markets   include:    San  Francisco,    Hartford,    Miami,    New  Orleans, 
Boston,    Buffalo,    St.    Louis,    Indianapolis. 

-SR- 

Impression  given  in  print  circles  that  all  money  released  in  dropping 

of  "I  Love  Lucy"  by  Philip  Morris  would  be  switched  to  print.   This 

is  not  true,  said  Biow-Beirn  Toigo's  executive  v. p.,  John  Toigo. 

-SR- 

Dropping  of  "I  Love  Lucy"  by  Philip  Morris  spotlights  continuing 
cigarette  sales  dip.   Latest  figures  from  Internal  Revenue  Service, 
covering  December  domestic  cigarette  shipments,  show  drop  of  9%  below 

previous  December.   Full-year  IRS  figures,  according  to  preliminary 
estimates,  are  368.6  billion  cigarettes  shipped  by  manufacturers  in 
1954  vs.  386.8  in  1953. 

-SR- 

Nielsen's  initial  report  to  clients  of  first  regular  national  measure- 
ment of  auto  listening  shows  peak  audiences  occur  on  weekends,  go  as 

high  as  one-third  of  home  audiences.   Nielsen  auto  radio  figures  are 

part  of  regular  NRI ,  show  total  volume  of  car  listening  by  quarter- 
hours  as  a  percent  of  in-home  radio  listening.   Top  quarter  hour  for 

2  weeks  ending  12  February  was  2:00-2:15  p.m.   Saturdays  (N.  Y.  time) 
when  2,109,000  car  radios  were  in  use.   This  represents  28%  of  in-home 
listening  at  that  time.   Next  peak  was  3:00-3:15  Sundays,  when 
2,018,000  car  radios  were  in  use,  or  33.1%  of  in-home  listening. 

-SR- Despite  severance  announcement  re  Walter  Winchell,  ABC,  many  loose 

strings  remain  before  final  contractual  break.   Meanwhile,  sponsors, 
Bayuk,  American  Safety  Razor,  are  waiting  on  sidelines  for  further 

developments  before  firming  next  season's  plans.   Talks  between 
Winchell,  RCA  veep  Mannie  Sacks  regarding  slot  on  NBC  are  still  in 
exploratory  stage. 

-SR- 
More  spectaculars  definitely  in  the  cards  for  CBS  TV  next  season. 
While  nothing  officially  announced  CBS  insiders  confirmed  to  SPONSOR 

new  once-every-f ew-week  long  shows  are  being  blueprinted.   Policy  on 
spectaculars  and  other  long-range  programing  plans  were  set  at  web 
meeting  with  affiliates  11  March.   Already  affected  by  CBS  plans  is 
Pabst  Brewing,  which  switched  Wednesday  night  boxing  bouts  to  ABC  TV 

because  firm  wouldn't  go  along  with  CBS  plans  for  telecasting  fights 
2  weeks  out  of  3. 
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New  day  tv   Success  of  daytime  tv  non-serial  drama,  "Modern  Romances,"  on  NBC       • 

drama  trend?   this  season  may  herald  end  of  dogma  that  serials  are  only  proper  form 

of  daytime  video  drama.   Show,  sponsored  by  Colgate,  packaged  by 

Stark-Layton,  got  12.1  in  1  February  Nielsen,  topped  all  NBC  daytime    j 
dramas.   Second  non-serial  drama,  "Way  of  the  World,"  is  now  packaged 
on  same  web  for  Borden  by  Y&R.   Stark-Layton  package  involves  differ- 

ent story  on  late-afternoon  strip  each  week.   Continuity  is  provided 

by  "story  editor"  Martha  Scott.  . 
-SR- 

Fear  bait  ad   As  action  to  bar  "bait-and-switch"  ads  on  air  gathers  momentum,  admen 

probe  powers   wonder  if  efforts  aren't  going  overboard.   Bills  introduced  in  New 
York  State  Legislature,  ostensibly  to  control  bait  ads,  are  causing 

concern  in  legal  ad  circles  because  of  wide  powers  given  State  Attor- 

ney General.   ANA  attorney  Gilbert  Weil  said  powers  would  exceed  those  ' 
of  Federal  Trade  Commission.   FCC  has  already  referred  bait  ad  prob- 

lem to  FTC  for  advice.   New  York-area  radio,  tv  outlets  have  ham-       ■ 
mered  out  code  of  standards  on  bait  ads  in  discussions  with  local  BBB. 

(See  "Newsmakers  in  Advertising,"  this  issue,  page  114.) 
-SR- 

Auto  battle   "Who's  first?"   Chewy-Ford  sales  battle  erupted  on  NBC's  "Peter  Pan" 
erupts  on  tv   spectacular.   Ford  announcer  made  claim  that  actual  Ford  customers 

were  highest  of  any  make.   This  followed  publication  of  authoritative 
figures  by  R.  L.  Polk  Co.  that  1954  Chewy  registrations  were  17,013    i 

higher  than  Ford.   However,  Ford  got  special  analysis  from  Polk  show- 
ing how  many  registered  Fords  and  Chevvys  were  in  hands  of  dealers 

and  manufacturers.   Subtracting  this  figure  from  total  registration     • 
i 

gave  net  customer  sales,  showed  Ford  25,000  ahead. 

-SR- 

Croup  selling   Though  still  the  exception,  selling  by  reps  of  groups  of  radio  sta- 
of  am  on  rise   tions  at  additional  discounts  is  accelerating.   Newest  plan  is  that 

of  CBS  Radio  Spot  Sales  which  offers  graduated  discounts  (range  is  15 

to  26%)  for  buying  3  or  more  outlets.   Already  offering  discounts  are   • 
Quality  Radio  Group,  John  Blair.   (For  details  on  group  selling,  see 

"Two  plans  to  sell  NIGHTTIME  RADIO,"  page  37.) 
-SK- 

More  tv  film   With  British  commercial  tv  set  for  this  fall,  impact  on  U.S.  tv  film    ' 
competition   market  is  expected  in  year  or  2.   Once  substantial  supply  of  British 

commercial  video  film  is  in  can,  it  may  begin  to  flow  across  sea,       i 

could  offer  increased  competition  in  already  sharply  competitive  mar- 
ket.  On  other  hand  U.S.  syndicators  already  have  huge  stock  of  tv 

film  ready  for  British  sale. 

-SR- 
Summer  rate   Problems  caused  by  fact  some  areas  go  daylight  saving  while  others 

cut  given   don't  (see  spot  tv  coverage  in  "Summer  Selling  Section,"  SPONSOR,  7 
March  1955)  are  answered  with  rate  card  differentials  by  WKRC-TV, 

Cincinnati.   City  remains  on  standard  time  all  year  'round  with  re- 
sult that  web  shows  are  seen  hour  earlier  in  summer.   Outlet's  rates 

provide  "substantial"  reductions  for  shows  that  move  from  "network 

time"  during  daylight  saving  time.   New  rate  card,  station  said,  is 
product  of  8-month  study  of  Cincinnati  audience  viewing  habits  by 
U.  A.  Latham,  general  manager  of  WRKC-TV. 

(Sponsor   lf«'i><>i*f.v  continues   i>ti<f<*  111)) 
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g€€/na,  OTl^eweri. . .  and  growing  all  the  time 

On  March  18,  1949,  WGAL-TV  televised  its  first  show.  Since  that 

day,  there  have  been  many  happy  returns  for  both  viewers  and  advertisers. 

In  six  years'  time,  WGAL-TV  has  grown  from  a  pioneer  in  the 

field  of  television  to  a  vital  and  dominant  public-service  force.  Still  growing, 

WGAL-TV  enters  its  seventh  year  with  a  pledge  to  continue  to  give 

its  viewers,  its  abundant  area  and  its  advertisers  many  happy  returns. 

WGAL-TV 
LANCASTER,  PA.      NBC  .  CBS  .  DUMONT STEINMAN   STATION 

Clair  McCollough,  Pres. 

Representative* 

MEEKER  TV,  Inc. 
New  York Chicago Los  Angeles 

San  Francisco 

21  MARCH  1955 
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ARTICLES 

Top  nu'dia  men  view  radio  and  tv 
A  panel  of  knowledgeable  admen  look  at  rising  tv  costs,  spectaculars,  new 
techniques    in    spot,    new    trends    in    nighttime    radio,    and    view    the    future 

Schtveppes  brinas  the  famous  bi»ard  to  spot  ratlio 
Soft-drink  firm  has  successfully  translated  the  spirit  of  its  celebrated  magazine 
campaign  featuring  the  bearded  Commander  Whitehead  to  spot  radio.  First 
year   of  spot   radio    (1954)    helped    hike    Schweppes   sales   233% 

I  he  two  Toiaos:  part  It 
This  second  half  of  the  Toigo  saga  shows  how  the  individual  backgrounds, 
philosophies  and  personalities  of  the  two  cousins  have  influenced  their  thinking 
in    the   development   of   advertising    strategy    for   their    accounts 

The  stution  in  <i  sponsor's  window 
The  radio-apathy  of  Boston  department  store  R.  H.  White  was  transformed  into 
enthusiasm  when  its  joint  promotion  with  WVDA  resulted   in   record   sales  volume 

Two  plans  to  sell   nighttime   radio 

Here  are  two  plans  for  selling  spot  radio  at  night,  both  of  which  depend 
on    group    buying    but    which    differ    otherwise    in    their    approach 

CBS  Radio  Spot  Sales 
This    organization    has    evolved    a    new    flexible,    graduated    dsicount    formula 
for   buying    its   stations    in    groups,    with    discounts    up    to    26% 

tfttalitfi  Ratlio  €iroup 

A    "tape    programing    network,"    its    effort    is    to    sell    almost    complete    U.S. 
coverage   with   35   high-powered   stations 

Vi<f<*o  tape:  protframina  revolation  to  <*oiii«* 
With  the  first  commercial  use  of  video  tape  looming  on  the  horizon,  every 
facet  of  the  industry  faces  eventual  change.  Here  is  an  up-to-date  report  on 
the   current   video   tape    status    at    RCA    and    Bing    Crosby    Enterprises 

Rlow-bji-blutc  story  of  a  tv  t€'st:  Week  .» 
Latest  developments  in  this  continuing  tv  test  show  grocers  are  reordering 

B&M  beans  and  brown  bread.    Tv-created  demand  has  resulted  in  54%  sales  rise 

COMING 

I  .S.  Steel  combines  p.r.  and  sales 
Though  its  tv  show  was  designed  as  a  public  relations  vehicle  for  U.S.  Steel, 

it's   been    adapted   to   actually   sell    steel    and    build    trade    relations 

B&M  beans  tv  test:  Week  7 

SPONSOR'S  continuing  series  on  the  Burnh.im  &  Morrill  test  of  tv  will  report 
next  issue  on  a  period  covering  seven  weeks  of  tv-only  advertising.  Objective 
is  to  see   what  tv   alone   can   do   for   sales   in    a   low-volume   market 

2» 

32 

34 

36 

37 

38 

10 

12 

II 

I    \pr. 

I    \pr. 

DEPARTMENTS 

AGENCY    AD   LIBS 

49TH    &    MADISON 

TIMEBUYERS 

NEW  &   RENEW 

MR.   SPONSOR,  Walter  Plaut 

SPONSOR    BACKSTAGE 
P.S. 

TOP  20  TV   FILM  SHOWS 

TV    RESULTS 

SFONSOR   ASKS 

ROUND-UP 
AGENCY  PROFILE,  F.  B.  Ryan,  Jr. 

NEW   TV   STATIONS 

RADIO    COMPARAGRAPH 

NEWSMAKERS 

SPONSOR   SPEAKS 

Editor  and  President:  Norman  R.  Glenn 

Secretary-Treasurer:    Elaine    Couper   Glenr 

Vice    President-Genl.    Manager:    Bernard    Pi 

Vice    President:    Jacob    A.    Evans 

Editorial   Director:    Miles  David 

Senior  Editors:  Charles  Sinclair,  Alfred  J.  Je 

Associate     Editor:    Evelyn    Konrad 

Department  Editor:  Li lo   Lee  Seaton 

Assistant   Editor:     Ed    Feldmann 

Contributing  Editors:   Bob  Foreman,  Joe  Cs 

Editorial    Assistant:    Florence    Ertenberg 

Art   Director:   Donald    H.   Duffy 

Photographer:  letter  Cole 

Vice  Pres.-Advg.  Director:  Robert  P.  Mendel 

Advertising      Department:      Edwin     D.     Coo, 

(Western    Manager),    Homer   Griffith    (Sou 
west  Manager),  Arnold  Alpert  (Midwest  M. 

ager),    John    A.    Kovchok    (Production    M 

ager),    Charles    L.    Nash,  James   O'Brien 
Circulation     Department:     Evelyn     Safz     (Si 

scription    Manager),    Emily   Cutillo,    Mortor 
Kahn,   Minerva   Mitchell 

Office    Manager:    Catherine    Scott 

Readers'  Service:  Augusta  B.  Shearman 

Accounting     Department:       Eva     M.     Sanfo 

Laura    Fazio 

Secretary    to    Publisher:    Janet    Whittier 

!  btweeklj  l.y  SPONSOR   PUBLICATIONS  I 
<  i   with    TV     I  ...    tlvi      Editorial,   t'lrrulatlon 

idverttslng    0  I       19th    SI     1 19th    A    Mad  I 

Now     V'orh     17,    N.  Y.      Telephone:    MI'rray     Hill    .1   I Chlcaco    Office:    181    B.    Qrand    Are      Phone     BUl 
7-9863.  Dalian  Office:  2706  Carlisle  8t.  Phone 

dolph  7881  Loi  Angelei  Office:  ens:  Sunset  Houli 
[•hone:  Hollywo  I  ;  8089,  I'llntlne  Office:  3110 
Are.,  Baltimore  11,  Md  Subscriptions:  United  SI 
K  i  ri  '  '  ;  Ida  and  foreign  $9.  single  coptei  I 
Printed  In  C  S.A  Addreia  all  correspondence  to 
K  idih  si  Ken  York  17  N  V  JfT'rrai  Hill  s  | 
Copyright     1955,    SPONSOR    PUBLICATIONS    INC 

: 



KTHS (LITTLE  ROCK) 

REGALLY  SERVES detitum, TOO! 

WHEN  you  use  50,000-watt  KTHS,  you  obviously 

expect  a  lot  more  than  Metropolitan  Little 

Rock.  You  expect  extensive  coverage  of 

most  of  Arkansas. 

KTHS  delivers!  De  Queen  (Ark.)  for  example,  with  a 

population  of  3,015,  is  only  one  of  scores 

of  smaller  cities,  towns  and  villages  served  by 

KTHS  throughout  the  State.  Yet  by  itself, 

De  Queen  represents  only  about  one  tenth 

of  one  percent  of  the  people  in  the  KTHS 

interference-free  daytime   coverage  area! 

In  Arkansas,  use  the  BIG  radio  value  —  KTHS, 

Basic  CBS. 

KTHS 50,000  Watts 

CBS  Radio 

BROADCASTING   FROM 

LITTLE  ROCK,  ARKANSAS 
Represented  by  The  Branham  Co. 

Jnder  Same  Management  as  KWKH,  Shreveport 
Henry   Clay,   Executive   Vice   President 

B.    G.    Robertson,   General   Manager 
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The  Station  KTHS  daytime  primary  (0.5MV/M)  area  has 
a  population  of  1.002.758  people,  of  whom  over  100.000 
do  not  receive  primary  daytime  service  from  any  other 
radio  station  .  .  .  Our  Interfcrcnce-free  daytime  coverage 
area    has   a    population    of   3.372.433. 



How  to  Look 
a  Gift  Horse 

in  the  Mouth> 

Whichever  way  you  look  at  a  KSDO 

gift,  it  means  extra  listeners 

in  San  Diego's  billion  dollar  market. 

KSDO  delivers  more  home 

listeners  than  any  other  station 

in  San  Diego  .  .  .  HOOPER. 

More  out-of-home  listeners. 

These  exfra  listeners— at  no  increased 

cost  — is  our  gift  to  you. 

May  we  show  you  how  a  good  look 

at  this  gift  will  pay-off  for  you? 

Representatives 
|ohn  E.  Pearson  Co.  —  New  York 
Chicago  —  Dallas  —  Minneapolis 
Daren   McCavren  —  San   Francisco 

Wait   Lake  —  Los  Angeles 

by  Bob  Foreman 

Writing  to  Sit  thv  Corporate  I'ersonality 

Tn  the  eye?  of  the  law  a  corporation  is  a  person  with  corre- 

sponding rights  and  responsibilities.  In  the  eyes  of  the  as- 
tute  advertising  man.  a  corporation  has  another  human  at- 

tribute— that  of  a  distinct   personality. 

This  Corporate  Personality  is  ofttimes  the  subject  of 

lengthy  diatribes  among  agency  personnel  who  have  learned 

its  make-up  by  violating  it  or  by  being  totally  unaware  of  it- 
existence. 

To  many  who  have  tangled  with  thi>  powerful  but  nebulous 

entity.  Corporate  Personality  connotes  the  stuffy,  the  tradi- 
tion-ridden and  the  old  fashioned.  But  those  who  recognize 

it.-  presence  and  then  try  to  understand  it  so  the\  can  portray 

it — in  advertising  words  and  pictures — as  faithfully  as  the 
company  president  (or  his  wife!)  are  hound  to  he  among  tin 
more  successful  advertising  agents. 

The  Corporate  Personality  come-  into  being  in  many  ways 

and  usually  over  the  course  of  many  years.  It  may  be  a  re- 

flection solely  of  one  man — his  own  personality.  This  i- 

generally  true  of  the  so-called  ""family  business."  I  wasn't 

being  facetious  when  I  added  the  "or  hi-  wife"  above  since 
many  times  it  is  the  little  woman  who  loom-  large  in  these 
matters  and  wield-  the  nio-l  decisive  brush  when  it  comes  to 

painting  her  husband's  corporate  portrait. 
What  all  this  has  to  do  with  television  and  radio  i-  fairly 

ob\  ion-.  Since  tv  and  radio  are  advertising  media,  sponsored 
In  businesses  large  and  small,  incorporated  or  otherwise, 

family  owned  or  widely  held,  it  is  incumbenl  upon  these 

media  thai  llie\  relied  rather  than  distort  ihe  Corporate  I'ei sonality . 

Since  print  media  and  print  people  have  lor  years  been  ex- 
perienced in  this  ana.  llic\  .ire  far  more  versed  at  accurate 

interpretation  than  are  broadcasters.  H\  broadcasters  I  mean 
those  w  iihin  and  w  ithout  the  agencj . 

The   people   in    piiiil   are   used  to   hearing  the   phrase      this 

ad  doesn'l  /<>"/.  like  ii-.  The)  generally  understand  the 
statement,  are  much  more  prone  to  -how  sympath)  for  it  lor 
ai  lea-i  lo  ma-k  their  distaste)  and  lo  do  something  con- 

structive about  it.  They've  known  For  years  thai  some  adver- 

tisers won'l  use  the  "confession  hook-""  no  matter  how  valid 
the  -ale-  story,  how  responsive  the  audience  to  their  type  ol 

i  Please  turn  to  page  60) 
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The  same  policy  of  operation  that  makes 
WKY-TV  outstanding  in  Oklahoma,  now  guides 
the  management  of  WSFA-TV  in  Montgomery. 
Years  of  TV  experience  assure  advertisers  of  max- 

imum results  .  .  .  PLUS  the  fact  that  WSFA-TV 
serves  a  remarkable,  booming  Southeast  area 
which  is  enjoying  widespread  industrial  and 
agricultural  expansion. 

WSFA-TV  operates  on  full  316,000  watts  —  from 

1,040-ft.  antenna,  21  miles  south  of  Montgomery! 

WSFA-TV  serves  Central  and  Southern  Alabama, 

Southwest  Georgia  and  Northern  Florida. 

WSFA,  NBC  Affiliate,  Represented  by  HEADLEY  REED  CO.  •  WSFA-TV,  Channel  12,  NBC  Television,  Represented  by  KATZ  AGENCY,  INC. 

Hoyt  Andres 
Station  Mgr.  WSFA  and  WSFA-TV 

(Pioneered  with  WKY-TV) 
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she  flew  into 
65M00M00  hearts! 

It  happened  on  March  7th.  More  than  65,000,000  viewers  sat 

enchanted  for  two  hours  while  Mary  Martin  and  company 

brought  to  life  "Peter  Pan,"  an  NBC  Spectacular.  It  was  the 

greatest  audience  for  a  single  network  show  in  the  history  of 

television.  And  the  critics  raved! 

JOHN  CROSBY,  N.  Y.  HERALD  TRIBUNE 

"Conceivably  the  most  polished,  finished  and 

delightful  show  that  has  ever  been  on  television." 

JACK  COULD,  N.  Y.  TIMES 

"An  unforgettable  evening  of  video  theatre  . . . 

captivating  fun  for  eye  and  ear  alike." 
HARRIET  VAN  HORNE,  N.  Y.  WORLD-TELEGRAM  &  SUN 

"Something  the  inward  eye  will  treasure  for  a  lifetime." 

LARRY  WOLTERS,  CHICAGO  TRIBUNE 

"Through  this  children's  classic,  TV  came  of  age." 

GEORGE  ROSEN,  VARIETY 

"Sheer  delight . . .  Stunning  success  . . .  Unadulterated  charm." 

On  March  9th,  the  N.  Y.  Herald  Tribune  commented  editorially: 

. .  ."shows  of  this  type  set  a  high  standard  for  the  future  . . ." 

NBC,  having  set  this  season's  high  standards  with  its  Spectac- 
ulars, will  continue  to  maintain  them.  Plans  for  next  season  are 

beginning  to  emerge.  For  instance,  starting  October  23rd,  NBC 

plans  to  present  once  a  month  the  Maurice  Evans  distinguished 

series  of  90-minute  dramatic  programs  — "Sunday  Matinee." 

Mr.  Evans  will  produce  and,  on  occasion,  star  in  dramas  from 

the  finest  pages  of  the  theatre. 

The  Evans  series  is  only  one  example  of  how  NBC  Television 

will  maintain  its  program  leadership  .  .  .  pursue  further  the 

course  of  originality  and  excitement  that  leads  to  television's 

biggest  audiences . . .  keep  on  delivering  to  sponsors  the  great- 

est new  advertising  values  they  have  ever  enjoyed, 

EXCITING  THINGS  ARE  HAPPENING  ON 

television 
A  SERVICE  OF 



WFBC-TV 
100KW  POWER 

2204  FT.  ANTENNA 

"Giant  of 
Southern 

Skies" 

f\ 

.  .  .  boasting  more  people  and  larger 
income  within  100  miles  radius  than 

Atlanta,  Jacksonville,  Miami,  or  New 

Orleans,  WFBC-TV  is  truly  the  "Giant 
of  Southern  Skies",  and  a  powerful 
new  advertising  medium  in  the  South- 
east. 

HERE'S  THE  WFBC-TV 
MARKET 

(Within   100  miles  radius) 

Population        2,924,625  People 
Income  $3,174,536,000 

Sales  $2,112,629,000 

Television   Homes  329,281  + 

Market  Data  from  Sale?  Management 

*From  A.  C.  Nielsen  Co.  Survey  as  of 
Nov.  1,  1953,  plus  RETMA  set  shipments 
in  the  Hio  mv.  contour  through  December, 
1954. 

Write  now  for  Murkd  Data  Brochure 

and  Hate  Card.  Ask  us  or  our  Repre- 
sentatives for  information  and  assist 

ance. 

Channel  4 

WFBC-TV 
Greenville,  S.  C. 

NBC    NETWORK 

Represented  Nationally  by 

WEED  TELEVISION  CORP. 

1, 
IT  01/ 11 

11.1111  Sill 
SPONSOR  invites   letters   to   the   editor. 
Address  40  E.   49   St.,  New    York   17. 

NO  SUCH  ANIMAL 

The  February  7lh  "Report  to  Spon- 
sors" has  the  following:  "According 

to  latest  Nielsen  nationwide  net  radio 

ratings,  'evening  once-a-month'  pro- 
grams  -till  outpull  daytime  shows 

despite  l\    inroads." As  you  know,  there  are  people  in 

the  industr)  who  seem  to  prefer  to 
misunderstand  audience  research,  and 

thereby  find  cause  to  criticize  the  re- 
search companies;  too  bad  an  item 

like  this  helps  feed  the  "confusion" talk. 
You  must  have  looked  at  our  data 

on  evening  once-a-week  programs.  (Or 

maybe  sponsor  is  subconsciously  root- 
ing for  spectaculars  in  radio,  too.) 

\h  khv  Harris 

Public  Relations  Director 

A.  C.  Nielsen  Co.,  New  York 

MR.  SPONSOR 

.  .  .  I  want  to  compliment  \ou  on  the 

job  you   did   of  conveying  the  feeling 

of  a  personalis    in  just  a  few    words. 
I    only    wish    I    were   as    interesting    a 

person  as  you  make  me  seem  to  be. 
Jerome  Pickm  w 
Director  of  Advertising 
Paramount  Pictures 

JAPANESE  REPRINTS 

This  is  a  research  personnel  at  Ra- 
dio Tokyo,  commercial  radio  and  t\ 

station  in  I  ok\  o.  Japan.  I  am  now  in 

charge  ol  editing  the  quarterl)  maga- 

zine "Commercial  Me— a^e"  which  is 
published  foi  broadcasting  sponsors 

in  Japan.  \nd  the  next  issue  is  No.  3 

ami  it  shall  be  a  "commemoration 
loi  ..in  beginning  t\  business  in  the 

coming    \|nil. 
Last  seat  I  read  a  ver\  interesting 

article  in  SPONSOR  titled  "10  ways  to 
put  more  sell  in  your  tv  commercials 

which  was  w  i  itten  l>\  j  ou.  It-  contents 
were  so  beneficial,  I  thought,  thai  i 

it  could  l»'  translated  into  Japanese,  it 
would  l»-  so  in-i  i  u<  ti\  e  to  e\  ei  j  spon- 

i  Please  nun  to  page  13) 

10 
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FROM 
7:00  A.M. 

'rn-.Vr.'v!;. 

1% 
-i 

UNTIL 

MIDNICT4T S 

.  .  .  KSTP-TV  leads  all  Minneapolis-St.  Paul 
TV  stations  in  average  weekday  program 
ratings — week-in,  week-out.* 

In  the  nation's  7th  largest  retail  trading 
area — a  market  which  annually  commands 
more  than  Four  Billion  Dollars  in  spend- 

able income— KSTP-TV  gives  you  greater 
coverage  than  any  other  station. 

KSTP-TV  is  the  Northwest's  first  tele- 

vision station,  first  with  maximum  power, 
first  with  color  TV  and  first  in  audience. 
Through  superior  entertainment,  top  talent, 
showmanship  and  service,  KSTP-TV  has 
earned  a  listener  loyalty  that  means  sales  for 

you.  That's  why— dollar  for  dollar— KSTP- 
TV  is  your  best  buy! 

*ARB  weekly  average,  combined  metropolitan 
and  outside  area,  January,  1955. 

KSTP-TV 
100,000  WATTS 
CHANNEL 

MINNEAPOLIS-ST.  PAUL  Basic  NBC  Affiliate 

*Tfas  /l/Mtfamb'/L  Leaden?  St&tfotC EDWARD     PETRY     &     CO.,     INC.,     NATIONAL     REPRESENTATIVES 

21  MARCH  1955 11 



Like 

an    Esplanade   evening   concert 

WHDH 
is   a 

habit   in 

Boston 

You're  not  a  true  Bostonian  unless  you've  enjoyed  an 
Esplanade  Concert  on  the  banks  of  the  Charles  River 
under  a  mellow  summer  moon. 

And  Bostonians  are  unique  in  more  than  their  love  for  music. 
The  over  $153,000,000  spent  annually  on  furniture  and  household 

products  in  Boston  is  a  symphony  of  sales  to  any  advertiser's  ears. 
As  a  powerful  independent  station,  WHDH  is  in  a  perfect  position 

to  program  to  Boston's  unique  pastimes  and  tastes. 
WHDH  does  .  .  .  and  so  successfully  that  it,  too,  is  a  habit  in  Boston. 

Next  time  you  have  a  household  product  to  sell,  buy  time  on 

the  one  station  that's  a  habit  in  Boston  .  .  .  WHDH! 

REPRESENTED    NATIONALLY    BY   JOHN    BLAIR    AND     COMPANY 

WH 
50,000    •    BOSTON    •   850    ON    THE    DIAL 
WATTS  Owned  and  operated  by  The  Boston  Herald -Traveler  Corporation 

h        I   *  *  # 



.S2. 
xi"A      9       |fi 

/"  Nil  **wi*,:hJ ! 
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MANY   an  advertising  oppor- 
tunity is  missed  because  a 

new    idea,   a    changing 
trend,  a  vital  forecast  is  not 

seen   in   time.    That's  why 
an  increasing   number  of  Ad- 

vertising and  Station  Ex- 
ecutives— who    formerly    received 

copies  via  the 
' '  routing  system ' ' — 
now  have  individual  subscrip- 

tions to  SPONSOR. 

This  way  they're  sure  SPONSOR 
reaches  them  lirst  thing  every 
other  Monday  morning 
sure  of   getting  all   the 
latest  radio/tv  facts  in 
time  to  act  ...    in  time 
to  profit. 

Try  an  individual  subscription 
to  SPONSOR  yourself.    At  Spe- 

cial Introductory   Rates,  the 
investment  is  small,  the 
potential   rewards 

great. 

Order   Now — 
Pay   Later 

■  SPONSOR  40  E. 49th  St. N.Y.  17,  N.Y.  J 

Enter in\ 

sul 

scription to     SPONSOR 

1      for   the ne 
\i  .",: 

.'  weeks  i  l<;  issues  i  at     ■ 

|5.    1  'i 
mi savi --:;  im.l. r  single  copy 

costs,  i 

D  Bill    me    □ Hill company   Z! Payment   cm  losed 

Name 

1       Finn 
Address 

1      City SUilc          I 

G  home        D  o 

II, 

SOI   in  Japan. 

I  herefore,  \\  hat  I  \\  ish  I"  ask  j  mi  i- 

to  get  a  kiml  appn>\  al  lot  il-  transla- 
tion and  making  it  an  article  in  our 

magazine.  II  I  could  gel  a  permission, 
nothing  would  lie  happier  than  it  to  me. 

Research   Bureau.  Radio  Tokyo 
Tokyo.  Japan 

.  SPONSOR  i-  happj  to 
reprints  of  articles  when 
writing    ami    credit    U    given 

permission    Fo .1     is     made     i 

KSAN  &  THE  NEGRO  MARKET 

Recently,  in  an  event  unprecedented 

in  the  Bay  Area.  KSAN  Radio  pre- 
sented the  story  of  the  importance  of 

the  Negro  market  to  the  San  Francisco 

advertising  executives,  media  huyers 

and  the  press. 

In  this  presentation.  KSAN  found 

the  Negro  market  study  published  in 

the  20  September  issue  of  SPONSOR  ex- 

tremely helpful.  Many  direct  quota- 
tions were  made  from  sponsor,  such 

as  the  articles  entitled  "Keystone  of 

Community  Life  "Tips  on  How  to 

Use  Negro  Radio,"'  and  especially  use- 
ful was  the  page  in  which  radio  sta- 

tions throughout  the  country  who  are 

programing  to  Negro  audiences  were 
listed  as  to  the  number  of  hours  per 

week,  percentages  of  total  program 
time.  etc. 

Regarding  the  San  Francisco  Bay 

Area,  it  was  pointed  out  that  KSAN 

is  the  only  station  to  extensively  capi- 
talize on  the  fact  that  the  San  Fran- 

cisco Bay  Area  had  become  thefthird 

largest  Negro  income  group  per  capita 

in  the  country  totaling  a  daily  earning 

power  of  $991,000.  according  to  the 

statistics  of  the  U.  S.  Department  of 
Commerce. 

Richard  Bott 

Station  Manager 

KSAN  Radio,  San  Francisco 

j 
RADIO  BASICS 

Our  copy  of  the  1954  Radio  Basics 

is  practically  worn-out  from  constant 

use.  If  the  price  isn't  too  much,  and 
you  still  have  a  few  on  hand,  we  could 

use  10  copies  to  great  advantage. 

Please  let  me  know  if  you  can  send 

out  so  few  copies. 
\\.  H.  Henri 

Assistant   Sales    Manager.    II  SJS 

Winston-Salem,   V.  C. 

•      Snppl)      ..f     l<>.Vt     Radio     Basics,     20,000 
which    have    been    <li>iril>uifaii     is     down     to     ro 
bottom.      Limited    nnmbet    available. 

/; 

V 

.: 

W 

Houston's  ONLY 
Radio   Station    on    Wheels 

FIRST  WITH  NEWS 

LIVE  .  .  .  DIRECT! 

HERE'S  AN  ACTUAL 

COVERAGE  REPORT: 

FEB.   1,  9:30   A.M. 
Window    washer    falls 

10  stories  to  death. 

FEB.   4,  11:45    A.M. 
Runaway  steer  ties  up 

Freeway  traffic.  Cap- 
tured. 

FEB.    7,    1:30   P.M. 

Auto  -  pedestrian  fa- 

tality. 

FEB.  11,  10:22  A.M. 

Heights  State  Bank 
Robbed. 

FEB.   14,  8:15   P.M. 
Truck  overturns  on  San 

Jacinto  Bridge.  Driver 

pinned  in  cab. 

All  Houston  is  talking 

about  "BIG  MIKE",  Hous- 
ton's only  Completely  Re- 
mote Radio  Equipped 

Truck.  Let  him  sell  for 
YOU. 

i 
Natl  Rep.  Forjoe  &  Co. 

In  Houston  coll:  Dave 

Morris,    KE-2S81. 

RAPI0  RAN.CE 

21  MARCH  1955 
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HERE'S  CONCRETE 
EVIDENCE 

Two  questions  before  the  bar 

of  advertiser  opinion : 
1.  Can  radio  sell  a  semi-industrial 

product  in  Southern  California? 

2.  Can  it  reach  men  in  mid-day? 

Associated  Products  of  Puente,  dis- 

tributors of  Sakrete  readymix  con- 

crete products,  answer  YES  on 

both  counts  with  a  pen  dipped  in 

dollar  signs. 

Sakrete  signed  the  KBIG  noon-hour 

five-minute  news  last  spring,  re- 

newed it  for  1955 — as  its  sole  con- 
sumer advertising. 

This  contented  client  also  honored 

KBIG  News  Director  Larry  Berrill 
with  a  Concrete  Sales  Award  .  .  . 

two  tickets  to  the  Rose  Bowl! 

Any  KBIG  or  Robert  Meeker  ac- 
count executive  will  show  you  a 

glowing  Sakrete  letter,  detailing  how 

the  Catalina  Station's  lowest-cost 
coverage  of  all  Southern  California 
cements  relations  with  dealer  and 

consumer  alike. 

•The  last   two   years,  The   Radio-Television    News 
Club  of     Southern     California     Award     for     the 
Best  Independent    Station     News    Operation    has 
been  won    by    KBIG 

JOHN  POOLE  BROADCASTING  CO. 

6540  Sunset   Blvd.,  Hollywood   28,  California 

Telephone:   HOIIywood  3-3205 

Nat.  Rep.  Robert  Meeker  &  Assoc.  Inc. 

Paul  fiirard.  assistant  director,  radio-tv  depart- 

ment,  Tracy-Locke  Co.,   Dallas,  would  like  to 
persuade  tv  stations  and  or  reps  to  give  some 

practical  consideration   to  the   ever-present  problem 

of  "make-goods."    "Why,  oh,  why  will  tv  stations 
submit  a    make-good  availability   with    a   resounding 

rating  of  5.6  as  a  substitute  for  a  miss  or  pre- 

emption  of  time  that  had  a  rating  of  a  solid  28.4?" 
asks  he.    "The  tight  schedule  or  SRO  sign  alibi 
sounds   very  fine,  and,  of  course,  our  heart   bleeds 

for  stations  in   this  position.    Since  it's  as  sure  as 
death  and  taxes  that  a   station  is  going  to  miss  a 

few  announcements  each  week,  why  not  reserve  a 

good  spot  or  two  in  each  time  bracket,  previously 

approved  by  agencies,  for  make-goods  that  are  missed 
because  of  goofs.    Almost  an\   local  account  would 
be  pleased  to  cover  the  station  tor  a  good  period  on 

a  contingent  basis,  when  no  make-goods  arc  needed." 

lnim    \\  ussvrmait.   Lawrence  C.  Gumbinner 

Advertising,  New  York,  says  "the  second  hud,"  is 
wise    when    it   conies   to    Inning  loi  al   spot   radio   to 
deliver  maximum  sales  and  make  the  radio  dollar 

go  farther  in   each   market.    "It's  too   easy    and 
sometimes  wasteful  to  buy  the  ver\    expensive 

powerhouse  station  purely  out  of   habit.    Sure, 

coverage  and  ratings  arc  important.    Hut   before  you 

buy,   take  a  second  look.    Can   another   station 

deliver   the   coverage,   perhaps   not   so   vast   in   area. 
but  more  concentrated  where  you  need  it:  does 

it  have  what  you  want    (strong  lortil  personality  or 

well-rated  adjacencies)   at  less  cost:  will  it  work  with 

you  to  give  extra  local  merchandising?    We  often 

find  that  h\  taking  a  second  look,  we  can  get  the  job 

done  equally  effectively     and  at  a  Ion  a  cost     with 

a  station   that   may    lack    the  razzle-dazzle  of  the 

biggest   call  letters,    yet   produces    the    best    results." 

II  iff intii  K.  Krosfee,  Ketchum,   MacLeod  <V 

Grove,  Pittsburgh,  has  words  of  praise  inr  reps. 

"The  stronger,   more  aggressive  reps   push   their 
stations  into  adopting  saturation  packages,  more 

feasible  discount  structures,  and  the  main   othei 

broadcast  policies  that  make  radio  and  tv  more 

effective  merlin."  says  he.    "To  nn   way   of  thinking 
these  reps  are  not  only   recognizing  the  trends    they 

are  providing  vehicles  that  enable  advertisers  to  get 

maximum  efficiency  <>rr<  of  their  advertising  dollar. 
I  think   there  arc  two  important  fields  in   which   the 

reps  can  'b>  a  lot  better:  uniform  billing  procedures 

and  availability  presentations.   Incidentally,  I  hen 

tell  <ii  buyers  in   \<n    York  buying  by  machine. 

It's  inconceivable  to  me  that  a  buyer  amid  feed 
i  mirage,    rating   and    cost    into    into    a    machine 

and  i  nine   up   with   on    intelligent    Inning  decision." 

14 
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.••it 9s  the 

KARK  pulls  18  "firsts"  among  24  morning  quarter  hours  — 
3  times  as  many  as  all  other  Little  Rock  stations  combined! 

—  as  reported  by  the  March  1954  PULSE  Area  Study 

Your  sales  pitch,  no  matter  how  persuading,  can't  convince 

anybody  who  doesn't  hear  it.  So  why  blow  your  budget 
on  bigger  signals  that  reach  more  dead  sets?  The  station 

that  pulls  the  biggest  bonafide  audience  in  the  Little  Rock 

market,  the  station  actually  listened  to  most,  is  KARK.  The 

proof  of  the  pulling  is  in  the  rating.   And  PULSE  rates  KARK 

tops  —  morning,  afternoon  and  evening  66  quarter  hour 
"firsts"  out  of  72. 

Why  such  popularity?  For  one  thing,  KARK  is  a  habit— and 

a  good  one— with  Little  Rock  listeners.  Dials  have  been  fixed 
on  920  since  1948.  Furthermore  KARK  programming  includes 
the  best  of  NBC. 

It's  program  popularity  and  proved  listenership  like  this,  rather  than  power  alone,  that  attracts  customers 

for  you  ...  or  to  put  it  another  way,  it's  not  the  reach— it's  the  PULL  ! 

Advertise  where  people  listen   most,  where  the  cost  is  low— on  KARK! 

©© 
SEE  YOUR 
PETRY 

MAN  TODAY  ' 
21  MARCH  1955 
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To  drive  home  your  message — to  sell  those  with  money 

to  spend  as  well  as  time  to  listen — hop  into  Detroit's 
teeming  traffic  with  this  high-octane  trio. 

These  gentlemen  mean  business.  They  program  smartly 

and  intelligently,  keep  chatter  within  bounds,  appeal  to 

a  wide  audience  rather  than  to  just  one  age  group.  That's 
why  Pulse  consistently  gives  them  such  healthy  ratings. 

To  get  folks  coming  and  going  —  to  and  from  work,  on 
business  and  shopping  trips,  on  weekdays  and  weekends 

— make  it  Maxwell,  Mulholland,  and  DeLand. 

muivi 
AM 
FM 

Banc 

11 

AIM.ote 

AM-950   KILOCYCLES-5000  WATTS 

FM-CHANNEL  246-97.1   MEGACYCLES 

Associate    Television    Station    WWJTV 

WORLD'S   FIRST   RADIO   STATION      •      Owned  and  Operated  by   THE   DETROIT   NEWS 

National  Representatives    THE    GEORGE   P.  HOLUNGBERY    CO. 

16 
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New  and  renew 21     MARCH     1955 

1.     New  on  Television  Networks 

SPONSOR 

Admiral   Corp,   Chi 

Anheuser-Busch,   Bait 

Bristol-Myers,    NY 
Corn  Products  Refining,  NY  iMazola) 

General   Mills    iChecrios  &  Cold   Medal 

Flour  i .     Minnpls 

Cordon    Baking    'Silvcrcup   Bread).    Dot 

Kendall   Co    iBIuc   jay   Div),  Chi 

P.    Lorillard,   NY    I  for  Kent) 

Procter  &   Camble,    <Clcem),   Cin 

Revlon    Prods,   NY 

AGENCY STATIONS 

Russell   M.   Seeds,  Chi ABC 70 

D'Arcy,   St.    Louis 
CBS 97 

Y&R,    NY CBS 

56 

C.    L.    Miller.    NY 

CBS 

50 D-F-S,   NY 
CBS 

86 
N.  W.  Ayer,  Det 

ABC 
114 

Leo   Burnett,   Chi CBS 

58 Y&R,    NY CBS 

Compton   Adv,    NY 

CBS 
111 

William  Weintraub,  NY 
CBS 

58 

PROGRAM,  time,  start,   duration 

Who    Said    That;    alt    W    9:30-10    pm;    Mar.    2;    52 wks 

Damon   Runyon  Theatre;  Sat   10:30-11    pm;   16  Apr; 

52    wks 
Carry   Moore;  Th   10-10:15  am;   3   Mar;  6  wks 

Arthur  Codfrey  Time;  W  10:30-10.45  am;  23   Feb; 

52    wks 
Life  With  Father;  alt  T  8-8:30  pm;  5  Apr;  52  wks 

The    Kuklapolitan    Easier    Show;    Sun    6:30-7    pm; 

Apr    10 The    Morning    Show;    M-F    7-9;    12    partic;    4   Apr; 
10  wks 

Appointment    With    Adventure;    Sun    10-10:30    pm; 3    Apr 

Jackie  Cleason   Show;   Sat  8-9  pm;  2  Apr;   26  wks 

The   Morning   Show;  W   7:40-7:45   am;    F   7:35-740 
am;  9  Feb;  52  wks 

2.    Renewed  on  Television  Networks 
SPONSOR 

Amer  Tobacco    (Lucky  Strike)    NY 

Amer  Tobacco    i  Lucky  Strike)    NY 

Colgate-Palmolive.    Jersey    City 
Crane    I  Plumbing  fixtures)    Chi 

Cencral   Foods    I  Maxwell   House, 
Caines,     Minute   Rice) 

Ceneral   Foods 

Minnesota   Mining  &  Mfg. 

Nestle.   White    Plains 

AGENCY STATIONS 

BBDO,    NY CBS 168 

BBDO,    NY CBS 168 

William    Esty,    NY 
CBS 

82 

Leo  Burnett,  Chi 
CBS 

58 Benton  &   Bowles,   NY 
CBS 

176 

Y&R 
CBS 

65 

BBDO,    Minnpls 
CBS 

49 

Bryan    Houston,    NY CBS 111 

PROGRAM,  time,   start,   duration 

Private    Secretary,    alt    Sun    7:30-8    pm;    27    Mar; 

52   wks 
Jack   Benny;   alt  Sun;  7:30-8  pm;  27    Mar;  52  wks 

Big    Pay-Off;    MWF    3-3:30    pm;    28    Mar;    52    wks 

The    Morning   Show;    T   8:20-8:25    am;    1    Mar;    16 
wks 

December   Bride;    M   9:30-10   pm;   21    Mar;    54  wks 

Our    Miss    Brooks:    F    9:30-10    pm;    1    Apr;    52    wks 

Arthur  Codfrey  Time;   M    10:30-10:45  am;  21    Feb; 

52  wks 
Jackie  Cleason;  Sat  8-9  pm;  26  Mar;  27  wks 

3.    Advertising  Agency  Personnel  Changes 
NAME cORMER  AFFILIATION NEW  AFFILIATION 

Ben  Alcock Biow.   NY,   vp Cunningham  &  Walsh.   NY,  acct  exec 
David   Y.    Bradshaw Young  &    Rubicam.    NY,   r-tv  dept  dir  of  opcrs Same,    r-tv   dept    mgr 

Perry   L.    Brand Metropolitan  Sun   Newspaper  Croup,   NY,  acct  exec Henri    Hurst  &    McDonald   Adv,    Chi,    vp 
Edward  A.   Cashin BB:0,   NY,   vp Same,   dir 
Charlotte  Chadwick Lewin.  Williams  &   Saylor.   NY Smith,    Hagel   &   Snyder,    NY,   acct  exec 
Frank  Crcden Carmona    &   Allen,    copy   chief Ruthrauff   &    Ryan,    NY,   asst  acct  exec 

Austin   L.   D'Alton Fuller  &  Smith  &  Ross,  Chi Weiss   &   Celler,   Chi,   acct  exec 
Frank   D.   Davies Vick    Chemical.    NY.   asst    prod    mgr 

Same,   prod    m  ;r 
John    T.    Dunford Mvsrhslk    &    Pratt,    NY,    media    dir Roy   S.    Dursiine.    NY,    media    dir 
Ralph  C.   Duke Barnes   Adv,    Mil,    asst   acct   exec Same,  acct  exec 
Blaine  Faber Coronet    Magazine,    NY McCann-Erickson,    NY.   acct   exec 
Robert    Farris Avco  Mfg,  Crosley  &   Bendix   Div,  Cin,  acting  laundry  adv 

mgr 

V''k   Chemical,    NY,    asst   prod    mgr 

Same,    laundry    adv    mgr 

Robert    M.    Fenner Same,   prod   mgr 
Robert   L.    Foreman BBDO,    NY.   vp Same,   dir 
Lee    Frierson Rjthrauff   &    Ryan.    NY,    dir Roy  S.    Durstinc,    NY,   acct   exec 
Paul    Greenfield Simoniz,    Chi.    sis    prom    mgr 
Juke   Coodman Saks  Fifth  Ave.,  NY,  art  dir Cunningham   &  Walsh,   NY.  acct  exec 
Alexander  R.  H.  Criffin Al   Paul   Lofton,   Phila.   r-tv  dir 

Same,   vp 

In    next    issue:    New    and    Renewed    on    Radio    Networks,    National    Broadcast    Sales 

Executives,   New  Agency  Appointments,  New   Firms,   New  Offices.   Changes   of    Address 

James  K. 
Martindale    13) 

W.    McClintic 

Mitchell    (3) 

Robert  L. 
Foreman    13) 

Charles  M. 

Underhill    '41 

*V  I     Td     T-lxler 

|r 
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JS/env  and  renew 

Juke 
Goodman    '31 

Ralph    C. 
Duke    I  31 

Robert  C. 
Sidencr   14) 

Ben 
Alcock   13) 

Robert   I. 
Angclus   14) 

Robert  M. 
Watson    (31 

3.    Advertising  Agency  Personnel  Changes  (cont'd) 
NAME  FORMER  AFFILIATION  NEW  AFFILIATION 

Norman    Crulich 

Robert  N.    Harris 
Clifford  R    Hauser 

Mann   Holiner 

Milton  S.   Holz 

Marshall    Hurt 

Jess   Jones 
Claire  Koren 

Philip  C.    Kenney 

J.  Lingeman 

lames  K.   Martindale 
David   Mayer 

Sam    Morgan 

Ccorge    W.     Morris 
W.   McClintic  Mitchell 
Charlotte  Morris 

Harry   Parnas 
Richard    |.    Pearson 
Tod   Reed 

Barry   Ryan 

Joseph   A.   Schulte 
T.  W.  Schwamb 

Joan    Stark 
Herbert  L.  Steiner 

Sidney    Stivers 
Mel  Tenenbaum 
Ed  Traxler,   Jr. 

Robert  M.  Watson 

Paul   Watson 

Robert  L.  Whitehead 

Vick    Chemical    Co,    NY 

Toni   Co.,  Chi,   in  chg  of  new   prod  dev 

Tomahawk   Hy-Brid   Seed,   Belmond,   regl   sis  mgr 

Lenncn   &  Mitchell,    NY,   vp  in  chg  of  r-tv 
Burlington    Mills,    Hosiery    Div,    adv    mgr 

Lewis    Edwin    Ryan,    Bait,    Wash    ,acct    exec 

Anheuser-Busch,  sis  dept 

Foote,   Cone,   Belding,   LA,   r-tv  timebuyer 

K  &  E,  NY,  media  coordinator 

CBLT,    Toronto,   comml    prod 

William    Esty,    NY,   vp  &  copy  chief 

Grey  Adv,   NY,  dir  of  mktg  &  sis  dev 

Swift,  Chi,  prod  adv  mgr 

Erwin,    Wasey,    NY,   acct   exec   b   copywriter 

Lennen   &   Newell,   NY,  vp  &  copy  group  hd 
KPIX,    SF 

Cecil    &    Presbrcy,    media    dir 

Gen    Foods,    Birelcy's   Div,    LA,   adv   &   sis  prom    mgr 
Ruthrauff  &   Ryan,   Det   mgr 

Ruthrauff  &   Ryan,   NY,   pres 

Avco  Mfg,  Ciosley  &  Bendix  Div,  Cin,  cooperative  adv  mgr 
Edwards   Food,   SF,   adv   mgr 

Wm.    H.   Weintraub,    NY,    chief   r-tv   timebuyer 
Ben   Sackheim,    NY 

Roy  S.   Durstine,  SF,  western  copy  hd 

Ohio  Adv,  Cleve,  vp  in  chg  of  r-tv 
Zimmer,   Zeller  &   Calvert,    Det,   acct  exec 

Ruihrauff  &   Ryan,   NY,   exec  vp  of  eastern   opers 

Ruthrauff  &   Ryan,  exec   vp  in   chg  western   opers 

Roy   S.    Durstine,    NY,   acct   exec 

Benton    b    Bowles,    NY,   asst  acct   exec 

Weiss  &  Celler,  Chi,  vp  &  acct  exec 

Cary-Hill  Adv,   Des  Moines,  acct  exec 

Bates,    LA,   mgr  of  LA  office 
[mil    Mogul,    acct    serv    group 

D'Arcy  Adv,   NY,  acct  serv  man 

D  Arcy  Adv,   NY,  acct  serv  man 
Mort   Coodman    Adv,    LA.    media    dir 

Same,   assoc    media   dir 

JWT,    Toronto,    r-tv   dir 
Lennen  &  Newell,  NY,  vp  in  copy  dept 

Same,  acct  exec 
Clinton    E.    Frank,    Chi,   acct   exec 

BBDO.    NY,    acct   exec 

Same,   sr  vp   &   copy   dept   mgr 

Guild,  Bascom  &  Bonfigli  Adv.  SF,  NY  r-tv  rep 

Doyle   Dane  Bernbach,   NY,  media  dir 
Edwin,   Wasey,   LA,   sr  acct  exec 

Same,  vp  of  eastern  opers 

Same,    chmn    of    the    bd 

Same,   appliance  adv  mgr 
Hoefer,   Dieterich  &   Brown   Adv.   SF,  acct  exec 

Harris   &    Whitebrook,    NY,    r-tv   media    dir 

Byrde,  Richard  &   Pound,   NY,  acct  exec Same,   vp 

Paul  C.  Warren  Adv,  Cleve.  dir  of  r-tv 

Clark  &   Roberts,    Det,   r-tv  dir 
Same,   pres 

Same,  exec  comm   chmn Same,   vp 

4.    Sponsor  Personnel  Changes 
NAME 

Rodney   R     Adlcr 
W.   Ed  Allen 

Robert    I.   Angelus 

Robert  S.  Conybcare 
William   W.    Cone 

Joseph   R.   Harmon 
Louis  C.   Pacent,  Jr 

Philip  A.  Sardi 
David    H.    Simonds 

Robert   C.   Sidcner 

Bernard   Sless 

William  A.   Stephens 

Charles  M.    Undcrhill 

FORMER  AFFILIATION NEW  AFFILIATION 

Carrier  Corp,   Syracuse,  asst  sis  prom  mgr 

Greer,    Hawkins  &   Allen   Adv,    Houston,    vp  &  dir 

Dowd,    Rcdfield  &   Johnstone  Adv,    NY,   acct  exec 

Dr.   Pepper  Co,   Dallas,  asst  gen  sis  mgr 
Zenith,    NJ,  gen   mgr 

Hunt   Foods,   Fullerton,   Calif,   sec  &   gen   counsel 

Emerson,    NY,  works  mgr 

H.    J.    Heinz,    Latin    Amer    sis    mgr 

Bolta    Prods   Div  of  Gen   Tire   &   Rubber,    Lawrence, 

prod    adv   mgr 

Schenley    Intern'l,    NY,    sis   mgr 
Bayuk   Cigars,    Lewis    Div,    Phila,    asst    to    pres 

General   Mills,   Minnpls,  comptroller  of  mech  div 
ABC,   NY,  vp 

Mass, 

Acec    Elec,    NY,   adv   mgr 

Texas  State  Optical,  Houston,  dir  of  publ  rels 

Gen  Mills,  O-Ccl-0   Div,  Buffalo,  mgr  of  mdsg  &  adv 
A.  C.  Spalding  Bros,  gen  sis  mgr 

Necchi-Elna    Sewing    Machine,    NY,    gen    sis   mgr 
Same,   also  vp 

Same,   vp  in  chg  of  mfg 

Ceo.   W.    Luft,   Tangcc  cosmetics,    NY,   export   mgr 

Same,   dir  of  adv 
Same,   vp 

Same,  gen   sis  mgr 

Same,   admin   asst   to   pres 

US   Steel,    NY,    public   relations  dept   tv   stf 

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

C.    changes  call   letters  to   C-FUN 
names   Forjoe  &   Co  natl  rep 

changes    call     letters    to     KBOI     (r&tv) 

CKMO.  Vancouver,  B. 

KATZ.  St.  Louis,  Mo, 

KDSH,     Boise,     ladho, 
CHS    affil) 

KFVS-TV,   Cape   Girardcaul,    Mo,   names   Hcadley-Reed   natl   rep 

KGA,   Spokane,   Wash,    names   Everett-McKinncy   natl    rep 
KNCK,  Concordia,  Kan,  became  Keystone  affil  25  Feb 

KTCB,    Maiden,    Mo,    became    Keystone    affil    25    Feb 

KWNA,   Winnemucca.   Nev,   became   Keystone  affil  25  Feb 

WBRT,   Bardstown,   Ky,  became  Keystone  affil  25   Feb 

WBTO,   Linton,    Ind.   became   Keystone   affil  25   Feb 

WCSC-A,  Charleston.   S.   C,   has  restored   service  from   6-9  am 
WDKN.    Dickson,    Tcnn,    became    Keystone   affil    25    Feb 

WDUZ,  Green   Bay.  Wis.  became  Keystone  affil  25  Feb 

WDXI-TV,    Jackson,    Tcnn,    began    comml    programing    Sun,    6 
Mar 

WELY,  Ely  Minn,  became  Keystone  affil  25  Feb 

WFPC,   South   Pittsburgh,  Tenn,   became   Keystone  affil  25   Feb 

WFLA-TV,    Tampa,    Fla,    went    into    night-time    oper    21    Feb 

WFRV.  Green  Bay.  Wis,  names  Hcadley-Reed  natl  rep 

WHMP.    Northampton,    Mass.    became    Keystone    affil    25    Feb 

WMCT,     Albany-Pittsfield.     becomes    DuMont    affil,    effective 

3    May,   replacing  WROW-TV.   Albany  as   DuMont  affil 

WSFA-TV,  Montgomery,  Ala,  names  The  Katz  Agency  natl  rep 

WTVO.    Rockford,    III,   names  Headley-Recd   natl  rep 
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HFHP  BIG  HUNK 

of  RICH  MICHIGAN 

MARKET! 

Big  wampum  here!  80%  of  Michigan's  6-billion 
dollar  buying  power  is  covered  by  Knorr  Broad- 

casting Corporation's  4-power-packed  stations.  And, 
folks  listen,  continuously  ...  in  their  homes  ...  in 
their  cars  ...  to  the  stations  that  broadcast  what 

they  love  most  .  .  .  NEWS,  MUSIC  and  SPORTS! 

BUY  ANY  2  OR  MORE 

OF  THESE  POWERFUL 

STATIONS  AND  SAVE 

10%  FROM  RATE  CARD 

WKMH-Dearborn-Detroit 

WKMF-Flint,  Mich. 

WKHM-Jackson,  Mich. 

WSAM- Saginaw,  Mich. 

Represented    By    Headley-Reed 

You  Buy  Michigan's  Biggest  Buying  Power  Through... KNORR  BnmkMJuuq  C O R P. 



GBP  really  pays  off ! 

fe.~« 



o  mystery  about  it.  There's  a  bag  full 
of  money  in  this  plan ...  an  entirely 

I  new  Group  Buying  Plan  by  CBS  Radio 

Spot  Sales.  And  all  you  need  to  start 

right  away  is  3  nighttime  quarter-hours 

(or  the  equivalent)  on  any  3  of  the  14 

leading  stations  represented  by  CBS 

Radio  Spot  Sales. 
ii 

I  Then,  because  you  are  an  eligib
le  GBP 

advertiser,  you  receive -««!*. 

all  other  earned  discounts  allowed  by 

each  station  you  select  —  an  additional 

15  per  cent  discount! 

There's  more.  For  each  additional  station 

you  use,  up  to  and  including  all  14, 

you  receive  an  additional  1  per  cent 

discount.  Adds  up  to  a  potential  26  per 

cent  discount  on  your  total  investment 

after  all  other  discounts! 

There's  lots  more.  Each  of  these  14  big 
CBS  Radio  stations  is  number  one  in 

its  market,  delivering  the  largest  average 

share  of  the  radio  audience  in  its  market, 

month  after  month  after  month ! 

There's  even  more.  In  dollars  and  cents 

you'll  see  how  GBP  means  greater 
savings  and  leads  to  bigger  profits.  Call 

CBS  Radio  Spot  Sales  and  we'll  talk 

about  a  Group  Buying  Plan  for  you. 

CBS  RADIO  SPOT  SALES 
REPRESENTS:  WCBS,  NEW  YORK  -WBBM.  CHICAGO 

KNX.  LOS  ANGELES  -  WCCO.  MINNEAPOLIS  -  ST.  PAUL 

WCAU,  PHILADELPHIA  -  WTOP,  WASHINGTON 

WBT.  CHARLOTTE  -  KMOX,  ST.  LOUIS  -  WEEI,  BOSTON 

KSL,  SALT  LAKE  CITY-  KCBS.  SAN  FRANCISCO 

WRVA.  RICHMOND  -  WMBR,  JACKSONVILLE-KOIN. 

PORTLAND  -  THE  COLUMBIA  PACD7IC  RADIO 

'  NETWORK  AND  THE  BONNEVILLE  RADIO  NETWORK 



This  is 
San  Francisco... 

where  KCBS  receives  mail 

from  a  minimum  of 

30  counties  in  Northern 

( lalifornia.  Thais  200  miles 

I  rom  the  cit)  in  even 
direction  but  west.  Ii  takes 

powerful  radio  (the  best,  "I 
course  i  to  <o\  er  our  market. 

50.000      WATTS 

Represented  b)  CBS  Radio 

Spot  Sales 

fcSpiIF 
Walter  PlatU 

Vice   President 

Lehn    &    Fink    Products   Corp.,    New   York 

Something  news  been  added  to  tv,  over  and  beyond  color  and 

3-D:  another  network  half-hour  of  /  Love  Lucy,  this  time  reruns  of 

the  1951-1952  films.  And  Lehn  &  Fink's  the  sponsor  who  (through 
McCann-Erickson  )  has  bought  52  week-  of  reruns  to  be  telecast  o\er 

CBS  TV,  Sundays  6:00-6:30  p.m.,  starting  17  April. 

"Everyone  on  Madison  Avenue  will  be  Matching  this  show  with 

interest,"  Walter  Plant.  Lehn  &  Fink  Products  Corp.  v.p.,  told  SPON- 

SOR. "Of  course,"  he  added,  "not  with  as  much  interest  as  we.  Still, 

it's  the  first  time  that  film  reruns  of  a  show  have  been  put  on  net- 
work, .ind  that  in  itself  makes  it  an  unusual  buy.  \\  ith  this  bin  we 

feel  we're  getting,  at  a  eomparativel)  low  cost,  a  show  that  has  al- 
ready proved  its  audience  appeal.  And  Sunday  afternoon  we  should 

gel  a  different  audience  than  that  of  the  Monday  night  show,  in  addi- 

tion to  the  people  who  missed  the  first  run." 
Waller  Plant,  vounger  of  the  two  sons  of  Edward  Plant,  president 

<>!  Lehn  Si  link  Products  Corp.,  is  a  quiet,  scbolarh  chap  with  pep- 

per-and-salt hair.  He's  modest,  retiring,  tends  to  underplay  himself. 
Brother  Albert  I'lanl.  president  of  Dorothy  Gray,  a  full)  owned  sub- 

sidiary of  Lehn  &  Fink,  is  the  talkative  member  of  the  family,  who 

likes  to  recall  earlier  polo-playing  days.  Dorothi  Graj  will  co- 

-poiiMir  the  /  Love  Lucy  reruns.  (See  26  July  I'M  SPONSOR  for 
profile  of  Albert    Plaut.) 

In  1955.  a  SPONSOR-estimated  80'  '<  of  Lehn  &  Fink'-  total  advertis- 
ing budget  will  be  in  television.  With  the  /  Love  Lucy  reruns.  Lehn 

&  I  ink  will  continue  sponsoring  The  Urn  Hol^ci  Show,  ABC  TV, 

Fridass.  !!:3()-*):00  p.m.  until  the  contract  ends  in  September. 

"It  will  be  verj  interesting  to  watch  the  ratings  of  the  Lucy  reruns 
and  to  compare  it-  audience  composition  with  the  \lmida\  night 

audience."   rcmaiked   Waller  Plaut. 

Does  he  expect  the  Sunda\  night  rerun-  to  take  audience  away 

from   the  Monday   night    show  ? 

"Well,  that's  pretty  hard  to  predict,"  Plaut  answered  somewhat 

hesitantly.   "Still,  we're  sure  it  will  have  a  verj  good  audience." 

Waller  Plant,  who's  been  with  the  compain  for  the  past  eight 
years,  head-  up  the  Canadian  as  well  as  European  business  of  Lehn 

\  Fink.  "Bui  I  haven't  been  to  Europe  lei  two  years,"  he  added 

sadly.    His  U.S.  intercsis  include  lwi>  -mis  and  a  daughter.      *** 
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With  innate  immodesty,  we  call  your 

attention  to  a  Fact: 

Amarillo  is  again  No.  1  for  the  nation  in 

retail  sales  per  household  .  .  .  for  the  third 

consecutive  year.     If  this  suggests  that 

we're  worth  an  advertising  investment,  it's 

no  coincidence. 

KCNC   AM 

KCNC   TV 
Amarillo,  Texas 

NBC  and  DuMont  Affiliate 

Nat'l  reps:  The  Katz  Agency 

21  MARCH  1955 
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iii  retail  sales  .  .  . 

FOURS  FOR 
THE  ASKING 

if  you  us,'  KSBW-TV 
Channel    8,   Salinas- 

Monterey,  California. 

(Note:  KSBW-TV  is 
the  only  station  serving 

this    RICH    Central 

( lalifornia  <  loasl    . 

4L)-_'.7it!»  tv  sets  covered  .. 

over  90,000  are 
UXDUPLICATED! 

< !el   your  share  of 

this  RICH   California 

Market.    Gel   it  with 

KSiiW  TV. 

Ask  [Iollinffberv 

by  Joe  Csida 

Film  price  cutting  still  critical 

There's  little  doubt  that  the  film  price-cutting  situation  con- 
tinues critical.  In  this  connection  we  found  Reub  Kaufman's 

blast  against  the  price  cutters  interesting,  hut  we're  afraid 
it  will  have  little  effect  on  the  general  situation.  One  of  the 

most  expensive  of  the  new  half-hour  shows  (one  that's  said 
to  cost  over  $50,000  per  episode  I  -old  for  S  16.50  in  a  cer- 

tain small  market,  first  run,  recently.  As  long  as  the  major 

producers  and  distributors  will  let  product  go  at  prices  like 

that,  there's  little  that  can  be  done  about  the  general  situa- 
tion. We've  said  this  before,  and  we  repeal  it  now:  In  the 

final  analysis  there's  onlv  one  way  to  compete  in  the  tv  film 
market  today,  and  that  is  to  produce  a  fine  -how.  of  a-  ex- 
clusive  a  nature  as  possible.  With  such  a  show  ii  is  possible, 

providing  adequate  financing  stands  behind  the  production, 

to  hold  out  for,  and  get  a  fair  price  for  a  -eric-.  A  couple 
columns  ago.  while  crystal-balling  the  tv  film  field,  we  men- 

tioned that  we  believed  this  was  an  era  in  which  the  men 

would  he  separated  from  the  hoys,  and  developments  since 
have  caused  us  to  forsake  this  opinion  not  at  all. 

An  infrequently  discussed  problem  these  days  in  the  tele- 
film field  is  the  failure  of  main  account-  (and  a  number  of 

them  considered  profitable,  solvenl  operation-)  to  pay  their 
bills.  Distributors  and  producers  are  running  into  an  in- 

creasing amount  of  had  debt-,  and  as  a  matter  of  fact,  the 

first  exploratory  steps  are  now  being  taken  to  band  distribu- 
tor- and  producers  together  into  an  organization,  one  of  the 

main  function-  of  which  would  be  to  sel  up  a  credit  informa- 

tion exchange.  This  situation,  however,  i-  onl\  one  which 
plague-  the  i\  film  held  these  days,  and  the  probabilities  are 

that  many  a  season  will  have  come  ami  gone,  before  the  field 
achieves  the  desired  stability  ami  status  of  industrj  health. 

*  :;:  * 

Jo  Dine,  formerly  of  NBC  and  Xi\.  and  now  running  his 

own  public  relation-  I  u-inc  -  with  Man  Kalniu-.  was  telling 

me  tin'  oilier  da\  afoul  the  interesting  reaction  to  the  -tor\ 

theii  firm  piii  dim  about  Mickej  Sillerman  of  Television  Pro- 
gram- of  America.  Most  of  the  trade  press  and  some  dailies 

carried  the  yarn,  which  simply  told  of  a  20-minute  -ale-  film 
\licke\  had  made  in  connection  with  TPA's  C.<i]>t<iin  Gallant 
\\  Ii  1 1 1 i  -ei  ies. 

This  seemed  to  me  a  lairk  orthodox  application  ot  the 

i  Please  turn  i<>  page  (>'2  i 

<  BS,   MtC   ABC,  DUMONT 



\    WDAY-TV 
b         WINS  BY  A 

'     KNOCKOUT! 

OOPERS  show  that  in  Metropolitan  Fargo, 

WDAY-TV  wins  all  audience-preference  honors, 
hands  down.  Actually,  five  to  six  times  as  many 

Fargo-Moorhead  families  tune  to  WDAY-TV,  as 
to  the  next  station! 

Look  at  the  TV  sets-in-use — 65%  at  night! 

But  Metropolitan  Fargo  is  really  just  a  small 

portion  of  the  story.  WDAY-TV  is  the  preferred 
station  throughout  the  rich  Red  River  Valley  — 

one  of  agricultural  America's  heavily-saturated 
television  markets.   Ask  Free  &  Peters! 

WDAY-TV 
FARGO,  N.  D.  •  CHANNEL  6 

Affiliated  with  NBC    •    ABC 

FREE  &  PETERS,  INC. 
Exclusive  National  Representatives 

HOOPER   TELEVISION   AUDIENCE   INDEX 

Forgo,  N.  D.  -  Moorhead.  Minn.  —  Nov.,  1954 

AFTERNOON  (Mon.  thru  Fri.) 
1  2  noon  —  5  p.m. 

TV-SETS- 

In-Use 
Share  of 

Television  Audience 

WDAY-TV 
Station  B 

28 86 14 

5  p.m.  —  6:30  p.m. 48 88 

13 

EVENING  (Sun.  thru  Sail 

6  p.m.  —  12  midnight 
65 

85* 17* 

('Adjusted  to  compensate  for  fact  stations 
were   not   telecasting   all   hours) 
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motivates  the  sale.  And  some  of  the  pea 

spending  more  time  in  network  rad 

increased  its  weekly  time  on  CBS  Radio 

and  Bristol-Myers,  each  by  forty-, 

by  a  half-hour   All  on  C 



an  ever  before,  it's  advertising  that 
o  make  the  most  sales  are  now 

I  the  last  six  months  General  Motors  has 

hoar  and  a  quarter.  General  Foods 

nutes.  Campana  and  Liggett  &  Myers, 

ie  beginning  oj  October,  the  above  companies  —  along  with  Mil  hit 

fowe,  Mutual  Benefit,  <  'onsolidated  (.  'osmetics,  Brown  &  II  illiamson — 

idditional  hours  on  tin-  CBS  Radio  Vetwork.  More  than  hull  oj  this 

iir  radio.  And  a  good  part  oj  it  is  being  invested  in  the  network's 

."The  trnos  u     lml\    Music  Hull.     "The   Tennessee  Ernie  Show," 

Products,  Corn  Products, 

have  bought  a  total 

new  time  is  in 

new  five-night-a-week 
"The  Bine  <  rosii    Show. 





HOPEFUL    OUTLOOK    for  increased  use  o)  radio 

was    teen    by   media    men.     But    radio,    the)     felt, 

would    need    fresher    formats,    realistu    priein 

nunc  thorough   research,   maximum   flexibility 

NO  EXITING   OF   TV  was    envisioned    /<t     media 

panel,  even   i)   costs   continue   tu  rise.    The 

agencymen   fell   sponsors   would   stay   tv-tctive, 
even  it  it  meant  cutting  bach    on    frequency 

MAGAZINES  IN  GENERAL  tend  to  do  the  best  sale, 

fob   on   agencymen,   panel  members  felt,  citing 

the  long-range  objectives  of  sales  campaigns, 
deep  research   on   readers,  age  groups,  uses 

Survey  covered  10  agencies  heavy  in  radio-tv  billings 

WHO  WAS  COVERED?  Media  directors  or  associate  media  directors  in  10  of 

agencies  with  largest  radio-tv  billings.    Eight-tenths  of  group  are  v.p.'s.    Agencies 
are:  BBDO;  Biou-Beirn-Toigo ;  Cunningham  &  Walsh;  Foote,  Cone  &  Belding; 

Ken  yon  &  Eckhardt:   Kudner;  Lennen  &  Newell;   Ted  Bates;  J.   Walter 

Thompson;    Young  &   Rubicam. 

TOTAL  BILLINGS?  These  agencies  had  total  billings  of  over  S725  million   in 

1954.  based  on  sponsor's  13  December  1954  survey  of  the  top  20  air  agencies. 
Air  media  billing*  amounted  to  over  $330  million  tin  1954; 

//(i>if  they  view  radio  und  television  loilny 

21  MARCH  1955 

by  Charles  Sinclair 

The  article  beginning  on  the  next  page  draws  together,  for  the  first  time,  the  basic 

air  media  thinking  of  10  of  the  country's  leading  agency  media  executives.  These  men 

(see  names,  photos  next  page)  make  media  recommendations  involving  over-all  billings 

of  more  than  $725  million  gross  annually,  and  radio-r\  billings  adding  up  to  more  than 

$330  million.  The  survey  consisted  of  a  series  of  depth  interviews  conducted  at  agency 

headquarters.  The  media  men  and  their  staffs  were  asked  questions  that  dealt  with 

everything  from  spot  radio  to  tv  "spectaculars,"  and  from  media  buying  trends  to  opin- 
ions concerning  what  media  did  the  best  all-around  selling  job  to  agenc)  men.  W  ilh  many 

a  client  and  agency  scheduling  discussions  of  fall  radio-tv  plans  during  the  next  few 
weeks,  sponsor  considers  the  comments  of  these  high-level  admen   particularly    timely. 
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10  MEDIA  DIKECTOKS:  they  tend  to  agree  on  major  air  matters 

Question  1.  What  are  the  principal 

problems  you  face  today  as  a  media 

executive  in  the  day-to-day  buying  of 
radio  and  television? 

Two  major  radio-tv  problems  bedevil 

the  media  executives  in  sponsor's  blue- 
ribbon  panel  toda\  : 

Radio:  Much  work  is  required  to- 
day to  overcome  emotional  resistance 

to  radio  on  the  part  of  tv-conscious 
clients.  I  his  job  is  made  tougher, 

agencymen  feel,  1>\  the  frequent  lack 

of  good,  persuasive  reasons  for  pur- 
chasing radio  furnished  b\  radio  sales- 

men. 

Television:  There's  little  in  the  way 
of  basic  problems  in  selling  tv  values 

to  clients,  apart  from  occasional  justi- 
fications of  its  costs.  Principally,  the 

tv  problem  boils  down  to  a  lack  of 
good  availabilities  to  offer  clients  and 

a  lack  of  up-to-date  coverage  and  set 
count    information. 

Most  of  the  problems  cited  to  SPON- 
SOR in  its  survey  fell  into  one  or  the 

other  (or  both)   of  these  categories. 
Here  are  typical  opinions: 

•  "\\  e  have  no  major  problems  to- 

day in  re-selling  radio  to  clients,"  said 
the  media  v. p.  of  one  of  the  largest  ad 

agencies  surveyed.  "After  much  dis- 
cussion back  and  forth  with  them.  I 

think  most  clients  have  placed  radio  in 
a  good  media  perspective.  In  fact, 

we'll    probably    have    more    radio    in 

1955  than  we've  had  in  the  past  three \  eai  s. 

•  "Our  principal  radio  problem," 
said  K&E's  Vssociate  Media  Director 

Phil  Kenney,  "is  still  that  of  justifying 
the  use  of  the  medium  to  those  who 

work  in  an  office  all  day  and  then  go 

home  at  night  and  watch  tv.  However, 

there's  been  a  revitalization  of  client 

interest  lately  in  radio  proposals." 
•  "We  have  a  general  problem  in 
radio  and  tv  in  that  both  media  lack 

standards  of  circulation  and  ratings. 

In  circulation,  for  example,  we  are 

dail)  getting  further  awa\  from  in- 

dustry 'bench  mark'  measurements. 
Ratings  often  create  problems  of  client 
confusion  because  of  their  variances 

and  multiplicity,"  said  Kudner  v.p. 
Hugh  Johnson. 

Question  2.  What,  in  your  opinion 

are  some  of  the  opportunities  agencies 
and  clients  are  overlooking  today  in 

buying  radio  or  tv? 
The  most  immediate  answer  to  this 

from  the  media  executive  panel  usual- 

ly took  the  form  of  "We  don't  over- 
look any  opportunities — we  look  at 

everything,  as  a  good  agency  should." 
Clients,  however,  sometimes  pass 

over  a  good  bet  in  radio  or  tv  before 

they've  investigated  it  thoroughly,  the admen  say. 

•  "Generalh  speaking,  the  most  over- 

liliDO:   Fred  Barrett,   V.p. 

in  Charge  of  Media 

looked  opportunitv  in  radio  is  that  of 

its  frequency  value  —  package  plans 
with  a  solid  punch  and  the  deliver)  of 

a  mass  audience."  said  BBDO  media 

v.p.  Fred  Barrett.  "In  tv.  both  agencv 
and  clients  are  constantly  investigating 

all  angles  and  opportunities.  We  have 
BBDO  clients  using  tv  around  the 

clock,  from  the  choicest  network  night- 

time programs  to  'C  class  time  on 

local   outlets." •  "I'm  not  aware  that  we've  missed 

an)     good    opportunities,"    said    Y&R 

K&E:  Phil  Kent 
Associate  Media   Directoi 

Kudner:  Hugh  Johnson, 
V.p.  in  Charge  of  Media 

/.tV\ :   Anthonj    Dv  Pierro, 

V.p.  in   Charge  o)    Media 
JWT:   Arthui   Porter, 
I  ,p.  m  Charge  oj   Mt  dia 

30 SPONSOR 



I*\  JT, 

iles :  (..  F.  Midgley,  Jr., 
Group  Supervisor 

B-B-T:  John   Kurrra.   V.p.  in 
Charge  of  Radio-Tv  Time  Buying 

C&W :  Newman    McEvoy,   V.p. 
and  Media  Director 

FC&B:   Paul  Gerhold,   V.p.  in 
i        ia  and  Research 

v.p.  Peter  Levathes.  "If  we're  not 

"bullish'  about  certain  slots  in  day- 

time tv,  it's  largely  because  we  feel 
they  are  over-priced  with  relation  to 
nighttime  tv  rates  and  audience  size, 

for  example." 
•  "Some  admen  may  be  overlooking 
the  value  of  low-rated  radio  shows  that 

feature  strong  selling  personalities," 
said  FC&B  media  and  research  v.p. 

Paul  Gerhold.  "This  could  easily  be 
caused  by  an  over-reliance  on  sheer 
statistics    which    would    not   show    the 

Peter  Levathes,   V.p. 
rge  of  Media  Relations 

i  Re- 

sales  effectiveness   of   programing." 
The  fact  that  media  executives  face 

the  special  problem  of  having  an  over- 
whelming selection  of  media  before 

them  was  stressed  by  J.  Walter  Thomp- 
son v.p.  Arthur  Porter,  who  stated: 

•  "Before  a  media  man  selects  from 
the  over  400  tv  stations,  2,698  radio 

stations,  1,785  dailies,  544  Sunday- 
papers,  10,326  country  weeklies,  6,092 

consumer  magazines,  and  1,200  out- 
door plants  available  he  must  know 

three  things:  (1)  a  complete  picture 

of  his  client's  marketing  position,  (2) 
what  kind  of  copy  story  is  going  to  be 

told,  and  if  it  is  dependent  upon  dem- 
onstrations, prestige,  or  it  is  length) 

sell  or  short,  fast  sell,  (3)  the  kind  and 

amount  of  advertising  weight  being  re- 

leased by  his  client's  competitors." 
To  do  this,  the  JWT  agencyman 

feels,  media  men  must  also  make 

thorough  investigations  of  all  media 

opportunities.  Those  that  aren't 
bought,  for  the  most  part,  don't  fit  the 
client's  overall  plan. 

Question  'J.  What  major  trends  have 
appeared  in  the  methods  by  which 

your  agency  buys  radio  and  television'.'' The  biggest  single  trend  in  large- 
agency  media  buying  can  be  summed 

up  in  a  word:  "integration." 
The  top  agencies,  sponsor's  che  :kup 

shows,  are  making  a  concerted  effort 
to  build  closer  links  and  establish  firm- 

er liaison  between  broadcast  buying 
and  other  forms  of  media  purchasing, 

such  as  print  and  outdoor. 

For  the  most  part,  this  has  been  ac- 
complished through  step-ups  in  the 

amount  of  information  that  is  ex- 

changed between  buyers,  or  through 

closer  linking  of  broadcast  and  print 

buyers  through  media  supervisors.  The 
majority  of  large  agencies  today  buy 

under  a  "group  system,"  with  teams 
of  specialists  reporting  to  a  group  su- 

pervisor who  is  responsible  for  media 
purchases  for  a  group  of  accounts. 

Young  &  Rubicam,  in  the  past  couple 

of  seasons,  has  been  making  the  boldest 

step  of  all.  Y&R,  as  most  admen  know. 

has  changed  to  the  "account  buyer" 
system  whereby  individual  buyers  pur- 

chase all  major  forms  of  media  for  one 

or  more  accounts.  Most  agencies,  al- 

though they're  trending  in  this  direc- 
tion, still  keep  their  air  and  print  buy- 

in_!  separated  as  far  as  individual  buy- 

ers are  concerned.  However,  there's 
no  separation  anywhere  <>l  air  media 

buying  into  teams  of  "radio"  and  "t\ lm\ers;  broadcast  buyers  purchase 

both  media,  hear  proposals  from  both 
sides. 

Here  are  some  individual  comments 

from  agency  men  on  this  topic: 

o  "The  more  we  work  in  the  'all- 

media  purchasing'  pattern,  the  more 
we  like  it."  said  Y&R's  Peter  Levathes. 

"Our  buyers  concern  themselves  close- 
l\  with  client  problems,  and  are  likely 

to  be  more  objective  in  their  selection 
of  media,  and  more  creative.  Most  of 

the  time,  you  can't  tell  quickly  whether 
a  'i  \R  buyer  has  been  trained  original- 

{Please  tnin   to  page  108) 
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UP  233%  IN  1954 

brings  the  fairn 
Sales  rose  dramatically  during  firsi 

Jl  ow  do  you  broadcast  a  beard? 
How  do  you  translate  a  powerful 

visual  conception  into  an  effective 

aural  equivalent?  This  is  a  classic 

question  raised  by  print-oriented  ad- men. 

Such  a  translation  may  well  have 

seemed  impossible  to  manv  when  the 

luxuriant  chin-piece  of  Commander 
Edward  Whitehead  first  appeared  in 

The  Netv  Yorker  in  May  1953.  More- 
over, the  copy  that  extolled  Schweppes 

Quinine  Water  was  sophisticated,  lit- 
erate, obviously  directed  to  a  discrim- 

inating minority. 

Yet  today  you  are  as  likely  to  hear 
the  polished  pitch  of  Schweppesman 
\\  hitehead  between  basketball  scores 

or  following  a  pop  disk  as  during  the 
intermission    of   a  classical  concert. 

Spot  radio,  in  fact,  has  become  one 

of  Schweppes'  major  media,  this  year 
dividing  equally  with  newspaper  and 

magazines  the  SPONSOR-estimated  ad 
budget  of  about  $1,000,000. 

In  main  markets  radio  does  most  of 

the  job,  since  the  magazines  The  New 
Yorker,  Gourmet.  Cue     cover  onl)    a 
few  cities  well.  The  accounts  first  full 

U.S.  radio  year — 1954 — is  also  the 
a  ear  of  its  most  rapid  distribution 
growth.  In  1953  you  could  purchase 

the  quinine  water  onl\  in  New  ̂   ork. 

Today,  the  distribution  network  en- 
compasses  some   50    markets. 

This  growth  is  reflected  in  a  spectac- 
ularly steep  sales  curve.  In  1952  only 

!0,000  cases  were  sold.  The  jump  be- 

tween L953  and  1954  was  233"  ; 

Schweppes'  agency  is  Ogilvy,  Benson 
and  Mather.  (See  statement  h\  agen<  J 

president    I  l.i\  ill  ( >gil\  \    in  box,  i  ight.  ' 

ffiMiiitr  <i  market:  The  Schweppes 

media   combination    for   developing  a 

market  consists  of  a  co-ordinated  radio- 

newspaper  campaign,  under  the  super- 
\  i-inn  of  agenc)  media  directoi  James 

McCaffrey.      Pattern    is    to    open    hard 
with  a  40-100  per  week  announcement 

schedule    and    taper    off    aflei     the    -atil- 

ration    period    to    a    sustained    fairl; 
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iiril to  spot  radio 
i  ish  quinine  water  turned  to  audio  version  of  celebrated  magazine  campaign 

lita\  j    announcement   frequency. 

The  quinine  water  market  is  sea- 
sonal, vai  \  iiii:  in  length  with  the  hot 

weather  period. 

Associate  a/e  Barry  Loughrane  ex- 

plains the  approach  this  way:  "Maga- 
zines give  us  the  national  prestige  cov- 

erage; in  the  individual  market  the 

\ci\  large  newspaper  space  gives  us 
strong  impact;  spot  radio  provides 

frequency   and  continuity." 
Spot  radio  permits  reaching  a  wide 

cross-section  of  prospects  says  time- 
huyer  Ann  Janowicz.  She  seeks  a  sub- 

stantial male  audience  component  on 

the  assumption  that  the  man's  brand 
preference  is  important  in  determining 

the  family's  purchasing  with  respect 
to  such  a  product.  "This  is  particu- 

lar!) important,"  she  says,  "in  those 
areas  where  the  mixer  is  to  be  found 

mostly  in  liquor  stores." 
She  estimates  that  the  ad  dollar  is 

weighted  about  65/35  in  favor  of  the 
male  audience. 

For  this  reason,  many  of  the 
Schweppes  announcements  will  be 

heard  in  the  early  "wake-up"  period, 
and  during  the  afternoon  "drive-home" 
time  in  many  cities. 

In  Los  Angeles  and  Detroit,  as  well 

as  in  other  places,  Miss  Janowicz  re- 
ports, the  car  audience  is  considered 

the  important  one.  In  Detroit,  for  ex- 
ample, over  70%  of  the  announcements 

are  aired  between  3:30  and  6:30  p.m., 
which  is  the  period  when  people  are 

coming  from  and  going  to  work  in  ac- 

cordance with  the  auto  city's  "stagger 

schedule"  practice.  The  man  driving 
home  may  be  tired  and  hot,  therefore 

a  good  prospect  for  a  sales  pitch  about 
a  cooling,  refreshing  drink. 

While  cost-per- 1.000  is  not  the  pri- 
mary concern,  station  package  dis- 

counts  are  important.  A  market's  air 
budget,  Miss  Janowicz  explains,  is 
predicated  on  the  minimums  necessary 
to  qualify  for  such  published  discounts. 

In  New  York,  for  example,  the  1954 
weekly  schedule  was  divided  so  as  to 
take  advantage  of  the  rate  structures  of 
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If  oh*  I  hi  ritt  Of/  if  t*i/  views 

the  Sehweppes  ueeount 

Commander  Whitehead  is  a  symbol  oj  the  English  origin  of  Schweppes. 
He   is   chief   representative   in    the    Western    Hemisphere   of   this 

great   160-year-old  English   house. 

Consumers  seem  on   the  whole  to   be  more  interested  in  people   and 
personalities  than  in   trademarks  and  corporations,  a  discovery  made  long 
since  by  Claude  Hopkins.    One  of  the  most  interesting  things  about 
Ford  is  Henry  Ford;   one  of  the  most  interesting  things  about 
Helena  Rubcnstein  is  Mme.  Rubenstein.    The  consumer  likes  to  knoic  what 

kind  of  a  human    being  stands  behind  the  product  of  his  choice. 

The  impart  of  the   Whitehead  advertisements,  whether  printed  or 

broadcast,  is  fantastic  compared  uith  the  impart  oj  "ordinary" 
advertisements.    It  reaffirms  my   belief  that  the  difference   between   great 
and  ordinary  advertising  is  of  the  same  order  as  the  difference 
between   dynamite  and  plutonium. 

Whitehead  in  print  has  an  impact  the  like  of  which   I  have  never  seen, 
and   Whitehead  on   radio  is  even  more  resultiul. 

The  imagination   boggles  at  the  results  whirh   we  are  going  to  get 

ivhen  ice  rombine  Commander  Whitehead's  voire  and  visual  personality 
in   television  advertising. 

five  stations:  WQXR-20,  WNEW-42, 
WOR-10,  WMGM-12,  WMCA-9. 

Note  the  audience  range  from  the 
classical  music  lover  of  WQXR  to  the 

sports  enthusiast  of  WMGM.  WOR  de- 
livers the  housewife  audience,  WNEW 

and  WMCA  the  music-and-news  lis- 

tener, in  the  agency's  opinion. 
A  station,  says  Ann  Janowicz,  de- 

velops a  distinct  personality,  attracts  a 
certain  kind  of  audience.  It  is  more 

important  for  Schweppes  that  its  mes- 

sage reach  a  large  portion  of  the  spe- 
cific audience  types  than  that  any  par- 

ticular announcement  hit  a  peak  listen- 
ership.  Thus  the  lack  of  emphasis  on 

ratings,  the  concern  with  the  intangi- 
ble of  program  character. 

The  Schweppes  problem:  In  1953 

Schweppes  faced  the  problem  of  con- 
verting its  products  from  an  import  to 

a  domestic  basis.  The  specific  problem 
(Please  turn  to  page  90) 

In  addition   to   starring  in   Schweppes  commercials   Commander  Whitehead   gets   plenty  of  pub- 

licity  for  firm    in    form    of   interviews   like   this    one    on    WINZ,    Miami.     He's    natural    performer 



PART  TWO 
OF   A   TWO   PART   SERIES 

"Teamwork  is  for 

Former  co-owners  of  a  gas  station, 

the  two  cousins  now  formulate  advertising 

strategy  for  competing  cigarette  brands: 

Philip  Morris  (John)  and  Old  Golds  (Adolph) 

\%/  hich  is  rougher — the  coal  mines 
or  Madison  Avenue? 

No  mere  rhetorical  question  this. 

There  are  at  least  two  top  agency  ex- 
ecutives who  could  draw  such  a  com- 

parison out  of  their  own  experience: 

Adolph  Toigo,  president  of  Lennen  & 
Newell,  and  John  Toigo,  executive 

v.p.  of  Biow-Beirn-Toigo.  Both  men 
rose  to  their  present  positions  late  in 

by  Evelyn  Konrad 

1954,  within  a  month  of  each  other. 
Both  men  had  worked  in  the  coal  mines 

back  in  their  Illinois  hometown,  Benld, 

when  they  were  teen-agers. 
Which  was  harder,  mining  or  ad- vertising? 

"Well,"  says  Adolph  Toigo,  "When 
I  drove  a  mule  in  the  mines  some  35 

years  ago,  there's  one  thing  I  always 
told  my  mule:  'The  only  difference  be- 

fohn   Toigo,  Biou  -lieirn-Toigo's  executive  v. p.   (above),  says  adver- 

tising is  just  One  of  several  factors  contributing  toward  "  sale."  How 

come  Philip  Minus,  with  theii  /"/>  rated  //   "Lucy",  slipped  in  sales? 

Said  lie:  "7/  they'd  had  "  p'«>rer  show,  they'd  lime  slipped  further." 

tween  you  and  me  is  that  you've  got 

to  stay  here,  and  I  don't.'  But  for  a 
long  time  I  didn't  think  I'd  make  it, 
and  there  are  times  now  when  I'm 

not  so  sure  it  was  such  a  great  idea." 

(John  Toigo  hasn't  had  time  latelv  to 
reflect  on  the  question  in  itself  a  partial answer.) 

In  Part  One  (7  March  1955)  SPON- 
SOR traced  this  transition  from  coal 

mines  to  Madison  Avenue,  sketching 

the  careers  of  the  Cousins  Toigo  from 

Benld  through  the  University  of  Chi- 

cago, and  after  long-term  stints  with 
various  agencies,  on  to  Lennen  & 
Newell  and  Biow-Beirn-Toigo. 

In  this  article,  sponsor  will  show 

how  the  individual  advertising  baek- 

ground  and  philosophies,  the  per.-nn- 
alitics  of  the  two  Toigos have  influenced 

the  development  of  advertising  strate- 

g)  for  their  accounts;  how  their  thirik- 
ing  is  reflected  in  the  use  of  air  media 
l'\  these  two  major  radio-tv  agencies. 
(In  1954,  the  two  agencies,  together, 
billed  well  over  $50  million  in  radio 

and  t\ :  Biow-Beirn-Toigo  had  69%  of 
total  1051  hillings,  or  $33.4  million  in 

air  media:    lennen  &  Newell,  S7r/o  of 
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total,  or  S20  million  in  radio-tv.) 

"You  cant  make  conclusive  inter- 

media comparisons."'  says  Adolph 
Toigo.  "But  the  indications  are  that 
tv.  when  used  properly,  gives  better 
registration   than    any    other   medium. 

"The  most  important  thing  is  to  un- 
derstand the  consumers'  attitude  about 

your  clients  product.  And  if  your 
stor\  is  basically  right.  \  ou  should  go 
on  with  it  indefinitely  because  values 

to  consumers  of  the  product  are  con- 

stant and  if  the  product  doesn't  change, 
then  dramatization  is  constant.  You 

can  change  the  execution  of  the  theme 

to  maintain  interest,  but  don't  change 
the  theme." 

Old  Golds  "Treat  instead  of  a  treat- 

ment" theme  is  an  example  of  long- 
term  consistency  in  advertising;  this 
theme  was  used  by  Lennen  &  Newell 
for  seven  or  eight  years.  Old  Golds 

sponsor  two  half-hours  weekly  on  net- 
work tv.  used  spot  radio  as  well  recent- 

ly to  introduce  its  new  filter  king  cig- 
arette. 

Biow-Beirn-Toigo  also  has  a  cigar- 
ette account  as  one  of  its  major  air 

advertisers — Philip  Morris.  SPONSOR 

asked  John  Toigo:   "How  do  you  ac- 

count for  the  fact  that  Philip  Morris 

sales  are  slipping  even  though  the 
cigarette  has  been  advertised  on  the 

top-rated  tv  show?" 
"If  they  had  a  poorer  show,  they'd 

probably  have  slipped  further,"  John 
Toigo  answered,  adding.  "Advertising's 

Twigs,  Adolph's  son   (above),  is  one 
of   six   Toigo-Rigotti's    in    advertising 

only  one  of  several  factors  contributing 

toward  a  sale,  and  tv  is  onlj  one  of 

several  advertising  media." 
A  few  days  after  lied  made  this 

statement.  Philip  Morris  cancelled  its 

four-year  sponsorship  of  /  Love  Lucy. 

PM  retains  sponsorship  of  Public  De- 
fender. CBS  TV.  and  two  CBS  Radio 

shows,  My  Little  Margie  and  Tennes- 
see Ernie.  It  will  put  some  of  the 

money  freed  from  Lucy  into  spot  tv 
and  newspapers. 

Though  their  agencies  are  in  hot 
competition  to  sell  Philip  Morris  and 
Old  Gold,  the  two  cousins  remain  fast 

friends.  There  are,  actually,  four  other 

members  of  the  Toigo-Kigotti  family 

who're  in  some  phase  of  the  advertis- 
ing business:  Jerry  Toigo  is  a  Pe|>si- 

Cola  bottler  in  Joliet.  111.  and  a  former 

adman:  John  Rigotti  is  assistant  re- 
search director  at  Foote,  Cone  &  Beld- 

ing,  Chicago;  Romolo  Rigotti  is  art 
director  for  MacFarlaml-  Vveyard,  Chi- 

cago; and  Oliver  "Twigs"  Toigo, 
Adolph's  23-year-old  son.  is  in  Lennen 
&  Newell's  contact  department. 

The  two.  however,  whose  careers 

seemed  most  closely  linked  are  John 
and  Adolph  Toigo.  At  one  time  the 
two  men  worked  in  the  same  agencj 

in  Chicago.  But  Adolph  came  up 

from  tlic  rank-  through  research,  while 

John  began  a-  .1  <  op)  w  1  iter. 
Adolph  considers  Lennen  &  Newell 

a  "research-conscious1  agency,  per- 

sonall)  continues  his  contact  with 

{Phase  turn  to  lnh 
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CROWDS  STOOD   IN   RAIN   TO  WATCH  WVDA  WINDOW   OPERATION.    RESULTS:  UPPED  STORE  SALES,  MORE  LISTENERS  FOR  WVDA 

The  station  in  a  sponsor's  window When  WVDA  aincl  15.  II.  \%  liitc  joined  forces,  Uioy  met  with  iiiiovncc'tcd  success 

#^i-|>ai  inienl  stores  have  long  dis- 
played  a  frustrating  indifference  to  the 
use  "I  air  media,  lint  u|>  in  Boston  re- 

cently, the  print-oriented  sentiments  oi 
one  big  department  store  were  turned 
into  enthusiastic  support  ol  radio  1>\  a 

Boston  station  operating  on  the  prin- 

ciple, "It  \  on  rant  lick  'em,  join  'em. 
\\  \  I )  \  was  a  longtime  wooer  of  the 

unresponsive  H.  II.  White  department 

-ion-  until  one  day,  a  station-store  con- 
clave gave  birth  to  a  promising  idea 

for  a  mutual  promotion:  moving  the 

radio  studio  to  the  store's  main  win- 
dow ami  running  it-  full-dav  broadcast 

operation  right  there,  ever)  daj  lot  a 
sustained  period. 

So  it  was  agreed  and  so  it  hap- 

pened. And  -o  impressed  was  I!.  II. 
While  with  the  results  that  it  became 

\\  \  I )  \  -  biggesl  user  of  time,  now 
spends  approximate^  $25,000  a  yeai 
for  advertising  on   the  station.    While 

i~    happ)     with    il-    upped    -ales    volume 
ami  W  \  I )  \  'an  boasl  ol  increased 
listening. 

Bui  the  "station  in  the  window" 
proved  to  he  a  much  bigger  lone  than 
anyone  al  the  outset   thought   it   might 

he.  Not  only  did  it  attract  crowds 

which  spilled  over  into  the  street  and 

disrupted  traffic  hut  it  turned  out  to 
he  a  magnet  for  some  two  and  a  half 

million  |   pie.  pulled  to  the  store  cus- 
tomers from  Maine.  New  Hampshire. 

Rhode  Island  and  provinces  of  Canada. 

I  hi'  entire  operation  pro\  ed  to  he  a 

highl)  successful  "quid  pro  quo"  ven- ture. In  addition,  the  la<  I  that  stoic 

officials  themselves  look  an  active  part 

and  personallv  appeared  on  the  aii. 

points  up  an  interesting  principle:  thai 

case    history 

personal  contact  with  and  participation 

in  a  given  venture  can  generate  en- 
thusiasm where  none  maj  have  exist- 

ed before.  It  was  in  this  wav  that 

\\\D\  sustained  White's  interest  in 
radio  alter  the  initial  excitement  had 
worn   off. 

i  Please  turn  i<>  page  66  I 

Big-name   personalities  such  as   Eartha   Kitt,  Jimmy   Durante,   Frankie   Laine   were   induced   to  visit 
store,    be    presented    over   air.     Station    in    window    became    mecca    for    some    2,500,000    people 
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Two  plans  to  sell 
NIGHTTIME  RADIO 
They  offer  differing  acl  approaches  to  sponsor 

seeking  eeononiieal.  after-dark  eireulation 

¥ 

■++F' 

1 CBS  SPOT  SALES:  NEW  GROUP  PLAN 
New  Group  Buying  Plan  of  CBS  Radio  Spot  Sales  offers  graduated 

discounts  to  nighttime  advertisers  ranging  from   15',    for  three 

outlets  up  to  26',  for  all  14  stations  represented  by  group.    To  qualify 
for  discounts  clients  must  buy  the  dollar  equivalent  of  three  times 

the  one-time,  evening  quarter-hour  rate  on  at  least  three  stations. 
The  GBP  discounts  are  in  addition  to  regular  station  discounts  and 

apply  to  purchases  between  7:00  and  11:00  p.m.,  except  for  Pacific  Coast. 

where  6:00-10:00  p.m.  period  applies.        For  complete  story,  see  page  38 

2 QRG:  35  STATIONS  TO  COVER  THE  U.  S. 
Quality  Radio  Group,  tape  programing  "network,"  offers  advertisers  a 
relative  handful  of  high-power  stations  whose  signals.  QRG  says,  covei 

90%  °f  U-  S.  radio  homes.    Clients  must  bin  all  stations  in  group, 

time  purchases  must  be  in  units  of  15  minutes  or  more.    While  no  rate 

card  has  been  published,  it  is  known  that  discounts  for  buying 

group  will  be  offered  in  addition  to  regular  station  discounts.    QRG 

stresses  economy  of  powerhouse  coverage  and  seeks  to  sell 

to  sponsors   with    wide  distribution.  For  complete  story,  see  page  40 



approach:  up 
for  group  buys 

Graduated  formula  gives  nighttime  clients  addii  ional   discount  * 

lor  buying  as   IV  w    as  three  stations  in   latest   group  selling  move 

2\f  ewest  effort  to  sell  nighttime  radio 
eomes  out  of  the  CBS  Radio  Spot  Sales 
station  rep  firm. 

It  oilers  something  new  in  the  busi- 
ness:  a  graduated  diseount  formula 
which  combines  the  flexibility  of  spot 

and  the  mass  circulation  economy  ol 
network  buys. 

Like  the  Quality  Radio  Group  (see 
following  story)  and  the  National 

Saturation  Group  I NATSAT  |  plan  of 

the  John  Blair  station  rep  firm  it  rep- 
resent- a  trend  which  is  blurring  the 

line  between  spot  and  network  buying 

in  the  radio  medium. 

Dubbed  the  Group  Buying  Plan,  it's offered  to  advertisers  on  behalf  of  all 

14  stations  represented  by  CBS  Radio 

Spot  Sales.    Here's  how   it  works: 
If  an  advertiser  buys  a  certain 

amount  of  evening  time  on  three  or 

more  of  the  CBS  Spot  Sales  stations  he 

gets  discounts  ranging  from  15  to 

26%,  depending  on  the  number  of 
stations  he  buys.  For  each  additional 
station  above  three,  the  advertiser  gets 
another  1%  off.  (See  boxes  on  next 

page.)     These   discounts   are   in    addi- 

tion to  the  regular  station  discounts. 

To  qualify  for  these  discounts,  the 
client  must  buy  the  dollar  equivalent 
of  three  times  the  single  evening  quar- 

ter hour  rate  on  each  station  during  a 

week's  period.  On  all  but  one  station 
this  is  equal  to  21  announcement-. 
The  time  must  be  bought  between  7:00 

and  11:00  p.m.  except  for  the  Pacific 
Coast,  where  the  applicable  period  is 
6:00-10:00  p.m. 

Like  a  growing  number  of  radio  rate 

cards  and  package  plans,  the  CBS  buy- 

ing plan   is  tailored  to  the  in-and-out 

\  i<//Uf  imc  firoup   Biu/iti<|   I'Imii    of   CBS    Radio    Spot   Sales 
is   explained    by    Henry    Flynn,   left,    general   sales   manager.     Listening, 

I.  to  r.,  are  Wendeil  Campbell,  CBS  Radio  vice  president;  Stanley   Pul- 
ver,  air  media  manager,   Lever  Bros.;   Newell   Schwin  of  spot  sales  firm 
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DISCOUNTS:  They  depend 

on  the  number  of  stations  bought 

TO  QUALIFY:  These  minimums  must 

be  spent  on  each  station  to  earn  added  discounts 

NUMBER    OF   STATIONS DISCOUNTS 

ANY  3  STATIONS.^  75% 

ANY  4  STATIONS...  76% 

ANY  5  STATIONS..  17% 

ANY  6  STATIONS...  18% 

ANY  7  STATIONS..  79% 

ANY  8  STATIONS...  20% 

ANY  9  STATIONS  21% 

ANY  10  STATIONS ...  22% 

ANY  11  STATIONS...  23% 

ANY  12  STATIONS...  24% 

ANY  73  STATIONS...  25% 

ALL  14  STATIONS   26% 

Nighttime  discounts  shown  above  are  on  top 

of  regular  station  discounts.  Client  must 

buy    at    least    three    stations    to    get    them 

KCBS        ...SAN  FRANCISCO  $600.00 

KMOX      ..ST.  LOUIS  654.00 

KNX         ...LOS  AN  GEL  I  ̂   780.00 
KOIN       ..PORTLAND  225.00 

KSL           ...SALT  LAKE  CITY  270.00 

WBBM         CHICAGO  648.00 

WBT  .         CHARLOTTE  .  510.00 

WCAU        PHIL  WELPHIA  600.00 

WCBS      ...NEW  YORK  1620.00 

WCCO     ...MINNEAPOLIS  720.00 

WEEI          .BOSTON  .  630.00 

WMBR     ...JACKSONVILLE.  114.00 

WRVA     ...RICHMOND  264.00 

WTOP         WASHINGTON  .  315.00 

Dollar  figures   at  right  are   equivalent  of  three  times  the 

single  evening  quarter  hour  rate,  which  is  minimum  amount 

which    can    be    spent    at    night   to    earn  discounts    at    left 

advertiser.  While  CBS.  as  well  as  other 

radio  sales  outfits,  stress  that  frequency 
of  advertising  is  essential  to  get  the 
best  results  out  of  radio,  a  client  for 

GBP  can  buy  a  single  week,  if  he 

chooses,  and  still  qualify  for  the  dis- 
counts  schedule. 

It  is  interesting  to  note  that  the  Blair 

NATSAT  plan,  while  it  can  be  bought 

for  a  single  week,  gives  additional  dis- 
counts   for    greater    frequency.     The 

\  A  I  S  \  I     discounts    'ju    ll|)    In    H>'  ,      for 
52-week  buys. 

Under  the  NATSAT  plan  the  adver- 

tiser has  to  buy  all  43  stations  repre- 
sented by  Blair,  except  that  the  rep 

won't  insist  on  the  advertiser  buying 
markets  where  he  has  no  distribution. 

The  Blair  plan,  which  is  based  on  a 

minimum  of  2  1  participations  per  week 

per  station,  usually  provides  for  a  com- 
bination of  day  and  night  purchases. 

However,  the  firm  will  sell  NATSAT 

for  a  nighttime-only  purchase. 
In  its  GBP  presentation  to  advertis- 

ers and  agencies,  CBS  Radio  Spot 

Sales  stresses  its  14  stations'  coverage 
of  great  clusters  of  the  nations  popu- 

lation. This,  says,  CBS  is  "the  nation 
in  a  nutshell.  .  .  . 

"In  fact,"  the  presentation  says, 

"37%  of  the  nation's  population  lives 
within  the  intense  coverage  areas  of 
these  14  stations.  And  50%  of  the 

country's  population  lives  within  the 
14  stations'  total  service  areas." 
CBS  estimates,  on  the  basis  of  the 

1952  Nielsen  Coverage  Service  figures 

on  radio  ownership  projected  against 
1954  Sales  Management  family  figures 

that  17.665,270  unduplicated  radio 

homes  are  within  the  14  stations'  night- 
time "basic  service  areas." 

GBP  is  geared  for  frequency,  CBS 

says,  and  gives  the  following  example: 
An  advertiser  can  buy  as  many  as  19,- 
528,320  family  advertising  impressions 

for  39<#-per- 1,000  or  34,089,930  listen- 

er advertising  impressions  for  22^-per- 
1,000.  This  assumes  maximum  dis- 

counts on  both  the  station  and  GBP 

level.  Audience  figures  are  based  on 

Pulse,  except  for  Salt  Lake  City,  where 
Hooper  was  used. 

Costs-per- 1,000  with  fewer  than  14 
stations  are  also  low,  the  presentation 
tells  advertisers.  Here  are  two  exam- 

ples cited.  Both  assume  maximum  dis- 
counts. 

For    lit rcc    stations:    An    advertiser 

who  buys  WCBS,  New  York;  WCCO. 

Minneapolis-St.  Paul,  and  KOIN,  Port- 
land can  buy  family  advertising  im- 

pressions for  59^-per-LOOO  and  listen- 
er advertising  impressions  for  34<£-per- 

1,000.  Weekly  cost  is  $3,502.42.  Week- 
ly family  impressions  come  to  nearh 

six  million  and  weekly  listener  impres- 
sions come  to  nearly  10.5  million. 

For  six  stations:  For  a  weekly  cost 

of  $3,000  even,  an  advertiser  can  cor- 
ral more  than  six  million  family  im- 

pressions for  49£-per-l,000  and  more 
than  10  million  listener  impressions  for 

29^-per-l,000.  Like  the  above  example, 
the  stations  were  -elected  at  random 

and  are  figured  on  a  52-week  basis. 
The  stations  included  in  this  calcula- 

tion arc  \\  KKI,  Boston;  WTOP.  W  ash- 
ington;  KSL,  Salt  Lake  City;  k\\. 
Los  Angeles;  WCAU,  Philadelphia; 

KMOX,  St.  Louis. 
One  effect  of  the  discounts,  it  is 

pointed  out  by  Sherril  Taylor,  mana- 
ger of  sales  promotion  lor  CBS  Radio 

Spot  Sales,  is  that  if  a  client  buys,  say, 

\\  (  I5S  plus  two  others  he  can  get  or 

almost  get  one  of  them  free.  In  the 
three-station  example  given  above  an 

i  /'lease  turn  Id  page  ''>'i  I 
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QRG  SftYS  IT^STft
TIONSJN THESE  MARKET^ja

MVERjO^ OF  U.S. 

\/.li    YORK 

CHICAGO 

iqs   ingeles 

run.  WELPHIA 

DETROIT 

BOSTON-SPR1NG
FIELD 

s  i\    /  R  INCISCO* 

PITTSBl  RGH 

ST.  LOUIS* 
WASHlNGTOb 

CLEVE1  IND 

BALTIMORE 

MINNEAPOLIS 
HI  II  MO 

HOI  ST01S 

CINCINU  4TI 

K  iNSAS  "M 

SI   [TTLE 

PORT1  IND 

\/.ll     ORL1    |X" 

ATLAN1  I 
,./•    ifORTH-DALLAS 

(Share  Time-  S20  k
c) 

DENVER 

MIAMI* 

s  i\   ANTONIO 

ROCHESTER 

OMAH  I 
RICHMOND \  l.s// 1  ILLE 

SALT   LAKE   CIT
Y 

It  LS  I 

DES  UOIN1  S 

CHARLOTTE 
,//;/  Ql  ERQVE 

RALEIGH 

KEX 

WWL WSB 

WBAP 
WFAA 

KOA 

WOAI 

WOW 

WRVA 
WSM 

KSL 
KVOO 
WHO 

WBT 

KOB 
WPTF 

ABC  50,000 

CBS  50,000 

NBC  50,000 

NBC  50,000 

NBC 

Not   definite 

NBC 

Not    definite 
NBC 

CBS NBC 

CBS 
NBC 

NBC 

CBS NBC 

NBC 

50,000 

50,000 

5,000 
50,000 
50,000 

50,000 50,00( 

5O,O0C 

50,00« 

25,00' 

50,00 

clearance- 

,l,ii, 

^"
""
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:  :l  j  si  iilioi 
M  he  push  to  sell  nighttime  radio  i- 
getting  important  impetus  from  efforts 

b)  Quality  Radio  Group.  Tin'  group  i- 
now  ^ctiin^'  underwa)  in  earnesl  and 

is  putting  special  emphasis  on  its  line- 
up of  poun    stations. 

The  idea  of  covering  the  countr) 

with  a  small  list  of  high  power  am  sta- 
tions has  appealed  to  admen  loi  years. 

\ -  l,n  link  as  the  Thirties  there  was 

talk  of  blanketing  the  I  .S.  with  a  lew 

half-million  watt  signals  booming  out 

o\  ei  \  asl  regions,  ea<  li  station  co\  ei  - 

ing  skillions  ol  I i-t>n.i >. 

I  he  super-powerhouses  nevei  came 
about  hut  the  50  kw  outlet-  and  some 

lesser-powered  regional  stations  still 
offer    substantial    umbrella    coverage. 

National  advertisers  have  been  buying 

groups  of  them  for  years.  However, 
because  of  network  option  lime,  these 
lun-  have  often  been  confined  to  an- 
nouneenienls.       Moreover,     il     had     not 

been  possible  to  buj  a  -mall  group  ol 
|ioweihou>e>  throuiih  one  sales  office, 

with  discounts  for  group  purchases, 

and  which  would  provide  anything 

near   national  coverage. 

I  niil  recently,  thai  i-.  Now,  through 

the  Qualit)  Radio  Group,  admen  are 

offered  a  group  ol  line,  do/en  oi  so 
am  powei  outlets  whose  signals,  QRG 

claims,  i  ovei  about  90'  -  ol  all  I  .S. 
radio  homes  w  iih  a  minimum  of  over- 

lap i  see  map  on  next  page  I . 

QRG  was  organized  last  fall  alter  a 

few  wars  of  planning.  I  See  "Oualilv 
Radio  Group:    what    it   lias  to   offer, 

SPONSOR,    20    Septemliei     lO.vll.      Con- 
sisting  at  the  time  il  was  organized  ol 

two  dozen  network  affiliates,  it-  avowed 

purpose  was  to  sell  those  nighttime  pe- 
riods the  webs  couldn't.  Since  that 

time  (v)R(i  has  acquired  a  president, 

Ward  Quaal,  who  i-  a  Croslej  Broad- 
casting  Corp.    e\e.  nine:    an    executive 

vice  president.  William   B.   Ryan,   for- 

inerK    president    of  what    i-   now    RAB; 

.i   -i, ill   and   a   more  clear-cul    idea   ol 

what     il     will     do. 

The    bask    outline    ol    QRG    remain-. 
h  is  ,i  cooperative  tape  programing 

group,  not  ;i  network  in  the  conven- tional sense.  It  is  selling  nighttime 

radio,  pin-  Sunday  aftei  noon.    Presenl 

10 
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Sifflttll   COVBfagB    of   QRG    stations   embraces   90%    of    U.    S.   families,    retail    sales,    effective    buying    income,    says 

QRG   presentation   to  clients,   agencies.    Of  30   stations   currently   in   group,   26   have   50   kw   nighttime    power. 

As   list  at  left   shows,   outlets   in    San    Francisco,    St.    Louis,    Buffalo,    Miami,    Rochester   will    be   added. 

Grey    areas    show    counties    where    QRG    stations    had     10%    or    more    nighttime,     once-a-week,     1952 

SAMS    audience.      Map    differs    slightly    from    list    at    left    due    to    station    changes 

i  cover  the  U.S. Tape  programing  "network"  is  .sold  as  group, is  aimed  at  elients  with  wide  distribution 

policy  is  to  sell  QRG  stations  as  a 
group  only.  The  early  idea  of  adding 
stations  to  a  basic  core  of  ORG  outlets 

to  pick  up  some  additional  circulation 
for  clients  with  specific  distribution 
problems  has  been  discarded.  It  is  felt 

that  the  QRG  lineup,  as  presentlx  con- 
templated, covers  so  much  of  the  I  .S. 

that  additional  stations  would,  in  most 

cases,  mean  substantial  signal  overlap. 

The  QRG  policy  of  selling  itsell  as  a 

group  points  clearly  to  the  group's 
sales  target:  national  advertisers  with 

wide  distribution.  Regional  clients,  as 

well  as  national  advertisers  with  big 
holes  in  their  distribution,  would  find 

QRG's  full  circulation  yvasteful.  QRG 
seeks  to  interest  advertisers  who  have 

never  used  radio  as  well   as  sponsors 

now    on    the    networks    or    using    spot 

radio  on  a  nation-wide  basis. 
As  currenth  announced,  there  are 

30  QRG  stations  covering  the  nation's 
top  markets  with  San  Francisco,  St. 
Louis.  Buffalo.  Miami  and  Rochester 

expected  to  be  added  shortly  and  per- 
haps one  or  two  more  to  be  included 

later  on.  Of  the  30  now  in.  26  have 

nighttime  power  of  50,000  watts,  one 
has  25,000,  one  has  L0,000  ami  two 

have  5.000.  II  current  negotiations  h>r 
additional  stations  are  carried  through, 

the  five  markets  to  be  added  will  mean 

another  two  50,000-watl  and  three 

5,000-watt  outlets.  The  35  stations  in- 
clude 21  MiC  affiliates,  nine  GBS  affil- 
iate?, and  two  each  from  VBC  and 

MBS. 

As  pre\ioii>l\  brought  out,  the  sig- 
nals of  these  35  stations  cover  about 

90%  of  all  radio  homes  in  the  I  .S. 

To  get  some  idea  of  the  actual  audi- 
ence these  stations  have,  QRG  sub- 

scribed to  the  1952  Standard  \udit 
and  Measurement  Service  coverage 

stud)  and  had  run  ofi  a  composite  to- 
tal of  unduplicated  listening  homes. 

The  figure-  -how  thai  the  35  radio 

stations  reached  an  audience  "I  L9  mil- 
lion homes  in  1052.  This  was  the  total, 

unduplicated  nighttime  audience  in 

those  counties  w  here  1  <•' I  or  more  of 
the  radio  homo  listened  one  or  more 

times  a  week  to  the  QR<  -  stations.  This 

figure  is  believed  to  be  equal  or  close 

to  the  comparable  nighttime  i adio  net- 
i  Please  turn  to  page  71 t  I 
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Video  tape:  programing 
revolution  on  the  horizon 

Every  l';i«-«»l  of  industry  will  be  affected:  kino  problem 

may  be  at  end:  product  ion  of  program  .-mil  commercials 

may  hc»  c*hcapcr.  Easter;  use  of  film  may  give  way  to  tape 
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M?  irst  commercial  use  of  the  revolu- 

tionary video  tape  recorder  mav  be 
only  a  year  away. 

•  RCA  has  brought  it  out  of  the 

Princeton  laboratory,  has  installed  a 

unit  at  NBC,  New  York,  for  field  test- 
ing   under    practical    conditions. 

•  Bing  Crosby  Enterprises,  Inc. 
told  SPONSOR  its  system  awaits  only  a 
redesign  to  eliminate  minor  bugs  and 

repackaging  for  actual  industry  use. 

It  has  already  delivered  a  unit  to  West- 
inghouse  and  looks  forward  to  an  esti- 

mated $500,000  in  contracts  within  the 
near  future. 

Few  electronic  innovations  have  so 

captured  the  imagination  of  program- 
ing people  in  the  industry.  Typical  is 

this  statement  from  Roger  Pryor,  v. p. 
in  charge  of  radio  and  tv  for  Foote, 

Cone  &  Belding.  New  York:  "'The  ef- 
fects of  video  tape  will  be  far  reach- 
ing. If  everything  claimed  for  it  is 

realized,  the  present  form  of  produc- 
tion will  become  obsolete  and  film  will 

be  a  thing  of  the  past." 

Only  16  months  after  RCA's  widely 
publicized  color  tape  demonstration  of 
1  November  1953,  broadcasters,  film 

and  admen  surveyed  by  SPONSOR  see 

these  major  implications  of  the  video 
recorder  on  the  horizon. 

•  It  may  mean  the  dawn  of  a  new 

kine  era,  final  solution  of  plavback 

problems  created  by  the  country's  dif- 
ferent time  belts.  For  the  first  time  it 

may  be  possible  to  schedule  a  tv  show 

at  the  same  hour  in  every  part  of  the 
country.  Switching  from  Standard  to 

Daylight  Saving  Time  will  no  longer 

upset  station  schedules.  Shows  will  go 
on  tape  for  rebroadcast  in  the  differing 
time  zones.    __- 

•  It  will  stimulateLU^&enfT  to  the 
canned  show.  Taping  affords  absolute 

control,  eliminates  live  program  errors. 

•  Syndicated  films  max  eventually 
give  way  to  syndicated  tapes  owing  to 

time  and  cost -savio^^B 
•  Taping  will  tenctfoperpetuate  the 

"live"  approach  in  camera  work  rather 
than  the  technique  of  filmmakers. 

•  Commercials  mav  become  sim- 

pler, be  produced  with  greater  fre- 
quency and  at  lower  expense  than  now. 

Klimination  of  lab  time  and  costs  will 

be  a  big  factor. 

•  Live  show  standards  may  improve 
as  directors  are  able  to  study  record- 

ings of  dress  rehearsals  immediatcK 

upon  completion  of  shooting. 

•  Job  displacement  and  jurisdic- 
tional union  disputes  may  plague  the 

transition  period. 
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progra  m  i  n  g 

Mans  admen  and  filmmakers  are 

even  now  gearing  themselves  mentall) 

lor  the  eventual  shift  to  tape.  A  num- 
ber of  agency  spokesmen  told  SPONSOR 

thej  would  go  to  tape  immediately 

when  practical.  Syndicated  film  pro- 

diner  Hi  Brown  says:  "I  intend  to 
switch  over  to  shooting  my  two  shows 
directh  on  tape.  The  tape  recorder 

means  simpler,  faster  production  at  a 

savings  up  to  about  30%." 
What  of  the  film  producer  with  large 

investments  in  current  equipment? 

Xi\  v.p.  and  business  manager  Robert 

W.  Friedheim  reports:  "We  are  watch- 
ing tape  closely.  So  far  film  is  best,  but 

there  is  no  reason  not  to  transfer  to 

tape  if  the  bugs  are  licked." 
To  film  producers  with  a  tv  stake, 

the  question  ultimately  comes  down  to 
one  of  costs  and  quality.  Says  Walter 

Lowendahl,  executive  v.p.  of  Trans- 

film,  "It  represents  a  great  technical 
improvement,  most  useful  to  our  indus- 

try if  is  it  more  practical  and  speedier 

than  film  and  if  its  quality  and  econ- 

omy are  superior.  When  it  is  eco- 
nomically feasible  and  the  equipment  is 

available,  the  transition  will  take  place 

— there  will  be  no  advantage  to  work- 

ing with  other  'taking"  equipment." 

The  underlying  assumption  in  all 

comments  is  that  video  tape  will  per- 

form as  promised.  "It  sounds  like  the 

millenium,"  sighs  CBS  TV  Associate 
Production  Manager  Robert  Milford, 

"if  it  i fall \  works."  Ziv's  Friedheim 

points  directly  to  the  heart  of  the  prob- 

lem: "The  key  is  not  with  us.  1ml  with 

the  manufacturers  of  the  equipment." 
Where  does  the  video  tape  recorder 

stand  as  of  this  moment.'' 

RCA:  Installation  of  a  prototype  unit 

at  NBC  in  New  York  for  field  testing 

began  in  January.  Compam  spokesmen 
say  this  means  the  bugs  have  been 

worked  out.  The  following  improve- 
ments are  cited  in  a  recent  letter  to 

General  Sarnoff  by  Ham  F.  Olsen, 

Director  of  the  Acoustical  and  Electro- 
Mechanical  Research  Laboratory  at 
the  David  Sarnoff  Research  Center  in 
Princeton.  New  Jersey: 

1.  "The  improved  system  is  now 
capable  of  accepting  and  reproducing 
a  composite  color  television  signal 

meeting  NTSC  standards  for  transmis- sion. 

2.  "Tape  speed  has  been  reduced 
from  30  feet  a  second  ...  to  20  feet  a 

second.  With  the  tape  now  available, 

we  expect  to  reach  the  goal  of  a  19- 
inch  reel  carrying  a  15-minute  pro- 

gram. 

{Please  turn  to  page  74) 

What  VTR  could 

mean  to  programing 

(1)   Taped  kines  can  be  played  hack 

immediately;  sponsors  nil  I  be  able  to  slot 

shows  at  same  period  and  day  throughout 

country.     (2)    Trend   uill  be  toward  canning 

most  shows,   because  control  affords   possibility 

of  eliminating  errors.     (3)    Syndicated  films  may 

become  syndicated  tapes,  and  many  commercials  may 

be  shot  originally  in  tape,  owing  to  absence  o)  lab  uork 

and  costs.    {  1  )  Commercials  may  be  simpler,  produced 

in  greater  number  and  at  loner  cost  than  now.    i  5  l 

"Live"  tv  approach  will  be  furthered  rather  than   film 
techniques.    (6)   Live  shon   standards  could  improve  as 

directors  hare  chance  to  study  taped  rehearsals. 



Where  will  sales  be  after  six  months  of  televis 
vision  JH 

Blow-by-blow  story 
For  the  first  time  in  television  and 

trade  paper  history,  SPONSOR  is  able 

to  report  results  of  a  tv  test  campaign 
as  they  happen.  sponsor  recenth 
revealed  that  Burnham  &  Morrill  Co. 

had  launched  a  campaign  using  tv 
only  in  a  market  where  it  had  never 

ad i  ertised  before  and  where  sales  of 
its  oven-baked  beans  and  brown  bread 

products  uere  low.  The  objective:  to 
see  if  tv  alone  could  boost  sales. 

I  his  is  sponsor'.?  second  major 
scries  on  media.  The  first  was  SPON- 

mik's  two-year  All-Media  Evaluation 
Study  (recently  published  in  book 

form).  The  All-Media  Study  explored 
the  role  of  each  major  advertising 
medium,  urged  advertisers  to  test 

media.  The  present  B&M  campaign 

is  one  case  of  an  advertiser  turning 
to  a  media  test  in  the  effort  to  solve 

a  marketing  pro1  lem. 

_^Js  this  issue  of  SPONSOR  went  to 
press  there  were  strong  indications  of 
a  consumer  swim;   to   I1W1   products. 

For  the  last  two  weeks  in  February 
1055  l  the  fourth  and  fifth  weeks  of 

t\  i  wholesale  sales  were  29%  ahead 

ol  I  lie  like  period  last  year.  In  the  first 
two  weeks  of  the  month  sales  had  been 
off    33^5  . 

The  fact  that  wholesale  sales  are  up 
is  an  indication  that  grocers  have  been 
able  to  move  initial  stocks  and  are 

reordering.  The  test  began  the  last 
week  of  January  but  in  anticipation  of 
consumer  demand  the  trade  had 

stocked  up  heavily  during  the  entire 
month  of  January.  Then  during  the 

first  two  weeks  of  February,  wholesale 
sales  were  off  compared  with  1951 
while  urocers  used  the  extra  stocks 

on  hand. 

Total    sales    at    the    wholesale    level 

,    ■  ■.  .        ..   ,'    '..  :  ■■:.,-■.; 

TOTAL  SALES  JAN-FEB  '54  VS.  '55 

for  all  B&M  products  under  test  are 
54%  ahead  of  last  year  (in  cans  sold) 

for  January  and  February  combined. 

I  That's  a  period  including  only  five 
weeks  of  television.) 

The  B\M  television  test  will  cover  a 

26-week  period,  sponsor  reports  re- 
sults in  sales  at  the  wholesale  level 

every  two  weeks.  (Charts  below  give 

the  sales  picture  at  a  glance.  Chart 

labeled  "total  sales"  covers  the  whole 

period  of  the  test  thus  far — January 

and  February.  Chart  labeled  ''two- 
week  sales"  gives  sales  breakdown  for 
last  two  weeks  February  1955  com- 

pared  with   last  year.) 
Last  issue  sponsor  reported  a  Creen 

Bay  jobber  had  stated:  "You're  selling 
the  competitor's  beans  as  well  as  your 
own."  He  referred  to  the  fact  that 
sales  of  Puritan  oven-baked  beans 

seemed  to  be  keeping  pace  with  B&M. 

TWO-WEEK  SALES  15-28  FEB.  '54  VS.  '55 

7954 7955 Sales  ol   two     .-<■■■   o(   B&M  beans  and  one 
size  ol  brown  bread  at  the  wholesale 
U  i  el     |  \'\      I  ./ens    of    cans)  t 

■54  vs.  "55 

•54  vs.  '55 

AREA  A    (50 -mile  radius  of  Green  K<t») 
1. 

Manitowoc,  Wis. 20 0 10 0 0 0 

2. 

Oshkosh,  Wis. 0 30 0 L5 0 0 
3. 

Appleton,  Wis. 
0 0 0 to 0 20 

4. Gillctt,  Wis. 

Inn 

0 0 0 0 30 
5. Green  Bay,  Wis. 230 130 

n. -i 

50 n 

150 
6. Menominee,  Mich. 0 0 0 0 0 0 

7oto/s    A 

350 
160       125 

105 200 

AREA  K  (50-100  mile  radius  of  Green  Bay) 
7.  Fond  Du   Lac,   Wis. 
8.  Stevens  Point,  Wis. 
9.  Wausau,  Wis. 

10.  Norway,  Mich. 
11.  Sheboygan,  Wis. 
72.  Wisconsin  Rapids,  Wis. 

30 

0 0 0 0 0 
0 

60 

0 

30 

0 0 
0 30 0 0 0 0 
0 0 0 0 0 0 

III 

60 

25 

40 

0 0 
0 30 0 15 0 10 

Totals    B 70         180         25 85 

Totals    A    &    B 420        340       150        190 

10 

210 

Total  sales  of  all  B&M  test  products  tor  54  vs.  '55  are 
compared  above.  Through  the  end  of  February  '55 
sales  are  ahead   54%.  Tv  began  on  24  January  in   '55 

44 

TOTAL  ALL  PRODUCTS     '54 — 570  dozen  cans      '55 — 740  dozen  cans 

tTelovlilon  campaign  began   21  January.    1955 
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television  test Grocers  are  ordering  I5«V>1  products,  showing lv  has  created  demand.  Total  sales  are  up  54% 

But  the  same  jobber,  Joannes  Bros., 
now  says  Puritan  sales  have  struck  an 
average  no  greater  than  the  previous 

year's  while  B&M  is  definitely  pulling ahead. 

The  jobber  wrote  on  the  bottom  of  a 

large  B&M  order:  "Rush  as  B&M  is 

now  taking  hold." 
During  initial  weeks  of  the  tv  test 

it  had  appeared  that  Puritan  was 
making  some  headway  due  to  the  fact 
that  its  packaging  resembles  that  of 

B&M,  leading  to  the  possibility  of 
consumer  confusion.  Moreover  Puri- 

tan is  4c  to  6c  cheaper  per  can.  And 
as  a  counter-measure  to  the  B&M  tv 

campaign,  Puritan  had  launched  a 

coupon  promotion  among  grocers, 
giving  them  prizes  for  quantity 
purchases. 

Battle  of  the  stores:  -The  impact 
of  the  premiums  has  apparently  worn 

off,"  Marvin  Bower,  ad  manager  for 
Otto  L.  Kuehn  Co.,  Milwaukee  broker, 

told  sponsor.  '"This  way  of  buying 
sales  is  not  long-range.  The  grocer 
may  be  tempted  to  order  at  first.  But 

if  there  isn't  any  advertising  to  help 
move  the  product  off  his  shelf,  he  isn't 
going  to  keep  ordering  just  to  win 

coupons  for  an  appliance.  He  can  go 

clown  and  buy  the  same  appliance." 
But  to  help  counter  any  possible 

effect  of  Puritan's  coupons  on  individ- 

ual grocers,  B&M's  advertising  man- 
ager, W.  G.  Northgraves,  has  urged 

stepped  up  effort  to  get  in-store  dis- 
play s.  which  is  proving  successful.  The 

grocer  who  sets  up  a  display  will  have 
consumer  demand  more  forcibly  called 

to  his  attention,  take  a  greater  interest 
in  the  B&M  products. 

The  fact  that  it  is  now  possible  to 

get  grocers  to  consider  displays  for 
Burnham  &  Morrill  products  is  one 

strong  indication  that  tv  is  taking  hold. 
Alden  Neville,  Kuehn  salesman  who 
calls  on  retailers  in  and  around  Green 

Bay,  told  sponsor:  "I  have  been  able 
to  get  about  20  displays  into  stores  in 

{Please  turn  to  }>aiie  96) 

TEST   IN  A   NUTSHELL 

PRODUCTS:  B&M  beans  and  brown   bread 

AfiENCY:  BBDO,  Boston 

MARKET:   100-mile  zone  around  Green  Bay,  Wis.   {See  map  belou  I 

MEDEA   USED:  television   only 

PAST  ADVERTISING:  almost  none  in  ana 

SUCCESS  YARDSTICK:  sales,  increased  distribution 

BUDGET:  $12,500 

DERATION:  26  weeks 

SCREDEEE:  6-min   anncts   weekly,   most   in   afternoon 

AREA   COVERED  BY   TEST 

Map   beloiv   shows    Wisconsin   and   Michigan   area   where    />\t  .V    /'     test    is    being    con- 
ducted.  Jobln  rs  hi  cities  below  report  s<ii<s  to  sponsor  eacJi   issut    during  26-weelc   test 

FOND  DU  LAC 

SHEBOYGAN 



JVetv  developments  on  SPONSOR  stories 

THE  FIRST 

TELEPULSE 
"Jan.  24-30th" 

in 

MONTGOMERY,  ALA. 

proves 

WCOV-TV 
THE  DOMINANT  STATION 

THE  TOP  15  SHOWS 

ARE  ALL  ON 

WCOV-TV 
34  OF  THE  TOP  36 

SHOWS  ARE  ON 

WCOV-TV 
THE  TOP   10 

MULTI-WEEK   SHOWS 

ARE  ALL  ON 

WCOV-TV 
Get   details   from 

Paul   H.    Raymer   Co. 

See:  •"100ff     air  budget    puts   over  higher- 

priced    Doeskin" Issue:  9  August    1954.   page  42 

Subject:     Doeskin    switches    from    t>    t<>    radio 
to    get    greater    coverage 

"More  coverage,  mure  impact  and  more  frequenc)  is  what  Doe- 
skin Products  believe-  il  will  get  out  of  the  new  air  approach  it 

initiates  4  April.  Doeskin  is  switching  its  advertising  emphasis 

from  network  tv  to  network  radio  plus  newspapers,  will  put  the 

hulk   of  it.  >;;:,( i.i ii H)  ad  budget  for   1955  into   radio. 

The  paper  products  firm  is  dropping  its  once-a-week  share  of 

the  Robert  Q.  Lewis  Show  on  CBS  l'\  (Friday,  2:00-2:15  p.m.) 
and  will  sponsor  Dr.  Norman  I  incent  Peale  in  a  Monday-Friday 

10-minute  strip  (10:05-10:15  a.m.)    on  200  NBC  Radio  stations. 
Since  the  fall  of  1952.  all  of  Doeskins  budget  has  been  in  tv. 

First  it  was  the  afternoon  Kate  Smith  show  on  NBC  TV;  then,  as  of 

fall  1954,  Robert  Q.  Lewis.  Tv  was  instrumental  in  giving  Doeskin 

the  initial  push  it  needed. 

Reasons  lor  the  switch  to  radio  were  outlined  by  Fmanuel  Kat/. 

Doeskin  president.  The  firm  and  its  agency.  Grey  Advertising,  felt, 

says  Kat/.  that  the  50  markets  they've  been  reaching  with  tv  don't 
afford  complete  enough  coverage  for  them — leave  untouched  large 
areas  where  they  have  distribution.  The  radio  network  of  200  sta- 

tions will  triple  the  number  of  markets  t li«-\  cover.  In  addition,  in- 

stead of  a  once-a-week  appearance  on  a  t\  show  which  the)  share 

with  main  other  sponsors.  Doeskin  will  be  an  exclusive  sponsor 

and  will  get  airings  five  times  a  week. 

Doeskin  picked  a  morning  time  period  in  radio  because.  Katz 

states,  most  tv  sets  are  not  in  operation  then — but  radios  are.  He 
believes  housewives  are  more  and  more  passing  up  morning  tv  in 

favor  of  getting  their  household  chores  done,  and  are  increasingly 

turning  on  radio  which  does  not  interfere  with  these  tasks. 

Why  did  they  choose  Dr.  Peale?  "We  think  he  is  a  very  hot 

personality  and  will  pick  up  a  large  audience."  explains  Katz. 
The  show,  on  NBC  since  3  January  as  a  sustainer,  is  in  a  question- 

and-answer  format.    Doeskin  is  Dr.  Peale  s  first  commercial  sponsor. 

"Why   sponsors    hate   to    leave    the 

Ram  Dance" 

See: 

ISSUe:  3   May    1954,    page     12 

Subject: New  country  music  show  on  tv  gets 
enthusiastic   reception 

Country  music  continues  on  the  upbeat.  Its  shown  up  on  t\  ill 

an  hour-long  live  network  show,  Ozark  Jubilee  i  \BC  TV).  The 

debut  was  Saturday  night,  22  January  (9:00  10:00  p.m.)  on  ">'> 
ABC  TV  stations — co-op  the  first  hall  hour,  national  the  second. 

During  the  initial  telecast,  the  announcer  remarked  that  they-all 

were  glad  to  be  on  tv  and  casuallv  suggested  thai  if  the  audience 

was  glad,  too,  the)  might  write  and  sa\  so.  The  results  were  un- 

expected:  25,000  letters  and   from   big-city    markets  at  that. 

Station  clearance  on  the  show  lias  been  unusually  high  for  a  co-op 

program,  says  \l'><  l\:  its  current  01  stations  top  such  ABC  shows 

as  Stork  ('lul>  on  about  50  stations:  Boxing,  50  stations;  Kukla, 
Iran  &  OlUe,  39  stations.  In  addition  to  local  sponsorship,  Regal 

Brewing   has  the  show    on  seven   \\  est    ("oasl   stations. 
I  In-  radio  counterpart  oi  (Kail,  Jubilee  has  been  running  on    \l>( 

Radio  since  last  June  (Saturday,   10:05-30  p.m.).    Ozark  Jubilee  Is 

the  maiden  \ideo  venture  "I  i   lucer  Radiozark  Enterprises  (Spring- 

field, Mo.),  which  has  about  i!.>ii  radio  shows  running.    The  firm  is 

managed  l>\   v.p."s  I  .  I.  Siman  and  John   Mahaffey.  *  *  * 
46 
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A (a^ £&is&&u 
President,   Gerber  Baby  Foods,   says: 

"Babies,  bless  them,  have  a  way  of 
getting    what    they   want.    And   in    this 
fli riling  market  area,  parents  can 

well  afford  to   be  indulgent.  Business 
is  constantly  expanding  .  .  .  paychecks 
are  sizeable  —  and  retail  sales  show 

it.    //  OOD-TV  s  continuing  expansion 
is  the  logical  outcome  of  this  sound, 

prosperous  area  development." 

WOODIand-TV  is  big  territory! 
There  are  lots  of  babies  in  WOODland-TV 

and  nobody  knows  it  better  than  Gerber's! 
Hahics  are  their  business  .  .  .  their  only 

business.  They  cheerfully  strain  egg  yolks, 

fruits,  vegetables,  soups,  desserts  —  even 

meats  —  so  youngsters  everywhere  can  get 

off  to  a  good,  growing  start.  All  this 

makes  for  a  good,  growing  business  .  .  . 

in  an  area  where  business  as  a  whole  is 

constantly  expanding. 

WOOD-TV  .  .  .  first  station  in  the  country 
to  deliver  316.000  watts  from  a  tower 

1000'  above  average  terrain  .  .  .  gives 

you  complete  coverage  of  this  thriving 

Western  Michigan  area.  With  WOOD-TV 

you  get  the  prosperous  small  towns  like 
Fremont;  cities  like  Muskegon.  Battle 

Creek,  Lansing,  Kalamazoo;  and  the  pri- 

mary Grand  Rapids  market.  For  top  re- 
sults, schedule  WOOD-TV  .  .  .  Grand 

Rapids'  only  television  station. 

WOOD-TV  \ GRAND      RAPIDS,      MICHIGAN  I  ̂ k 

-^JC 

T~ 

GRANDWOOD  BROADCASTING  COMPANY    •    NBC.  BASIC;  ABC.  CBS.  DuMONT,  SUPPLEMENTARY    •    ASSOCIATED  WITH  WFBM-AM     AND 

TV.   INDIANAPOLIS.   IND.    •    WFDF.   FLINT.    MICH..   WEOA.   EVANSVILLE.   IND.    •     WOOD-AM.   WOOD-TV.   REPRESENTED  BY  KATZ  AGENCY 

21  MARCH  1955 
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Chart  covers   half-hour   syndicated   film   pros 

RMt        PUt* ■n        rink 

I 1 

2 8 

•; 

6 

i 3 

° 2 

•"» 

8 

7  I  3 

8  I   7 

8   I   5 

Rank      Past* 
now       rank 

Top    7  0   shows   in    10  or  more   markets 

Period    1-7   February    7955 

TITLE.    SYNOICATOR.    PRODUCER.    SHOW    TYPE 

I  Led  Three  Lives,      Ziv  |D) 

Cisco  Kid,  ZW   (W) 

Mr.  District  Attorney,  Zlv  (A) 

City  Detective.     MCA,   Revue  Prod.   (D) 

Batlye  714,       NBC  Film   (D) 

Favorite  Story,  Ziv  (D) 

Superman,    Flamingo,   R.  Maxwell    (K) 

Annie  Oakley,     CBS  Film,  Flying  A  (W) 

Lioerare,    Guild  Films  (Mu. 

Ranye  Hitlers.  CBS  Film,  Flying  "A"   (W) 

Average 
rating 

22.1 

21.4 

7-STATI0N 

MARKETS 

N.Y. 

6.3      77.7 

wabc-tv 
10:00pm 

kttv 

8  :30pm 

74.4 
kttv 

6:30pm 

21.2 

21.0 

20.4 

20.1 

19.8 

19.2 

/.«>.2 

18.4 

15.4 
knxt 

1   )pm 

9.2      73.2 

wpix 
0  :30pm 

knxt 

10  30pm 

7.6      78.4 

wor-tv 
9  :00pm 

kttv 

7:30pm 

72.7      73.3 

vrrca  lv 

fi  :00pm 

kttv 

:00pm 

74.7      76.7 

webs-tv 
5  :30pm 

kttv 

7:00pm 

6.7        5.7 

wplx 

G  :30pm 

kcop 

7:00pm 

6.8 

krea 
f  :00pm 

5-STATI0N 

MARKETS 

Mnpls.    S.  Fran. 

25.0     20.2 

kstp-tv 

9:30pm 

kron-t 

10:30pm 

24.9     20.4 

UTCO-tV 

4:30pm 

kron-tv 

0:30pm 

79.5 

kstp-tv 

7  :30pm 

73.7      74.5 

WCCO   I V 
10  15pm 

kron-tv 
10:00pm 

23.0     28.9 

kstp-tv 

0 :30pm 

kpix 

9 :00pm 

27.0       9.7 

weeo-tv 

'i  00pm 

krnn-tv 

7:00pm 

72.5     22.5 
vnun :30pm 

kso-tv 

C  :30pm 

20.5      72.7 
5:00pm 

kEo-tv 

6  :30pm 

74.4      27.7 
wcco  h 7:00pm 

kpix 

9:30pm 

28.2 

kpix 

7:00pm 

4STATION    MARKETS 

Seattle- 

Atlanta     Boston     Chicago    Detroit    Mlwkee.  Tacoma      Wash. 

76.4     27.5     73.5     76.2      79.0    74.6      78.7 

wsb-tv    wnac-tv    wgn-tv    wjbk-tv     wtmi-tvktnt-tv      wrc-tv 
7:00pm     9:30i>m  10:30pm   10:30pm  7:00pm    10:30pm 

_72.2     72.7     20.0    24.2     26.9    76.5 
waga-tv    wnac-tv      wbkb    wkzy-tv     wtmi-tvkomo-tv 
7:00pm     6:00pm     5:00pm    6:30pm    5:30pm   7:00pm 

27.3     22.2     73.9     74.0      79.2   22.7 

wsb-tv      wnac-tv      wbkb      wwj-tv     wtmj-tv  kinR-tv
 

7:00pm     10:30pm    9:30pm  10:30pm  10:30pm  9:00pm 

5.9 

iklw-tv 

7  :00pm 
22.4 

king  tv 

8:0(>pm 

72.5     76,4     77.9    20.4        7.9  23.8      76.5 

wlw-a     wnac-tv     wgn-tv      wwj-tv       wtvw    kinq-tv     wrc-tv 
9:30pm     6:30pm     8:00pm    7:00pm    8:30pm  9:30pm    7:00pm 

20.9        7.0     77.2     77.7  78.7 

waca-tv       wjar         wnbq     wjbk-tv  kinE-tv 
7:00pm     10:00pm    9:30pm  10:30pm  8:00pm 

20.9     7  7.5     7  7.9    24.2        8.7  24.0  ̂   20.5 

wsb-tv      wnac-tv       wbkb     Wxyz-tv         wtvw    kinK-tv      wrc-tv 
7:00pm     6:30pm     5:00pm    6:30pm    6:30pm  6:00pm    7:00pm 

77.4     22.5     78.4      73.0   24.8      70.5 

wbz-tv       wbkb    w\v/  lv 
6:00pm      2:00pm    4:30pm wtvw    kins-tv       vvttR 

:00pm  6.00pm    7:00pm 

7.5     76.7       9.0       6.2      35.8  22.5        7.9 

wlw-a       wbz-tv      wgn-tv      ww]-tv     wtmj-tv  kinc-tv       wttg 
8:00pm     3:00pm     9:30pm    6:30pm     S  :00pm  8:30pm    9:00pm 

28.7     7  7.8     7  7.4        5.2   24.3 

wbz-tv    wbbm  tv     klu  tv       wtvw  komo-tv 
7:00pm      5:00pm    6:30pm    10:30am  7 :00pm 

3-STA 
MAI   I 

75.9 

wbal  t 

23.5 

wbal-tv 

7 :00pm 

75.7 

wbal-tv 

m  30pE 

73.2 

tvbal-ti 

24.9 

wbal-to 

7  :00pm 

37.5 

wbal-tv 

;■  30pm 

73.0 

wbal-tv 

7  :00pm 

r 

Top    10    shows    in    4    to    9    markets 

I       2 Life  of  Riley,  NBC  Film,  Tom  McKnight  (C) 

2       1 

I 
Stories  of  the  Century,   Hollywood  Tv  (W) 

:t     4 dene   Autry,   CBS   Film    (W) 

The   Whistler,      CBS   Film,  Joel   Malone    (M) 

Kit   Carson.    MCA,    Revue   Prod.    (W) 

6   I  3 Passport  to  Dunger, ABC  Film,  Hal  Roach  (A) 

Secret  File,  I  ..SI..    Off.  Films,  A.  Dreifuss   (A) 

The  Falcon,   NBC  Film   (D) 

»   I   7 Boston  Bfacfcie,  Ziv  (M) 

10 
COIVbOU  G-Jrfetl,     Flamingo,    H.    B.    Donovan     (W) 

19.4 

DIM 

17.0 

17.1 

17.0 

Kl.U 

I  1.5 

f  f.O 

12.0 

12.2 

72.4 

kttv 

s  oopm 

74.8 

kttv 

i   pm 

70.8 

knxt 
7  00pm 

8.5 

kttv 

» :00pm 

9.2        9.0 

una   tv         kttv 

0:00pm     5:30pm 

7.2 
8:00pm 

6.3 

kttv 9.4 

knxl 

6.4 

kttv 

8:30pm 

7.9 

20.4      77.9 

kstp-tv     kgo  tv 
i:  unpin    7:00pm 

7.3 

knur   l\ 
7:00pm 

25.5 

kron  U 
10  30pm 

73.5      73.7 

keyd-tv    kron-tv 
7:30pm    10:30pm 

9.2        2.5 

utrn  tv    kour-tv 

5.2 
kcyd  tv 

0 

6.9 

75.9 

9  :00pm 

78.9  30.8 

wcan-tv   kinp-tv 
8:00pm   7:30pm 

74.5     75.2 

wsb  tv     wnac-tv 

  ipm 

20.2 
UWY     tV 

6:00pm 
78.4        8.2 

kinc-tv 

9  :30pm 

wtop-tv 7    iM.- .  ■  i . 
23.2     79.6     70.2  27.9 

wnac  tv    wbbm-tv  wjbk-tv  klng-tv 
6 :30pm     5 :30pm    6 :00pm 

79.6 

klnc-tv 

10:00pm 

74.9 
Wlw    B B  :00pm 

28.5 

ulrni    !v 

8.7 
■ 

I   Ipm 

74.9 

uuj   Iv 

6.5 74.7      72.0 

kinE  tv 

wtop-tv 

10:30pm 

23.7     72.0     74.2      7  7.2 

wnac-tv      wgn  tv     ckltt  tv 

Opm    7 :00pm 

wean  tv 

77.3 

7.7      70.4 

ktvw 

5 :00  pm 

wmal-tv 

i".  oopm 

76.9 
6:00pm 

6.9 
\\:i:nn 10:30pn 

Show  typo  symbols:  (A)  adventure;  (C)  comedy;  (P>  drama;  (K)  kids;  (M)  mystery;  (Mil) 
muslm!;  (W)  Western,  rilms  listed  nre  syndlcnted,  half  hour  length,  telecast  In  four  or  more 
markets.     Ths   average  rating   li   an   unweighted   average  of   Individual   market   nil  Intra   listed  above. 

i    in  this  markcl    i        Pol     tar.       While  network  shows  are 

fairly  stable  frnrr.   one   month   to  another   In   the   markets   In   which   they  are   shown,    thin   1 
much   lesser   extent   with   syndicated    shows.     This    should    he    home    In    mind    when    amalyzltii 

trends   from   one   month    to    another    tn    this   chart.    'Refers    to    last    month's    chart.      If    his  i 
was    not    rated    at    all    In    last    chart    or    was    In    other    than    top    10.      Classification    u    to 



ally  made  for   tv 

■  STATION    MARKETS 

Clm. Columbus  Phlla. St.  L. 

10. 1 79.2 73.2 27.3 

wiel 
)  :30pm 

wbns  tv 
9:30pm 

wrau-tv 
7  :00pm 

kds-tv 
1   i>h 

i 72.9 23.7 

WlW-C 
6:00pm 

ksd-tv 5:00pm 

27.2 74.9 72.0 27.2 

TCW1 
:00pm 

ulu    C 

10:30pm 
wptz 
10:30pm ksd-tv 10:00pm 

4.7 26.2 

util   tv 
7:00pm kid  tv 9:15pm 

23.2 22.9 79.5 27.0 

A-r.bk 
:00pm 

wlw-c 
7:00pm 

wcau  -  tv 
7:00pm ksd-tv 9:30pm 

79.2 6.9 
wbns-tv      irptz 
10:00pm  11:00pm 

13.7 22.2 27.0 79.9 
fnbk 
:00pm 

wbns-tv 
6:00pm 

ui au  tv 
7  :00pm ksd-tv 6:00pm 

15.5 76.0 76.7 
wnbk 

:30pm 

wtvn 
6  :30pm ksd-tv 12:30pm 

15.2 24.0 77.7 20.9 

:00pm 
wbns-tv      wptz 
7:00pm  11:00pm ksd-tv 10:00pm 

7.5 
vews 
:00pru 

78.2 

ksd-tv 11:30am 

2-STATION  MARKETS 

Blrm. Charlott Dayton New.  Or. 

23.5 54.3 25.3 46.0 
wabt 

9 :30pm wbiv 9:30pm whlo-tv 9:00pm wdsu-tv 9:30pm 

33.8 33.3 

wbtv 
11:00am wdsu-tv 

5:30pm 

56.5 79.5 29.5 

wbtv      ulw-d 
8:00pm  10:30pm wdsu-tv 10:30pm 

76.3 56.3 
43.8 

wabt 
9:30pm 

wbtv S   IHIpin 

wlw-d 
7    nM,,,,! 

29.0 46.8 20.0 

wbre-tv 
9  :30pm 

UlltV 10:00pm wdsu  -  tv 10:00pm 

55.8 52.8 
wbtv 

■   l   

wdsu-tv 9:30pm 

34.3 75.8 37.5 
wbti 

5:30pm wlw-d 6:00pm 
U.l-ll    tv 
5:00pm 

32.8 23.5 
wbtv 

2:0Opm wdsu-tv 
12:0On 

26.0 29.0 52.3 
wabt 

9:00pm whio-tv 7 :30pm wdsu-tv 9 :30pm 

37.8   76.3 

wbtv 
5:30pm wlw-d 

6:00pm 

— 

30.4 

ksd-tv 9 :30pm 

44.8 

wdsu-tv 5:30pm 

75.8 

whlo-tv 7:00pm 

4.5 
76.3 

tnbk 
:00pm wdsu-tv 11:30pm 

1 23.5 

wlw-d 6 :00pm 

72.9 47.8 

kwk-tv 10:30pm wdsu  t\ 
5:00pm 

24.5 

whlo-tv 
10:30pm 

; 29.5 7  7.0 78.7 47.3 

wbns-tv 
9:30pm 

wptz 
10:30pm kwk-tv 10:00pm wdsu-tv 10:00pm 

76.0 

tvrau-tv 
7  :00pm 

35.5 

wdsu-tv 5:30pm 

In  market  is  Pulse's  own.  Pulse  determines  number  by  metsur- 
■tationj  are  actually  received  by  homes  In  the  metropolitan 
Elven  market  even  though  station  itself  may  be  outside  metro- 
a    of    the    maiket. 

\  i  / 

"'%  that  CRAZY  sun/ 
"That's  not  the  sun,  son  .  .  .  that's  the  CBS  EYE!" 

"Do  you  mean  that  the  CBS  programming  on  KATV  is  so 

bright  that  it  blots  out  the  sun  in  Arkansas?" 

"The  moon  too,  son  .  .  .  both  day  and  night  that  EYE  is  seen 
by  836,000  money  spending  Arkansans  in  the  Heart  of 

Arkansas,  when-  103,389  TV  sets  are  tuned  to  the  CBS  EYE 

most  of  the  time!" 

"Sing  on  man!  If  an  advertiser  wants  to  shine  brightly  in 

Arkansas,  he'll  contact  the  hep  boys  at  Avery-Knodel  today!" 

To  shine  in  Arkansas  see: 

BRUCE  B.  COMPTON 

National    Sales    Mgr. KATV 
To  shine  in  Arkansas  see: 

AVERY-KNODEL,   INC. 
National    Reps 

Channel  7 
Studios  in  Pine  Bluff  &  Little  Rock 

John  Fugate,  Manager 

620  Beech  Street 

Little   Rock,   Arkansas 

TELEVISIOI 

\         for  the 
HEART 

ARKANSAS 



OUTBOARD   MOTOR 

SPONSOR:  Hatfield's  Hdw.  &  Sport.  Gds.  \«.l  M  'i  :   Direct 

I  VPSULI  I  \-K  HISTORY:  On  their  regular  morning 

tv  show  Hatfield's  advertised  a  Johnson  Sea  Horse  25 
h.p.  motor.  A  speed-liner  boat  was  shown  as  a  visual 

prop.  The  next  morning,  a  customer  drove  over  60  miles 

-  Joseph.  Mo.,  to  buy  a  complete  outfit  as  displayed 
on  KFEQ-T]  .  This  sale  amounted  to  over  $1,000  and 

was  only  one  of  many  resulting  from  this  program,  jor 

which   the  sponsor's   cost   was  SI  14. 

KM  Q-T\  .  Si.  Joseph,  Mo. PROGRAM:  Here's  the  I  ife 

CLOTHES 

SPONSO:  Dillard's  Dept.  Store  AGENCY:  Direct 

CAPS!  II  CASE  lllsTORV:  For  this  year's  annual  Jan- 

uary sale.  Dillard's  Department  Store  used  television  as 
well  as  other  advertising  media.  Howard  Garland,  a 

KC  WC-Tl  announcer,  made  several  announcements  on 

31  January  to  promote  the  sale.  This  year  Dillard's  did 
over  $5,000  more  business  than  last  year,  when  television 

uas  not  unbilled  in  the  budget.  The  one-day  campaign 
■  ost  $265. 

K<  M<  -TV,    I-  -    rl  an  i     l\  xas PROGR  \M :    Announcements 

FRUIT 

SPONSOR:    I-  .i  •!.'•  i    Produci    <  o.  M.I  Nl  \  :    Direcl 

1  VPSUL1  <  VS1  HISTORY:  To  test  whether  television 

could  do  a  selling  job  jor  a  wholesale  produce  company, 

/In  Fadler  Co.  bought  a  Sunday  evening  film  slum.  I  <>i 

L3  weeks,  on  alternate  Sundays,  the  half  hour  program 

was  used  to  promote  their  packaged  tomatoes,  potatoes 

ami  oranges.  "I  sing  the  corresponding  weeks  a  yeat  •<  o 

as  a  basis  of  comparison,"  antes  Managei  C.  Curtis 

Watkins,  "the  records  slum  that  the  sale  of  out  L0  lb. 
packaged  potatoes  increased  168.99?  •  •  •  tube  and  lug 

tomatoes  63.89?  •  •  •  and  crates  of  Tangelo  oranges, 

L29.1%."    Each  shou  cost  $63. 

KYTV,  Springfield,  Mo. PROGR  Wl     i  ount<  rpoinl 

HAMBURGERS 

SPONSOR:   Auto  Dine   Drive-In  AGENCY:  Direct 

CAPSULE  CASE  HISTORY:  To  perk  up  business  the 

sponsor  used  one-minute  live  announcements.  Talent  com- 

pared regular  hamburgers  with  Auto  Dine's  "Bigger 
Burgers."  The  campaign  ran  for  six  weeks  and  business 
doubled.  As  a  matter  of  fact,  some  people  had  to  be 

turned  away  because  it  was  impossible  to  serve  so  many 

orders.  Because  of  this,  the  sponsor  did  not  renew,  but 

expects  to  use  live  spots  again  if  need  arises. 

KCSJ-TV,  Pueblo,  Cal. PROGRAM:   ann.umr.mrni. 

BOBBY  SOCKS 

SPONSOR:  Leadei   Dept.  Stor.  AGENCY:  Direct 

CAPSULE  CASE  HISTORY:  A  teen-age  dance  program. 

Johnny  SoboTs  Rumpus  Room,  was  used  by  this  depart- 

ment store  to  push  their  sales  of  bobby  socks.  The  socks 

sold  at  three  pairs  for  a  dollar.  The  total  gross  for  the 

Leader  Store  was  $1,667  after  running  one  announce- 
ment a  day  jor  three  weeks.  The  program  is  a  weekday 

one.    The  cost  of  this  campaign  was  $240. 

WILK-TV,  Wilkes  Bane,  Pa. PROGR  \M:    Rumpus    Room. 
announcements 

HELP  WANTED 

.SPONSOR:  Consolidated  Western  Steel  VGENCY:  Direcl 

CAPSULE  CASE  HISTORY:  Needing  75  arc  welders  for 

a  rush  job,  Consolidated  Western  Steel  ran  two  20-second 
announcements  on  KPLC-TV,  Take  Charles,  La.  The  next 

morning  at  7:00  a.m.  Consolidated  Western  had  more  ap- 
plicants for  the  jobs  than  they  could  take  care  of.  In  fact 

by  noon,  they  had  over  250  qualified  applicants,  though 

by  9:00  a.m.  they  had  hired  all  they  could  use.  The  cost 

of  each  announcement  was 

KPI  (  -TV,   I  ake  Charles.  La. PROGR  \M  :    Announcements 

SHIRTS 

SPONSOR:    Bond's  Clothes  VG1  M  \  :   Direcl 

CAPS1  II    CAS!     HISTOR1  /  new   Bond's  store  in  Min- 

neapolis wanted  to  test  the  power  of  News  with  Sevareid 

ma  II  l<  V.  /  dm  urn  shut  which  usually  sells  for  vl  99 

was  offered  at  $2.75  oi  two  for  $5.00.  but  only  if  the 

customei    told   the   clerh    that    he'd   heard   of   the    sale through  Sevareid.  Tan  announcements  were  made  on 

the  Friday  evening  program  (10:30-10:45  p.m.\  and 
jour  on  Saturday  morning.  Two  loans  after  the  shoe 

opened  Saturday  morning  all  sizes  were  sold  out.  No 

other  advertising    was    used.     The   cost   oj    the   campaign 
ii as  $320  ha  time. 

WTCN,   Minneapolis  PROGRAM:    News   With  Sevareid 



43  Knockouts! 
PROOF     BY     PULSE... 

Pulse,  Inc.,  recently  completed  a  survey  of  the 
Nashville  market. 

Results  proved  that  of  the  three  television 
stations  in  this  market,  WSM  has  the  largest 

share  of  — 

the  weekday  morning,  afternoon,  and  evening 
audiences,  the  Saturday  morning,  afternoon, 

and  evening  audiences;  and  the  Sunday  morn- 
ing, afternoon,  and  evening  audiences. 

In  other  words,  across  the  board,  WSM  domi- 
nates. 

The  survey  proved  one  especially  remarkable 
fact  for  users  of  daytime  TV  —  the  unpre- 

cedented power  of  WSM-TV's  DAYTIME  pro- 
gramming: 

There  are  44  quarter-hour  program 

segments  between  7  a.m.  and  fi  p.m. 

(Monday  through  Friday).  Pulse 

proved  that  WSM  has  the  largest 

share  of  the  audience  during  43  of 

the  44  quarter  hours  (and  lagged  in 

the  44th  by  less  than  1  percentage 

point).  Pulse  proved  further  that  in 

32  of  the  44  segments,  WSM  has  a 

larger  share  of  the  audience  than  the 

other  two  stations  combined. 

Pulse    went   on   to    prove   that: 

Of  the  top  25  shows  in  this 

market,  2Jf  are  on  WSM-TV. 

Of  the  top  69  shows  in  this 

market,  60  are  on  WSM-TV. 

1  Of  the  top  15  once-a-week  shows 
in  this  market,  15  are  on 

WSM-TV. 

Which  is  why  iime- buyers 

agree   that 

WSM-TV Channel  4 

IS 

Clearly  Nashville's  No.    1 TV   Station! 
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u  forum  on  questions  of  current  interest 

to  air  advertisers  and  their  agencies 

Uoiv  do  you  visualize  television  J©  years  from  note 

TV  TO  BE  WORLD-WIDE  FORCE 

By  Robert  W.  Sarnoff 
Executive    Vice   President 

NBC,  N.  Y. 

As  I  see  it.  tele- 
vision 10  years 

from  now  will 
have  reached  its 

fulfillment  as  the 

most  potent 

means  of  commu- 
nications in  the 

history  of  man- 
kind. 

On  the  basis  of  present  sales  trends 

and  of  research  and  development  in 
electronics,  it  i>  a  certainty  that  there 
will  Ik*  two.  three  or  more  sets  in  the 

average  home.  General  use  of  trans- 
sistors  instead  of  conventional  tubes 

will  mean  smaller,  lighter  receivers 
that  can  be  moved  around  as  readily 

as  today's  portable  radios.  Through 
the  perfection  of  electronic  light  am- 

plification, the  present  picture  tube 
will  be  ultimatel)  replaced  by  a  thin, 
flat  screen  that  can  be  hung  on  the 

wall  like  a  picture,  with  the  screen  un- 
der complete  control  of  a  little  box. 

All  these  developments,  adding  to  con- 
venience  and  flexibility  in  use  of  re- 
ceivers,  will  mean  that  exposure  to 
television  will  be  vastly  increased. 

Ten  years  from  now.  color  trie- 
vision,  with  its  tremendous  impact,  will 

be  tin-  accepted  pattern,  and  circula- 
tion of  color  sets  will  be  in  the  tens  of 

million-. 

\-  pari  of  the  full  maturity  of  the 
medium,  international  television  will 

be  a  practical  every-da)  reality.  This 

development,  alread)  technically  feasi- 
ble, will  permit  a  stead)  interchange 

of  news,  information,  entertainment 

and  special  events  among  nations  and 
<  ontinents.      I     feel     thai     international 

television  will  play  a  role  of  inestima- 
ble value  in  fostering  understanding 

among  peoples. 
What  will  the  programing  pattern  be 

like  10  years  from  now?  Foundations 
for  this  pattern  have  already  been  laid. 
Here  at  NBC,  our  thinking  along  the 

lines  of  increasing  the  usefulness  of 

television  both  to  the  public  and  to 
advertisers  has  already  brought  about 
a  decisive  change  in  programing.  Our 

Spectaculars  are  part  of  this  pattern 
— they  have  proven  the  success  of  a 

pattern  of  programing  that  seeks  to 

inject  excitement,  expectancy  and  sur- 
prises into  the  schedule,  a  pattern  that 

-eeks  to  keep  the  medium  ever  fresh 
and  new.  Our  three  great  magazine 
shows.  Today,  Home  and  Tonight,  are 

also  part  of  the  wave  of  the  future. 
As  an  economic  force,  television  10 

years  from  now  will  dwarf  anything 
we  have  ever  known  in  the  field  of 

media.  With  increased  average  view- 
in  g  hours,  with  the  general  use  of  the 
emotion  and  realism  of  color,  and  with 

programs  of  more  compelling  nature 
than  ever  before,  television  will  spur 
the  movement  of  goods  from  factor) 

to  producer,  and  will  serve  as  catalyst 

for  an  ever-expanding  American  econ- 
omv.  \nd  the  power  of  this  great  ad- 

vertising medium  will  be  available  to 
all  advertisers,  the  small  ones  as  well 

as  the  big  ones.  This  goal  of  a  broad- 
er base  of  advertisers  is  a  cornerstone 

of  our  sales  planning  at  NBC,  and  has 
already  made  network  l\  available  to 

a  range  of  small  ad  budgets. 

This,  then,  is  the  picture  of  televi- 
sion |o  m;u>  from  now  as  I  see  it. 

And  t<>  those  of  us  privileged  to  have 

a  hand  in  shaping  the  future  of  tlii- 
medium,  the  next  10  years  should  be 
the  mosl  exciting  and  rewarding  we 
-hall    ever    have    known. 

TV  TO  BE  TOP  SALES  MEDIUM 

By  Oliver   Trvyz 

President 
Tv  Bureau  of  Advertising,  N.   Y. 

In  the  next  10 

years,  television w  ill  exceed  its 

growth  since  its 
commercial  birth 
less  than  10  years 

ago. 

In  less  than  10 

years,  television has  grown  to  a 
billion-dollar  medium.  Advertisers  will 

invest  over  a  billion  dollars  in  televi- 

sion in  1 'J.").).  This  nets  down  to  eighl 
cents  per  television  home  per  dav  ; 

eight  pennies  now  finance  the  entire 
television  schedule  available  on  all 
channels  in   each   television   home. 

Television,  which  has  proved  that  it 
can  generate  sales  worth  far  more  than 

the  eight-cent  dailv  advertising  invest- 
ment, is  bound  to  grow.  In  1965,  it 

will  eclipse  anv    other  medium. 

Viewing  time,  which  now  exceeds 
five  hours  per  faniilv  per  dav.  will 
continue   to    increase. 

There  will  be  a  keener  understand- 

ing of  how  television  works,  how  it 
motivates  people.  Depth  studies  of 

how  and  wh)  various  kind-  of  televi- 
-ion  salesmanship  stimulate  buying  re- 

sponse will  have  laid  the  foundation 

for  more  effective  "commercials." 

Thus,  advertising's  creative  men  will 
be  better  equipped  to  use  television 
more  effectively. 

Major  advances  in  the  art  of  tele- 

vision selling  will  have  been  made. 
The  advertising  creative  men,  the 

"cream"  copv  w riters.  will  not  be 

"space-bound."  The)  will  think,  first, 

in  television  terms,  nol  in  print  idiom-. 
(Please  turn  to  page  54) 
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SPONSORS  WARM  TO  AP 

Because  .  .  .  it's  better 
and    it's    better    known. 

"A  cop  has 
been  killed... 

I'm  after  it  and  will  call  you  back. 
// 

Cose  History  No.  6 

It  was  a  slow  Sunday  afternoon 
in  Kansas  City. 

At  KCKN,  Newscaster  Bob  Court- 
ney was  munching  a  late  lunch.  At 

KPRS,  News  Director  Dave  Butler 
was  readying  his  next  newscast.  At 
KCMO,  Newscaster  Bill  McRey- 
nolds  was  due  at  any  moment. 

Then  news  started  breaking. 
Three  men  were  killed  in  different 

parts  of  the  city. 
Within  minutes  of  the  first  shoot- 

ing, Courtney,  Butler  and  McRey- 
nolds  —  three  newsmen  from  three 
different  stations— were  covering  the 
story. 

It  happened  this  way: 
On  the  outskirts  of  the  city,  one 

man  accused  another  of  stealing  $11. 

A  deputy  sheriff,  notified  of  the  dis- 
turbance, drove  out  and  arrested  the 

alleged  thief. 
A  bit  later,  Courtney  learned  that 

the  deputy  had  been  fatally  shot.  He 
telephoned  The  AP: 

"Just  got  a  tip  that  a  cop  has 
been  killed,"  he  said.  "I'm  after 
it  and  w  ill  eall  you  back." 

In  less  than  a  minute,  Butler  called 
The  AP  with  additional  details— that 

the  deputy  had  been  shot  by  the  ac- 
cused thief  on  the  way  to  jail. 

Butler  phoned  again. 

"Man  shot  down  by  the  river 
front,'"  he  said. 

Officers,  hunting  the  killer  of  the 
deputy,  had  surprised  a  group  of 
card  players.  One  of  the  players 
moved  to  put  down  a  water  bottle. 
An  officer  mistook  the  gesture  and 
shot  him. 

Then  came  a  call  from  McRey- 
nolds. 

A  police  sergeant  had  chased  and 

COURTNEY BUTLER McREYNOLDS 

shot  to  death  the  man  who  had 
killed  the  deputy. 

Three  killings,  one  on  top  of  the 
other  —  all  in  different  parts  of  the 
city,  but  all  stemming  from  the  orig- 

inal disturbance. 

Through  the  quick  work  of  Court- 
ney (KCKN),  Butler  (KPRS)  and 

McReynolds  (KCMO), The  A P  was 

able  to  wrap  up  a  fast,  comprehen- 
sive story  for  members  everywhere. 

Courtney i  Sutler  and  Mc- 
Reynolds are  among  the 

many  thousands  of  active 
newsmen  who  make  The 
AP  heller  .  .  .  and  better 
known. 

If    your    station    is    not    yet    using 
Associated   Press  service,   your   AP 
Field    Representative    can    givi 

complete    information.    Or    write- 

Those  who  know  famous  brands.. .know  the  most  famous  name  in  news  is  /r 
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more  NEWS    more  OFTEN 

V 
Meue 

Turn  on  the  sales  current,  warm  up 

those  customers.  WCUE  blankets  12 

northeastern  Ohio  counties.  WCUE 

covers  the  bigger,  busier  commer- 
cial areas.  No  other  station  is  more 

effective.  Now  you're  getting  warm 

.  .  .  plug  WCUE  into  the  nation's 42nd  market.  Let  the  sales  sizzle! 

Akron'i  only  independent  _we're   home  folks 
Tim  Elliot,  Preiiieat 

John    E.    Pearson    Co.,    National    Representatives 

THE      BUFFALO      EVENING      NEWS      STATION 

CBS    BASIC 

WBEN-TV 
CHANNEL 

WBEN-TV  LEADS  THE  WAY 
1st  on  the  air  ...  1st  in  know  how  ...  1st  in  experience.  WBEN-TV, 

Buffalo's  favorite  station,  is  also  1st  in  Niagara  Falls,  Olean,  James- 
town, Lockport  and  other  Western  New  York  communities. 

WBEN-TV  has  high  penetration  in  Toronto  and  Southern  Ontario. 

Trained  and  experienced  personnel  of  Buffalo's  1st  station  are 
equipped   to   interpret  and   handle  your  advertising  needs.  .  .  . 

Gat  the  WBEN-TV  Story  from  HARRINGTON,  RIGHTER  A  PARSONS,  INC. 

There  will  be  a  new  positioning  of 

the  brand  leaders  in  the  various  prod- 

uct fields.  Many  of  1965's  Number 
One  brands  are  now  obscure,  some  of 

them  have  not  yet  been  launched.  On 

the  other  hand,  many  of  1955's  leaders 
will  have  slipped  competitively. 

The  competitive  rare  in  the  last  10 
\'  irs  has  been  run  on  the  print  track. 

The  next  10  years'  race,  starting  now, 
will  be  run  on  the  television  track. 

The  underlying  cause  of  the  1()(>.~> competitive  position  of  a  brand  will  be 

h«>\\  skillfull)  it  will  have  used  telex  i- 
sion  in  the  wonderful  10  years  which 
lie  ahead. 

PAY  TV  ON  FILM  TO  RULE  TV 

Jackie  Gleason 
Tv    Star.    Producer 

CBS.   TV,  rV.   Y. 

Pa\  tv  on  film — that's  the  ine\  ila 

ble  outcome  of 

the  television  in- 

dustry 10  years 
from  now.  Its 

bound  to  be  the 
mosl  important 

change  in  the 
business  when  the 

next  decade  has  rolled  b\ . 

I  don't  mean  to  suggest  that  it  will 

all  be  pa\  tv — but  it  max  well  be  as 

high  as  <)(>',  .  I  think  there  will  be 
some  live  shows — but  just  a  few,  and 

thev  will  be  sponsored,  of  course. 

It's  inevitable,  too.  that  most  of  the 

major  motion  picture  - 1 1 i 1 1 i < > ̂   will  go 

into  producing  films  for  telex  ision — 
and  thai  alter  television  the  films  will 

be  presented  in  the  nation  s  theatres. 

Pay-as-\ou-go  l\  will  have  achie\ed 
that  kind  of  emphasis  10  years  hence. 

Because  of  the  changes  in  the  indus- 

li\  thai  pa)  t\  will  bring  about.  I  be- 
lieve  there  ma)  well  be  startling  re- 
visions  of  the  network  system  as  we 

know  it  t<ida\.  1  envision,  with  pa\  t\. 

more  and  more  regional  networks  to 

take  care  of  sponsorships  on  a  market- 

by-market  basis  rather  than  entire  na- tional setups. 

I  he  motion  picture  star  w  ill  be  the 

star  on  television.  New  stars  thai  ma) 

rise  will  do  so  on  film,  and  such  names 
i-  i .!.  .i  \  I'eck.  James  Stewart,  Gar) 

i  ooper  —  or  whoever  happens  to  be 

their  box-office  equixalent  in  \ears 
from  now  w  ill  he  the  stars  ol  pa)  t\ . 

\ r 1. 1  the)  w ill  have,  il  the)  arc  impoi - 

taut  enough,  the  same  kind  of  partici- 
i  Please  turn  to  page  L02) 
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Florida's  First 
Television 

Station 

Our  Thanks 
TO  TWO  GREAT 
MAGAZINES  FOR 
GIVING  YOU  THE 

FACTS  ON  THE 
FABULOUS  GROWTH 
OF   SOUTH    FLORIDA 

NOW 

iaits  on  the  ONE  Te
levision 

age 

Basic  Affiliate 

21  MARCH  1955 

Maximum  Power  100,000  watts  —  6  years  "On  the 

Air"  experience  —  1,000  ft.  tower  (tallest  in  Florida)  — 
Award-winning  Merchandising  Dept.  —  FIRST  IN 
PROGRAM  RATINGS  EVERY  V*  HOUR  OF  EVERY  DAY  — 

Telecasting  COLOR  since  September  1954. 

cZ&n*ie£  ̂  
MIAMI 
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Chicago  radio  show  beams  to 

Radio  is  now  stressing  the  "young 
married"  market,  formerly  promoted 
almost  exclusive!)  by  slick  magazines. 

Chicago's  WMAQ  oilers  the  advertis- 
ii   a  chance  to  sell  the  young  married 

couple    his    g   Is    or    services    before 

buying  habits  have  been  formed. 

Bride's  "Bokay"  solicits  the  names  of 
newly,  or  soon-to-be  married  couples 
from  its  listening  audience,  then  sends 

them  a  complete  merchandising  pack- 

age of  sponsors'  products  or  gift  cer- tificates. 

A  complete  "'Information  Sheet"  on 
each  recipient  is  sent  to  all  the  partici- 

Paul     Berlin     (left)     is     Houston's    top     deejay 

if «m vi on  Phileo  listeners 

name  Paul  Berlin  top  il.jj. 

Paul  Berlin,  KM/,  deejay,  is  the 

mosl  popular  disk  jockey  in  Houston, 

according  to  the  Phileo  contest  just 

completed.  The  24-year-old  winnei  was 
elected  over  31  other  candidates  in  a 

listener  contesl  that  pulled  more  than 

20,000  votes.  He  will  appeal  as  the 

guesl  of  Johnn)  Desmond  on  the  Phil- 
eo Phonorama  Time  on  MBS  in  New 

^  oik  at  a  dale  yel  to  be  announced,. 

\  native  ol   Memphis,  Bei  lin  joined 

KM  Z  in  I')!')  and  won  a  new  -papei  - 

sponsored  popularity  poll  thai  same 

yeai  as  the  top  local  deeja) .        *  *  * 

"young  married"  market 
pating  sponsors.  Information  on  the 
sheet  includes  salaries,  ages,  personal 

background  gathered  during  a  tele- 

phone confirmation. 

Brule's  Bokay  features  Henry  Cooke, 
well-known  Windy  City  d.j..  plus  a 

popular  instrumental  group.  It  is  aired 
Monday  through  Friday  from  1:00  to 

1 :25  p.m.  A  participating  sponsor  is 

guaranteed  a  minimum  of  225  deliver- 

ies per  week  of  "Bokays,"  but  the  fig- 
ure for  some  weeks  runs  over  1,000. 

Marriage  statistics  in  the  area  show 

60,000  marriages  last  year  with  a  slight 

rise  predicted  for  this  year.         *  *  * 

Symphony  orchestra 
fulfills  writer's  ilream 

A  jingle-writers  dream  came  true 

recently  when  the  Cincinnati  Sympho- 

ny Orchestra  recorded  a  58-second 

singing  commercial  using  87  instru- 
ments and  eight  voices.  The  jingle- 

writer.  Miss  Barbara  Cameron,  is  a 

vocalist  with  the  WKRC  stations  and 

lias  many  years  of  radio  and  tv  ex- 

perinii-e.  Alter  she  thought  of  the  idea 

— used  to  raise  money  for  the  Cincin- 
nati Fine  Arts  Fund — Miss  Cameron 

soon  had  the  cooperation  of  the  Musi- 
cians Association.  She  is  the  wife  of 

Joseph  Kotler.  spot  sales  manager  for 

Ziv  Television.  *  *  * 

llollyteooil's  hi  M  It  hariny 
in o it i h -lo ny  celebration 

Genera]  Manager  Harry  Maizlish  of 
Kl  \\  I!.  Hollywood,  announced  that  the 

station  is  celebrating  it-  30th  anniver- 
-ar\  with  a  month-long  program  of 

promotion  aimed  at  agencies  and  ad- 
vcrtisei's.  Mr.  Maizlish.  general  man- 

ager since  1936,  bought  the  station 
from    \\  arncr    Brothers    in    1951 . 

The  plans  call  for  the  highlighting 

of  many  of  the  Mats  who  at  one  time 

oi    another  performed  on  the  station. 
lin  hided  are  such  personalities  as  Bing 

Crosby,  Jack  Benny,  Eddie  Cantor,  Al 

Jolson,  George  Jessel,  Joe   E.   Brown. 

Started  by  the  Warner  brothers,  the 
station  has  served  a  number  of  causes 
in    its    history. 

KFWB's  coverage  of  Lnited  Nations 
Organization  Conference  in  1945  net- 

ted them  the  Peabodv  Award  for  best 

regional  public  service  program.  *  *  * 

Georyia  Panorama  receives 
IP  Broadcasters'  aicard 

WAGA's    Clark    accepts    Georgia    AP    award 

Radio  station  WAGA,  Atlanta,  took 

many  of  the  top  awards  given  by  the 

Georgia  AP  Broadcasters  Association 

Newscasting  contest.  The  station  re- 
ceived Excellent  ratings  in  State  and 

Local  news.  Commentary  and  Analysis, 

and  Women's  News  plus  Meritorious 
Rating  in  Sports  News.  WAGA  also 
nailed  down  the  Superior  rating  in 

Comprehensive  News  for  their  Georgia 
Panaroma  which  received  the  three 

highest  awards  in  three  categories.  Oli- 
ver S.  Gramling  of  New  York,  assis- 

tant general  manager  in  charge  of  ra- 
dio and  tv  operations  for  the  AP,  pre- 

sented the  news  editor,  Dale  Clark, 

with  the  Superior  certificate.       *  *  * 

Mew  Orleans  radio  station 

really  pulls  them  in 
The  latest  freak  reception  story 

comes  from  WWL,  New  Orleans.  Bill 
Brengel  announced  on  his  5:45  p.m. 

World  of  Sports  show  that  the  kids 

in  Charitv  Hospital  needed  some  to\s. 

The  program  was  picked  up  on  a  sev- 
en-tube set  in  Seven  Islands,  Quebec — 

2.000  miles  away — and  a  listener  sent 

in  a  Canadian  dollar.  The  presenta- 
tion of  the  dollar  was  made  by  Bren- 

lvI'.  spniixn .  the  Jack  Brew  ing  <  lom- 
pain,  through  its  v.p.  Mr.  Richard 

Jones.     I  See   picture  below.  I  *   *  * 
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Richmond  ad  movie  maki'rs 
meel  trade  through  poem 
To  introduce  themselves  to  the 

world,  TV  and  Motion  Picture  Pro- 

ductions, a  division  of  Cabell  Kane-. 
Inc.,  produced  a  poem  describing 

four  mainstays  of  the  company.  Called 

"A  Place  Under  Southern  Skies."  it 
starts:  "We  are  four  who  have  found 
our  way/  to  a  place  where  we  would 
like  to  stay  ./To  Richmond  we  have 

come  with  camera  and  gear,/  the  fact 

that  it's  out-of-the-way  to  us  holds  no 

fear.  .  .  ."  Main  idea  of  the  poem 
was  to  show  that  Richmond  studio  does 

a  good  job  economically.  Jeff  Forbes 
is  managing  director.  *  •  • 

Film     staff     introduced     by     descriptive     poer 

Briefly  .  .  . 

\\  ARC-TV,  New  York,  brought  3-D 
to  tv  when  it  sent  six  models  around 

New  York  to  see  most  of  the  big  ad 
agencies  and  rival  networks.  The  beau- 

ties were  dressed  as  medieval  royal 
pages,  were  used  to  promote  the  new 
two-and-one-half-hour  variety  show, 
Entertainment.  They  were  preceded  by 
this  telegram  to  ad  execs: 

"Wednesday,  sometime  after  twelve 
A  fair  young  maid  will  show  her- 

selve 

Dressed  as  a  herald  in  silken  array - 
ment 

Shell  be  there  for  entertainment! 

Watch  for  her!  See  her  sir!" *        *        * 

David  A.  Rennett,  president  of  the 
Pennsylvania  Association  of  Rroad- 

casters,  has  the  support  of  the  state's 
130  radio  stations  for  an  all-out  sat- 

uration drive  to  reach  over  three  mil- 

lion radio  homes  in  the  state,  almost 

100';  coverage.  With  the  theme, 
"March  Is  Radio  Month,"  the  associa- 

tion has  supplied  each  station  with  pro- 
motional packages.  The  promotional 

campaign  is  designed  to  demonstrate 

the  power  of  radio  in  Pennsylvania. 

{Please   turn   to   page   111) 

THE  MOST  POWERFUL   TV  STATION  IN  NORTH  AMERICA! 

You  Can  WtVt . . .  Sill  and  fSOUT  Well 

..  CKLW-TV's MILLION  DOLLAR 
MOVIES 

YOUR  AUDIENCE 
WILL  SEE... 

The  Finest  collection  of  First  Run 

Movies  ever  scheduled  in  the 
Detroit  Market. 

s~t 

YOUR  CLIENT 
WILL  PROFIT  WITH . . . 

Six   participating   film   commercials 

per  week  in  a  repeated  First  Run, 
Movie  Schedule  in  high  rated 

premium  time. 

It  all  adds  up  to  a  million  dollar  bar- 
gain   so    write,    wire    or    phone    your 

Adam  J.   Young   Representative  or 

YOUR  COMMERCIALS  \ 
SELL  TO  AN  ESTABLISHED 
AUDIENCE...  V 

Based    on    current   performances    First    i 
Run  Movies  repeated  four  times  weekly    J 

have     produced    a     cumulative    ARB 

Rating   of  50.1    .  „    .  600,000  TV     \) 

homes    with    an    average    of    2.5    / 

viewers  per  set  at  a  cost  of  76c  per     1/ 
thousand  viewers.  J 

CKLW-TV  channel  9,  Detroit 
J.  K.  Cnmpenu     Prechlcnt 

SOUTHWEST  VIRGINIA'S  ftlCUie&'l  RADIO  STATION 

We  Do  It  ALL  The  Time! 

Concentrated  LISTENER  PROMOTION  is  another  powerful 

reason  why  WDBJ  delivers  Sales  Results  in  Western  Virginia.  For 

example,  here  is  a  promotion  summary  of  the  last  quarter  of  1954: 

Promotion  announcements   (Min.  or  Stabk.)  ....  1,459 

Station-break    trailers               3,125 

Newspaper  ad  lineage     .  11,206 

Newspaper  publicity  lineage                    26,426 

Downtown  window  displays     9 

Plus  truck  posters  and  "You're  In  The  News"  mailings. 

Established  1924  •  CBS  Since  1929 

AM  .  5000  WATTS  •  960  KC 

FM  .  41.000  WATTS  .  94.9  MC 

ROANOKE.     VA. 
Owned  and  Operated  by  the   TIMES  WORLD  CORPORATION 

FREE  &  PETERS,  INC.,  National  Representatives 
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E7I  IT!  I 

Exciting  things  are  happening  on  NBC  Television  — 

and  exciting  things  are  going  to  keep  right  on  happening. 

Last  year,  NBC  pioneered  new  patterns  of  network 

television  programming.  Here  are  a  few  achievements 

of  this  pioneering: 

THE  SPECTACULARS.  These  90-minute,  full  color 

extravaganzas  have  become  national  talkpieces.  Ex- 

ample— 2  LIFE  covers.  They  have  succeeded  in  reach- 

ing on  the  average  an  audience  of  more  than  11,000,000 

homes.  Nine  Spectaculars  have  won  Top  Ten  ratings. 

THE  GEORGE  GOBEL  SHOW.  The  search  for  fresh 

new  talent  brought  George  Gobel  to  NBC  Television. 

Before  the  season  was  half  over,  this  young  man  v 

the  new  style  had  become  one  of  America's  top  con 

dians;  his  turns-of-phrase  a  part  of  the  language. 

MEDIC.  These  authentic  dramas  of  the  world  of  mn 

cine  have  won  for  the  program  award  after  award, 

well  as  the  flattery  of  industry-wide  imitation  aj 

national  recognition. 

TONIGHT.  The  last  hours  of  the  day  were  revitalized 

Steve  Allen.  For  sponsors,  the  program  offers  an  oppc 

tunity  to  talk  to  vast,  adult,  Class  A  audiences  at  (  I  i 

C  rates,  for  the  last  impression  that  lasts. 

This  season  the  average  NBC  Television  nighttir 



NDICATIVE 

)gram  has  delivered  over  500,000  more  homes  than 

i  next  network. 

IC  Television  is  now  pressing  ahead  with  plans  for 

<t  season.  Last  year's  originality  will  be  continued 

d  extended,  and  there  are  dozens  of  new  ideas,  all 

signed  to  move  television  forward  in  pace,  original- 

,  liveliness— excitement! 

fe  don't  say  "wait  till  next  year,"  because  you  don't 

ve  to  wait  — sponsors  can  become  part  of  this  new, 

ing  television  today.  Meanwhile,  tomorrow's  plan- 

ig  is  in  full  swing.  For  the  wise  advertiser,  NBC's 

bsent  is  imperative  — and  indicative  of  the  future. 

)URCES :  Sept.  Report  II,  1954-Jan.  Report  II,  1955,  A.  C.  Nielsen  Co. 

exciting 

things  are 

happening  on 

TELEVISIO 

a  service  of 



In  the 

SOUTH'S 

fastest  fromnq 
market! 

POPLXATION 

1940           88,415 
1953         197,000 

RETAIL  SALES 

1940  ...   %  20,251,000 

1953  .  .     $184,356,000* 

FIGURES 

RANKS  92nd  IN  EFFEC- 
TIVE BUYING  INCOME 

HIGHEST  PER  CAPITA 
INCOME  IN  LOUISI- 
ANA 

WORLD  S  MOST  COM 
PLETE  OIL  CENTER 

CHEMICAL  CENTER  OF  THE  SOUTH 

DEEP  WATER  PORT 

To  sec  your  sales  reach  their 

greatest  heights  in  this  rich 

petrochemical  market,  select 

WAFB-TV,  the  only  TV  sta- 
tion in  Baton  Rouge,  with 

programs  from  all  I  networks, 
and  our  own  highly-rated 
local  shows. 

Tom    E.    Gibbens 

Vice  Pres.  &  Gen.  Mgr. 

Adam  J.  Young,  Jr.,   Inc. 

National    Representative 

'East  Baton  Rouge  Parish, Survey 

of  Buying  Power,  19)4 

J  M. 

{Continued  from  page  6) 

product  or  how  efficient  the  cost  of  space.  Similarly  the  ex- 
perienced print  copy  writer  would  never  use  certain  headlines 

or  copy  techniques  despite  his  knowledge  of  their  effective- 

ness— simply  because  they  would  violate  the  Corporate  Per- 
sonity  with  which  he  is  dealing. 

But  we  in  tv  and  radio  are  far  less  experienced  in  the 

ways  of  advertisers  and  the  means  of  reflecting  their  products 

and   companies.    We  make   many   mistakes. 

That's  why  so  much  tv,  especially,  looks  so  foreign  to  so 
many  advertisers  .  .  .  why  it  is  at  such  great  odds  with 
what  is  seen  in  other  media. 

The  advertiser  who  speaks  of  quality  and  looks  it,  in  color 

pages,  often  has  a  bargain  basemenl  expression  on  his  visage 

in  tv  copy.  And  like  as  not  the  show  he  sponsors  is  as  out  of 

keeping  with  his  way  of  doing  business  as  a  keister  would  be 

in  Cartier's. The  big  reason  such  oddly  shaped  advertising  is  prevalent 
in  tv  is  that  the  sponsor,  too,  is  new  at  the  medium  and  lest 
he  seemed  old  fashioned,  he  puts  up  with  things  that  go 

against  his  grain  and  better  judgment. 

The  most  sordid  of  whodunits  turn  up  for  the  most  conser- 
vative (in  other  media)  of  advertisers.  And  the  most  vulgar 

of  comics  often  appear  in  behalf  of  Corporate  Personalities 

that  could  only  be  red-faced  at  the  result.  This  lack  of  edi- 

torial judgment  on  the  part  ol  advertiser  and  agency  (and 
lack  of  interest  on  the  part  of  network)  will,  I  suppose,  van- 

ish as  time  goes  on  and  the  people  who  control  these  decisions 

become  wiser  and  more  sure-footed.  When  this  happy  state 
occurs  there  will  be  a  flushing  out  of  some  of  the  program 

types  and  commercial  techniques  that  we  now  have  to  live 
with.  This  will  not  only  tend  to  improve  our  relations  with 

the  presidents  of  corporation-  and  their  wives  but  also  with 

tin-  general   public 

•  •  • 

lA'ttvrs  i»  Koh  Foreman  are  wi'lronied 

Do  you  always  agree  with  the  opinions  Bob  Foreman  cy- 

presses in  "Agency  Ad  Libs?"  Boh  and  the  editors  of  sponsou 

would  be  hapjry  to  receive  and  print  comments  from  readers. 

Address  Bob  Foreman,  c   0  SPONSOR,  40  E.  49  St. 
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T.  I  story  board 
A  column  sponsored  by  one  of  the  leading  film  producers  in   television 

SARRA 

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

Here,  in  this  highly  creative  series  by  Sana  for  Stopette,  is  proof-positive  that  TV 
commercials  can  sell  the  product  and  entertain  too!  Choreographer  Dorothy  Jarnac, 
in  a  dance  of  brilliant  pantomime,  brings  to  life  the  reasons  why  people  should  choose 
Stopette  over  all  other  deodorants.  At  all  times,  the  product  is  sold  competitively,  not 
only  as  a  deodorant  but  as  an  effective  anti-perspirant  and  a  soothing,  gentle  lotion 
spray.    Produced  b\  Sarra  for  Jules  Montenier,  Inc.  through  Karl  I.udgin  Company. 

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

Chicago:    16  East  Ontario  Street 

"Stop  Detergent  Hands"  is  the  theme  of  this  hard  hitting  scries  by  Sana  for  Jergens 
Lotion.  A  warm  "human  interest"  opening  oi  a  little  girl  playing  bride  gets  and  holds 
attention  and  then  blends  gracefully  into  direct  "hard  sell".  The  message  emphasizes 
that  laboratory  tests  prove  that  women  who  use  detergents  and  care  for  their  hands 
with  creamier,  fragrant  Jergens  Lotion  have  smoother,  softer  hands.  Produced  by 
Sarra  for  the  Andrew  Jergens  Co.  though  Robert  W.  Orr  Associates,  Inc. 

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

Chicago:    16  East  Ontario  Street 

Everyone  loves  to  look  at  a  baby  (chick)  is  the  theory  behind  this  imaginative  series 
of  one  minute  and  20  second  commercials  by  Sarra  for  Purina  Chick  Startena.  Video 
opens  with  a  shot  of  a  child  cuddling  a  chick  and  then  alternates  die  package  with 
views  of  broods  of  baby  chicks.  The  message  states  that  Startena  is  blended  and 

balanced  with  the  same  care  as  a  baby's  formula  and  contains  all  the  anti  biotics, 
vitamins  and  minerals  that  baby  chicks  need  lor  a  healthy  start  in  life.  Produced  by 
Sarra  for  Ralston  Purina  Co.  through  Gardner  Advertising  Company. 

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

Chicago:    16  East  Ontario  Street 

Called  "a  remarkable,  new  medical  discovery",  Defencin  Tablets  are  excitingly  intro- 
duced in  these  one  minute  and  20  second  commercials  by  Sarra.  An  excellent  x  ia\ 

negative  of  the  human  skull  illustrates  how  this  new  medication  penetrates  to  help 
fight  the  cold  germ  itself.  The  puttire  story  lends  strong  support  to  the  claim  that  il 

you've  taken  everything  for  a  cold  .  .  .  now  try  Defencin.  Strong  package  identification 
is  stressed  throughout.  Produced  by  Sarra  for  Clayton  Laboratories,  through  Gardner 
Advertising  Company. 

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

Chicago:    16  East  Ontario  Street 
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HuA 
1"  lie,  Kfltiotc! 

31/2  hours  per  week 
Muncie  is  1st 
in  the  nation  in 

HOURS  PER  WEEK 
SPENT  VIEWING  TV 

WLBC-TV  is  1st 
choice  in 
MUNCIE  FOR 
TV  VIEWING 

They  really  go  for  TV  in  Mun- 
cie as  proven  in  a  recent  na- 

tion-wide survey  made  in  34 
cities  by  the  American  Research 
Bureau.  The  average  Muncie 

family  spends  31'/2  hours  per 
week  watching  television  .  .  . 

more  hours  per  week  than  any 

other  city  !  WLBC-TV  leads  in 
Muncie  according  to  the  No- 

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

CBS-NBC-  DUMONT-ABC   NETWORKS 

CHANNEL 

49 

MUNCIE,      INDIANA 
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(Continued  from  page  21  I 

technique  of  utilizing  film  to  sell  a  film  -cries.  I  had  a  little 
experience  along  the  same  lines  jusl  a  leu  weeks  ago,  which 
seemed  a  somewhat  more  unorthodox  approach  to  the  same 
technique.  And  as  I  think  about  it.  it  seems  to  he  it  might 

point  the  way  to  tv  film  producers,  distributors,  agencies  and 
advertisers  for  further  interesting  and  practical  usage  of  film 
in   the   buying-selling   phases. 

Walter  Schw  inuner.  the  distributor  of  the  Eddy  Arnold 

Time  half-hour  tv  film  series,  had  sold  the  show  to  the  ('..  R. 
Anthony  store  in  Oklahoma  City  through  the  Lowe  Runkel 

Advertising  Agency,  and  the  Anthony  chain  (stores  through- 
out Oklahoma  and  Texas)  and  Lowe  Runkel  were  consider- 
ing buying  the  series  for  many  of  the  other  market-  in  which 

their  stores  were  located. 

The  Anthony  chain,  however,  like  many  another  successful 

retailing  organization,  follow-  a  policy  of  permitting  their 
individual  store  managers  a  good  deal  of  autonomy.  They 
asked,  therefore,  if  Arnold  might  make  an  appearance  at  a 

meeting  of  the  store  managers  in  Oklahoma  City  on  20  Feh- 
ruarv.  As  it  happened.  Arnold  had  long  before  been  booked 
into  Washington,  D.  C,  to  play  the  Home  Exposition  Show 
there,  the  week  of  19  February,  so  that  it  was  impossible  for 

him  to  make  the  appearance  before  the  Vnthony  -tore  man- 

agers. Then,  thanks  to  the  ingenuity  of  Keith  Mather-  of  the  Lowe 

Runkel  agency  and  \rt  Pickens  of  the  Schwimmer  organiza- 
tion, film  came  to  the  rescue.  Keith  and  Art  cooked  up  a 

script  in  which  Arnold  talked  to  the  store  managers  exactly 

as  he  would  have,  if  he'd  been  able  to  attend  their  meeting  in 
person.  We  interrupted  the  shooting  of  the  series  itself  for  a 

bit  to  film  this  special  script  for  Keith,  and  on  the  20th  he 
ran  it  for  the  store  managers  in  Oklahoma  City.  Art  Pickens 

tells  us  that  everybod)  concerned  was  highlv  pleased  with 

the  effort,  and  the  Vnthon)  chain,  through  their  individual 

store  manager-,  have  now  picked  up  the  -how  in  a  large 
number  of  their  ke\  markets. 

The  point,  of  course,  mosl  obvious!)  and  -implv  stated,  is 
that  not  only  does  it  make  good  sense  for  both  seller  and 

buyer  of  a  series  to  pul  together  an  intelligent,  factual  on- 

fibn  sales  presentation  of  a  -eric-  as  did  Sillerman  with  the 

('(/plain  Gallant  film,  but  manj  constructive  and  helpful  pur- 
poses maj   be  served  hv   special  film  such  as  in  the  case  oi 

K,hl\      irnold  Time  and    the  ( '..    R.    Aiilhonv    -tores. 

•  •  • 
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A  Public  Service  Tale 
Presented  With  Becoming 

(Sic)  Modesty,  But,  Withal, 
One  of  The  Great  Adventure 

Stories  of  the  Atomic  Age 

"Bruce,"  we  said,  "what's  on  the 

program  tonight?" "Well,  at  8  we  got  CBS  .  .  ." 
"No,  no.    The  Testing  Depart- 

ment program." "Huh?" 
"Remember  last  week  you  be- 

came head  of  Testing?" 
"Oh,  that.  Yeah." 

"Well,  test  this  NO  FLIES." 

Next  to  the  corn  borer,  the  most 
unpopular  item  in  Iowa  is  the 
Common  Fly.  With  that  fact 
firmly  in  mind,  WMT  cottoned 
immediately  to  a  Plan  to  Cut 
Flies  Down  to  Size. 

But  let  Bruce  tell  you  in  his  oivn 
words: 

"I  tested  it  all  over  the  station, 
wherever  flies  were  likely  to 

congregate,  and  I'm  not  exaggerating 
a  bit  when  I  tell  you  we  killed  three — 

NO  FLIES,  chemically  treated 
paper  birds,  was  the  method 
suggested.   The  Common  Fly, 
curious  as  all  get  out,  would,  it 
was  alleged,  alight,  depart,  and 
die. 

We  know  a  thing  or  two  about 
fly  killers  ourselves  and  have 
seen  our  share  of  them  in  our 
day,  man  and  boy,  so  we  took 
this  one  With  A  Grain  Of  Salt. 
(Ugh. — Ed.)  We  turned  it  over 
to  our  Testing  Department. 

this  being  an  unusually  sanitary 

operation." .> .. 
.+-. 

We  ran  the  fly  spots. 
.+-..      •*-..      •>.. 

We're  processing  orders  for  1,555 
packages  of  NO  FLIES  at  one  dollar 
per.  One  complaint.  Party  named 
Muffett,  who  kept  spiders. 

mi& AM  &TV 

Mail  Address:  Cedar  Rapids 

CBS  for  Eastern  Iowa 

National  Reps:  The  Katz  Agency 
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GRACE 

PORTERFIELD 

Time   Buyer 

Benton  &  Bowles,  Inc. 

says  .  .  . 

S 

"WNHC-TV  is  power- 

ful    enough     and 

popular    enough    to 

deliver  results  at  any 

time    of    the    day    or 

night.  For  instance... 

WNHC's   DAILY 
NITECAP   THEATER 

cost    per     thousand 

homes    averages    66 

cents." 
Compare    these   facts! 

15  County  Service  Area 

Population  3,564,150* 

Households  1,043,795* 

TV  Homes  934,448** 
Sources: 

"55  SRDS  Consumer  Markets 
(Pre  Final) 

'•CBS  NIELSON     1953    -    updated 
with    RETMA    Set    Sales    January 
1,    1955 

See  Your  KATZ  Man 
Serving  Hartford  &  New  Haven  areas 

agency  profile F.  B.  RjMro,  Jr. 
Chairman    of   the    board 

Ruthrauff    &    Ryan,    New    York 

A  few  weeks  ago.  Barry  Ryan.  Jr.  succeeded  his  father  as  chair- 
man of  the  board  of  Ruthrauff  &  Ryan,  while  Bob  Watson  moved 

up  to  president  from  executive  v. p.  It's  a  significant  move  and  an 
interesting  one.  Ruthrauff  &  Ryan  had  always  been  headed  up  by 

"the  family"  since  its  founding  as  a  mail  order  house  by  Frederick 
B.  Ryan,  Sr.  and  the  late  Wilbur  Ruthrauff.  Bob  Watson  is  the 

first  outsider  to  become  president  at  the  agenc \ . 

"But  the  most  significant  change  during  the  last  two  or  three  years 

actualh  occurred  in  the  last  six  months."  K\an  sa\s.  "We've  added 
over  $13  million  in  new  billings,  most  of  these  budgets  to  go  into 

the  air  media." 
Barry  Rvan  doesn't  expect  the  management  changes  to  affect 

agency  policy.  "The  main  problem  of  an  agency  is  always  the  prob- 
lem of  properly  staffing  with  manpower  that  fits  the  operations  of 

the  clients,"  he  told  sponsor.  "The  agenc)  management  is  close  to 
e\er\  account,  of  course.  But  on  the  account  executive  level  we 

have  men   who're  specialists  in  their  client's   field.  ' 
The  agency  as  a  whole,  though  heavy  in  industrial  account-, 

doesn't  specialize.  Its  estimated  $50  million  billings  for  1955  de- 
rive from  package  goods,  foods,  beer,  automotive  ami  oil  accounts. 

\i w  accounts  acquired  in  1954  include  Packard,  Sun  Oil.  General 
Electric,  The  Air  Force,  Griesedick  (reacquired)  and  part  of 
Minnesota  Mining.  Early  in  1955,  however.  R&R  lost  American 
Airlines  |<>  l.eiinen  \  Newell  alter  servicing  the  account   for   I!!  years. 

"Our  accounts  have  been  moving  more  and  more  heavil)  into  the 

air  media."'  Ryan  told  sponsor.  "Of  course,  1  kind  of  like  to  see 

that.    Back  in  the  early  Thirties  I  headed  our  radio  department." 
Ryan  recalls  working  on  NBC's  first  soap  opera,  II  hat  Happened 

to  Jane?,  recalls  the  high-priced  glamor-days  of  radio,  took  to  tv 
in  a  big  wa\.  but  maintains  his  interest  in  radio. 

"Our  radio  Killing-  last  year  were  $3  million,"  says  Ryan.  "1 

expect  that  they'll  be  higher  in  '55,  as  a  result  of  increased  billing-." I!\an  spends  pari  o)  hi-  lime  traveling  t<>  the  L3  R&R  offices  out- 

side <>f  New  York,  closel)  supervising  the  agenc.)  accounts.  Alto- 
-rllnr.  Ruthrauff  &  Rvan  has  more  than  (>2l>  employees. 

\  Manhallanile.  Ryan  feels  that  his  home's  been  far  too  quiet  in 
the  last  couple  of  years.  Reason:  one  daughter  got  married,  the 

other  went  off  to  college.  *  *  * 
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WFBM-AM  &  TV 
INDIANAPOLIS 

National  Reps:  The  Kalz  Agency 
Affiliated    with    WEOA,    Evansville; 

WFDF,    Flint;    WOOD    AM    &    TV,    Grand    Rapid* 

The  Flags  Flew 

This  is  Harry  Martin,  tv  host  with  the 

most.  He  plows  a  full  schedule  of  farm 

programs  on  Channel  6  in  Indianapolis. 

His  Market  Reports,  sponsored  by  Ralston 

Purina  at  noon  daily,  has  the  rapt  attention 

of  the  agricultural  set  hereabouts  (here- 

abouts includes  90,000  farm  families  in 

our  coverage  area). 

A  few  weeks  ago  Purina  offered,  via 

Harry's  show,  a  hundred  mail  box  flags  to 
the  first  hundred  viewers  whose  letters  or 

posl  cards  had  the  earliest  postmarks. 

The  single  announcement  brought  2,606 

requests.  The  winners  were  all  postmarked 

within  two  hours  of  the  announcement. 

Martin's  pulling  power  prompted  Purina 
to  discontinue  the  offer,  which  had  been 

set  for  successive  repeats. 

21  MARCH  1955 

Harry  Martin  was  born  on  a  farm  which 

was  bought  from  the  government  by  one 

of  his  ancestors  in  1826,  ten  years  after 

Indiana  became  a  state.  It  would  take  a 

Wabash  Indian  to  claim  earlier  roots  in 

Indiana.  Pioneering's  in  bis  blood  — 

Harry  began  the  first  regular  farm  tv  pro- 

gram in  Indiana,  did  the  first  live  studio 

demonstration  commercial-  (both  for 

WFBM-TV)  and  keeps  in  touch  with  the 

soil  via  his  suburban  acres  where  he  raises 

rutabagas  and  Indiana  limestone. 

Like  all  \\  I  -'MM  personalities,  he  also 

raises  results  for  sponsors. 
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STATION  IN  THE  WINDOW 

t  Continued  from   page  .'■><>  i 

It  was  in  Viil  1954  that  the  idea 

for  the  "station  in  the  window  was 
born.  The  conception  took  place  in  the 

private  office  of  Vbraham  Green,  pres- 

ident of  R.  11.  White:  "fathers"  of  the 
idea  included  Crecn:  Max  Gold, 

\\  hite's  advertising  and  sales  promo- 
tion manager;  Yale  Lasker  of  Lasker 

Risemen,  White's  ad  agenc)  :  and 
Lambert  I'xvuwkes.  then  general  man- 

ager of  W\l)\.  They  were  looking 

for  a  likeh  combined  station-store  pro- 
motion which  would  make  an  impact 

mi  -nine  100.0(H)  Piostonians  and  reap 
benefits  all  around.  Suggestions  made 

ran  the  gamut  from  eight-second  an- 
nouncements to  three-hour  symphony 

broadcasts. 

]•  inalb   came  the  Big  Idea. 
Between  that  time  and  the  day  the 

station  in  the  window  was  officially 

opened,  much  time  and  energy  were 

invested.  R.  H.  White's  display  man- 
ager,  James  Gosling,  designed  the  win- 

dow to  make  it  spectacular  and  eye- 
arresting.  A  score  of  store,  ad  agency 
and  radio  staff  employees  worked  to 
disassemble  the  radio  station  in  its 

Hotel  Bradford  studios,  move  it  a  mile, 
then   reassemble  it  in  the  window. 

Opening  day  was  Monday,  3  May 
1954.  It  was  a  grey,  rainy  day.  but 

despite  that  passersln  kepi  stopping 
until  a  crowd  of  several  hundred  had 

gathered  in  front  of  the  window,  spill- 
ing out  over  the  sidewalk  into  the 

street.  They  stood  fascinated,  reports 
the  station,  oblivious  of  the  rain. 

What  did   the\    sec?    \\  ith  a  seven- 

color  American  Airlines  backdrop  serv- 

ing as  a  background,  three  men  were 

producing  the  Morning  News  Beat — 
commentator,  assistant  and  engineer 

— with  the  aid  of  all  the  typical  sta- 

tion equipment  including  United  Press 
telet\pe.  turntables,  control  console, 

transmitter,  microphones.  On  the  wall 
were  five  clocks  depicting  the  correct 
lime  in  London,  Moscow,  Korea,  San 

Francisco  and  \\  ashington  i  reminis- 
cent, to  New  Yorkers,  of  Garrowa\  s 

window  set-up  for  the  NBC  TV  Today 

program  each  morning). 
For  42  consecutive  days,  from  5:45 

a.m.  to  11:15  p.m.  each  day,  W  VDA 

conducted  its  operation  in  Whites  win- 
dow7. So  pleased  was  the  store  with 

increased  traffic  and  -ales  \olume  that 
it  was  reluctant  to  let  the  station  leave, 

and   onl\    consented  to  do  so  after  ex- 

I.     \<*ir  stations  on  air 

CITY  &  STATE 
CALL  CHANNEL 

LETTERS  NO. 
ON-AIR DATE 

;ERP  (kw)* 

Visual 

Antenna 

(ft)"* 

NET 

AFFILIATION 

ON  AIR 

SETS  IN MARKETt 

'000) 
PERMITEE.    MANAGER.    REP 

PORTLAND,    OREGON  KLOR 

LEXINGTON,   KENTUCKY     WLEX 

12 

12 

5    Mar. 

15    Mar.' 

316  1,014 

171 

ABC 

NBC ABC 

DuMont 

KOIN- TV 
KPTV 

?R7   400         Oregon     Tv     Inc..         Rep 
"/,        v         Henry    A.    White,    pres 

Hollingbery 

Stephen    E.    Thompson,    v. P.    &    treas 

WLAP-TV-     NFA 
Guthrie     Bell,    owner 

Rep:    Forjoe 

If.      \ew    applictttions 

CITY    &    STATE 

CHANNEL  DATE 
N0  FILED 

ERP    (kw)« 
Visual 

Antenna 

(ft)"* 

ESTIMATED 
COST ESTIMATED 

1ST    YEAR 
OP.     EXPENSE 

TV    STATIONS 
IN     MARKET 

APPLICANT.    AM    AFFILIATE 

HATTIESBURG, 
MISSISSIPPI 

WALLA   WALLA, 
WASHINGTON 

12  5    Mar. 28.45 

5    Mar.        11.76 

488 

274 

$185,409      $144,000 

$118,800      $120,000 

None 

None 

Lion   Tv   Co. 

Dave   A.    Matison 
Harold    M.     Matison 
Milton    J.    Fine 

J.    Elroy    McCaw.    sole    owner 

Anchorage,  Alaska,  ch.  2,  new  call  KENI- 

TV    (formerly    KFIA) 

Boise,  Ida.,  ch.  2,  new  call  KBOI-TV  (former- 

ly KBOI) 

Hilo,   Hawaii,   ch.  9,  call   assigned    KHBC-TV 

Milwuakee,  Wis.,  ch.  19,  new  call  WXIX  (for- 

merly WCAN-TV;  first  CBS  tv-owned  uhf 

station;    began   operating   27   Feb.) 

OFF  THE  AIR 

Since    the    beginning    of    1955,    the 

Iff.      »«i«i«'jmi<.   to  previous  listinas 

following    stations    have    <:one    off    the 
air  but   retained   their  permits. 

Albany-Schenectady-Troy,  N.  Y.,  WTRI,  ch. 

35,  began  operating  19  Feb.  1954,  ended 
31    Jan.    1955. 

Buffalo,  N.  Y.,  WBUF-TV,  ch.  17,  began  oper- 

ating   17  Aug.    1953,  ended  23   Feb.    1955. 

Charleston,  W.  Va.,  WKNA-TV,  ch.  49,  began 

operating     17    Sept.     1953.    ended     12     Feb 
1955. 

Fairmont,    W.    Va.,    WJPB-TV,    ch.    35,    began; 

operating     16    Aug.     1954,    ended    28     Feb. 
1955. 

Milwaukee,    Wis.,    WCAN-TV,    ch.    25,    began 

operating    5     Sept.     1953,    ended     20     Feb 1955. 

Oklahoma    City,    Okla.,    KMPT,    ch.    19,    began 

operating   8   Nov.    1953,   ended   3    Feb.    1955 

BOX  SCORE 
/  .S.    sl/iliims   on   air 

Mail. cis   covered 

132 2.-J.V 1'i^t  freeze  <  ommert  ial  c.p.'s 
Grantees  on  air 

593s         I  S.  a  sets  I  I  Feb.  '55)  34,364,0001 
tl'ir*  i  ,S.  it  homes     I  Feb   '55)       32,600,0001 

•Both    new   c.p.'i    and    stations    going    on    the    air    listed    hero   arc    those    which    occurred    I lil  be  obtali 

considered  to  ho  on  Lha  air  when  commercial  operation  starts.  ••Effective  radiated  power.  Aural 
Bower  usually  Is  one  half  the  visual  power.  "'Antenna  height  above  average  terrain  (not 
above  ground),  t Information  on  the  number  of  sets  In  markets  where  not  designated  aa  being 

from  Kill'  Itcsoarch,  consists  of  estimates  from  the  stations  or  reps  and  must  be  deemed  approxl- ;c    1 

'■din   jt.iii.ri   which    is   granted   a     c.p.    also  represents   the  new   tv  operation.     Since   at   preasUme 
It    is    generally    too   early    to    confirm    tv    representatives    of    most    grantees.    SPONSOR    lists    tn» 

I    In    this    column    (when    a    radio    station    has    been    given    the    tv    grant) 
MA      No    figures    available    nt  ikoi 
0  "  This   number   Include? id   them   voldi 
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gee,  fellahs,* thanks! 
for  awarding  an  EMMY 

to  LASSIE  as  the  best 

children's  television  program  in  1954 

Our  thanks  to  Jan   Clayton,  George  Cleveland,  Tommy 

Rettig,  and  Lassie,  of  course,  who  have  made  the  "Millers"  very 

welcome  guests  in   millions  of  homes  every  Sunday. 

And  a  low  bow  to  our  producer,  Robert  Maxwell, 

and  his  co-producer,  Dusty  Bruce. 

?fc  Academy  of  Television  Arts  and  Sciences. 

21  MARCH  1955 
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trading  a  promise  that  \\  \  I  •  \  would 

ri'turn  again  in  September. 
Here  are  jusl  two  instances  of  the 

man)  results  the  store  obtained.  \ 

two-da)  special  on  a  stock  of  $90 
chairs  was  advertised  on  \\  \  DA  only. 

B)  noon  on  the  first  day,  the  chairs 

were  completer)  sold  out.  A  major 
basement  sale  broke  all  records  dur- 

ing the  "station  in  the  window"'  time. 
\\  hen  September  came,  it  saw  the 

unmasking  of  a  mammoth  sale  1>\  K. 

II.  \\  hite,  one  which  had  been  in  prep- 
aration for  man)  months.  Based  on  a 

circus  theme,  it  featured  live,  wild  ani- 

mals in  ever)  window,  highly  imagina- 
li\e  still  and  mechanical-action  scenes 

complete  with  clowns  and  balloons. 
Though  it  seemed  that  White  did  not 

need  the  drawing  power  of  the  "sta- 
tion in  the  window."  still  it  insisted 

that  \\  \  I)  \  return — which  it  did. 
This  time,  the  decor  of  the  station. 

loo,  took  on  the  spirit  of  the  circus. 
But  could  it  attract  people  when  there 
were  wild  animals  to  be  seen  in  the 

other  windows?  They  soon  discovered, 

to  the  general  amazement  of  all  con- 

cerned, that  the  "station  in  the  win- 

dow" not  onl)    outdrew  the  wild  ani- 

DUO  CM  IV  A  C th'  mhbf^'ihm ma/iM ■       M  V  t  I"   I  A        ■♦  aj      IN  POPULATION  and  RETAIL  SAL 

AUTOMOTIVE 

STORE  SALES 

40 

41 

SAN  ANTONIO 

BIRMINGHAM 

B PHOENIX 
43 

44 

DAYTON 

NEW  ORLEANS 

Millions 

$113.$ 

$110.2 

$107.8 

*  SRD  Consumer  Markets  '54 

Automotive  Store  sales  are  soaring! 

Phoenix  is  a  sprawling,  stretching  market, 

where  an  auto  is  a  "must"  for  almost  half 

a  million  people  who  maintain  more  than 

200,000  cars. 

Make  sure  you  include  these  car-minded, 

easy-spending  Phoenicians  in  your  mar- 

keting plans!  They  are  yours  to  talk  with 

.  .  .  and  sell  to  .  .  .  with  profitable  results, 

through  the  dominating  coverage  of 

KPHOandKPHO-TV! 

SOLD 
r^etfea  most  effectively  through 

KPH0-TV"<KPH0 Channel  5  •  CBS  Basic 

First  in  Arizona  since  '49 

Dial  910  •  ABC  Basic 
Hi  Fidelity  Voice  of  Arizona NOW 

AFFILIATED  WITH  BETTER  HOMES  and  GARDENS     •      REPRESENTED  BY  KATZ 

mals.  but  more  people  paused — and 
for  longer  period-  of  time,  savs  the 
station-  in  front  of  the  radio  window 

than  during  the  first  visit. 

In  order  to  intensify  White's  inter- > -I  YYVDA  set  about  exciting  key  peo- 
ple in  the  stoic  |i\  bringing  them 

into  direct  touch  with  the  listening 

public  and  having  them  actively  par- 
ticipate in  on-the-air  promotions  for 

the  store.  WVDA  assigned  Len  Horns- 

by,  then  sales  manager,  as  the  liai- 
son with  the  White  organization  to 

contact  everybody  in  the  store  who 
would  be  affected  by  the  advertising — 
from  the  basement  up.  I  Hornsby  is 
now  station  manager  following  resig- 

nation b)  Lambert  Beeuwkes.) 
W  \  I)  \  listeners,  in  street  and  home, 

thus  heard  White's  merchandise  man- 
ager, furniture  buyer,  basement  super- 
visor, household-items  huver.  ready-to- 

wear  department  heads,  comparison 

shoppers  and  others,  including  Presi- 

dent Green,  tell  all  about  White's  op- erations: how  merchandise  is  pur- 
i  hased,   method   of  fair-profit  pricing. 

"There  are  strange  forces  abroad  in 
the  world  today.  .  .  .  Among  the  first 
objectives  of  these  forces  is  the  control 
of  public  media.  And  a  primary  step 
in  thai  direction  is  control  of  advertis- 

ing that  supports  those  media.  Let's not  permit  ourselves  to  be  enchanted 
by  the  idea  thai  media  would  be  free 
without  advertising.  Without  advertis- 

ing, the  media  would  be  in  the  hands 
of  government  and  no  place  else.  .  .  . 
Therefore,  any  effort  to  limit  unreason- 

ably or  control  the  advertising  of  beer 
or  bread  or  automobiles  or  anything 
else  is  a  step  away  from  democracy 
and  a  long  step   indeed." 

HAROLD   E.    FELLOWS 
President  and  Chairman  of  the  Hoard 

IS  ARTE 

wh)  merchandise  is  placed  at  specific 
locations,  how  deliveries  are  made, 
how  a  sale  is  thought  out. 

During  the  tenure  in  the  window, 
W  hite  s  main    radio  effort-  were: 

1.  A  "Specials  Shopper."  inter- 
viewed twice  dail)  to  highlight  various 

departments. 

2.  Frequenl  eight-second  "quick-im- 
pacl  announcements,  calling  attention 

to  individual  "hoi  buys."  Counters 

bearing  the  e  items  had  "W  D\  \  Ra- 
dio Special1    placai  ds  on  displa) . 

I  nthusiasm  permeated  the  store, 
down  to  the  lowest-echelon  salesclerk. 

Employees    frequentl)    told    store    pa? 

Irons    to    "be    sure    and    see    our    radio 
stal ion  in  the  w indow . 

On  iis  part,  W  \  l>  \  strove  i"  sustain 
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Miss  North  Carolina  (Betty  Jo  Ring)  of  Lexington,  N.  C, 

greets  Mayor  W.  N.  Angle  of  Rocky  Mount,  Va.  (left), 
and  Mayor  G.  B.  Herndon  of  Fayetteville,  N.  C.  Although 

the  Mayors  live  some  150  miles  apart,  both  art  faithful 
viewers   of   WFMY-TV. 

Mayor  R,  H.  Frailer  of  Greensboro 
welcomes  little  Miss  Lambsie  Penn 

of   Danville,   Va. 

Mayor     M.     C.     Kurfees     presents 

Winston-Salem's      contribution      to 

the      "Revue",      soprano      Peggyan 
Alderman. 

Chamber  of  Commerce  Head  R.  D. 

Warwick   and    Miss   Lucille    Haynes 
of  Statesville,   N.  C. 

Coverage  of  the  Prosperous  Piedmont 
Spectacular  coverage!  Spectacular  participation!  On  January  30, 

local  talent  from  all  over  Piedmont  North  Carolina  and  Virginia  partici- 
pated in  the  "Channel  2  Revue",  a  two-hour  salute  to  the  NEW  WFMY-TV. 

Talented  performers,  representing  all  major  cities  of  the  Prosperous  Pied- 
mont, were  introduced  by  the  Mayor  of  their  respective  cities.  Over  125 

people  took  part  in  the  "salute". 
The  response  to  the  "Revue"  by  audience  and  participants  alike  is 

proof  of  WFMY-TV's  thorough  coverage  of  this  $2.3  billion  market.  No 
station  or  group  of  stations  rivals  WFMY-TV's  coverage  of  the  2  million 
people  in  its  46  county  coverage  area. 

With  full  100,000  watts  power  .  .  .  plus  over  5  years  telecasting  experi- 
ence .  .  .  WFMY-TV  is  the  only  CBS  station  completely  covering  more  than 

300,000  sets  in  the  rich  industrial  section  of  North  Carolina  and  Virginia. 
To  get  spectacular  results  in  the  Prosperous  Piedmont,  call  your 

H-R-P  man  today. 

uifmy-tv 

The    ever-present    magician,    R.    F. 
Snavely  of   Raleigh,   N.  C. 

GREENSBORO.     N.     C. 

Repretenfed   by 

Harrington,    Righter   &    Parsons,    Inc. 

New   York  —  Chicago  —  San   Francisco 
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interest  1>\  inducing  big-name  person- 

alities to  visit  the  store  and  be  present- 

ed on  the  air.  Vmong  those  who  came 

were  Jimmy  Durante.  Eartha  Kiti. 

Frankie  Laine,  clown  Emmett  kell\. 

To  make  the  tie-in  two  wa\.  I!.  H. 

White  inserted  plugs  foi  \\  \  I )  \  in  its 

newspaper  advertising,  while  \\\l)\ 

returned  the  compliment  in  its  news- 

paper ads  in  the  Record  and  American. 

The  radio  editors  of  the  Boston  papers 

gave  an  additional  shot-in-the-arm  to 

the  promotion  with  their  several  men- 

tions of  tin-  "station  in  the  window." 

Both  in  and  out  of  the  window, 

\\  hire  uses  a  mixture  of  programs 
and  announcements  on  \\  \  DA.  The\ 

have  a  dail]  LO-minute  Lady  in  the 

\islc  program,  highlighting  items  on 
\aiious  counters  in  the  store.  The) 

sponsor  a  half-hour  teen-age  show 

tailed  /'latter  Parly  on  Saturday  morn- 
ing-, which  started  in  September  and 

attracts  crowds  to  the  record  depart- 

ment. They  run  a  dail)  saturation- 

schedule  nl  eight-second  "quick-im- 

pact" announcements  to  move  indi- 
vidual  items  *  •  • 

IN      KANSAS 
EVERYTHING  IS 

Aug.  '54  KANSAS  FARM  INCOME  UP 

36.2',  over  Aug.  '53— hits  $150,120,000! 

(July  '54  farm  income  was  up  15.99! 

over  July  '53).* 

Sept.    '54    FHLB    HOME    LOANS    UP 

48.3%  over  Sept.  '53!     Building  permits 

up   49.0%    over   same    period!* 

Sept.  '54  BANK  DEBITS  (an  accurate 
gauge  of  total  business  volume)  UP  11% 

over  Sept.  '53  ! ' 

Oct.   '54   PETROLEUM   PRODUCTION 

UP  38.0%   over  Oct.  '53!* 

KANSAS  is  BUILDING!  .  .  .  CROWING!  .  .  . 

PROSPERING!  How  to  sell  this  vast  farm  market? 

Put  your  selling  message  on  the  radio  station  Kansas 

Farmers   listen   to  most  .   .   .  WIBVV.v 

:i:jsiness   Research,    University   of   Kansas 

sas  Radio  Audience,    1954. 

TOPEKA, 

KANSAS 

Ben    Ludy,    Gen.    Mgr. 

WIBW    &   WIBW-TV    in   Topeka 

KCKN    in    Kansas   City 

QRC  APPROACH 
{Continued  from  ]>age    11  I 

work  audiences  during  1952,  with  the 

biggest  network  audience  no  more 

than  26  to  28'^  higher,  and  possibb 
le--.  \\  hile  the  SAMS  audience  figure 

for  QRG  applies  to  radio  before  the 
po-t -freeze  tv  stations  began  coming 

on  the  air.  the  networks  were  affected 

b)  tv  to  the  same  extent  and  QRG  as- 
sumes that  the  1952  audience  relation- 

ships Mill  apply. 

In  buying  a  limited  group  of  high- 

power  stations.  QRG  maintains,  adver- 
tisers are  taking  advantage  of  certain 

inherent  economies.  In  the  first  place, 

a  power  station  is  bound  to  have  a 

low  er-cost-per- 1,000  than  a  smaller  sta- 

tion since  the  additional  cost  of  oper- 

ating the  big  station  is  a  much  smaller 

percentage  than  the  additional  audi- 
ence gained  by  a  strong  signal. 

In  the  second  place,  the  greater  dis- 

tances between  QRG  stations  as  com- 

pared with,  say,  network  affiliates 

means  less  duplication  of  homes.  This 
means  there  is  a  minimum  number  of 

homes  which  the  advertiser  pays  for 
more  than   once. 

While  the  networks  try  to  avoid  as 

much  duplication  as  possible,  a  certain 

amount  i-  inevitable  since  network  pol- 

i<\  is  to  cover  practical!)  every  corner 

of  the  country.  Both  GBS  and  NBC 

claim  more  than  99*  i  coverage  of  U.S. 

radio  homes  in  terms  of  their  alliliates' 
signals.  Moreover,  some  network  re- 

searchers maintain  that  duplication  is 

not  all  had,  that  a  home  covered  bj 

more  than  one  station  is  more  likely 

to  be  reached  bj   a  network  program. 

To  what  extent  the  economies  of 

QRG  s  operation  will  be  reflected  in 
its  rates  is  not  yet  known  since  the 

group  has  not  \et  released  a  rate  card. 

I  low  e\  cr.  in  it-  presentation  to  adver- 

tisers  and  agencies,  QRG  sa\s  it  is 

planning  national  coverage  "loi  as 
much  as  30',  less  cost  than  a  national 

network.  Ihi-  figure  assumes  a  half- 

hour  show    for  52  week-. 

It  is  also  known  that  QUG"s  rate- 
will  provide  a  discount  structure  which 

will  make  il  cheaper  to  bin  the  OKt; 

group  than  ii-  members  individually, 

QRG  will  probabl)  have  its  own  dis- 
count -h  mime  based  on  the  total  gross 

rates  ol  all  stations  rather  than  a  group 

discount  on  top  of  the  members'  indi- \  I'liul  discount  sti  uctures. 

QR( ,  will  sell  onlj  programing,  not 

annouiH  einents.  \d\cili-ci-  will  be 

able  to  l>u\    parts  of  shows  but  at  pres- 
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AVUnU     G-a. 
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FcDruarv      3    19  S  S~ 

This  letter 

is  typical 

of  the  way 

thousands 

of  families 

feel  about 

radio 

in  the 

Atlanta  area 

"H^^e-<L    "^o       \AJ    ̂ r3.      VSl*-        cxre-        <k><n  ixW»\ft.dL 
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50,000  watts -750  kc.  Represented  by 
Edw.  Petry  &  Co.  Affiliated  with 
The  Atlanta  Journal  and  Constitution 
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ROMERO 

OWNS 

...JUST  LOOK 

AT  THIS 

RATING 

In  San  Francisco,  says  ARB,  Cesar 

Romero's  new  TV  hit,  Passport 
to  Danger,  dominates  its  time  period 

...  as  it  has  from  the  first  night 

it  went  on  the  air!    Rating  is  high, 

share  of  audience  a  whopping 

75.5%,    and  going  up. 

Now  we  know  this  show  is  "hot"! 
Top  markets  are  going  fast, 

but  some  are  still  available  . . . 

if  you  hurry 

CESAR  ROMERO,  sta rrmg  in 

TO 

DAIS 

ABC    FILM 

SYNDICATION,   INC. 
7  Weil  66th  St..  N    Y. 

CHICAGO  •  ATLANTA  •   HOLLYWOOD  •  DALLAS 

<  nt  llic  minimum  buy  is  15  minutes. 

rhe  group  has  expanded  its  program 

planning  since  its  early  organizational 

days.  At  first,  the  plan  was  to  con- 
< cnl  i  ate  on  popular  local  shows  al- 

ready on  llie  air  and  tape  them  for 

member  stations,  the  idea  being  that  if 

a  show  was  popular  locally  it  was 
bound  to  have  some  appeal  elsewhere. 

(,11k,  members  are  strong  in  hill-bill) 

and  barn  dance  programing  with  sta- 
tions like  WLW,  Cincinnati:  WSM, 

Nashville;  WR\  \.  Richmond;  WFA  \. 

Dallas,  and  others  having  a  long  rec- 
ord  of  building   local   shows. 

Since  K\an's  appointment,  all  other 
programing  sources  have  been  exam- 

ined. Syndicators,  transcription  firms, 
talent  agents,  independent  producers 

have  been  approached  and  a  varieh 
of  ideas  have  been  mulled  over.  The 

possibility  of  reviving  programs  not 
on  the  air  now  has  been  looked  into. 

"We're  primarily  interested  in  the 
kind  of  programing  that  people  listen 

to  alone,"  said  Ryan,  "because  that's 
the  way  people  listen  to  radio  nowa- 

days— alone.  We  don't  expect  to  dis- 
cover any  new  forms  of  art  but  we 

wan!  quality  programing,  the  kind  that 
goes  with  quality  stations. 

"The  shows  must  appeal  to  casual 
listening  but  that  covers  a  lot.  It  can 

be  a  music  show  or  a  personality  show 

or  an  information-type  show.  But 

we're  no)  interested  in  variety  shows. 
We  can'l  beat  tv  on  variety  shows. 

"While  we  feel  we  fit  the  needs  of 

the  long-term  advertiser,  we  are  going 
to  provide  shows  for  the  short-term 
advertiser.  That  means,  of  course, 

we  II  be  carrying  programing  sustain- 
ing so  llial  advertisers  can  jump  in 

quickly.  Stations  will  probably  be  al- 
lowed to  sell  unsold  time  on  ORG 

shows  to  local  clients  but  the  time  will 

be  prcomptable." Ryan  said  half-hour  programing 
cosl  would  run  between  $1,000  and 

$3,000,  "which  is  the  popular  range 
today."  However,  he  said,  QRG  was 
nol  trying  to  produce  bargain-base- 

men! shows  and  added  that  he  felt 

program  budgets  should  be  "traded 
up  willi  more  emphasis  on  turning 

out  a  good  show  and  less  on  cutting corners. 

Since  QRG  is  nol  a  network,  and 

lias  no  intention  of  becoming  one. 

there    will    he    no    option    time   a^   such. 
\n  advertise]  who  buys  a  program 

will  be  able  to  clear  time  but  the  pe- 
riods will  \ar\  according  to  the  besl 

time  available  on  each  station.    Since 

a  large  percentage  of  the  stations  are 
NBC  affiliates,  there  exists  a  good 

chance  of  getting  the  same  periods  on 

a  majority  of  the  stations.  Rvan  said 

that  QRG  stations  are  favorably  dis- 
posed to  guaranteeing  time  slots  and 

although  these  will  be  in  network  op- 

lion  time  he  doesn't  foresee  any  prob- 
lem of  preemption  by  the  network. 

Ryan  believes  the  importance  of  pro- 

graming in  air  selling  is  being  under- 
estimated in  radio  these  days. 

""The  difference  between  listening  to 

commercials  within  a  show,"  he  said, 
"and  listening  to  just  an  announce- 

ment is  the  difference  between  a  sales- 

man talking  to  you  in  your  Living  room 
and  a  salesman  talking  to  you  outside 

******** 
".  .  .  women  in  advertising:  are  genu- 

inely   interested   in  research,  for  women 
  so     it     has     been     said   are     endowed 
with  a  sizable  amount  of  curiosity  as 
well  a»  intuition.  This  bodes  good  for 
them  since  advertising  is  a  field  where 
they  can  compete  and  also  cooperate 
with  men.  ...  In  the  home,  they  use 

labor-saving  devices — products  which 
have  been  developed  through  research. 
At  business,  they  frequently  use  the 
findings  of  advertising  and  marketing 
research  to  help  sell  more  of  some  of 
these    products.    .    .    .99 

EDGAR    KOBAK 

President 

Adverli sing   Research    Foundation 
******** 

your  door.  It's  fashionable  nowadays 
to  talk  about  spraying  \  our  message 
over  the  radio  audience. 

"Sure,  circulation  is  important,  but 
the  advertiser  must  not  lose  sight  of 
the  faet  that  he  should  sell,  in  effect, 

to  one  person.  \nd  with  programing, 

he  can  do  tin*-." 
QRG  is  selling  more  than  program- 

ing on  its  three-dozen  odd  stations. 

It  is  selling  radio  in  general  and  night- 
time radio  in  particular. 

There  i-  no  Liood  reason  to  overlook 

nighttime  radio  with  the  present  rate 
and  listening  picture  being  what  it  is, 

Ryan  feels.  "Nighttime  radio  is  now 
priced  aboul  the  same  as  daytime  and 
nighttime  tune-in  is  aboul  the  same, 

too." 

(One  of  the  most  important  docu- 

mentations of  the  nighttime  radio  au- 
dience was  recenlb  released  in  pari  by 

NBC.  Undertaken  bj  Starch,  the  study 

was  made  during  the  '53-'54  winter, 
h  disclosed  that,  on  the  average  eve- 

ning, radio  is  listened  lo  in  10.701.000 

households  and  In  56,250,000  persons. 

Of  these  households,  Ll,850,000  listen 

two  hours  or  more.  The  stud\  also  in- 

dicated that  the  loicjcr  a  family  owned 
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Chances  are  you'll  want  the 
largest  square  mile  coverage  of 
any  Texas  radio  station.   .   .   . 

With  KENS  you'll  get  105  coun 
ties  in  the  .5  Millivolt  area,  in 
eluding  4,271,400  people  (1,171, 
100  families)  with  an  annua 
buying  income  of  $5,845,696,000, 

The  powerful  50,000  watt  day 
time  voice  of  KENS  on  680  kc, 
dominates  the  tremendous  oil 

rich,  cattle-rich,  farm-rich  growth 
area  of  South  Texas  lying  be 
tween  Houston-Waco-San  Angelo 
Del  Rio  and  Brownsville.  With 

KENS  you  cover  a  109,737  square 
mile  area  at  an  astonishingly  low 
cost  per  thousand!  Get  details 
now. 

!«*•■•  t   Nim   Station 

Represented      Nationally      by      FREE      &      PETERS.      I  n  c 
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ANOTHER  CITY 

m 

HEARD  FROM... 

"RACKET  SQUAD" 

IS  #1  AGAIN! 
Yes,  in  city  after  city,  Telepulse  rates 

Racket  Squad  as  the  #  1  film  show. 

Look: 

ATLANTA 

CHICAGO 

DETROIT 

1,  with  29.6 

#1  after  3  weeks 

D  1,  with  23.S 

WASHINGTON       1    after  one  month 

No  wonder  this  record-busting  show 

boasts  90%  renewals  after  only  10 

months  in  syndication!  First  run  still 

available  in  many  top  markets.  Come 

on  in  fast,  the  selling's  fine! 

RAC 

SQUAD 

ABC    FILM 

SYNDICATION,    INC. 
7  Weit  66th  St.,  N.  Y. 

CHICAGO   •   ATLANTA    •   HOLLYWOOD   •    DALLAS 

a  t\  set,  the  greater  the  amount  of  eve- 
ning radio  listening.) 

Ryan  believes  there  is  also  too  much 

of  a  tendency  to  overlook  the  non-t\ 
audience.  "There  is  still  a  substantial 

number  of  radio-onl)  homes,"  he  said. 
'"This  group  can  make  the  difference 
between  P&G  leading  Lever  Bros,  or 

vice  versa." Faj  Day,  director  of  sales  develop- 
ment for  QRG,  estimates  there  were 

more  than  15  million  radio-only  homes 
available  as  of  1  January.  He  cited  a 
Market  Research  Corp.  of  America 

study,  which  put  tv  ownership  in  the 

1  .S.  al  (>■]',  of  all  homes  at  the  be- 

ginning  of  the  year.  MRCA,  he  said. 
figured  a  total  of  48,258,000  families. 

That  means.  Day  said,  that  36*  i  ol 
the  families,  or  17,320.000  families, 

have  no  tv  set.  Day  then  pointed  out 
that  the  ARF-Politz  set  count  of  last 

year  showed  that  89.69?  of  non-t\ 
homes  have  one  or  more  radio  sets  in 

working  order.  Thus.  89.6^?  of  17.- 
320,000  or  15,566,000  families  with 

radios  only  were  available  to  radio 
advertisers. 

Bv  this  time,  the  principal  agencies 

have  been  acquainted  with  the  general 
outline  of  what  QRG  will  offer.  The 
reaction  has  been  varied,  ranging  from 

broad  enthusiasm  to  eye-brow  rais- 

ing on  the  question  of  nighttime  radio 
audiences.  Here  are  some  typical  state- 

ments made  to   OHO   1>\    agencies: 

"This  looks  like  the  future  of  radio. 

"Qualitv  mav  be  the  answer  to  the 
new  buying   pattern  in   radio. 

"You've  got  to  prove  to  us  that  there 

is  an  audience  for  nighttime  radio." 

"My  problem  is  to  adjust  advertis- 
ing  expenditures  market  b\  market.  If 

you  can  help  me  figure  out  how  I  can 

bu)  Quality  and  supplement  it  with 

daytime  spot,  I'll  be  interested. 
"Bevond  the  major  value  of  Qual- 

il\  and  its  stations.  I  think  your  sec- 
ond most  important  point  is  the  ease 

of  buying.  1  like  the  advantage  of 

lni\  ing  through  "in-  central  sour<  e. 
■•\|\  first  reaction  to  Qualit)  was 

thai  I  could  bu)  the  same  market-  al 
one  ")  the  big  networks.  I  made  a 

stud)  ol  this  and  Frankly,  I  was  in- 

trigued with  the  possibilit)  «>l  eliminat- 
ing much  duplication  ol  i  ffoi  I  in  cleai 

inn   stations   on   a    spol    basis. 

••\\  ill  j  "ii  be  able  to  delivei  <  ircu- 
lation  comparable  with  other  national 

organizations  in   radio? 
"■\\  hat   i-  j  our  source  of  program- 
9"  *       *       * ing: 

VIDEO  TAPE 

{Continued  from  />«£<     13  i 

3.  "Signal  fidelity,  picture  steadi- 
ness and  freedom  from  noise  have  been 

lurther  improved. 

4.  "The  practical  test  will  disclose 
the  specific  form  the  apparatus  should 
take  to  make  it  suitable  for  television 

broadcast  use.  It  will  also  provide  the 

opportunity  to  determine  the  best 
means  for  taking  full  advantage  of  its 

abilit)  to  perform  main  of  the  func- 
tions which  now  require  the  use  of 

film." 

Precise  dates  are  carefully  guarded 

bx  RCA.  but  Dr.  E.  W.  Engstrom,  ex- 
ecutive v.p.  heading  up  research  and 

engineering,  told  sponsor  that  he  ex- 
pects the  field  testing  to  start  this 

spring  and  be  completed  before  fall. 

"Assuming  favorable  outcome  of  the 

field  tests. "  he  said,  "the  industry 
might  look  forward  to  having  commer- 

cial applications  available  in  1956." This  is  the  official  conser\ati\e  \ieu. 
I  here  is  reason  to  believe  that  RCA  is 

shooting  for  some  form  of  commercial 

operation  bx   the  beginning  of  1950. 

Ifim/  Crosby  Enterprises:  Onlv  a 

few  minor  problems  remain  in  con- 
nection with  t\  applications,  according 

to  Joseph  Hinds.  Eastern  manager  of 
the  electronics  division.  The  solutions 

have  already  been  found,  and  will  be 

incorporated  in  the  redesign  of  the 

experimental  unit  in  Eos  Angeles.  Re- 
packaging, or  circuit  simplification  for 

purposes  of  control  and  maintenance, 
must  also  be  worked  out  for  commer- 

cial use.  While  unwilling  to  set  a  spe- 

cific target  date,  BCE  contends  it  is 
ahead  of  RCA  in  developmental  work 

and  predicts  it  will  not  he  beaten  to 
market.  BCE  has  already  delivered  a 

unit  to  Westinghouse,  at  a  rumored 

price  of  8150,000,  for  use  in  conjunc- 
tion with  the  Air  Forces.  Spokesmen 

sax  some  S5IH).IIII0  in  contracts  are  ex- 

pected soon. BCE  actually  is  working  on  two  tape 

systems.  I  lie  one  sold  to  Westing- 
house  i-  similai  in  principle  to  RC  \  -. 

and  the  compan)  considers  it  excellent 
as  a  militarx  iuslrumenl.  I  he  other 

sj  stem  is  specificall)  geared  to  tv,  and 

follows  design  principles  radically  dif- 
ferent from  those  of  RCA.  '  For  com- 

parison of  the  two  systems  see  spon- 
sor, 30  November  1953.) 

Iviifl  of  Icines:  The  present  kinescop- 

inn    system    max     become    obsolescent. 
Bulb  RCA  and  BCE  will  aim  their  Brsl 
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YOU 

30-COUNTY  M 

\Mwmtim  ipbuwv 

When  you  buy  a  market,  you're  en- 
titled to  the  complete  market — not  just 

a  couple  of  counties.  That's  why  more 
major  advertisers  choose  KOIN-TV. . . 

Portland,  Oregon's  only  maximum 
power  station. 

Only  KOIN-TV  gives  you  the  full 
35,000  square  mile  heart  of  the  Pacific 
Northwest  ...  30  prosperous  counties 
of  Oregon  and  Southern  Washington. 

KOIN-TV  has  the  highest  tower— 
1,530  feet  above  average  terrain — 
backed  by  maximum  power  of  100,000 
watts  on  Channel  6. 

No  other  television  station  or  com- 

bination ol'  stations — in  fact  no  other 
advertising  buy  in  the  area  can  dupli- 

cate this  complete  sales  coverage.  Write 
or  phone  for  complete  availabilities. 

Or  contact  your  nearest  CBS  Tele- 
vision Spot  Sales  office. 

The  BIG 
Mr.  Six 

in  the  West! 

KOIN-TV 
PORTLAND,  OREGON     CHANNEL    6 

Represented  Nationally  by  CBS  Television  Spot  Sales 
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ROMERO 

CAPTURES 

PITTSBURGH 

.  .  .  68.9% 

OF  THE 

AUDIENCE 

ARB  rates  Cesar  Romero's  new 

fV  show,  PASSPORT  TO  DANGER, 

a  slightly  phenomenal  43.3  in 

Pittsburgh.  Share-of-audience: 

68.9%.  And  look  at  these  other  ARB* 

ratings  and  shares: 

Milwaukee-34. 3-64.6% 

Cincinnati— 18.1      36.7',., 

San  Francisco— 15.1  —  75.5% 

Jacksonville— 37.0— 86.7 

Romero  really  delivers  the  audience. 

Get  him  while  he's  "hot"! 

*Jan.  1955 

CESAR   ROMERO,  starring  in... 

ABC    FILM 

SYNDICATION,    INC. 
7  West  66th  St  ,  N    Y. 

CHICACO  •  ATLANTA  •   HOLLYWOOD  •   DALLAS 

sales  programs  at  the  kine  market.  Step 
number  one  for  RC  \  will  be  West 

I  .'.i-l  installation  for  immediate  solu- 

tion of  playback  problems  in  connec- 
tion with  East  Coast-originated  shows. 

At  the  present  time  kinescoping  is 

handled  in  two  ways:  ill  The  network 
films  the  live  show  from  a  monitor. 

then  ships  prints  to  stations  on  the  ad- 
vertisers lineup  that  cannot  carry  the 

-how  at  the  scheduled  time;  these  are 

played  at  later  dates.  (2)  Stations 

across  the  country  make  "hot  kine-." film  recordings  off  the  line  that  are 

-peedilv  developed  lor  plav  hack  within 
a  few  hours. 

I  ape  solves  the  problem  readilv.  No 

processing  of  any  kind  is  necessary. 

As  with  audio  tape,  the  recording  is 

ready  for  plav  back  the  moment  the 
show  is  over.  This  mean-  that  in  main 

cases  "prints  need  not  be  made  at 
point  of  origination,  kev  network  sta- 

tions in  a  few  cities  have  but  to  record 

off  the  cable  and  feed  other  stations  in 

their  time  bells.  Technically,  there- 
fore, there  will  be  no  reason  why  a 

program  cannot  be  aired  in  the  same 
time  slot  across  the  country. 

\\  i tii  equipment  of  all  stations  vears 

hence,  complete  elimination  of  time 

change  headaches  will  be  at  hand.  The 
individual  station  will  be  able  to  tape 

an)  show  for  playback  at  am  time,  as 
is  done  now  with  audio  tape. 

Networks,  too.  mav  be  able  to  tape 

all  shows  throughout  the  day  for  de- 
laved  broadcast  to  the  various  time 

/.ones.  In  radio  this  was  pioneered  hv 

ABC  in  an  effort  to  prevent  the  sched- 
ule havoc  wrought  bv  shifts  from 

Standard  to  Dav  light  Saving  Time  and 
vice-versa. 

Equipping  a  station  will  be  no  tri- 
fling matter.  BCE's  current  estimate 

i-  about  $60,000  for  an  average  black- 
and-white  installation — with  a  coloi 

unit  to  be  added  when  desired.  RCA 

i-  not  read)  to  talk  figures. 

Since     tapes    can     he     reused     man) 
times  BCE  has  recorded  25  times  on 

one  strip  with  no  quality  loss  kine 

recording  costs  should  be  faiiK  low. 
IK  \  estimates  that  black-and-white  re- 

cording should  run  about  20',  that  ol 
film,  color  about  .V ;  of  film,  assuming 

thai  the  lape  i-  used  man)  times.  \ 

half-horn  -how  in  color,  using  quai  tei  - 

inch  tape  l  K(  \  now  uses  hall-inch  i . 
is  figured  hv  RCA  at  aboul  $20.00.  \ 

recenl  BCE  coloi  recording  was  h.^- 
ured  al  $28.00. 

Hill    i«i>«'    dominate?    Temptation 

will  be  -i rong  i"  pul  all  -how-  on  tape. 

-a\     producers.      Reason    is    expected 
abilitv  to  combine  advantages  of  live 

performance  with  perfection  of  film: 

•  Instant  playback.  i  ou  can  see 

what  your  scene  looks  like  immediatel) 

after  rewinding  tape.  II  satisfactory, 

it  is  there.  \  ou  don't  have  to  "print" it.  If  unsati-la<  torv .  von  can  erase  and 
re-hoot  at  once. 

•  Time  i>ressure  eliminated.  Con- 
stant live  show  headache  is  control  of 

program  length  to  meet  exacting  net- 
work requirements.  With  completed 

tape  on  hand,  director  can  simply  snip 

oul  pieces  here  and  there  if  show  is over-long. 

•  Synchronous  trark.  Editing  on  the 

-pot  becomes  a  simple  matter  because 

of  perfect  synchronization  of  track  and 

picture.  Director  does  not  have  to 

worn  about  throwing  sound  and  im- 

age out  of  sync,  need  only  manipulate 

a  pair  of  scissors. 
•  Continuity  oj  performance.  Pro- 

ducers are  excited  by  prospect  of  cap- 

turing whole  performances  on  tape. 

Says  CBS'  Hob  Milford:  "The  actor 
will  be  able  to  earn  through  his  role 

as  an  integrated  performance,  as  in 

live  production.  This  should  be  a  tre- 

mendous advantage  which  can  onl\  ac- 

crue to  the  benefit  of  show  qualitv .'' •  Live-tape  combinations:  Use  of 

recorded  inserts  in  live  dramatic  -hows 

mav  be  expected  to  increase.  Film  in- 
serts are  common  now.  Speed  and 

economv  of  tape  shooting  will  give  pro- 

ducers freer  hand  to  enrich  live  pro- 

ductions with  movie-type  sequences. 

•  Schedule  flexibility:  With  tape  it 

is  no  longer  necessary  to  keep  talent 

on  hand  for  entire  production  period. 

If  necessary,  you  can  record  separate 

sections  at  different  periods  ol  time 
when  performers  are  available.  Simpl) 

splicing  sections  together  will  give  you 

a  complete  show.  \\  idelv  varied  use  of 

audio  lape  suggests  parallel  applica- 
tion in  v  ideo. 

Live    standards    up.     Even    shows 

which  remain  live  are  expected  to  im- 
prove. Herbert  Bayard  Swope,  Jr.,  an 

executive  produce!  al  NIK  who  pro- 
duced the  l!(  \  .  oloi  lape  demonstra- 

tion -how.  feels  that  tape  will  bring 

aboul    "an    incredible    improvement    in 
standards  for  the  public.  Reason:  it 
allow-  von  to  see  and  stud)  the  show 

before  ii  goes  on.  In  effect,  says  Swope, 

tape  "gives  the  directoi  another  eye." \uditiiui-  will  be  affected.  VBC 

Prog.  Prod.  Mgr.  Charles  Mortimer 

enthuses  ovei    lape'-  abilitj    to  permit 
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DASHING  ? 
INDIANA 

OHIO 

This   is   WAVETV's    coverage  J 
area,    based    on    engineering    ̂  
studies    and    mail     response. 

KENTUCKY 

£&dfl 

l** 
If  you're  rushing  hither  and  yon,  seeking  the 

biggest  TV  audience  in  Kentucky  and 

Southern  Indiana,  use  your  head  — 

prop  a  telephone  against  it  and... 

CALL  YOUR  REGIONAL  DISTRIBUTORS ! 

Go  ahead,  talk  with  your  jobber  in 

Louisville  .  .  . 

.  .  .  then  in  Evansville  (101  air  miles) 

.  .  .  then  in  Lexington  (78  air  miles) 

Ask  each,  "What  TV  stations  do  you  and  your 

neighbors  prefer?" 

The  calls  will  cost  a  few  bucks,  but  you'll  have  the 
facts . . .  and  you  can  relax  again! 

WAVE-TV 
CHANNEL 3 LOUISVILLE 
FIRST  IN  KENTUCKY 

Affiliated  with  NBC,  ABC,  DUMONT 

|INBC1  SPOT   SALES 

Exclusive  National  Representatives 
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an  increase  in  the  number  of  "on  cam- 

era" auditions,  simpl)  because  ol  ease 
and  time  savings,  as  well  as  low  cost. 

Film  versus  tape:  Some  film  produc- 

ers have  given  little  thought  to  tape, 
some  arc  skeptical  about  its  ability  to 

compete  with  film,  but  others,  like  Hi 

Brown,  maintain  that  tape's  economy 
and  convenience  make  it  film's  inevita- 

ble replacement. 

Tape's  pioneers  leave  no  question  of 
their  final  aim.  "In  its  ultimately  de- 

veloped state  VTR  can  replace  any 

photographic  motion  picture  method."" 

declared  BCE  Chief  Engineer  John  T. 
Mullen  a  \ear  and  a  half  ago.  And 

"electronic  photographx "'  i-  how  Sar- 
nofl  describes  the  new  recording  tech- 

nique. 
Here  arc  the  advantages  cited  by 

producers  which  give  tape  the  edge 
over  film  in  the  long  run: 

1.  No  labs  or  processing.  Biggest 

headache  in  filming,  say  producers,  is 

waiting  for  labs  to  process  and  print. 
\ll  this  disappears  with  tape.  Only 

post-production  processing  needed  is 

dubbing  of  "prints."  Instead  of  wait- 
ing week  for  the  finished  product,  you 

WICHITA* SURVEY 

■jr    "The  Wichita  Television  Audience"  — 
An  ARB  Metropolitan  Area  Report,  January  1955. 

KTVH  Leads  with  ARB  / 

7  OUT  OF  10 

Leading  Film  Shows 

ARE  ON  KTVH 

7  OUT  OF  10 

Leading  Network  Shows 

ARE  ON  KTVH 

Pulse    Report,    November    1954,    also 
gives  KTVH  credit  lor  being  the  lead 
ing  television  station  in  the  area  with 
K)  out  ol    10  leading  film  shows,  and 
10  out  of   10  leading  network  shows. 

The  area  Pulse  and  the  ARB  in  Wichita 

prove  what  Wind)  lias  been  saying  — 
"KTVH  does  the  job  in  Wichita  and 
provides  a  bonus  area  of  14  other  im- 

portant communities. 

WINDY  SAYS,  "BUY  KTVH  AND  COVER  CENTRAL  KANSAS " 

VHF  240,000  WATTS 
KTVH,  pioneer  stotion  in  rich 
Cenlrol  Kansas,  serves  more 
than  14  important  communities 
besides  Wichita.  Main  office 
and  studios  in  Hutchinson;  of- 

fice and  studio  in  Wichita  (Ho- 
tel Lassen).  Howard  O.  Peter- 
son, General  Manager. 

KTVH 
HUTCHINSON 

CHANNEL 
CBS    BASIC  -  DUMONT 

Represented  Nationally 
by  H  R  Representatives,  fnc. 

12 

walk  out  of  the  studio  with  it. 

2.  Instant  "rushes."  You  don't  have 
to  wait  for  rushes  to  see  what  you 

have.  Says  the  head  of  new  program- 
ing developments  for  a  top  10  agency: 

"You  have  the  people  there  for  retakes. 

\  ou  don't  have  to  reschedule  shooting, 
hoping  that  cast  and  crew  will  be  avail- 

able when  you  are  and  studio  time  is 

available." 

3.  Editing  ease.  Film  requires  spe- 
cial editing  techniques,  involves  skilled 

speciailists.  For  the  average  produc- 
tion, say  tape  advocates,  the  director 

can  do  the  job  alone  since  everything 

will  be  on  one  piece  of  tape  and  s\  n- 
chronized.  Herbert  Bayard  Swope,  Jr. 

expects  a  trend  toward  greater  use  of 
live  t\  <ulting  techniques.  In  a  live 
show,  the  director  selects  shots  while 

the  program  is  on  the  air,  cutting  is 

"instantaneous."  By  utilizing  three  tv 
cameras,  says  Swope,  you  have  what 
amounts  to  a  live  setup.  You  can  cut 
via  the  control  board  as  you  tape  the 

show,  obtaining  editing  effects,  along 

with  board  wipes,  dissolves  and  fades 

without  getting  involved  at  all  in  film 

editing  problem-. 
Swope  envisages  the  possibilitv  of 

utilizing  three  tapes  running  simul- 
taneously, one  for  each  camera,  plus  a 

fourth  recording  the  composite  picture. 

In  this  even  film-like  editing  techniques 

might  then  be  employed  to  improve  the 
show,  since  unsatisfactory  shots  could 

be  removed  and  replaced  with  others 
alread)   recorded. 

Filmmakers,  however,  caution  that 

-\  ii<  linmou-  tape  limits  editing  to  the 

simple  operation-.  Film  editing's  great 
flexibility,  thej  point  out,  stems  from 
the  use  ol  separate  sound  track. 

5.  Time  savings.  Total  production 
time  can  be  cut  down  to  a  dav  if  nec- 

essary, perhaps  hours.  This  is  of  espe- 
cial significance  where  commercials  are 

concerned.  "Sometimes  a  client  does 
not  formulate  his  thinking  exactly  until 

late  in  a  project,"  reflects  Lennen  & 
Newell  v.p.  and  general  manager  Frank 

Barton,  "Or  for  some  unavoidable  rea- 
son he  maj  change  his  mind  after  pro- 

duction has  started.  When  you  work 

within  the  inflexible  limits  set  by  date-. 

an)  changes  produce  headaches.  V\  ith 
tape  ii  should  be  theoreticall)  possible 

i<>  work  |>i acticalfj  up  to  the  lasl  min- 

ute if  need  be." The  real  time  sax  oil-  ic-iills  from 

the  elimination  ol  pro*  essing.  No  long- 
ei  will  \oii  ha\e  to  wait  as  long  lor 

prints,  opine-  Iwl'eit  Wall,  commer- 
cial manager  of  the  i-t\  department  of 
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The  maze  —  of  details  involved  in  expert  film  processing  presents  no  problem  at  Preci- 
sion. Skilled  technicians,  exclusive  equipment,  and  expert  research  groups  team  up  constantly 

to  keep  performance  at  the  highest  possible  level.  Precision-processed  film  is  recognized  by 

industry  leaders— producers,  directors,  cameramen— as  the  finest  in  the  field. 

Just  one  example  of  advanced  film  printing  methods  is  the  individual  Printing  Control  Strip 

technique— available  only  at  Precision.  This  Strip  permits  complete  printing  control  without 

notching  or  altering  th  e  orig  inal  film  in  any  way— and  may  be  filed  for  later  precise  duplication. 

In  everything  there  is  one  best . . .  in  film  processing,  it's  Precision. 

P\R\E\C\I S  I  0  N 
FILM  LABORATORIES,  INC 

21         WEST         46TH  STREET.'         NEW         YORK         36  N.        Y. 

jLmmmmmmmmmmmmmXmmmmmmmmmmmmCmmmm^^mimJLmmmmmmmmmimm^ 

A  division  of  J.  A.  Maurer,  Inc. 

21  MARCH  1955 
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Hans  15.  Cohen.  On  the  program  level, 

add-  Transfilm's  Lowendahl,  this  ma) 
involve  savings  of  several  week-  at  a 
time. 

6.  Over -all  economy.  Hi  Brown  ex- 

pects to  cut  production  costs  about 
.  ( Ithers  are  unu  tiling  to  estimate 

precisely,  l>ut  there  is  universal  expec- 
tation thai  costs  will  be  lowered.  These 

arc  the  factors:  no  lab  i  osts;  small  raw 

stock  costs,  since  tape  can  be  re-used 

and  no  work-prints  are  needed:  re- 

duced  studio  time  as  shooting  gets  sim- 
pler. One  producer  estimates  that  since 

tape  recording   will   resemble  live  pro- 

duction   a    fail    comparison    would   be 

between  doing  a  show  on  film  and 

doing  it  live;  ordinarily,  he  savs.  this 

means  approximated  2V  It-"  e\pen-e 
for  live  t\ . 

Oiifsiiitiiiiif;  voices:  Not  all  think 

tape  will  deli\er  as  claimed.  "I  am  not 
convinced  that  tape  will  change  our 

operation  markedly,"  says  D-F-S  film 
commercial  producer  Robert  Johnson. 

For  all  its  advantages,  he  maintain-, 
tape  is  limited  to  what  the  t\  system 
ran  deliver.  Its  convenience  and  econ- 

omies  disappear    the    moment    sou    get 

In "THE  VOICE 

OF  LONG  ISLAND" 

ONE  STATION- WHLI 
DOMINATES    LISTENING 

...  in  the  Major  Long  Island  Market 

Morning        Afternoon 

WHLI  23       23 
Network   "A"  20  21 

PU    SE"       W   Network    "B"  9  12 
Network  "C"  9  7 
Ind.  Station  (N.  Y.  C.)  7  9 

Network  "D"  9  6 
All  Others  15  17 

One    Station   WHLI  —  ̂ as  a   'arSer  daytime  audience 

in  the  Major  Long  Island  Market  than  any  network  or  inde- 

pendent  station! 

WHLI AM   1100 

FM   98.3 

HEMPSTEAD 

LONG  ISLAND.  N.  Y. 

Paul     Godofsky,     Prcs 

Represented    by    Rombcau 

into  highlj  complex  effects.   These  still 

require  painstaking  production  tech- 

niques if  top  quality  is  to  be  achieved. 

Movie  men  question  tapes  abilits 

to  handle  certain  opticals.  Standard 

wipes,  dissolves,  fades  can  be  handled 

electronically,  but  what  about  the  in- 
voked super-imposition,  the  special  ef- 

fect requiring  five  strips  of  film,  ani- 
mation? 

Motion  Picture  Stages  head.  Charles 

Vetter,  Jr.  doesn't  think  that  live  tech- 
niques can  ever  give  you  the  precision 

and  polish  of  film.  Nor  do  the  much- 
vaunted  savings  in  lab  costs  impress 

him.  since,  so  far  as  commercials  are 

concerned,  they  seldom  exceed  $150- 

200  for  the  average  job,  he  maintain-. 

\  practical  concern  is  voiced  b) 

Filmwright  Productions  president  Max 

Olandbard.  "  \ssuming  that  tape  is  the 

coming  thing."  he  says,  "what  do  we 
do  in  the  transition  period?  Before  all 

stations  are  equipped,  do  we  shoot  on 

film  or  tape?  Or  do  we  shoot  on  both? 
Can  we  dub  from  one  to  the  other? 

\iid  what  do  we  do  if  some  stations 

have  RCA  and  others  Crosby  equip- 
ment? The)  use  different  principles  of 

recording  and  run  at  different  speeds, 

so  the)   are  probably  not  compatible. 

This  raises  a  question  that  ssill  be 
much  in  the  fore  in  the  sears  ahead. 

Both  RCA  and  BCK  arc  going  ahead 

ssith  their  incompatible  s\  stems.  Sta- 
tions will  have  to  purchase  one  or  the 

other.  The  competitive  battle  ssill  be 
keen. 

Problem   of  editing  tape   was   raised 

bs  mans  ol  those  surveyed.  BCE 

claims  that  it  has  perfected  editing 

equipment  which  allows  sou  to  look  at 
equivalent  of  a  single  frame  at  a  time 
and  listen  to  the  -s  nchroni/ed  sound. 

Control  of  a  future  giant  industry 

ma)  be  at  -take.  Although  BCE  has  no 
formal  network  affiliation  as  HC  \  has 

ssith  NBC.  it  is  reliabls  reported  lli.it  a 

rival  network  is  lending  it  a  coopera- 
tive band,  making  costl)  facilities 

as  ailable  l"i  experimentation. 

Film  or  recording?  Should  taping 

be  classified  as  movie  making  or  as  re- 
i  ording?  I>  it  in  the  <  ategoi  j  of  film 
or  teles  ision?  Some  predict  Ben  e 

struggles  between  \  VBET  and  I  \ TS1 
I., i  | ii i  isdi<  t i. .n.  \t  the  present  time  is 

<  ameramen  belong  to  \  VBET,  motion 

picture  cameramen  to  IATSE.  1  he 
same  problem  exists  with  propert) 

men  and  the  like  Valuable  jobs  are  at 

Stake.  How  it  ssill  all  turn  out,  no  one 

knoss-    lodas.  *    *    * 
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How  BIG 

You've  Grown! 

You  bet.  Just  six  short  years  ago  you  couldn't  have  found  a  single  television 
set  in  all  of  Northern  California.  Now,  there  are  well  over  a  million,  with 

the  number  growing  every  day. 

Put  it  another  way  —  more  than  75%  of  all  homes  in  Northern  California 

are  now  enjoying  television  entertainment.  And  you  can  reach  them  all 

with  one  medium  if  you  place  your  sales  message  on  TV. 

Your  first  choice  in  Northern  California  is  KRON-TV,  which  gives  you 

the  best  and  most  complete  coverage  over  the  greatest  area. 

Son  f%attcC4c& 

AFFILIATED  WITH  THE  S.  F.  CHRONICLE    A 

AND  THE  NBC-TV  NETWORK  ON  CHANNEL  H" 

No.  3  in  the  series,  "What  Every  Time  Buyer  Should  Know  About  KRON-TV" 

Represented  Nationally  by  Free  &  Peters,  Inc. 

21   MARCH  1955 
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NOW  A  bay  tkol  m/ifeeA  a6nW 

Negro  Radio  South  delivers  these  markets: 

•  Houston  —  KCOH 

•  New  Orleans-  WMRY 

•  Ft.  Worth- Dallas  -  KNOK 
(Formerly  KWBC) 

Negro  Radio  South  brings  you: 

•  A  COMBINED   NEGRO   POPULATION   OF    1,200,620 

•  A  COMBINED  TOTAL   POPULATION   OF    5,469,194 

•  A  COMBINED  BUYING   POWER  OF    $8,417,698,000 

Represented  Nationally  by: 

Gill-Perna,  Inc. 

Lee  F.  O'Connell  for  West  Coast 

(Source!:    U.   S.   Deportment  of  Commerce  1950 
Censut  ond    1954   Survey  of  Buying   Power.) lie 
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N                         I 

The  World  We         Am"  '"'  *"
"* 

„„j""  i 

Canatrji  &ty« 

N                             L 

firanrt     ni.     0o,y 

Eu)    Money 

i'aili                      T 

n  "Brrlr  t 
11   J    KrjnolJj 

N                         I 

IS^N     u.15-10    I C-E                  |S5 

L U  ht  J.20Q0 

»«.£«.. 

suto  .1  m. 

!  Trout  Cnenolei 

8^°"t 

s~ 
"r.ss-- 

B4W       in -f       L 

0«.    Or. 

Ortheatra I                         L 

Flbbar   UeGaa 4     Haily 
iuo-ih      T 

Dane*    Orel 

Danes 

Flbbar   UcGaa 
t    Molly 

[        iun-Ui        T Edward    Morgan             "" 

i  *"  uiuiatT1  L      0tne*  0rtft 

JBC     S*mDht»ny 

Onheitra 

Flbbar    MoQaa 

tV  MaUy 

.^r^
~L 

V»r  """m-f"     I 
Dura 

&     Molly 

Great    ClTdeTiU 

Evening      Nm 

Family 

a          '        i 

Var                      1 

|=P 

Saturday  night 

c 

T..      W, .!,._.    HH 

ft* 

a?  *"H 

oun-lh        T 

Ibert  F.  Warner Groat     Gilder.lv 
BuenaSpaTk          1 

lit                       L 

: 

BC                       L 

irtal   Giidenw 

N 

Ortheitu 

Tar                         I, 
t 

•m         °n' 
 T( 

artha  Lw  Harp 

"TJJT  r. 

T 

Take    SO 

LaVT 

Dana*    Oreo. 

B/M.  S6000 .'■.'Ii.^.nI^l'    !   D»nm'i°,t''  L 

nr           *             L 

S/«H.  J6000 

.■as*, 
rllghliohta 

NT                          1 

N 

ii~w-H 

Wuhlngton 
UnVrrnTtad N                         L 

L 

Winnipeg 

uoday  CmirU 

Songi  by  Dim '"if"'" kIa»N    Beeiln ub                     L 

Singing    with in.    etv. r-n 

"K 

llurian      cum 

ifi.    Suu-a 
T 

oo-ou                  MutUAl     rteporti 

r          m-f          L     ,    the    Newi 

e«i N                         T 

N         "        *""     I 

ASSJaVl 
Songi    by    Dlnl 

N                  r ;-tr»; 

„  "4?"  , 

mortar?  aTaT"
 

H 
IS           ""           I 

Globi  Tratter 

T 

djUj 

1 
i.llT/        L 

.-Ji-. 

UN    Radio 

No    nrlwori 

vjs^bt  l 
,rvr\ 

1             D-I             L 

mjg* 

JlJSHSl      l 

'1 

us.r"  ' 

No   netvrork 

„r:,  ^ 

v.?'"'™"""  1 

"S,,1!.-:" No  oaiwork 

c„l-T,  ■ 

Var         m-f      '  : 

-..sr 

Var                      U 

Airman    at    Nat 

L£rL*
 

Dane* 

1-^4 

■£"".r\ 

1-^-,^ 

i 

l^'.I 

'"""■■""■■ 

11^'J 

v«  ,f"*mT'  C  I 

St/letly  Tram N J--, 

"•.ssr*  H 

lend  pxplanadoiu  i«  help  yon  use  (his  chart  Sponsors  listed  alphabet!* rally   with  agency  and  time  on  air 
ilener    A    Tan    nipef 

L:|l.'eD<T':t.a^.?|rielj"TlJA    "to"?'  *■"•     Brtr*    Campbell-Ullhun:    NBC,    Th    140- 

imni.i.   Ii.ij.ll  A  J 

tflUtM    NYC.    oilier    [.alula. 

TPb.<r«,    BUDO:  CBS.  i 

t:li,  r»  J  '■   '  :'''-    •i"lo^ll»oldWIM%aV«ai,°^^ada^    Ul^Tu^oi'TVaelL 
V"**  "U^";,*?*?,1!  "V"*.  M-»  II  «-Jtn:  »  Paya  U  be   Married.  M-F  8:45- 

M.It.-r.al  1      CBS.     M  F 

Aaaambllea    at     Gad,     W      F.     Bannet 

^f  Bankara    Life    &    Casualty,    Gram. 

a  aieuUuued   are   pluciad   u 

Beltone.  Ollm  4  Bnmoer:  ABC.  8.11  0:18-80  urn; 

Billy  Grehem.  W  F.  Btn'net"  ABC.  8 no  tJO-l  pm 
Brlitel-Myart.  DCS3     CBB.  F  «:J0.iii  pm:  uTw, 

CBS-Cnlumhla,     Belti:    CBB,    Bun    TJ0-3    pi 

ChrHtlin    8t      Monitor,     WaJton-BglUrflald: 
Tu    a^io-30    pm 

Ctiureh  of  Chriit,  Martin  A  Co.:  ABC.  Sun  ! 
CIO.   Henry  J, 

Coa.t     riihrr|fi,"'L,"EO'"BekeV:*  NBC.     M. 

a-Cola,   D'Artyt  MB8.  T.  ' 

Goefflotlea,    Frank    ] 

■30    pro 

Bkfl..   Bataa:  CBB.   1 

-   t.S0-10  Pro 

rBC,  M.  w.  r 
ColgaU-Pelm.°PMt,*^-Uy:*'NB'c!     U-F     U-U'tt 

os;    IOI 

Dalea   Prodi,    C-E 

iierml    Fmi.   nan-  •«».    M-F  12-12  10  pro; 

,       .       .      ..- 

rena,   Hkka  A  Orolit:   CB8,   alt  F  1 

:   CB9,    T.VY.F    1 

''"u   '"flim'V'^O  'pm  n  n>    ""*''    ""*" 

Pat    Milk    Co.,    Oardnnr: 

MBS,  M-J?  8-0:30  pm 

CBS.    M-F    10:10:15    an 

r9:30*pm:  MB3'  M"F  llM'}i 
 "'  CBS' 

Pharmaao,     DC9S:     NBC 

M-F    S30-41     pm     (al 

Layman'.    Laagua,    Oothain:    MBS,    Sun 
MBS.    Sl(    1130-55   am 

Soap    (8»eathiart>.  Scbeld.ler.   Back  ft 

Ph"^,';,nM^*!lo,»Apm°'•w., 

..     Burnett:    NBC.    Tu    0-0:90    pm 

oratorio*,    Oeodrey   Wade:   NBC.  Tu,   W. 

owing.   IIOUUIIUJ   MBS,   M.  W,   F  0:33- 

■■"SSffl 

Comptan.    D-F-H,   TAB 

Minlnn   S.    Mil..    1       CBB.   .1.    W. Radio    Bible    Claat,    ■»!» le)     O.     Boynton:     MBR 

Omaha.    Smell    ft    lacobi:    UBB,     Buo 

Radla  Church  at  God.  B 
Bun    i-'  'Jii-i    pm 

Rem  Cough  Drape.  Nybur 

ntlnilao  Pannelae:  ABC, 

|1  NBC,  T.  Tn  B:(S-0pm ft      Cauelbarry.      (Nutrlllta).      Dan     B 

"'  'hg^'J. 

:  NBC   M.'.J.'l.Yr? 

.-Ootlbelt:    NBC.    II.    W.    F 

i   ft  Darti:  NBC.   TV   10- 

GOING  PLACES? ...  Then  include  KSL 
Radio  and  the  Salt  Lake  Market,  where  over  a 

million  spend  more  than  a  billion. 
Fact  is,  the  million  and  a  quarter  people  who  live 
in  this  Mountain  West  Market  annually  spend 

enough  to  top  such  cities  as  Washington,  D.C., 
San  Francisco,  Boston  and  Baltimore  in  retail 

sales. 
And  only  KSL  Radio  covers  this  market  com- 
pletely. 
CBS  Radio  Spot  Sales  have  the  full  KSL  story: 

market,  coverage,  costs,  audience  and  ratings. 

KSL Radio  ...Salt  Lake  City,  Utah 
'Sources  on  request. 

llay  Jr.  Co.,  RAB:  CBS.  Sun  *  I  10  paa:  i 
lyainaa:   CBB,   W   IIM  pa> J 
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RADIO  COMPARAGRAPH OF  NETWORK  PROGRAMS 
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^^                           SUNDAY                             MONDAY 
TUESDAY                             WEDNESDAY                             THURSDA1 FRIDAY                       1      SATURDAY 

BHTii                    l 
Chureh    *f     tt» 

Tar                   LAT 
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M50rR*p             T 

National     Radio 
Pulpit 

N                             L 
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N         ™„T         L 

M        a-l        b S          m-l   L 

Break    ttia    Bank 
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Wod.              M700 
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Build]  Ufa:  RAt 
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N          m-(          t 
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wSf™ 

n*dfrey*in.n  a 
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N          m-f          1     Geo  rdi         YA 
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_  Gueit   Time         Doackln     Prod 
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__^__ 
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r«at 

Sana,, 

(tn. 

,WF, 

Carl     Warren'* 
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D-F-8 
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»''iw»         11500 

~ |&a's^--s 
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N          mT         L I'V'l 

k",S£F,s 

Do*lS-? ' """ 10M'*5 

S2JN  '     In. It, 

F.  BlndJttf  naa 

£""  W  M 
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Kraft"
^."" 

Break     tile     Bji 
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Salt*    Patrol 

• 

Stebbint         1 

H.  hr    tl'l 

£v%$ Erwln.    Wa»y 

WfH?mS''     FCK.^»T"Co 

Lto  Burnett 
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"*  """

 

Erwln.   Waaey 

Hs^, 
l„j5"'r,% 

BBDi°o  ™.Ti*Kf 

Break    th*    Bank 

■  b Salt    Lak*    City 

Stll   1,  City        L 

Fnn«     J     Ernr.l 

Dawn    Bible 

171N                       T 

Nova     11-11   05 

N                         t 

Parli 

N"                      T Loo     Burnatt 

ContlnmLaJ   Bit 

iatoa            MS78 etuu      n-l      t 

LAN   inaro  oiiOO 

(OOH10   m'-t    *T 
Em                13*00 Phriw,   (hat    dk*. 

SIN  11:16-30  L 

hssM  J. 

Tonl   Co 
Went'  A     Goller 

Plllibury    unit La*    Bur— H 

Eity 

h^d 

"pilRfc 

Florida    Calling 

NL1D  1I:25  3°       E,& 
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N           m  f  _      I 
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.,,,.„„. 
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12001 

N  N   ̂'""""l 
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11»N        II) -1         T, 
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Bofond    Chan  to 

3-Clty     By-LIn* Vor         m-f          L 

PAQ     liory  man 

RIB 

C&tZi 

■AVEJSJ 

BAB 

Th*  Thro*   Plan! 

v,r          m  '         l      m-i    lie*   monl 

BAB 

old    aoldi 

»»« 
■ss^oSb" 

lJ 

£'HZ- 

^3wuh  "**   l 

Lurry     L*Si>eur 

Tti*  Leading 

QuMllOO 

iI:M-M 

US   Marin*   Bind 
W*ih                      L 

Hull*  far 
RaluatlM 

S    V""r">*    L 

Armour.    HHAMo 
'AG.       Com  p  ton 

TBA 

Valentin*          Arnlogr>   HHAM. 

N            tn-f           L   PA0         comnton 

np     ...    it.    v*  o ™ -■ """""' » 
PS.O.    '  Comptoo 

TBi 

»jr- 

N          m-f          L 

Frank     Farrell 

N         m-f         h 

Wondy    W*rr-n 
PAG.    '  Comploi Capitol    lonimen 

Kraft     F(U.     m- 

H»lmn>'i 

Ch         m-r         L 

•v*- 

„-     "ttS"     L 

Wendy     W»rr.n 

Armour.   HHAM 

» 
Roment* 

*                   "  1 
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FCAB            I30W 
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^CAB 
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1 

NLAB      U:U-n 
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Ch        m-f        L 

Lunchen.     with 

Frank     Farrell N         m-f         L 
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■ht  otarnal  light U&iJ        T»»   WWW ■\        Tamnrwa 
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"urrey"*   
""* 
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-„sr 

No    network 
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Mtrr,     Mlilmm 
*                         T 
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T,"XlS 

""'"'- 

=?  = 

S.ff-S) 

Mun.
y"" 

Hirlin           HaOu 

^H~'pflarlaiaa 

Century  Ad* 

A  nth  ol  oty 

C         "nW         L 
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J£T"  F*£oo "JST* 

ro'*op 
 "'"' 

„ 

....Hj™,,... 

JilF- 

C    Foiter    newt 

N°€F' 

C         m'-r"        L 
I53N        m-f        L 
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Mutle  Bei 

P..,K.nj„... 

R.<,if    rf     llf. 

C    fwci    n..i 
Bu«t          U   |          L 

njp. 
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City  He.pir.1 

I05N 

:-e            I5si 

.■jar 
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.    .  .:.      ten    ^ 

i-F-a  """wzsu 
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r."r> P  oiV"i 

>  ""Irr  i 
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JS, 
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;-e   »sso 

Chicago 

round  tab  Is 
No    network Mrrlc* ™ 

;om»t«i       |7uu N     *   n-[         l 

"'iSK!!"* 
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H           m-f"  *    L 
r'M-'t 

Ted     Steel* 

If          m-r          L 

S'.SF 
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N         m-r         i  N         0>,r         " 

"•-sir 

^.ay 

,«jr; 

Reporting 

-'ffiSli"'* 

Lutheran     hour Lutheran     Lay 

i'ethani            1700 
V 
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Campion 
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'" 

PAOd|l"Vl^,'B 
Hotline   Water* 

HwMb          utao 

S»mphim»tt« 

Far        moo        L 

V.r                             L 

Jan    Mia'    floiirt JFB  m.w.ri»00 
Martin  Black 

Show 

,  m-r  ijs.4 

*                       LAT 

I08N        m"f        L 
IHAMo       «Q0v 

>.-:,!..:       1,1,-:. 

■  i  "'     ]:uVw. 
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»'..sr 

m-r           Jham'" 
 m" 
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^  u   '           i. 
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Martin    Block 
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*  mf" 
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m"r                  Shellkh   GrahanT 
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m-f    l:«5-( 

N                      LAT 
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  "^ 

Game     of                 V8    nMmrfc 

No    network 

BtU    MyTrion 

?nrt    Mr,      Rnrlm. 

Game     of                 No    network 

Vat  '""UL  m  **L 

Dance    Orch 

KudnerIS$i!M0    T""'*  w
"Mn 

thru  tn         * 

Army   Shew 

Fad  Sat 

BAB 1     wi.u  m 

Youth    Wanta 
to    Know 

Waih                   L 

She  Hah  Graham 

h  t.tb  fM-m  l 

Wt(ntr..ub       IMO 

n  f  »:SI-1 

«f                       LAT 

nniiol-Myora. 

DCSS  alt  .i. 

Tonl   Co.   WAG 

rJ..r*     Drake 

n-r     T***    mon) Wel»    &    Goller 

m-f    1J5-1 

jS^ftJjjjj 

^""''"V/~L 

•rwii  a> 

vJ.lai,,A*QBo'i?»r 

fAR               tZSHI 

m^H^nl-l 

VAR   
  "* 

flrlahttr  dty 

Oontvry          HftM 

New    York 

N         3X0- 1         L 

Weekend 

Sunday     "now,- 

niper      of      the 

Var                   UtT 

5*rh'    tTour     pro- 

$Vtso 

Martin  Blot* 

N       in-f       L*T 

S   «   hro  por(  rt 

S   U    hn  per  «* 
(IMS 

Willto,   h«i« 

N                             L 

flBOO 

arkMXi     Ilroirlne 

"J  m  lr,rit-S!IM  1. 

■rlnglo-GottMf 

Woman     In 

S"      m-r      IAT 

I41N       Ttir      L 
DCSS        !h  IIBOO 

::'•-£: 

ST                          !■ 
«      'nTr'      LftT 

Game    of    Day 

»"w-C 

"w^C' 
s-    ft™uw 

""»r  T"1 
NT                         L Metropolitan 

Opera 

N      *"  '    *    r. 

.B                  ISOOO 

HMD    P.«r> 
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L     Burnet
t"" 

LB      iharr   «B000 

g^''~"--" 

^HuSTar      '     UtT 

l^^lw   BMMtt  IIOOI 
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IM 
 ""'' 

p:?":r!r 

-r;  -;*;»;' 
PAH   r.mM.dntf 

N°.,"„"!"rk 

j*»i(S 

Ko   network 

HI      lo     t-.on'n,.. 

D^F-s'"   " 

°;s"£"2r! 

%«* 

wiS 

*jft* 

^SS" 

Ooapel      Bdciir 

MOB 

BMIMt.          ISSo' 

Afternoon 
Wi.h                l.*T 

«-S:W 

Nkk    Carter 

Var                   LAT 

17.2S0 

M  ■■'     
N         4-4:18         J. 

BettTcreeker 
No    atrwork 

Tar'     iutt-f        I. 

iwt  w-i  iSo-ae 
Srota   A    Dan 

N          tn-f          L 

B«l«.t...  r  .IU 

o'-F-S       '    S?g0fi 

N        a  15-30       T 

N             M-f              1 

Sot.     Pnitro 

Matinee 
•J          m-r          1, 

Oen  Ml*    ™V3II 

d'.f'-s Come    of    Day 

No    network         Comi-I   Srweln..irr( 

D^rk„ 

New*  t:5i-» 

f.eme     of     fnv 

f     ■ 

v         m-f         I 

Sat      Pr,.lnn 

Latin    Quni-tor 
(len   Ml*    l:M-M 

D-F-S 

Br ii,.   A    Dan 

%TJZ 

Metropolitan 

■s 

IE'".Z' 

«.*"'»     !»■"*. 
BB(orMn«DTMii 

Tr   ry 
H                       LAT 

Burnott      '   12000 

Troaiury 

H                       I.AT 

.  ■"=», 

*a 
.«;™"

 

"""".  i""' 

Banditand H                      LAI 

isfTtt  '  B>"f""f, 

SB«W           12500 

S™  r
™;' 

S*" """'' 

w-issr 

N  MmB!i"'B  L 

sniw
"™ 

Hn 

t^inrijiet  IVIttn'r 

Rabarl     Tfwrt 

CheTrolot          C-E 
N         IMt         L 

Nut']     Jlltrult    fn kae         taom 

kt"",""""i!*t 
r-«.^ 

■w 

-S.B- 

Juat   Pl.ln    Bin 

err    f«h    (them 
IMrf       tn-f       L 

B""Mm.f"~, 

■vgfr* 

A     TJlil'rn       (4IJ0 

Bobbv    Benton 

C"°««lr 

Mmlnl     cinrin 

Fred     Bttk 

Show 

™ 

Oath  Brown  now. 
KraTl  Fdt 

"™".";".r" 

rji 

m-r 

»^]£r' 

"r'S".5^ Mu..e.Im  t»r» 

"VBS* 

■ 

™!'iv;,.,"p,' 

Jwi . 

Fred    Bttk 

Shoo 

H         m-f         T 

Gloria    Parker 
N         m-r         I 

^pSrd 

Fred     Beck 

Show 

n        m  r       ■ 

Jrs-r 

.T^s-sl 

H   "V*    ' 

er-, 

Trao     detwtlw* 

KtUbmi  * 

Dan   B. 
Minor           MOM 

B70N      S:6S-d      t 

NLAB              tn-f 
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IN  INLAND  CALIFORNIA  (and  western  Nevada) 

-RADIO 

DELIVERS  MORE 
FOR  THE  MONEY 

KOH/O  "NO 
KFBK   °   SACRAMENTO 

,M  \ 

KWG   ©  STOCKTON 
f  \ 

KMJ  ©  ""NO 

">  \ 

O  BAKERSFIELD 

These  five  inland  radio  stations,  purchased  as  a  unit, 

give  you  more  listeners  than  any  competitive  com- 
bination of  local  stations  .  .  .  and  in  Inland  California 

more  listeners  than  the  2  leading  San  Francisco 
stations  and  the  3  leading  Los  Angeles  stations  com- 

bined .  .  .  and  at  the  lowest  cost  per  thousand! 
(SAMS  and  SR&D) 

In  this  independent  inland  area  —  separated  from 
the  Coast  by  mountains  —  the  Beeline  taps  a  net 
effective  buying  income  of  nearly  $4  billion.  (Sales 

Management's  1954  Copyrighted  Survey) 

21  MARCH  1955 

AA°  CLATCHY 

3^  O  AD  CASTI N  & 

COAA-PANY 
SACRAMENTO,    CALIFORNIA 

Paul    H.    Raymer    Co.,    National    Representative 
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SCHWEPPES 

{Continued  from  page  33) 

was  how  to  convince  old  and  new  cus- 

tomers that  the  qualit\  of  Schweppes 

products  was  unchanged — despite  a 
change  in  label  and  a  reduction  in 

price  then  possible  from  45c  to  50c 
a  bottle  for  the  Quinine  Water  down  to 
18c  a  bottle  for  the  domestic  product. 

In  conferences  between  Al  Steele, 

president  of  Pepsi-Cola,  which  has  the 
franchise  for  the  American  market, 

and  David  Ogilvy,   president  of  Ogib 

\\.  Benson  &  .Mather,  it  was  decided 

to  present  the  facts  in  a  straightfor- 
ward   and    interesting    manner. 

The  basic  story  was  that  the  same 

secret  "elixir.'"  or  concentrate,  for  the 
Quinine  Water  would  now  be  shipped 

over  from  England  and  the  Sclnvep- 
pervescence  added  here  when  it  was 

bottled.  How  to  explain  the  price  re- 
duction for  the  domestic  product?  The 

initial  print  and  radio  copy  told  it 
straight  : 

"And  now  that  Schweppes  have  giv- 
en up  the  e\lra\  aganl  practice  of  trans- 

SOON  I ,000,000  WATTS  ...  to  better  cover  the 

all  UHF  Scran  ton,  Wilkes-Barre,  Hazleton 

area,  the  nation's  28th  market. 

BETTER  PROGRAMMING  . . .  all  of  the  top  CBS 

shows  are  on  WGBI-TV. 

LARGER  AUDIENCES  ..  Pulse  reports  a  steady 

gain  in  share  of  audience ...  shows  WGBI- 
TV  with  the  largest  number  of  viewers  for 

any  one  time  period  of  any  station  in  the 
area. 

MORE  POWER  . . .  Ratings  are  up . . .  but  costs  are 

si  ill  low.  Now  is  the  time  to  buy  WGBI-TV. 
Establish  your  TV  franchise  in  the  all  UHF 
Northeastern  Pennsylvania  market. 

*  CP  gronled  February   1955 

*'  '54  Sales  Management  — total  of  two  metropolitan  city  areas 
*'*  Nov.  Tclepulse  report 

Talk  to  your 

BLAIR-TV 
man  today 

porting  heavy  bottles  across  3,000 
miles  of  Atlantic  Ocean,  you  can  buy 

their  Quinine  Water  for  little  more 
than  ordinary  mixes  at  your  favorite 

retail  store." In  seeking  a  dramatic  illustration  for 

the  story  told  by  the  first  ads  and  ra- 
dio commercial-,  it  was  again  decided 

to  give  the  facts.  This  was  the  wax 
Commander  Whitehead  came  into  the 

picture,  reluctantly  as  far  as  the  in- 
jection of  his  personality  into  the  cam- 

paign as  its  chief  character  was  con- cerned. 

The  Commander,  head  of  the 

Schweppes  international  export  oper- 
ation, had  in  fact  come  to  the  United 

States  to  work  with  the  Schweppes  and 

Pepsi-Cola  executives  and  chemists  to 

see  that,  as  the  copy  said,  "every  drop 
of  Schweppes  Quinine  Water  bottled 
here  has  the  original  flavor  which  has 
made  it  the  essential  mixed  for  an 

authentic  Gin-and-Tonic  all  over  the 

world." 

Commander  Whitehead  was  per- 

suaded to  pose  getting  off  a  BOAC 
plane.  The  headline  in  the  print  copy 
and  the  main  theme  of  the  first  radio 

copy  was  "The  man  from  Schweppes 
arrives!"  Thus  was  the  now-famous 
Schweppes  campaign   born. 

The  campaign  was  an  immediate 
success.  Consumer  demand  for 

Schweppes  Quinine  Water  was  com- 
municated quickly  1>\  retailers  whose 

customers  asked  for  it.  Distribution 
and  sales  increased  rapidly. 

It  also  became  apparent  quickly  that 

the  distinguished  figure  of  Command- 
er Whitehead  with  his  beard  had 

caught  the  public  fancy.  He  was  per- 
suaded to  pose  for  a  whole  series  of 

ads. 
The  reaction  to  the  radio  commer- 

cials was  similar  and  equally  marked. 

Since  then  two  other  companion 

products.  Schweppes  (linger  Ale  and 

Schweppes  Club  Soda,  have  been  in- 
troduced. According  to  Pepsi  reports, 

the  qualit)  and  aristocracy  connota- 
tion- ol  the  Quinine  Water  campaign 

are  automatii  all\  being  associated  with 

the  newer  product-. 

While  the  Quinine  Water  at  pre.-ent 
enjovs  peak  sales  in  the  summertime 

in  the  growing  Gin-and-Tonic  market, 
the  entrj  of  Ginger  Ale  and  Club  Soda 

gives  bottlers  a  \ear-"round  business. 
The  same  basic  format  for  print  and 

radio  is  being  extended  to  the  adver- 
tising  for  Ginger  Ale  and  Club  Soda. 
This  also  means  that  Schweppes  radio 
schedules  w  ill  lend  to  spread  oul  ovei 
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sum 
station! 

What  do  you  look  for  when  you  buy  Chicago 

radio'.'  You  begin,  naturally,  with  blanket 

coverage  and  strong  rating  story. 

u  maq's  kind  of  coverage  and  ratings. 

But  then  you  look  for  the  add<  d  valm  s     the 

special  individual  ways  in  which  a  station 

can  do  a  bigger  job  for  advertisers.  And  WMAQ 

gives  advertisers  a  greater  sum  of  extra  values 

than  any  other  radio  station  in  Chicago: 

•  More  than  40  important  awards  during  the 

past  five  years  alone  — vivid  evidence  of 

wmaq's  pre-eminent  position  in  broadcasting 
and  advertising. 

•  Program  personalities  of  proven  audience 

appeal  in  every  category  of  popular 

programming. 

•  A  first  team  of  crack  news  reporters  whose 

names  are  household  words  far  beyond 

their  own  Middle  West. 

•  A  proud  record  of  long-time  sponsors  who 

have  been  successfully  selling  their  goods 

and  services  on  wmaq  for  as  long  as  19  years. 

•  A  30-year  record  of  service  to  public  and 

advertisers  —  the  longest-established 

Chicago  station. 

•  Finally,  a  management  whose  keynote  is: 

THE  PAY-OFF  IS  AT 
THE  POINT  OF  SALE 
And  the  application  : 

the  most  complete  and  active  merchandising 

service  iti  all  Chicago  radio,  featuring  flic 

spectacular  "Chain  Lightning"*  plan. 

By  any  accounting,  wmaq's  sum  of  added 
values  means  money-in-the-bank  for  every 

WMAQ  advertiser. 

RADIO  IN  CHICAGO 

a  service  of 

REPRESENTED  BY  NBC  SPOT  SALES 

*A  service  mark  of  NBC 



WREX-TV ROCKFORD»ILLINOIS 

^  *ABC  §g 

channel  1 

represented  by 

HR  TELEVISION,  INC. 

the   year   rather  than  be  concentrated 

onl)    during  the  hot  weather. 

At  thr  beginning  of  the  campaign 

two  years  ago,  everybod)  concerned 
tought  it  was  an  excellent  campaign. 
en  had  any  idea  of  the  extent  to 

which  it  would  penetrate  and  build 

Commander  Whitehead  quicklv  into  a 

celebrity.  Two  years  ago  he  was  a  dis- 
tinguished  looking  man  with  a  beard. 

Today  he  cannot  go  for  a  walk  in 
the  street,  into  a  restaurant,  an  air- 

line or  railroad  station  without  being 

recognized.  People  come  over  to  him, 
shake  hands  and  greet  him  cordially 

as  though  he  were  an  old  friend:  man) 

of  them  say.  "How  do  you  do,  Mr. 
Schweppes.  I  ve  seen  you  in  the  ad- 
vertising  and  on  radio  and  television. 
You  certainlv  have  the  most  distin- 

guished beard.  And  I  am  one  ol  \  out- 

best  Schweppes  customers!" 
Many,  especially  the  younger  set,  be- 

-ei^e  him  for  autographs.  All  of  this 
takes  extra  time  and  energy  from  the 

busy  Schweppes  executive  who  also  has 
the  title  of  President  of  Schweppes 

USA)    Ltd. 
\\  hitehead  appears  to  have  every  at- 

tribute of  the  exploitable  personality. 
Shortlv  after  the  advertising  campaign 

got  under  way,  he  received  numerous 
imitations  to  be  a  guest  on  television 

and  radio  shows,  including  Bob  Hope's 
show  among  many  others.  Life  has 
devoted  a  picture  story  to  him.  In  the 

past  18  months  he  has  appeared  on  at 
easl  00  radio  and  television  show-  and 

ha-  been  written  up  by  columnists  and 
in  feature  newspaper  stories. 

bast  fall  when  Commander  White- 

bead  was  in  celebrity-filled  Hollywood, 

stars  of  the  -tain re  of  (,iu\  Cooper 

asked  for  his  autograph.  One  com- 
mented: "\  ou  are  undoubtedly  the 

most  famous  Englishman  in  America." 

On  radio:  Commander  Whitehead's 
eleganl  radio  manner  stands  at  vari- 

ance with  frequent  practice  in  the  me- 
dium. TheOgilw.  Benson  and  Mather 

agencj  rejects  the  cherished  view  that 

you've  got  to  "rock  'em  and  sock  "em. 
prefers  to  treat  its  radio  audience  as 
adult  human  beings.  Here  are  the 

highpoints  of  the  radio  approach  us- 
ing commercials  performed  b\  Com- 

mandei  W  hilehead  as  outlined  b\  \  .p. 

How  aid  <  oiinell.  w  bo  bead-  up  radio 
and  t\  : 

I .  Most  manufacturers  are  too  stuf- 

fy, treat  I  he  product  out  of  all  propor- 
tion to  its  actual  importance  in  life  of 

the  consumer.    Too  main  commercials 

tend  to  talk  about  the  item  as  though 

it  ■'represents  the  second  coming  of 

Christ."  Schweppes  commercials,  on 
the  other  hand,  start  from  the  premise 

that  it  i-  onl)  a  drink  that  is  involved, 
nothing  reall)   \  ital. 

2.  People  are  grateful  for  the  "soft" 

approach.  The  "Get  it  today!""  shout of  too  main  commercials  is  ridiculous. 

Schweppes  even  suggests  you  don't 
hurry,  that  the  product  will  be  there 
when  you  are  good  and  read  v. 

3.  British  diction  is  a  great  atten- 
tion-getter. You  are  likely  to  stay  with 

the  commercial  simply  to  find  out  what 

it's  all  about.  "The  listener  has  to 
make  an  effort  to  understand  the  mes- 

sage. There  i-  a  lively  listener  col- 
laboration. As  a  result,  he  gets  the 

me-sage.  and.  we  hope,  remembers  it 

4.  Voice  and  manner  happily  com- 

bine to  suggest  the  aristocratic  charac- 
ter of  the  drink,  which  is  precisely 

what  the  compam   is  after. 

5.  The  Commander's  radio  person- 
ality does  not  clash  with  the  image  on 

the  printed  page,  seems  rather  to  evoke 
a  similar  image  in  the  listener. 

True,  the  heard  does  not  survive  the 

shift  to  the  kilocvcles.  At  the  begin- 

ning, air-copy  did  refer  to  it,  but  ref- 
erences declined  in  importance  after  it 

was  noted  that  the  radio  personality 

was  getting  across  even  in  those  areas 
where  visual  representations  were  few. 

What  of  the  problem  of  understand- 
ing the  Britisher?  Are  there  not  many 

listeners  who  might  find  his  urbanity 
and  vocabulary  merely  perplexing? 

Yes,  says  Connell — but  it  doesn"t  mat- ter  at   all. 

The  reason:  the  average  listener  is 

intrigued.  He  ma\  not  understand 
e\er\  word  said,  but  be  does  cair\ 

awa)  a  feeling  of  class  about  the  prod- 
uct. This  is  what  is  important,  Con- 

nell feels,  even  if  the  listener  can't  give 

you  a  "playback." W  hitehead's  effectiveness  arises  basi- 

call)  from  his  abilit)  to  make  an  im- 
pression la i  stronger  than  that  of  the 

usual  selling  voice.  "You  are  either  a 
fan  of  his,  or  you  hate  him.  In  either 
case,   he  has  made  an   impression  on 

\  oil.
" 

For  this  reason,  goes  the  argument. 

you  are  almosl  forced  to  li-ten.  Most listeners  like  him. 

Essence      «f      snob-appeal:      The 

Schweppes  ad  approach  stems  from  a 
populai  conviction  that  a  primar) 
Vmerican  ambition  is  to  climb  the  so- 

cial   ladder.    "Inherenl   in  all  of  us," 
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'A  new  station  for  HPL!" 

March  14:  WGAR,  CBS  Radio's  50,000-watt  affiliate  in  Cleveland 

(the  nation's  ninth  market  in  total  retail  sales)  becomes  the 

14th  major-market  station  to  carry  "the  most  sales-effective 

participating  program  in  all  broadcasting."  This  coupling  of  HPL 
with  WGAR  is  an  especially  happy  one  for  advertisers  because 

it  combines  the  tremendous  pulling  power  of  Cleveland's  foremost 

radio  station  (WGAR  has  Cleveland's  biggest  average  share  of 

audience)  and  a  complete  HPL  program  service  that  gets 

results  every  time. .  .everywhere  it  sells!  Now  you  can  buy  HPL 

participations  on  any  one,  any  combination,  or  all  of  14  of 

the  nation's  biggest  stations.  See  about  your  reservations  now. 



COVER 

NORTH 

CAROLINA'S 
Rich,  Growing 

"GOLDEN 

TRIANGLE" 

with 

WSJS 
TELEVISION 

CHANNEL  12 

a  24-county  market  with 

Population   of   1,303,700 

(Sales  Management  1954 

Survey  of  Buying  Power) 

NOW    SHOWINGI-AU    NBC    COLOR    SHOWS 

Interconnected 

Television  Affiliate 

National  Representative: 

The  Headley-Reed  Company 

says   a  e    Frank   Johnson,  "is  the  de- 
sire for  self-improvement." 

"Wlni  i-  without  some  degree  of  in- 

feriorit)  complex?"  fie  asks.  Most  of 
us  want  the  approval  of  others,  want  to 

feel  we  an-  doing  the  right  thing." 
In  the  Schweppes  campaign  these 

views  find  concentrated  expression. 
\\  here  other  companies  also  try  to  sell 

the  idea  of  qualit)  through  association 
with  places  and  prisons  of  wealth. 
Schweppes  takes  the  technique  a  step 

further  1>\  trying  to  drive  home  the 
idea  ol  aristocracy.  It  is  done  by  sug- 

gesting that  "qualit)  persons"  use  it 
habitually,  that  it  is  therefore  a  good 

product.  socialK  acceptable,  and  smart 
for  you  to  imitate  them.  The  effort, 
in  a  sense,  is  to  increase  usage  by 

spreading    it  from   the   top  down. 

Whitehead's  air  personality  fits  the 
pattern  perfectly,  says  Johnson,  since 

it  appears  that  the  English  voice  car- 
ries with  it  an  element  of  social  status. 

We  lend,  he  feels,  to  associate  the  Brit- 
ish accent    with  the  aristocratic. 

Copywriter  Reva  Fine,  who  does 
both  print  and  radio,  under  supervi- 

sion of  copy  chief  Judson  Irish,  tlelib- 
eratel)  aims  to  achieve  the  elegant 

tone.  "I  aim  for  an  aristocratic  feel- 

ing, of  class,  high  fashion,  try  to  cap- 

ture the  distinctive  and  distinguished." 
I  he  "class"  approach  lends  itself  in 

thi>  case  to  wit  and  lightness,  and  is 

based,  Miss  line  points  out,  on  the 
personalis  of  the  Commander.  It  is 
his  own  (harm,  intelligence  and  sense 
of  humor,  which  are  reflected  in  the 

copy,  she  feels,  since  the  copy  only  at- 

tempts to  capture  the  Commander's most  attractive  features. 

First  radio  announcements,  how- 

ever, played  down  the  lightness  and 
humor,  were  in  fact  fairly  straight. 

The  impression  was  similar  to  what 
might  be  expected  from  actor  George 
Sanders  delivering  a  wine  commercial. 

Reason  for  the  straight  pitch  was  the 
newness  of  the  personality.  Listeners, 
it  was  felt,  had  to  be  exposed  to  the 

eh    to    net    In 
iillim.liiilr 

torn:     fin  hi 

know  him  as  a  pel  sonalit) .  ( >nce  the 

simple  problem  of  identification  is 
licked,  the  agencj  feels,  you  begin  to 
benefit  from  the  trickier  announce- 
ments. 

Radio  announcements  are  partially 

adaptations  "I  print  copj  and  original 
•  reations  foi  the  aural  medium.  Soon- 

er oi  later  most  of  the  pi  inl  situations 
are  dramatized.  <  me  "I  the  most  popu- 

lar involves  a  barbel  with  a  French 
a<  i  ent : 

Barber:  Commander  Whitehead  .  .  . 

\  mi  sent  for  me? 
Commander:  Monsieur  Charles!  You 

are    a    prince    among    barbers   to 

come  to  m\   suite. 
Barber:  But  the  famous  beard  must 

be  trimmed  .  .  .  and  the  man  from 

SCHWEPPES  is  a  busy  man. 
Commander:    Bu-\     introducing    an 

emperor  to  America. Barber:  An  emperor? 

Commander:  I  refer,  to  the  emperor 

of  all   the  ginger  ales   ...   I   tell 

you.  Charles,  it  is  simply  .  .  .  how- shall   I  say    it? 

(diaries:  Buoyant? 

Commander:  Oh,  buoyant! 

Charles:    \nd  dr\  ? 
Commander:  Oh,  very  dry! 

Charles:  It  sparkles,  n'est-ce  pas? 
Commander:      The     Schwepperves- 

cence,    yes,    that   lasts    the   whole 
drink   through.    The   pure   ginger 

essence    is    imported    from    Eng- 

land .  .  .  gives  it  that  true  ginger-y 
flavor  which  children  and   grown 

ups  adore. Charles:  I  am  persuaded,  (etc.) 

Other  current  ad  situations  find  the 

Commander    chatting    with    a    cabbie, 

being  interviewed  by  a  reporter,  talk- 
ing In  members  of  the  audience  on  the 

telephone.    Aristocrat  and  commoner. 

How    long  the  Commander  can  con- 
tinue  to   expound    on   the  airwaves  is 

open   to  question.    "There  is  a   magic 
in  hi*  voice,"  worries  Howard  Council, 

"but  that  magic   may   be  perishable." 
The  problem:    How   long  can   a   novel 
device  he  used  before  it   wears  out  its 

welcome? 

Till  now.  there  has  been  no  serious 

concern,  since  Schweppes  is  still  in  the 

market  development  stage  of  its  Amer- 
ican experience.  The  problem  has  been 

more  how  to  get  a  footing  in  specific 
markets  than  how  to  hold  them. 

A  big  unknown  i>  t\.  I  he  addition 
"I  -iidit  and  movement,  the  agency  be- 

lieves,  will  mean  a  tremendous  boost 

for  the  popularity  of  the  bearded 
Whitehead,  especially  because  he  is  a 

"natural"  performer.   But  thinking  has 
not  clai  ilicd   \el   on  the  exact  nature  of 

the  commercials.  W  hether  it  w  ill  be 

possible  merel)  to  duplicate  existing 
radii   nagazine  emu  epts,  oi  wheth- 

er entirel)   new  i\)u-:  tions  w  ill  ha\  e  to 
be  explored  t   -  is  read)   to  sa)   as 

yet. 

1  here  seems  t"  be  agreement  onl) 
that  t\  w  ill  offei  new  opportunities  to 
build    Schweppes    into    a    major    soft 

< 1 1  ink    house.  *    *    * 
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YOU  MIGHT  BROAD  JUMP  26'  SV/'* 

IH'T PULSE  REPORT— 100%  YARDSTICK 
KALAMAZOO  TRADINC  AREA  —  FEBRUARY,  1953 

MONDAY-FRIDAY 
6  a.m. -12  noon    i   \2  noon-6  p.m. 6  p.m. -midnight 

WKZO 59%  (a) 

59% 

48% 

B 
21 

14 23 

C 5       (a) 4 6 

D 4 4 4 

E 3 4 7 

MISC. 9 14 

12 

(a)    Does  not  broadcast  for  complete  six-hour  period  and  the 
share  of  audience  is  unadjusted  for  this  situation. 

37t<>  &<>/•<<>,  fjf'fa/wm 
WKZO  —  KALAMAZOO 
WKZO-TV  — GRAND  RAPIDSKALAMAZOO 
WJEF  —  GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS-KALAMAZOO 
KOLN  — LINCOLN.  NEBRASKA 
KOLN.TV  — LINCOLN,  NEBRASKA 

Auociated  with 
WMBD  — PEORIA    ILLINOIS 

•  .  YOU  NEED  WKZO     RADIO 

TO  COVER  GROUND 

IN  WESTERN   MICHIGAN! 

If  you  "look  before  you  leap"  in  your  Western  Michigan 

time-buying,  you'll  choose  WKZO,  Kalamazoo — 5000  watts .   .   .   CBS. 

Nielsen  credits  WKZO  with  181.2%  more  daytime  homes 

than  Station  B.  Pulse  figures,  left,  show  that  WKZO  gets 

more  than  twice  as  many  listeners  as  Station  B,  morning, 

afternoon  and  night! 

Let  your  Averv-Knodel  man  give  you  the  whole  WKZO  story. 

WKZO 
CBS  RADIO  FOR  KALAMAZOO 

AND  GREATER  WESTERN  MICHIGAN 

Avery- Knodel,  Inc.,  Exclusive  National  Representatives 

*Jesse  Owens  set  this  icorld^s  record  at  Ann  Arbor,  Michigan,  in  1935. 



ROBERT  F.  CARNEY 

(Chrmn    of    the    Board) 

Foote,    Cone    &    Melding 

LIKE  MOST 

"Newsworthy" 
ADVERTISING 

EXECUTIVES 

MR.  CARNEY'S 
LATEST 

BUSINESS 

PORTRAIT 

IS  BY... 

Photographers  in  tin-  Business  Executive 

,65  Fifth    tvenut     Seu    )  orh   17     PL  .'.-1882 

B&M  TV  TEST 
linued  from  pa^e  45) 

the  past  two  weeks.  We  inner  had  am 
before  for  B&M.  The  demand  was  not 

great  enough  to  justify  any  space.  Now 
the  grocers  are  more  interested  and 

believe  me  they  don't  give  you  the 

spa<  e  ior  love."' .Nic/u.s-  of  success:  These  were  some 

other  indications  of  what's  happening 
throughout  the  100-mile  radius  of  the 
B&M  t\   test  area: 

•  Schultz  Bros,  in  Sheboygan,  Wis., 
60  miles  from  Green  Bay  where  the 

test  tv  station  (WBAY-TV)  is  located, 

said:  "We  are  now  experiencing  a 

rapid  movement  of  B&M  beans."  The 
jobber's  records  showed  about  twice 
as  many  beans  had  been  shipped  in 

February  '55  as  in  February  '54. 
(Commented  Marvin  Bower:  "When  a 
wholesaler  doubles  his  sales  in  a  few 

weeks,  that's  terrific.") 
•  The  wholesaler  in  Wisconsin 

Rapids.  100  miles  west  of  Green  Bay, 

bought  10  dozen  cans  of  B&M  brown 
bread  during  the  last  two  weeks  of 

February.  He  had  never  before  pur- 
chased any  of  the  brown  bread  which 

is  now  being  pushed  on  tv  with  the 
beans. 

«  Throughout  the  test  area  there 
were  indications  that  the  brown  bread 

was  beginning  to  develop  momen- 
tum. (Sales  of  brown  bread  for  the 

last  two  weeks  of  February  1955  came 
to  210  dozen  cans.  None  were  sold  the 

same  period  last  year.) 

•  In  a  Menominee,  Mich.,  super- 
market I  50  miles  north  of  Green  Bay) 

the  stock  boy  stated :  "B&M  used  to  be 

an  ordinary  mover.  Now  I  can't  keep 
the  shelves  full  enough." 
•  Grocers  throughout  the  area, 

despite  indications  the  campaign  was 

beginning  to  take  hold,  warned:  "Your 
high  price  can  hold  back  sales.  The 
woman  coming  in  to  the  store  is  still 

going  to  be  tempted  to  take  Puritan 
beans  unless  your  advertising  lias 

really  sold  her.  The  pots  look  the 
same  from  the  outside  so  main  will 

wondei   win   lhc\  should  pa\  6c  more." 
Commercials:  To  make  sure  the 

housewife  is  really  sold  on  B&M  as  the 

diil\  qualih  o\ en-baked  bean,  WBAY- 

TV,  has  turned  to  a  testimonial  com- 
mercial  technique.  The  station  has 

been  gi\cn  authority  h)  B&M's  W.  <>. 
Northgraves  and  the  agency,  BBDO. 
Boston,  to  build  commen  ials  especially 

designed  for  the  market. 

Capt.  Hal  O'Halloran.  station  per- 
sonality who  conducts  a  late-afternoon 

kid  show,  docs  most  of  the  selling, 

armed  with  statements  from  house- 

wives in  the  area.  It's  felt  that  the 
statements  of  women  in  the  region  on 

the  quality  and  unique  flavor  of  the 

product  will  help  to  establish  a  reason 

for  paying  the  extra  price. 
This  is  the  technique  WBAY-TV  is 

using  to  gather  testimonials. 

Ward  Gage,  one  of  the  station's  six aci-ount  service  men,  has  traveled  Test 
Area  A  (see  map)  thus  far,  giving  out 

samples  of  the  beans  and  brown  bread. 
He  calls  on  grocers  in  the  various 
cities  and  towns,  asks  for  names  of 

women  who  are  community  leaders 

I  directors  of  the  art  club,  PTA  presi- 
dents ) .  He  then  visits  these  women  in 

their  homes,  leaving  the  samples  and 

a  questionnaire  behind.  Of  two  dozen 
women  sampled,  only  one  failed  to 
mail  back  the  questionnaire.  Virtual!) 
all  comments  were  highly  favorable, 

i  But  said  one  woman:  "Next  time  win 

not  give  out  canned  lobster.") In  the  next  few  weeks  Ward  Gage 

will  travel  Test  Area  B  to  gather  more 

testimonials.  (Area  B  is  50-100  miles 

from  Green  Bay.  Area  A  is  the  50-mile 
circle  around  Green  Bay.  Both  areas 
are  shown  in  the  map  on  page  45.) 

Though  it's  far  too  early  to  determine 
how  the  effect  of  tv  varies  on  the  basis 

of  distance  from  the  station,  it's  inter- 
esting to  note  that  in  the  last  half  of 

February  only  Area  B  sales  showed  a 
gain.  Area  A  sales  were  465  dozen 

cans  in  '55  compared  with  475  dozen 
last  year.  Sales  in  Area  B  were  265 
dozen  cans  compared  with  100  dozen 

in  the  previous  year.  The  increase  for 
Areas  A  and  B  combined,  therefore. 

'  nines  from  B's  steep  jump. 
In  addition  to  testimonials,  Capt. 

Hal  s  commercials  stress  the  idea  of  a 

television  supper.  "Take  those  good B&M  beans  and  some  warm  brown 

bread  out  on  a  plate  and  the  whole 

famil)  can  sit  in  the  living  room  and 

watch  telex  i.-ion."  ('apt.  Hal  tells  his \  icwers. 

One  of  the  major  efforts  of  the 

campaign  is  to  link  eating  of  the  brown 
bread  with  the  beans.  As  mentioned 

above,  brown  bread  (B&M's  molasses- 
Ihnorcd  bread  selling  at  17c  a  can) 

has  been  a  particularly  poor  seller  in 

the  region.  It's  hoped  that  related 
selling  of  the  beans  and  bread  will 
increase  biown  bread  sales  and 

distribution. 
Future  film  commercials  featuring 

('apt.    Hal   will   show    him   with   house- 
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,  with  its  outstanding  educational  system,  ranks  first  in  the  nation  in 
icy  rate.  New  teaching  methods,  such  as  television,  are  effectively  utilized 
>wa  classes. 

a  TV  Schooltime"  on  WOI-TV  is  a  part  of  the  regular  curriculum  in 
!  than  225  Iowa  schools,  and  it  leads  all  other  10:00  a.m.  television  pro- 
is  in  home  audience  appeal. 

iding  a  needed  community  service,  WOI-TV  productions  like  "Iowa  TV 

oltime"  build  prestige  .  .  .  Prestige  shared  with  all  who  appear  on  Chan- 
>  in  Central  Iowa. 

WOI-TV 

IOWA     STATE     COLLEGE 

AMES-DES   MOINES 

TDD, ODD  WATTS 

CBS       ABC       DUMDNT 

REPRESENTED  BY 

WEED  TELEVISION 



A  Radio  Station  that  has  good  News 

Coverage  is  a  Radio  Station  that  has 
listeners. 

Because  of  our  vast  news  coverage  both 

locally  and  nationally,  Evansville,  In- 
diana, listeners  make  it  a  habit  to  tune  to 

WJPS  for  the  NEWS. 

WJPS  is  a  station  of  specialized  pro- 

gramming —  NEWS  —  SPORTS  — 

FARM  —  MUSIC,  along  with  a  merchan- 

dising department  that  has  all  of  the 

answers.  A  live  wire  station  —  with  live 

wire  programming  and  live  wire  ideas. 

Let  ws  prove  our  worth  to  you. 

Robert  1.  Mcintosh,  General  Manager 
•  IPIESENTED   IY 

The  George  P.  Hollingbery  Company 

<ZJ 

fa—gnwumw   ■■iwnim   

If  you  use  TV  film 

you  need  BONDED 
TV  film  service! 
Saves  You  Money,  Worry 

and  Mistakes! 

COMPLETE  TV  FILM  SERVICE  FOR 

PROGRAMS  OR  COMMERCIALS 

Shipping  •  Splicing  •  Routing, 

Scheduling,  Print  Control 

Records   •   Examination, 

Repair,  Cleaning,  Report  on 

Print  Condition  •  Storage 

Supplies,   Equipment 

DED 
TV  FILM  SERVICE 

LOS  ANGELES  •  NEW  YORK 
904  N.  La  Cicncga         630  Ninth  Ave. 

BR   2-7825  JU   6-1030 

FASTER,  SAFER,  LESS  COSTLY... 

Because  It's  More  Efficient! 

"A  RADIO  IN   EVERY  ROOM" 

Evansville,  Indiana 

wives  in  the  area  talking  about  B&M 

beans  and  bread.  Capt.  Hal  will  also 

\i>il  a  few  -tores  and  put  on  demon- 

strations  of  the  product.  This  will  be 
a  lest  In  see  if  \olunie  for  those  stores 

pick-   ii|)   appreciably. 

No  other  form  of  in-store  merchan- 

dising i-  planned  at  present.  Haydn 
Evans,  WBAY-TV  general  manager, 

told  sponsor:  "We  don't  believe  in 

merchandising  here.  That's  the  job 
of  the  manufacturer.  \\  c  sell  the  prod- 

uct on  television.  He  or  his  represent- 
atives cover  the  stores.  And  as  far  as 

mailings  to  the  trade  are  concerned, 

we  feel  they  arc  prettj  much  a  waste. 

Jobbers  tell  us  90','  of  that  stuff  is 

thrown   in   the   uastebasket   unopened." 

Background:  ]n  case  you've  missed 
the  first  three  articles  in  this  series, 
lici  e  s  some  background  : 

The  expenditure  is  heavj  for  the 
volume  in  the  market.  Budget  for  six 
tv  announcements  weekly  for  six 
months  comes  to  $12,500.  This  is 

nearlj  2.")',  of  the  total  1954  whole- 
sales sales  in  the  area  of  $54,000. 

Burnham  &  Morrill  wants  to  see 

whether  a  heav)  push  using  tv  only 
can  lift  its  relativelj  small  volume  in 

the  Green  Bay  region  to  anything  near 
the  rate  of  sales  in  its  New  England 

strongholds.  The  problem  it  faces  is 

that  oven-baked  beans  are  sini|il\  not 
an  established  favorite  in  northern 

\\  isconsin  and  Michigan.  Beans  cooked 

in  the  can  are  the  big  sellers  there  as 

the)  are  in  man)  other  non-New 
Kngland  markets.  Can-cooked  bean-, 
in  fact  outsell  the  oven-baked  varieh 

to  the  degree  that  B&M  and  its  chief 

competitor  Puritan  share  only  I',  of 
the  bean  market  between  them. 

Increasing  the  share  of  the  market 

oven-baked  beans  get  —  and  making 
sure  B&M  rather  than  Puritan  benefits 

i-  the  company  's  objective. 
Previous  to  the  B&M  tv  test  which 

starle.l  21  Januarv  I *>.">.">.  neither  B&M 
inn  Puritan  had  advertised  in  the 

market.  Onl\  advertising  was  in  the 
l"i  mi  ill  small  insertions  within  large 

newspaper  co-op  ads  by  grocers. 
I!< -cause  television  is  the  only  new 

factor  of  major  consequence  to  be 

introduced  during  the  first  six  months 

this  year,  it's  apparent  it  will  deserve 
credit  il  -ales  increase.  The  big  question 
mark  is  whethei  even  t\  can  make 

consume]  -  -«  itch  I  rom  a  low-cosl  bean 

■  Mi  ii  l"i  generations  in  the  area  to  a 

new  highei  pri<  ed  product  from  New 

I  ingland.  *  *  * 

CBS  APPROACH 
{Continued  jrom  page  39) 

advertiser  gets  KOIN  free  and  another 

$18  to  apply  against  WCCO. 

Here's  how  that's  figured  out.  The 

qualifying  rate  for  WCBS  is  $1,620. 
Ihc  IV,  minimum  discount  for  buy- 

ing three  stations  comes  to  $243.  But 

the  qualifying  rate  for  KOIN  is  only 

$225,  so  the  additional  $18  can  be  ap- 

plied against  the  $720  for  WCCO. 

In  its  pitch  to  clients,  CBS  is  also 

stressing  the  value  of  nighttime  radio 

to  reach  not  only  the  whole  family  but 

the  working  woman  in  particular. 

"The  working  woman,"  said  Taylor, 

"cannot,  of  course,  be  reached  by  tele- 
vision  during  the  day  and  not  too 

many  can  be  reached  by  radio.  At 

night,  the  working  woman  is  often 

busj  cooking  and  washing  clothes  and 

dishes  so  that  she  can't  always  be 
reached  by  tv.  Only  radio  can  reach 

her  while  she's  busy  with  her  chores." 
Introduced  early  this  year  (the  plan 

went  on  tour  before  agencies  and  cli- 

ents beginning  24  January  I ,  GBP  has 

been  bought  by  the  Chevrolet  Motor 
division  of  General  Motors.  The  cli- 

ent, through  Campbell-Ewald,  Detroit, 
bought  station  breaks  and  minutes  on 
12  stations. 

Among  those  visited  by  CBS  Badio 

Spot  Salesmen  were  Shell  Oil,  Lever 
Pros,  and  Block  Drug,  all  in  the  metro- 

politan New  York  area:  General  Mills 

and  Pillsburj  in  Minneapolis:  Quaker 
Oats,  Zenith  and  International  Cellu- 

cotton  in  Chicago;  Schlitz  Brewing  in 
Milwaukee;  S.  C.  Johnson  in  Bacine, 

\\i-.:  Miles  Laboratories  in  Elkhart. 

Ind.;  Ralston-Purina.  \nheuser-Busch 
and  Lewis  Howe  Co.  (Tunis  i  in  St. 

Louis,  and  P&G  and  Andrew  Jergens 
in  Cincinnati.  Among  the  agencies 

seen    were   Cuiiniimham   &    Walsh   and 
BBDO. 

I  he  lour  ol  agencies  and  sponsors 

was  undertaken  b)  a  four-man  presen- 
tation team  headed  by  Wendell  B. 

Campbell.  CBS  Radio  \  ice  president  in 

charge  ol  station  administration.  He 
ili  -<  i  died  the  ii\ii  lion  ol  adv ei risers  as 

"extremely  favorable."  Others  with 

Campbell  on  the  tour  were  lleiirv  R. 

I'Knn.  general  sales  manager  of  CBS 
Radio  Spot  Sales;  Newell  Schwin, 

manage!  ol  sales  development  for  the 
station  representative  firm,  and  l.airv 

fiaeg,  general  manager  of  WCCO  and 
chairman  of  a  committee  of  repre- 

sented station  managers  consulted  in 
the  creation  of  GBP. 
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There  'i 
saB 

Represented 

Nationally 

by 

THE 

HENRY  I.  CHRISTAL 

COMPANY 

NBC 

IG  DIFFERENCE 
between 

NEWSCASTING 
and 

NEWS  COVERAGE 

You  can  hear  newscasts  on  any  radio  station. 

A  newscast  can  be  any  announcer's  voice  read- 
ing the  latest  summary  torn  from  a  news 

machine. 

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

At  WSYR  a  staff  of  five  newsmen  produces  a 

complete,  distinctive  news  service.  They  gather 

and  write  the  home  town  and  area  news.  They 

edit  the  reports  of  the  national  news  wires 

with  an  experienced  eye  for  news  that's  impor- 

tant to  the  1.5  million  population  of  WSYR's 
service  area.  The  result:  complete  news  digests, 

reported  ten  times  daily  by  men  who  know 
news. 

Central  New  Yorkers  have  come  to  rely  on 
WSYR  for  all  the  news,  all  the  time.  This  kind 

of  news  coverage  —  like  WSYR's  distinctly 
superior  geographical  coverage  —  is  one  of  the 

important  reasons  for  WSYR's  head-and- 
shoulders  leadership  in  the  $2  billion  Central 
New  York  market. 

5   KW     .      SYRACUSE        -    570  KC 

21  MARCH  1955 
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THE  SPOTLIGHT'S  ON 

WEHT 
IN   THE 

EVANSVILLE  MAR 

FIRST— Anyway  you 

fiqure  it! T 

1 

id 0  1 1 

iarr 

^NT    thousand 
\>*^      terconne 

Tri -State — per    February 

VRB — And  with  a  realistic  cost  per 

go  wrong: — in-        j-  ̂ > 

network    color.       ̂ "^^ ENTED  \k 

d,  you  can't  go  wrong! — In- 
ected     with 

REPRESEt 

Nationally  by  Regionally  by 

MEEKER  TV,  Inc.  ADAM  YOUNG 
Sf.   Louis,  Mo. 

WEHT  cha™ei  50 

BMI 

PROGRAM  CLINICS 
1955     SERIES 

Broadcasters  Exchange 

of    Successful 

Program  Ideas 

planned  for 

RADIO  PERSONNEL 

IN    \|.L   DEPARTMENTS 

OF  ALL  STATIONS 

38  BMI  Program  Clinics 

have  been  scheduled  through- 
out   the    United    States    .    .    • 

COMING    YOUR   WAY 

Write    today    for   the   complete 

schedule 

BROADCAST  MUSIC,  INC. 
NEW  YORK    •    CHICAGO    •    HOLLYWOOD 

TORONTO    •    MONTREAL 

/CBS-Tv\ 
Unduolirated     N^ 

:rage  really  pays 

n    the    Evansville, 

So  far  a*  Blair's  NATSAT  is  con- 
cerned  the  plan  has  racked  up  sales  of 

about  $700,000  since  it  was  introduced 
last  fall.  One  or  two  Aveeks  have  been 

bought  by  Cadillac.  American  Safet) 

Razor.  Reader's  Digest  and  M-G-M, 
while  Rexall   Drugs  signed  up  for  52 

week-. 

The  weekl)  cost  for  NATSAT  starts 

in  the  neighborhood  of  $15,500.  This 
is  for  a  liu\  of  less  than  13  weeks. 

Weeklv  cost  for  the  maximum  bu)  is 

less  than  $14,000.  For  this,  the  client 

gets  around  four  commercials  a  da) 

per  station  for  six  days  —  Mondav 
through  Saturday.  Sunday  is  used  to 

make  good  commercials  that  couldn't be  fitted  in  the  schedule  for  some  rea- 

son or  which  were  not  run  through 
some  inadvertent  reason. 

While  NATSAT  clients  can't  pick 
ever)  slot,  neither  is  NATSAT  exactl) 

a  run-of-schedule  plan.  The  advertis- 

et  -  requirements  are  kept  in  mind.  II 
the  advertiser  is  interested  in  reaching 

onlv  men  he  will  he  given  those  avail- 

abilities where  male  listening  is  pre- 
sumed to  be  highest. 

What  usually  happens  is  that  Blair 

presents  a  suggested  schedule  of  morn- 
ing and  night  slots  for  modification. 

So  far.  according  to  Blair  account  ex- 
ecutive Tucker  Scott,  clients  have  usu- 

al!) accepted  the  suggested  lineups 

without  change.  While  the  advertiser 

will  not  be  permitted  to  buy  NATSAT 

with  daytime  slots  only,  as  mentioned 

previously  he  can  buy  nighttime  only. 

The  NATSAT  plan  offers  conveni- 

en  :es  to  clients  which  the)  can't  get 
through  buying  a  group  of  Blair  sta- 

tions individually.  In  the  first  place, 

there  is  a  central  billing  arrangement, 

which  means  one  order,  one  bill,  one 

affidavit.  Secondly,  there  is  special 

Blaii  handling  for  commercial  cop) . 

ncies  ma)  route  and  handle  com- 
mercials if  the)  wish,  of  course,  hut 

Blair  will  also  take  over  the  chores. 

In  luting  up  the  value  of  NATS  \ T. 

Blah   compared   its  COSt  to  other  media 

1  u)  s.  Foi  example,  the  \  \  TS  VI 

group  rate,  sa)  s  Blair,  would  bu)  one 
i  ii.'i  tei  -page  b&w  ad  pei  week  in  each 

i ,  mi  ket  I  gi  oss  circulation  :  about 

I  I  million  i  compan  d  to  2  I  announce- 

ntS.      Or  it   would   bu)    one  b&W    page 

le    Loot,  or  the  Saturday   Evening 
I  IIS/. 

the  !  lair  plan  i-  aimed  at  ad- 
vertisers   who   are   heav)      penders    in 

pol  i\   the  \  VI  S  \  I   cost  is  also  corn- 
red    to   \  ideo  s  cost.       According    to 

Bli  ii    ■     earch,  for  about  $1 ,000  more 

than  the  cost  of  NATSAT  an  advertiser 

can  buy  about  two  Class  "A"  an- nouncements weekly  in  Blair  markets. 

W  hile  group  buying  plans  are  the 

exception,  other  reps  are  pushing 

nighttime  radio  in  various  ways,  kat/ 

is  offering  special  nighttime  discount 
inducements  on  about  half  of  its  sta- 

tions. A  number  of  the  discounts  are 

in  the  35  to  4V  !  range  and  the\  are  in 

addition  to  regular  discounts.  There  is 
a  minimum  number  of  announcements 

that  have  to  be  bought  to  earn  these 

nighttime  discounts  but  all  of  them 

don't  have  to  he  at  night.  Some  ol 
these  discounts  bring  the  net  nighttime 

«  osl  down  lower  than  the  daytime  cost. 

On  \\  kl!V.  Cincinnati,  an  advertise] 

who  buys  five  to  nine  announcements 

per  week  get-  a  TV.  nighttime  dis- 
count on  top  of  the  regular  frequeiu  \ 

discount.  For  10  or  more  announce- 

ments per  week,  the  nighttime  discount 

go  -  to  10"  .  If  an  advertise]  buys, 
say,  five  announcements  during  the 

da)  end  five  at  night,  he  qualifies  for 

the  40',  discount.  However,  the  |M\ 

is  applied  onl)  againsl  the  nighttime 
announcements. 

A  similar  discount  schedule  is  in 

force  on  WKY,  Oklahoma  City,  with 

TV,  off  at  night  for  six  to  II  an- 

nouncements per  week  and  40' ;  off 
for  a  dozen  or  more.  On  KGNC, 

Vnarillo.  the  nighttime  discount  goes 

to  1  >'  for  1 2  or  more  announcements 

per  week  at  an)  time  and  this  TV  ,  is 

on  top  of  the  regular  earned  discount. 

Morris  Kellner.  radio  sales  chief  at 

kal/.  explained  that  the  nighttime  dis- 
counts are  set  up  so  that  an  advertise] 

doesn  i  feel  he  is  forced  to  bu)  night- 
time but  can  take  advantage  ol  the 

discount    il    he    does      and    il    he    buys 

enough  announcements. 
"W  e  feel,  he  said,  "that  radio  must 

be  used  frequentl)  il  il  is  to  be  used 

well.  Furthermore,  these  discounts  ■  i  ■ 

set  up  with  an  eye  on  the  weel.lv   I  ud- 

get  because  weeklv  buying  i-  the  grow- 

ing trend  in   radio."' 
Regarding  group  plan?,  kellner  said 

the)  tend  to  lake  awav  the  pi  ime  ad- 

\  antage  ol  sj  ot :  the  fact  that  the  ad- 

vertiser can  pick  hi-  markets  and  his 

-i. 'i  i  ns. 

u  hi  ther  or  not  group  p]  ins  catch 

.  n,  the  nighttime  discount-  are  ■  ounted 
on  to  :  reate  n  ore  than  a  flurr)  ol  in- 
i:  re;  i  in  a  iter-dark  listening.  It  is 

hoped  that  advertisers  will  look  at 
nighttime  from  a  Eactual  viewpoint 

rather  than  writing  il  off  because  ol  !v. 
•   *   • 
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*•*    Largest  share  of  audience  in  total  day,  6:00  A.M.  to  midnight  in  NSI  and  total 
station  area.  December  1954,  A.  C.  Nielsen  Survey. 

KYW  is  first  in  America's  Third  Market  covering  over  36  counties.  Throughout 
this  rich  area,  Nielsen  proves  that  more  people  tune  to  KYW  than  to  any  other 

station.  That's  why  advertisers  interested  in  lowest  cost-per-thousand  love  KYW. 

Best  buy  nationally 
Best  buy  locally 

Best  by  any  standard  of  measurement 
KYW 
1060     ON      YOUR     DIAL ©@ WESTINGHOUSE     BROADCASTING    COMPANY,    INC. 

kyw.wptz.  Philadelphia;  wbzj  wbza.  wbz-tv   Boston;  kdka.kdka-tv, 
Pittsburgh;  WOWO,  Fort  Wayne;  KEX.  Portland;  KPIX.  San  Francisco 

Kl'IX  represented  by  The  Katz  AGENCY,  Inc. 

All  other  WBC  stations  represented  by  I-'kkk  <&  PBTBRS,  Inc. 
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WHERE'S   OMAR 
The  world  over  they've 

of  Omar's  skill, 
tentmaker  he  had 

no  equal,  still, 

we  doubt  quite  seriously, 
this  most   famous  of  men, 

could    cover   the    Wesl    Coast    of 
Florida  like  WPI  N  ! 

W'IMN  is  the  most  Listened  to  day- 
time station  serving  the  eleven 

county  area  on  Florida's  West 
Coast.  This  dominant  independent 

Tampa- St.  Petersburg  station 
reaches  790,300  people  with  a  buy- 

ing income  of  $989,640,000.00.  Re- 
tail sales  in  the  area  are  $835,180, 

000.00  and  251,270  h   es  have  one 

or  more  radios.  For  the  best  buy 

in  daytime  radio  in  the  rich  West 

Coast  of  Florida  market  buy  the 

station  used  by  most  local  adver- 
t  isers  .  .  . 

WPIN 
CLEAR  CHANNEL 

680   on    the  dial 

Represented   Nationally   by 

Indie  Sales,  Inc. 

// 
TRIED  by  a 

10  MAN  JURY 

Yes,  10  of  the  current  accounts 

on  Bob  Trebor's  "DAY- 
BREAKER"  Show  have  been 
sponsors  for  3  or  more  years. 
Several  for  AVz  years  on  this 

5-year-old  show. 
The  verdict  of  this  10- man 

jury  is  justified!  From  morning 
to  night  WVET  gets  results 

in  the  Metropolitan  Rochester- 
Western  New  York  Market, 

3rd  largest  in  America's  first State. 
5000   WATTS 

1280  KC 

BOB    TREBOR 

IN  ROCHESTER,  N.  Y. 
Represented  Nationally  by 
THE    BOLLING    COMPANY 

SPONSOR  ASKS 
(Continued  from  page  54) 

pation  deals  that  are  now  prevalent  in 

the  motion  picture  business.  Except 

that  then  they  will  be  making  films 

Tor  pay  tv  primarily,  then  the  theatres. 
The  major  HolKwood  film  studios  will 

have  lo  yo  along  with  the  times  and 
convert  for  tv. 

All  this  will  have  a  vast  beneficial 

effect  on  show  business  generalh.  \\  ilb 

practically  all  of  tv  on  film,  there 

should  be  a  resurgence  in  the  theatres 

of  live  entertainment,  especially  in 
vaudeville. 

TV  MUST  FACE  NEW  CHALLENGES 

By  Harry  Wayne  McMahan 
V.P.  Charge   Tr  Commercials 

McCann-Erickson,  N.  Y. 

From  the  com- 

mercial stand- 

point, television 
undoubtedly  must 

face  its  first  real 

test  within  the 

next  10  years. 
We  ve  reallv  had 

no  competitive 
challenge  these 

firsl  eight  lush  boom  years.  This  chal- 

lenge may  come  from  toll  tv,  out- 

bidding it  for  choice  nighttime  hours. 

Or  from  changing  economic  condi- 

tions, forcing  a  more  competitive  bat- 

tle for  the  consumer's  dollar.  Or  from 
viewer  disinterest,  once  the  novelt)  of 

the  medium  has  in  so    measure  di- 
luted tbe  impact. 

But  the  television  commercial  un- 

doubtedly will  be  faced  with  a  suffi- 

cient challenge  to  refine  and  impm\e 

itself.  Il  seems  reasonable  to  predict 

that  commercials  10  years  from  now 

will  be  infinitely  simpler  and  more  in- 
formative. The  viewer  will  be  far 

smarter.  He  will  not  waste  his  inleie-i 

on  anything  that  underestimates  his 
intelligence.  He  will  look  to  television 

as  his  prime  source  of  information 

and  education  on  the  faster-changing 
world  about   him. 

This  will  require  belter  motivational 

research  on  the  viewer,  better  writing 

to  "reach"  him. 

Television  advertising  tnusl  be  de- 

signed  more  lor  a  long-ran^e  educa- 
tional job,  starting  w  ith  the  j  oungsters 

of    three    (  which    other    media    cannot 

touch  i    and  creating   life-long   product 

images. 
Production  techniques  probablj   will 

vary  little.  Live  action  photography— 

because  of  its  believability — should  in- 
crease in  usage.  Cartoon  —  for  its 

novelty — may  diminish  in  usage,  but 
will  be  used  more  intelligently. 

Special  prediction:  good  writer-, 
who  reallv  know7  advertising,  television 

production  techniques  and  can  graphi- 

cally  interpret  motivational  research 
in  terms  of  the  viewer,  will  be  the 

high-priced  boys  of  advertising.  There 

still  won't  be  enough  to  go  around. 

ELECTRONIC  WONDERS  AHEAD 

By  Laurence  \  alenstein 
President 

Grey    Advertising.    N.    Y. 

W  hat  about  tele- 
vision 10  years 

from  now-? 
\\  ben  General 

Sarnoff  recenth 
outlined  before 

the  Institute  of 

Electrical  Engi- 

neers "New  De- 
velopments in 

Electronics,"  he  told  of  tbe  banquet  of 
the  IEE  back  in  1902  to  honor  a  young 

man  named  Guglielmo  Marconi  who 

had  just  succeeded  in  receiving  the  first 

transatlantic  wireless  signal.  At  this 

banquet,  a  message  was  read  from 

Thomas  A.  Edison  who  said:  "I  would 
like  lo  meet  the  voting  man  who  has 

bad  the  monumental  audacity  to  at- 

tempt and  succeed  in  jumping  an  elec- 

tric wave  aero--  the  Atlantic." 

Today  we  look  to  the  future  of  elec- 
I ionics  as  il  is  shown  to  us  by  General 

Sarnoff  and  other  engineering  gen- 
iuses— and  we  do  not  think  of  it  as 

audacious.  We  have  come  to  expect 

great  things  of  American  engineers. 
As  an  advertising  agencj  man.  I  am, 

of  course,  most  interested  in  bow  these 

engineering  advance-  in  l\  will  affect 
the  advertiser  and  the  consumer.  We 
are  now  onl\  witnessin»  the  birth  of 
t\.  The  creative  talents  oi  advertising 

agency  men  and  women  will  make 
television  a  medium  that  will  bring  the 

wonders  of  American  industrj  into 

ever)   \  illage  and  hamlet. 

Il  will  make  the  products  and  serv- 
ices of  American  business  known  to 

everyone  everywhere.  Il  will  open  up 

new  mai kets  Eo)  products  ol  c\ en  de- 

scription. Television  In  1965  will  be 

judged  a  most  important  factor  in  the 
continued  prosperity  of  our  countr)  in 

that  it  will  be  one  of  the  important 

"sale-men"  that  keep  more  goods  mov- 

ing   to    more    people. 
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WSFA-TV MONTGOMERY,  ALA. 
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THE  KATZ  AGENCY,  INC. 
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WSFA-TV,  CHANNEL   12   •   NBC  TELEVISION 

AFFILIATED  WITH  WKY  &  WKY-TV  •  OKLAHOMA  CITY,  OKLA. 
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N Covering  the  < 
Northwest  Irom  Spolcar 

W- SH-H-H! 
Somebody's  Listening 
You  bet  somebody's  listening  .  .  . 
listening    and    acting. 

7,295 
Letters     in     One    Week 

and    still    growing! 

KGA's 
fabulous    KASH     BOX 
is    bringing    big    results    to 
these     national     products. 

•  Brownie    Cookies 

•  Darigold    Evaporated    Milk 

•  Folger's    Instant    Coffee 
•  Dr.    Ross   Cat    Food 

•  Dr.    Ross  Variety    Diet 

As  the  KASH  BOX  grows  ...  our 
listening  audience  grows  too.  Every 
letter  means  a  sale.  Your  product 
is  displayed  in  68  Inland  Empire  ICA 
stores  with  additional  newspaper 
space  free,  shelf  talkers,  promotion 

spots.  All  a  part  of  KCA's  fabulous KASH     BOX    promotion. 

Cet    the    facts   from: 

Reps.:  Everett-McKinney,  Inc 
New  York,  Chicago, 

Los  Angeles,  San  Francisco 

Box  141      Spokane,  Wash. 

FOR  HOTEL  ACCOMMODATIONS 
IN  NEW  YORK  CMTY 

CALL    YOUR    LOCAL   TRAVEL 

REPRESENTATIVE   OR 

TELETYPE— N  Y  1-3601 

GRAND   CENTRAL    AREA 

Shelton 
LEXINGTON  AVENUE  AT 
49TH  STREET 

1200  Modern  Rooms  Tele- 
vision equipped.  Reasonable 

Rates,  Swimming  Pool 
(complimentary  to  guests). 
Coffee  Shop,  Restaurant, 
Cocktail    Lounge. 

RADIO    CITY    AREA 

abbey  Jf)otel 
51st  STREET,  JUST  EAST 
OF  7th  AVENUE 

A  23  Story  Modern  Hotel. 
Accommodates  1,000 
Cucsts.  Sensibly  Priced. 
Breakfast  Room,  Stock- 

holm Restaurant.  AAA 
Recommended. 

TIMES    SQUARE    AREA 

in^GbiparbJpotel 
44th    STREET,     EAST    OF 
BROADWAY 

Comfortable       Accommo- 
dations    for     800     Cucsts 

at    Moderate    Rates. 
Coffee      Shop      and 
Cocktail     Lounge. 

TWO  TOICOS 
I  Continued  from  page  35) 

clients  dealers,  sometimes  goes  oul 
and  interviews  consumers  in  stores  or 

in  the  home  or  as  a  spot  test,  on  the 

street,  to  keep  in  touch  with  public 
reaction. 

"Whethei  you're  using  tv  or  maga- 

zines  oi  newspapers,"  says  he,  "\<>u're 
still  doing  that  one  basic  thing:  re- 

lating the  product  to  the  consumer. 

The  basic  problem  of  creating  a  cam- 

paign idea  is  research  to  find  the 

proper  communication  between  the 

product  and  the  consumer." 

A  t\  viewer  in  his  spare  time  I  '"I 
[ike  mj  clients'  shows  best"),  Adolph 
Toigo  lias  been  involved  in  tv  since 

the  days  when  $500  a  week  was  < - < n  1  - 

sidered  a  heft)  budget.  "Hut  you  could 
see  the  potential  of  the  medium  even 

then,"  he  recalls. 

<  Inr  of  the  areas  of  tv  research  that 

In  -  been  probing  is  the  relationship 

ol  the  tv  program  to  the  product  and 

to  the  message.  In  other  words, 

whether  and  to  what  extent  a  program 

can  predispose  viewers  favorabl)  to- 
ward the  product. 

\i«k  Keesely,  Lennen  6>.  Newell  sen- 

ior v.p.  and  radio-tv  director,  explained 

I  oigo  -  and  the  agency's  view  that 
circulation  is  < >n I \  part  of  the  story  in tv. 

"lake  a  cigarette,  for  example.  Au- 

dience-participation shows  keep  the 

product  in  front  of  the  public  at  all 

times.  i  Old  Golds  sponsor  Truth  or 

Consequences,  NBC  TV,  and  Two  for 

the  \lonej .  ( !BS  T\  .)  If  v  ou  give 

away  a  carton  of  Old  Golds  ever) 

three  or  four  minutes,  you're  getting 

immeasurable  sales  plus." 
Keeselv.  a  balding  man  with  a  deep 

all-winter  tan.  spoke  radio-IA  philoso- 

phy rapidly,  without  hesitation,  occa- 
sionall)  turning  to  Francis  (Frank) 

Bat  ton,  a  radio-h  \  .p.,  for  confirma- 

tion, roigo  had  said,  "  Vgenc)  con- 
trol ol  t\  shows  doesn't  matter.  Shows 

have  to  stand  on  their  merit,  and  who- 

ever produces  best,  should  produce 
the  show. 

\ov\  Keesel)  elaborated  on  the  mat- 

i '  i  ol  program  control.  "Barton  ami 
I  went  through  a  period  in  radio  when 
all  agencies  were  on  the  producing 

band-wagon.  ̂   on  soi  t  ol  got  the  feel- 

ing thai  the)   were  producing  in  order 

to  justif)  the  I.V,  |o  their  client-.  Bui 

we  don't  originate  anv  -how-  here 
w  ithin  the  agenc) .  .  . 

"  \  i  ouple  o|  pa<  kages  were  initiated 

in  the  shop,"  Barton  put  in. 

"Good  point."  said  Keeselv.  "But 
the  actual  putting  together  of  the  pack- 

age was  done  outside  the  agencv.  An 

agency  can  be  much  more  objective 

about  a  show  if  it's  produced  outside. 
Setting  up  production  within  the  agen- 

cy means  a  tremendous  overhead  of 

people,  and  an  upheaval  of  people  .  .  . 
a  constant  hiring  and  firing.  Some 

agencii  -  in  the  radio  days  held  out  for 

a  long  time,  hut  most  of  them  eventual- 
lv  came  around  to  l>u\ing  outside. 

"Of  course,  an  agenc)  need-  as  much 
supervisor)  talent  (excepting  technical 
■icw -i  in  order  to  buy  knowledgebaly 

a-  it  doc-  i|  it's  producing.  We  feel 

we've  got  the  know-how  in  the  agency 
to  do  a  good  job  of  package  buying. 

\inl  alter  all.  the  buying,  though  vital, 

is  still  only  the  beginning  in  putting 

the  -how    on  the  air." 
Toigo  feels  that  putting  a  client  on 

tv  todav  is  a  venture  fraught  with  cost- 

l\  gambles.  "Costs  are  so  damned 

high,  that  a  man's  got  to  have  $3.5 
mil, ion  to  go  on  network  tv  for  a  year 
nowadavs.  This  has  meant  that  a 

-how  ha-  to  pav  out  faster  than  in  the 

S500-a-week  davs.  and  the  hazards  of 

launching  a  new  show  have  increased 

proportionately.  In  the  last  year  and 
a  half.  50  show-  went  on  and  had  to 

quit.  The  greatest  casualties  seem  to 

he  among  participating  show-.  They're 

either  \er\   good,  or  no  good  at  all." 
I!ul  when  they  are  good.  Keeselv  in- 

terjects, they're  "great  advertising 
vehicle-  lor  a  highl)  competitive  prod- 

uct like  cigarettes,  hecause  they  give 

more  sales  value  per  dollar  than  other 

forms  ol  programing."  He  expressed 
surprise  that  Philip  Morris  cancelled 

the  /  I. ore  Lucj  slum.  "You  can't write  oil  that  tremendous  circulation. 

"Now  some  people  -av  that  show's  so 
strong  von  remember  Luc)  hut  not  the 

product.  1  don't  agree  with  that theory.     If  you   reach  enough  people 

and  have  a  good  -ale-  message.  \  out- 
advertising should  pa)  oil  for  the 

product. 
In  order  to  keep  tabs  on  consumer 

reactions  to  products.  Lennen  \  Newell 
ha-  a  panel  of  3.000  housewives 

throughout  the  country,  a  sampling 

chosen  to  act  as  a  gauge  ol  the  entire 

I  .S.  market.  For  example,  if  the 

agenc)  wanted  to  know  how  a  new 
toil)  i  soap  might  be  re<  eived,  Adolph 

Toigo    told    sponsor,    each    of    these 

3,000  women  would  receive  an  un- 
identifiable cake  of  this  soap  to  use 

loi  a  week.     Vfterwards  they'd  fill  out 
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a  questionnaire  giving   their   read   - 
to   it. 

Adds  Toigo,  "We've  spent  as  much 
as  $100,000  researching  a  product  be- 

fore it  \\a<  more  than  a  theory.  But 

that's  a  \<-i\  real  pari  of  helping  a 
client  -ell  his  product.  From  the  vei  \ 

beginning,  before  there's  an)  question 

of  advertising  or  media,  you've  got  t" 
make  sure  that  the  product  is  the  one 

that    people    want. 

John  Toigo,  too.  has  always  preached 

the  importance  of  maintaining  contact 
with  (lie  consumer.  Back  in  1933.  he 

wrote  the  following  letter  to  J.  Stirling 

( Jetchell   advertising   agenc)  : 

"'\\  hat  assurance  is  there  that  a 

'survey'  will  produce  results  on  a  sim- 
ple product — say  a  toilet  soap?  I 

feel  reasonabl)  sure  that  at  least  one 

large  advertiser  who  features  the  value 

of  olive  oil  for  the  complexion  is  bark- 
ing up  the  wrong  tree.  I  had  a  little 

experience  in  Using  to  sell  olive  oil 
for  American  skins  in  the  case  of  Dona 

Castile  and  the  job  is  not  easy.  Be- 
sides,  as  the  Polish  woman  said  to  the 
delicatessen  clerk  when  he  showed  her 

a  tuheful.  'What  for  I'm  put  oil  on  my 

face?      I  in  got  too  greasy  now.'" 

At  Lennen  &  Newell.  Adolph  Toigo's 
right-hand  man  is  Thomas  C.  Butcher. 

is   the 

"routing   system" 
keeping  you  from  moving 
ahead    faster? 

Many  an  advertising  opportunity  is 
missed  because  a  new  idea,  a  changing 
trend,  a  vital  forecast  is  not  seen  in 

time.  That's  why  an  increasing  num- 
bei  of  Advertising  and  Station  Execu- 

who  formerly  received  copies  via 

the  "routing  system"  now  have  indi- 
vidual subscriptions  to  SPONSOR. 

This  waj  thej  're  sun  SPONSOB  n 
them  first  thing  every  other  Monday 
mornii  m    of  getting  all  the  latest 

radio  't  \    facts   in   time  to  act    ...  in 
time  to  profit. 
Try  an  individual  subscription  toSPON 

i  iB  yourself.    At.  Special  Int  roductory 
Rates,  the  investment  is  small,  thi 
t(  ntial  iv  at. 

order  now 

pay    later 
i--------------------------^ 

!  SPONSOR  40  E.  49th  St.  N.Y.  17,  N.Y.  i 
i  ■ 
i      Enter    my    subscription    to    sponsor     • 

for  the  next  32  weeks  (16  issues     .-it     g 

•  Von  sa\ e  -•'  under  single  copy 

i     co  ■  B 
;  Bill    me  O  Bill  compai  Paymci  . 
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appointed  executive  v.p.  on  27  Decem- 
bei  1954 — the  same  day  Adolph  was 

elected  president.  The  appointment 

surprised  no  one.  Butcher  and  Tiogo 
have  known  each  other  for  more  than 

20  years,  worked  in  the  same  agencies, 

generally  complimented  each  Othei 

through  the  \ears. 

Butcher  came  to  Lennen  \  Newell 

from  William  Kst\  in  September  1952 

to  handle  first  Schlitz,  then  all  ac- 
counts. He  had  brought  Toigo  into  Est) 

some  five  or  six  years  earlier  as  head  of 
icseaich.  and  so  it  seemed  natural  that 

lie  (I  he  teaming  up  with  Toigo  again. 

Butcher  understands  Toigo.  He  un- 

derstands Toigo's  use  of  research.  "Be- 
fore  a  lot  of  high-priced  creative  talent 

goes  off  the  handle  working  on  ideas," 

explained  he,  "Toigo  uses  research  to 
set  up  channel  markers,  bul  without 

inhibiting  them.  It  s  not  restrictive, 

you  know.  You  might  sa\  that  research 

is  the  cornerstone  of  an  advertising 

campaign,  sort  of  like  an  anchor." 
"I  met  Toigo  at  Benton  &  Bowles, 

when  I  followed  Ted  Bates  and  Con- 

tinental Baking  there  in  1937.  "  Butcher 
recalls.  Toigo  was  then  head  of  re- 

search at  B&B.  Behind  him  he  had 

a  colorful  nine  years  of  football  and 
research  hack  in  Chicago. 

Toigo  likes  to  recall  his  football  days 

most  of  all.  though  he's  reluctant  to 
talk  about  them.  "When  I  was  in  high 

school,  I  didn't  have  time  to  practice 
football,  i  He  worked  in  the  coal  mines 

on  the  night  shift,  finished  high  school 

in  three  years. )  So  they  made  me  a 

guard,  because  you  didn't  have  to  prac- 
tice for  that,  and  I'd  just  go  out  on  the 

field  on  Saturday  and  play." 
When  he  got  to  the  University  of 

Chicago,  he  made  the  freshman  team 

although  he  weighed  in  at  only  144 

pounds.  Amos  Alonzo  Stagg,  grand 

old  tyranl  of  college  football,  once 

i  ailed  Toigo  one  of  the  three  fine.-l 

players  bed  coached.  Toigo  sees  it 
somew  hal  different!) . 

'"I    was  one  of  the  main   rea-ons  thai 

a  Minne-oia  tackle  made  \ll-  Ameri- 

can," he  told  sponsor.  ""<  >ne  da)  our 
team    was    pla\  big    \l  innesota,    and    I 

made  their  tackle  look  so  good  thai  he 
made  \ll-  \niei  lean  that  \ei  \  after- 

noon." 

Nonetheless,    ii     was     [oigo    whom 

Stagg  picked  i   ach  the  team  for  a 

couple  "I  v  ears  aftei  he  graduated  from 
the  I  nivei  sit) .  Vnd  to  thi-  da) .  Toigo 
has  stayed   in   touch   with  Stagg.  now 

well  over  90  \ears  old  and  in  retire- 
ment   iii    Stockton. 

I  here's  one  letter  from  his  coach 

that  Toigo  has  kept.  Written  in  1952 

when  Stagg  was  90  years  old,  it  shows 

how  the  old  man  kept  track  of  the  ca- 
reers his  star  followed,  mentioned  a 

visit  of  Toigo's  older  brother  Jern  and 
expressed  a  great  deal  of  pleasure  ovei 

that  fact  that  Toigo's  older  son.  Twigs, 
was  going  to  the  I  niversit)  of  Chicago. 

Toigo  isn't  sure  that  the  letter  would 
have  been  quite  as  jovial  had  Stagg 

realized  that  Toigo's  agency  handled 
a  cigarette  account.  The  old  man  was 
such  a  tvrant  about  training  rules  that 

on  a  visit,  years  after  he's  stopped 
pla\  ing  or  coaching.  Toigo  crushed  out 
a  cigarette  automatically,  when  Stagg 
came  into  the  room. 

"I  guess  it's  so  simple  that  it's  trite. 
But  most  of  football,  like  advertising. 

is  a  question  of  teamwork  and  timing, 
says  Toigo. 

Even  as  a  boy  in  Benld,  Toigo  had 

lessons  in  teamwork  that  he's  never 

forgotten.  "When  I  lived  there.  Benld 
had  population  of  some  3.000.  Every- 

one was  from  Europe,  and  in  almost 

the  same  proportion  as  in  Europe.  In 

school,  the  kids  were  all  first  genera- 

tion, and  it's  a  funny  thing,  but  I've 
never  had  an  experience  that  compares 

with  the  feeling  of  affinity  with  the 

kids  there  that  we  used  to  have.  .  ." 

It  was  late  afternoon,  and  outside 

the  windows  the  sky  was  charged  with 

rain.  Toigo  had  come  back  from  Mil- 
waukee late  the  night  before,  and  his 

first  day  back  in  the  office  had  been 
an  endless  series  of  meetings. 

"There's  a  strength  about  pea-ant 

people."  he  reflected.  "The)  use  all 
their  intellectual  and  emotional  power 

as  fully  as  possible.  As  you  go  up  in 
a  sense  "I  culture,  you  begin  to  use 

\oiir  intellectual  powers  almost  at  the 

expense   of   the  emotional. 

It  was  the  onl)  time  in  Toigo's  remi- 
niscing, that  he  seemed  a  little  nostal- 

gic. When  he  -poke  about  bis  youth, 
there  was  a  sense  ol  remoteness. 

"It's  a  strange  little  town."  he  re- 

marked,  about  Benld.  'When  m\ father  came  there,  he  immediate!)  went 

to  the  mine-  for  a  job.  He  didn't  speak 
a    word    of    English,    bul     managed    to 

communicate  the  essentials.  The  fore- 
man asked  his  nationality,  and  when 

he   told   him,    the   foreman   said   the) 

didn't  hire  Italian-.  \l\  lather  came 

home,  went  ba<  k  to  the  mini's  the  nexl 

day,  and  on  good  advice,  told  them 
that  he  was  French,  so  the  same  man 

hired    him.  ' 
Toigo's  mother  and  two  sisters  still 
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live  in  Benld,  where  he  \  i-it>  once  or 

twice  a  year.  He  hasn't  lived  there 
-hire  1025.  when  lie  entered  the  Uni- 

versit)  of  Chicago.  He  worked  his 

way  through  to  a  Ph.B.  in  English,  be- 
came a  football  coach  after  graduation. 

\i  the  outset  of  the  depression,  he  gol 

a  job  selling  \rmour  &  Co.  coap  to  the 
Chicago  retail  trade.  It  was  at  this 

time  (1929)  that  John,  then  copy- 
writer at  John  11.  Dunahm,  got  Toigo 

a   job  with  the  agenc) . 

Just  before  Dunham  folded  (as  John 

Toigo  puts  it.  ""I  decided  the  agency 
had  gone  off  the  track — become  more 
interested  in  craftsmanship  than  in 

selling,  and  I  could  see  reefs  ahead"), 
the  two  Toigos  quit  John  H.  Dunham, 

and  bought  a  gasoline  station  in  Dal- 

ton.  Says  Adolph,  "An  agency  can  go 
onlv  as  far  as  the  head  of  it  lets  it,  and 

we  could  see  that  Dunham's  future  was 
limited.  I  was  about  22  or  23  at  the 

time,  but  your  instincts  for  what  should 

be  done  aren't  much  different  at  22 

than  at  49." 
John  and  Adolph  operated  the  gas 

station  I  profitably  I  for  a  little  oxer 
a  vear.  By  1932.  Adolph  Toigo  was 
ready  for  his  second  agency  job.  He 

joined  Benton  &  Bowles  as  a  research- 
er. He  obtained  the  job  on  the 

strength  of  his  work  for  Armour  and 
Dunham. 

Toigo  left  B&B  in  1937.  went  to 

Geyer,  Newell  &  Ganger  in  a  planning 
capacitv.  In  the  meantime,  around 
1(H2.  Tom  Butcher  went  oyer  to  Col- 

gate, stayed  there  as  ad  manager,  then 
in  L947  joined  William  Esty  Co.  as 
account  man  and  v. p.  on  Super  Suds. 

He  suggested  Adolph  as  research  direc- 

tor for  Esty,  and  together  they  launch- 
ed Fab.  Subsequent  tests  showed  that 

Fab  got  as  high  as  75'  i  recall  on  its 
sales  message. 

Like  Toigo.  Butcher  believes  in  co- 

ordinating media  0IT  one  theme.  "If 
you've  got  one  guy  shouting  one  stor} 
in  print,  and  another  gU)  on  t\  shout- 

ing another  story,  you're  not  gonna 

gel  across,  says  he.  "Also,  adver- 
tising needs  continuity.  It  doesn  I 

work  like  a  hypo,  but  more  like  a  water 

faui  et,  w  iih  it-  constanl  drip." 

Adolph  Toigo  says  "the  business  of 
tdvertising  has  always  been  under  ac- 

cusation of  hucksterism.  But  that's  Eai 
from  a  true  interpretation  oi  the  wa) 

the  average  manufacture!  piesents  his 

stor)  to  the  public.  Mosl  of  them  real- 
ize thai  j  ou  can  i  fool  the  a\  erage  con- 

sumer, no  matter  how   oltcn  \  OU  repeal 
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(Continued  from  page  31) 

l\  as  a  print  or  broadcast  buyer." 
•  "A  year  ago.  we  reorganized  our 

media  buying  into  the  group  system," 
said  Lennen  &  Newell  v.p.  Anthony  De 

Pierro.  "We  don't  feel  that  there's  a 
great  advantage  in  all-media  buying. 
since  Inning  any  one  medium  is  a 

full-time  job  and  develops  specialists 

unmatched  by  all-media  buying.  How- 
ever, there  is  a  close  liaison  between 

buyers,  and  each  knows  a  lot  about 

the  other  man's  medium  and  the  gen- 

eral problems  of  the  accounts." 
Added  FC&B's  Paul  Gerhold: 

o  "Radio-tv  buying  at  FC&B  is  tra- 
ditionally handled  in  close  relationship 

to  print  buying,  but  there's  no  real 
trend  toward  'account'  buying.  There 
is.  however,  closer  relationship  with 

the  radio-tv  production  people  in  our 

shop.  That's  so  media  buyers  can 
make  sounder  appraisals  on  the  basis 

of  shared  knowledge.  Also,  there's  a 
lot  of  media  news  exchanged  this  way. 

"We  have  a  strong  feeling  at  the 
moment  that  there  are  so  many  aspects 

of  buying  broadcast  media  where  the 

success  is  dependent  on  day-to-day 
working  knowledge  that  the  trend  to 

all-media  buying  is  less  efficient — ex- 
cept where  it  exists  at  top  executive 

levels.     It's  still  a  job  for  specialists." 
Will  more  agencies  change  to  the 

buying  practices  of  Young  &  Rubicam, 
leader  in  total  dollar  volume  of  agency 
air  billings? 

None  of  the  other  media  executives 

indicated  that  they  contemplated 

changing  in  the  near  future.  However, 
most  felt  that  a  close  relationship  in 

buying  was  needed  between  air  and 

print  buyers  at    the   supervisory   level. 

your  nn  - 

*  *  • 

Question  I.  As  you  see  it.  what  is 

the  future  rule  of  network  radio — par- 
ticularly nighttime  network  radio? 

Although  most  media  executives  are 

general!)  hesitant  about  gazing  into 
crystal  balls,  a  number  of  thoughtful 

responses  were  drawn  to  thi>  question. 

Generally,  the  media  men  felt  that 

network  radio's  future  was  assured, 
although  there  was  still  work  to  be 

done  in  developing  the  maximum  me- 
dia value  Eoi  network  radio. 

•  "I  happen  lo  be  \ ei  \  keen  on  the 
future  ol  nighttime  network  radio, 

said  Cunningham  &  Walsh  v.p.  New- 

man McEvoy.  "Today,  man)  of  our 

top  advertisers  are  looking  for  'com- 
bination approaches  ol  ladio  and  l\ 

usage.     Radio,  being  far  more  flexible, 

can  he  made  to  complement  tv  ver) 

well.  However,  network  radio  could 
do  much  more  in  developing  fresh 
formats.  For  instance,  radio  might 

find  it  advantageous  to  find  fresh  ways 

to  utilize  big  tv  names — thus  reversing 
the  trend  in  which  radio  properties 

have  been  adapted  to  tv." 
What  must  net  w  oik  radio  do  to 

stimulate  client  interest  and  assure  it- 

self of  continuing  (  or  increased  I  sales? 

One  answer  came  from  Biow-Beirn- 

Toigo  v.p.  John  Kucera,  who  stated: 
•  "To  be  successful  in  the  future, 
network  radio  must  maintain  efficienc) 

of  cost  relationship  to  audience  size. 

Also,  radio  needs  more  accurate  mea- 
surement of  extra-set  and  out-of-home 

listening.  It's  not  enough  just  to  saj 
'there  were  so-and-so  million  radios 

sold  last  year":  we  need  to  know  how 

and  where  they're  used.  Mso,  I  don't 
think  over-specialization  is  the  final 
answer  in  radio.  If  network  radio  can 

successfully  deliver  specialized  audi- 
ences at  a  good  price,  this  may  be  part 

of  the  answer.  But  clients  look  basic- 

ally for  broad  appeal,  and  seldom  tr\ 
to  build  whole  campaigns  out  of  spe- 

cialties." 

Another  agency  view,  in  which  the 

emphasis  was  on  flexibility,  came  from 
BBDO's  Fred  Barrett,  who  told  SPON- SOR: 

•  "1  would  say  that  the  direction  net- 

work radio  must  go  in  is  that  of  ex- 
treme flexibility  and  economy  of  opera- 

tion. I  also  believe  that  personality 

selling  is  going  to  be  a  major  factor. 
Network  radio  must  develop  itself  into 

a  'companion"  to  listeners,  due  to  the 
growth  of  multi-set  homes,  rather  than 

try  to  be  a  star  "entertainer"  in  the 

living  room,  like  tv." 

"  Have-to-play- KRIZ- Phoenix- 

tonight." 
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Question  .>.  //  hat  arc  the  principle 

changes  you've  seen  lately  in  the  use 
of  spot  radio  b\  your  agency,  or  in  the 
reasons  a  In    \<>u   buy  it? 

\  irtuall)  tlic  entire  panel  of  media 
executives  reported  the  same  trend  in 

spot  radio  usage:  more  short-term 
campaigns  ol  a  saturation  nature. 

Several  agencymen,  however,  point- 

ed (ml  that  these  "hit-and-run"  cam- 
paigns were  not  a  replacement  foi  their 

regular  year-round  radio  campaigns: 
the)  were  an  additional  punch,  used 
w here  needed. 

Here's  a  roundup  ol  comments: 

•  "The  most  obvious  change  has 
been  in  the  greater  use  of  short-term 

'flights  ol  spot  radio  announcements, 
where  clients  are  seeking  frequents  of 

impact  in  a  short  period  of  time."" 
(Cunningham  \  Walsh  \.p.  Newman 
M<  Evoy). 

•  "I  lur  basic  use  of  spot  radio  hasn't 
(  hanged  radically.  We  try  to  keep  spot 
radio  schedules  completely  flexible  so 
that  we  can  review  them  periodically 

and  keep  up  to  date  with  the  "hanging 

media  values  of  spot  radio."  ( Lennen 
&  \ewell  v.p.  Anthony  De  Pierro). 

•  "No  basic  changes  in  our  recent 
uses  ol  spot  radio,  execept  that  spot 
radio  merchandising  is  growing  in 

weight  as  a  factor  in  spot  radio  pur- 

chasing.""    >k\i:"s  Phil  kenney I . 
©  '"The  major  trend  in  our  use  of 
spot  radio  is  to  heavy,  flexible,  day- 
and-night  use  of  paritcipations  in 
-hong  local  radio  shows.  We  are  out 

to  bu)  local  personality  selling,  in 
other  words,  and  to  keep  on  the  move 

.dii  i  new  audience."  (Y&R  v.p.  Peter 
lev  at  lies) . 

•  "We're  very  active  now  in  spot 
radio,  and  urge  it-  use  to  clients.  Most 

of  our  campaigns  are  basically  'regu- 

lar' campaigns,  but  we  see  an  added 
trend  to  the  use  of  'waves"  of  spot  an- 

nouncements." (Kudner  v.p.  Hugh 
Johnson \ . 

Question  U.  What  is  likely  to  be  the 

i  hief  effects  of  media  buying  of  a  con- 
tinued upward  spiral  of  tv  production 

ami  lime  costs? 

In  general,  the  media  executives  saw 
two  results  of  a  continuation  of  i\  cost 

i  ise : 

1 .  ( llients  would  spend  more  mone) 

to  staj  in  t\  if  the)  fell  thai  their  pres- 
cut  i\  acth  it\  was  of  great  important  e 
i'ii  hem. 

2.  Client-  who  couldn't  afford  the 
pace,   hut    who   wauled   to   remain   in  t\. 

would  find  othei   money-stretching  so- 

lution-, principally  that  of  shifting  to 
less  frequent  exposure  (alternate  weeks 

and  suchlike  i  or  the  use  of  "magazine" 
format  shows  sold  on  a  participation 
basis. 

Here  are  samples  of  individual  com- 
ment: 

•  "Advertisers  will  work  hard  to  -la\ 
in  h.  despite  rising  costs,  so  long  as 

present  cost-per-1,000  ratios  are  main- 

tained" said  B-B-T's  John  kucera. 

•  "Higher  costs  of  t\  might  cause  re- 
trenchment- of  frequency,  as  well  as 

more  use  of  other  media — particularly 

radio-  to  reach  the  public."  stated 
C&W's  Newman  McEvoy. 

•  "if  costs  ol  t\  continue  upward, 
sponsors  will  be  forced  to  alter  plans 

in  many  cases.  You  may  see  more  of 

them  dropping  back  to  alternate-week 

sponsorship,  more  sponsorship  of  hour 

shows  in  20-minute  segments,  more 

major-minor  deals,  and  more  use  of 
the  occasional  big  tv  splash  supported 

by  non-tv  media."'  said  BBDO  v.p.  Fred Barrett. 

•  "The  U.  S.  econoim  has  enough 
blue-chip  advertisers.  Tin  sure,  to  keep 

the  prime  half-hours  at  night  sold  out 

on  the  top  three  networks — even  if  the 
advertisers  have  to  reduce  frequenc) 

to  do  it."  added  L&N  v.p.  Anthony  De Pierro. 

Question   7.    Of  oil  the  advertising 

media  pitched  to  you.  which  one  does 

the  best  all-around  job  of  selling  itself 

to  you? 

Air  media  salesmen  who  confidently 

expect  the  answer  to  be  either  radio 

or  tv  are  in  for  a  surprise.  Nearly 

75'  i  of  the  media  men  gave  the  selling 
laurels  to  magazines. 

•  "Magazines  furnish  more  definite 

research  tools,  often  those  they've  made 

for  themselves  without  outside  urging." 
said  kudner  v.p.  Hugh  Johnson  in  a 

typical  reply.  "Magazines  have  a  much 
longer  range  to  their  selling  and  go 

much  deeper   in   research."' "Radio  and  tv  do  a  good  job  ol 
selling,  but  they    do  so  in  an  expedient 

fashion,"  said  Y&R's  Peter  Levathes. 

"  I  \  is  sold  often  for  the  sake  of  enter- 
tainment, rather  than  a-  a  tool  to  sell 

products.      \l-o.    aii     selling     usuall) 
doesli  I    look   ahead    more   than    ju-l    one 

season.    I  <l  pick  magazine-  as  tops." 
•  "I  think  magazines  do  the  best  job 
of  presenting  their  advertising  values 

and  of  relating  themselves  to  the  client 

problems  of  sales  and  distribution. 

The)  re  no!  jusl  filling  up  period-  in  a 

program  or  spot   lineup,     said   L&N's 

Anthony    De  Pierro. 

•  "  Magazini  -.  w  ith  m-w  spapers  and 

supplements  as  the  runners-up.  Print 

media  has  more  'sell'  in  its  pitches, 
more  documentation  of  the  sales  storv. 

better  tools  for  us  to  work  with  in  plan- 

ning the  creative  use  of  media."  stated 
BBDO's  Fred  Barrettt. 

Most  of  the  media  executives,  radio- 

tv  sales  executives  will  at  least  be  hap- 

p)  to  learn,  felt  that  there  had  been 

-hiking  improvements  lately  in  the 

quality  of  pitches  made  to  agencies. 
And.  of  the  two  air  media,  the  admen 

felt  generally  that  radio  was  doing  a 

better  job  of  digging  for  hard  facts. 

"Many  tv  salesmen  haven't  had  to 

learn  how  to  sell,"  said  one  Madison 
\\emie  media  director. 

Question   8.    What  are  your  thoughts 

concerning  the  "big  splash"  concept  of 
tv  air  advertising  vs.  the  week-to-week 

type  oj  tv  shou  ? 
As  might  be  expected,  this  was  a 

topic  which  the  media  executives  said 
had  been  the  subject  of  many  a  recent 

agency  plans  or  media-buying  session. 
The  consensus: 

A.  Frequency  is  the  basic  choice, 

which  usuall)  means  a  "regular"  -how schedule. 

B.  The  "big  splash"  show  can  be 
extremely  ellective  under  certain  spe- 

cial conditions,  but  generally  sacri- 
fices ordinarj  advertising  efficiency. 

C.  There  is  plenty  of  room  for  both 

types  of  program  concepts  in  tv,  and 

plentv  ol  sponsoi  -  w  ho  <  an  use  eai  h  oi 

both  with  good  results. 

Here  are  samples  of  individual  ex- 
ecutive opinion: 

•  "One  of  the  great  values  of  broad- 
casting has  always  been  its  frequency 

of  impression.  If  you  strav  too  far 

from  it,  you  will  negate  one  of  its 

principal  values.  By  and  large,  we 
would  choose  week-to-week  frequency 

a-  the  'basic'  bus."  said  FC&B  v.p. 
Paul  (ierhold. 

•  "Current  -Indie-  document  the  the- 
or\  of  concentrating  advertising 

weight,  rather  than  splitting  it.  We 

should  be  primarilv  interested  in  the- 

'hard  core'  of  regular  readers  or  view- 
er- or   listeners,  rather  than  the  mass  of 

$60.00  INVESTMENT 
SOLD  $1,500.00  in  floor  covering 
via  ALL-NEGRO 

WSOK 
NASHVILLE,  TENNESSEE 

110 
SPONSOR 



people  who  are  reached  infrequently. 
Our  goal  invokes  the  greatest  possible 

frequenc)  against  the  largest  «rmip  of 
aetual  potential  customers  we  can  buy 

with  our  advertising  dollars."  stated 
v. p.  Arthur  Porter  of  J.  Walter  Thomp- 
son. 

•  "'  I  here  is  certainlj  room  lor  both 
the  'splash'  and  the  regular  forms  of 
tv  selling.  However.  I  feel  that  if  you 

are  selling  a  daily-use  product,  the 
primary  tool  is  that  of  regular,  steady 

programing.  The  splash  program  can 

work  excellently,  however,  on  a  sea- 
sonal or  special  type  of  sales  problem, 

but  such  a  show  depends  for  its  suc- 
cess on  how  well  you  promote  and 

merchandise  it."  said  K&E's  Phil 
Kennev .  *  •  • 

Briefly  .  .  . 

(Continued  jrorn  page  57  i 

Clete  Roberts,  the  globe-trotting  tv 
reporter  who  was  the  subject  of  the 

"personality"  feature  in  a  recent  issue 
of  Fortnight  magazine,  has  formed  his 

own  organization,  Clete  Roberts  Pro- 
duction, Inc.  The  new  organization  is 

handling  the  production  of  his  filmed 

World  Reports  which  are  seen  in  many- 
cities  across  the  countr\ . 

«        *        * 

WCUE,  Akron  has  started  a  three- 
week  promotional  campaign  to  end  just 

before  Easter  with  its  theme — "Give  a 

radio  for  Easter."  The  campaign  will 
stress  the  lasting  pleasure  derived  from 
such  a  thoughtful  gift  and  will  also 

remind  the  listener  that  he  can  buy  a 
radio  for  as  little  as  $10.  Though  98% 
of  the  homes  in  Summit  County  are 

radio  -  equipped,  the  campaign  is 
planned  to  promote  the  radio-in-every- 
room  trend. 

*        *        * 

An  all-da\.  sign-on  to  sign-off,  13- 
hour  radiothon  conducted  recentl)  In 
Houston  Negro  radio  station  K.COH 

netted  over  $10,000  for  the  nev\  Negro 
YMCA  building  there.  In  the  picture. 

KCOH  owner-manager  Robert  C. 
Meckel  is  shown  signing  a  letter  thank- 

ing all  participants  as  A.  E.  W  arner, 
chairman   of  the  drive,   looks  on. 

\  father-son  Irani  airs  The  Sunday 

Real  Estate  Shou  ovei  KXYZ,  Hous- 
ton. L03  Duddleston  started  the  show 

25  \ears  ago  as  a  one-houi  program, 
hut  now  it  is  a  six-and-a-haU  houi 

-how    w  lib   music  and   new  s.     Lov .   Ileal 
Estate  Editor  for  the  Hon  ton  Post  Eoi 

13  years,  thinks  thai  Sunda)  is  the 
ideal  lime  to  reach  both  husband  and 

wife  while  they  are  in  a  receptive  mood 

for  real  estate  and  household  improve- 

ments. Loy's  son  Wayne,  the  show's 
director,  concurs  adding  that  .  .  . 

"when  people  (in  Houston  I  think  of 

real  estate,  they  think  of  Dad." 
*        *        *• 

The  Puerto  Rican  advertising  agen- 

cy  Publicidad  Badillo  celebrated  its 
10th  anniversary  at  an  open  house 

cocktail  party  for  its  clients  and 
friends.  The  agency  was  started  late 

in  1944  by  local  newspaper  and  pub- 
lic relations  man  Samuel  E.  Badillo 

with  two  principal  accounts.  Today 

they  have  over  50  accounts  serviced  by 

more  than  30  employees,  and  they  oc- 

cupy  two  floors  of  the  Villamil  Build- 
ing in  Santurce.    Billings:  $1,000,000. 

Publicidad    Badillo's    modern    conference    room 

*  * 

A  third  micro-wave  television  cir- 

cuit placed  in  operation  in  New  Eng- 
land early  in  March  gives  viewers  a 

choice  of  three  live  programs  from 
Boston,  New  York  and  beyond,  it  was 

announced  by  officials  of  the  New  Eng- 
land Bell  Telephone  Company  and  Mt. 

Washington  TV  Inc.  The  new  circuit 

is  expected  to  add  greatly  to  the  area  s 

reception  of  sports  and  special  events. 
it        *        * 

Philadelphia's  WHAT  WI-FYI  an- 
nounced a  major  change  in  program- 

ing with  the  addition  of  seven  more 
hours  of  Negro  broadcasting  per  week 

and  the  elimination  of  all  foreign  lan- 
guage programing.  The  management 

stated  that  the  demands  for  increased 

Negro  service  came  from  both  adver- 
tisers and  listeners.  The  station  now 

has  more  Negro  programs  on  the  ail 

(85  hours  per  week)  than  am  othei 
station  in  the  area,  with  a  higher  Pulse 
Haling  than  ever  before. 

Deti oit's   \\  \\  I  I  \    has  a   new    pi< 
lui'-  laden     Inoi-hurc     on     its     wav     to 

man}     admen.     The  booklet 

wives  the  station's  background  and  all 
the  essential  mat  ket  data  in  a  v  ai  ietj 
m|  colored  chai  ts.  I  he  t\  station  was 

the  firsl  in  Michigan,  and  it^  radio 

counterpart,  \\  \\  J.  dates  back  to  Au- 

gust   L920. »       *       # 

Television  climbed  into  third  plan- 
last  year  as  an  extensive!)  used  a< I- 

verti  ing  medium  among  the  nation's ice  cream  manufacturers.  In  1955, 

13.7  percent  of  the  ice  cream  makers 
are  expected  to  make  this  their  major 
method  of  reaching  consumers  with 
their  sales  messages. 

*  *       * 

\\I1\L  Baltimore,  pulled  oil  a  ver) 

successful  teaser  campaign.  For  10 

days.  85  billboards  each  spelled  out  the 

single  word  "AWAKE"  on  the  top  half 
with  no  other  word  on  the  poster.  He- 
actions  ranged  from  suggestions  that 
it  was  the  start  of  a  highwav  safety 

campaign  to  rumors  that  Billy  Graham 
was  coming  to  town. 

Finally  the  lower  half  of  the  bill- 
boards exclaimed  "to  the  Al  Ross  Show 

— daily  6  to  9:30  a.m."  Ro-s  is  a  pop- 
ular d.j.  who  does  the  WBAL  morning 

stint  Monday   through  Friday. 
*  *        * 

CBS  Radio  is  currently  plugging  an 

eight-week  promotional  campaign 

based  on  the  theme  "Listen  While  You 
Work,"  announced  Murry  Salberg, 
manager  of  program  promotion  for  the 
network.  The  campaign,  complete  with 

promotional  kits  for  local  stations,  is 
aimed  at  the  housewife  particularly, 

but  seeks  to  boost  daytime  listening 

all  around.  •  *  * 

"KRIZ  Phoenix  said  to  ride  safely. 

When  do  I  blow  my  saddle  horn?" 
21  MARCH  1955 
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gives  you 

All 

Market  •  •  • 

Coverage  •  • . 

Ytogr a  mining 

Contact  us    h 

of  call  yout      V 

John  Biait  man     \ 

TODAY! 
190  KILOCYCLES  •  50.000  WATTS  •  ABC  NETWORK 

Now  it  costs  less 
to  sell 

MINNEAPOLIS 
ST.  PAUL 

Maximum  power  at  minimum 
cost  —  choice    availabilities. 

ASK 316,000 

watts    on 
H  -  R 

Channel    9 

Offices,  Studies,  Transmitter 

FOSHAY  TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 

John  II.  Kullartl.  president  of  Bulova  Watch 

Co.,  made  news  when  he  announced  earh    this 

month  that  the  firm  would  launch  on   15  March 

the  largest,  most   concentrated  ad  campaign   due,  ted 

by  Bulova  at   the  American  i>ul>Iic.    Bulova  is 

promoting   its    "precision-adjusted   23-jewel    self- 

winding watches"   on    270   radio   and   tv   stations    i  in 
McCann-Erickson.    Ballard   said  the   campaign 

was  designed  to  bring  watch  sales  back  to  the 

jeweler.    He  estimated   1955   ad  expenditures 
at  $7  million,  90%   going  to  air. 

Paul   West,   ANA   president,  has  just  finished 

presiding  at  organizations' s    \6th   annual  spring 
meeting.    Unlike  previous   meetings,  radio-tv  tails 
were  given  in  dosed,  workshop  sessions.    Speakers 
included  Rodney  Erickson,   Y&R  c.p.,  who  told 

"How  to  keep  tv  costs  down  and  audience  appeal 

up,"   and  George  H.  Frey,   NBC   TV   v. p.,   who 
explained  latest  color  tv  developments.    Rex  Budd, 

(  ampbell  Soup  general  ad  manager,  and  (hair- 
man  of  ANA  radio-tv  steering  committee,  was 

chairman  of  the  workshop  sessions. 

.Alfred  E.   f  »/«»»i.    board  chairman  of  Philip 

]lorris.  whose  firm   made   headlines   uhen   it   was 

announced   that   its   four-year   association    with 
I  Love  Lucy  would  be  ended  at  close  of  current 

contract    on    21    June.     Impression    that    I  in\     rnonex 
would  all  be  thrown  into  print   {caused  6j    the 

announcement  o)  an  "intensive"  print  drive  i    was 
denied  by  agency,  Biow-Beirn-Toigo,  which  pointed 

to  plans   tot   "intensive"   spot  tt    campaign. 
Tobacco  firm  will  continue  with   Public   Defendei 

on  CBS  T)    and  two  CBS  Radio  network  programs. 

Hugh  It.  Jachson,  president  of    Veu    York 
(  it\    Bettei    Business    Bureau,    uas    instrumental    in 

pushing  adoption  of  ad  standards  on  radio  and 

1 1   fot   companies  seeking  home  demonstration, 
selling   leads.     Jackson    announced  adoption    of 

point    stau, lards    l,\    24    radio  and   tv  stations 
scriing    \cu     York    metropolitan    area    to/lowing 

industry   discussions.    Standards  are  aimed  at 
"bait  and  switch"  practices  under   which   sponsors 
offel    Ion   priced   merchandise,   then    sell   onlj 

dear  i  r    products    alien    salesmen    <  all    at    homis 
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ofitable 

pipe  fline ! 
No  advertising 
message  is  any 

stronger  than  the 
medium  you  entrust  with  its  transportation.  The 

logistics  of  productive  advertising  demand  two 

great  essentials  (which,  we'd  like  you  to  know,  WSAZ-TV 
is  impressively  able  to  supply).  One  of  these  is  a 
market  of  abundant  prospects  with  handsome  ability  to 
buy  what  you  sell.  The  other  is  the  best  possible  medium 
to  get  their  attention,  win  their  loyalty,  and  influence 

their  preferences  — in  short,  a  profitable  pipe  line 
from  you  to  people  you  want  as  customers.  WSAZ-TV 
commands  nearly  half-a-million  TV  homes  of  such  prospects 

in  the  uncommonly  large  five-state  area  we  reach  — a 
region  rightfully  described  as  the  industrial  heart  of 
America.  When  you  route  your  advertising  via  WSAZ-TV, 

you  enlist  the  one  and  only  super-efficient  medium 
linking  you  directly  with  all  of  this  four-billion 
dollar  market.  Something  is  bound  to  happen.  And 

it  does  — day  after  day  and  year  after  year  — as 

WSAZ-TV's  big  roster  of  satisfied  advertisers 
will  testify.  For  a  profitable  pipe  line  into  our 

land  of  boom  payrolls  and  eager  customers, 
just  put  yourself  in  touch  with 

any  Katz  office. 

Huntington- Charleston, 

West  Virginia 
CHANNEL  3 

Maximum  Power 

NBC  BASIC  NETWORK 

affiliated 

ABC  *  Du  Monl 

11 

^ 
^^ 
^ <ii> ll I 

WSAZ 
TELEVISION 

also  affiliated  with  Radio 
Stations  WSAZ.  Huntington 

&  WGKV.  Charleston 
Lawrence  H.  Rogers. 

Vice  President  and 
General  Manager, 

WSAZ.  Inc. 
represented nationally  by 

The  Katz Agency 

Typical of  the  many 
outstanding 

industries  that 
contribute  to  the 
economic  growth 

of  WSAZ-TV's five- state  area  is 
Nitrogen  Division, 
Allied  Chemical  & 

Dye  Corporation, 
at  whose  Soutli 

Point,  Ohio,  plant 
this  scene 

occurs. 

Ik 



Quad-City 
Employment 

is  on  upswing! 

Employment  at  the  large  farm  im- 
plement plants  and  at  some  300 

other  factories  is  keeping  pace 

with  increased  product:on  sched- 
ules. Forecasts  of  a  busy  pros- 

perous 1955  in  the  Quad-Cities 
are  materializing  early  and  rapidly. 

The  Quad-Cities  offer  you  a  good 

marketing  opportunity.  WHBF  is 

"The  Quad-Cities'   Favorite". 

CBS   FOR  THE 
£^. 

^   ADVERTISERS'  INDEX i 
i 
i 
i 
i 
i 

WHBF;; 
TEICO  BUILDING,  ROCK  ISLAND,  ILLINOIS 

Represented  by  Avery-Knodel,  Inc. 

*•••••••* 

Set  your  sails  for 

NET  SALES 

THE  SOUTHS 
SUPER  SALESMAN 

WE  AS 
fit*  9mmH^  Mafio^ 

with  its 

COMPLETE! 

50,000  WATTS 
of   Pulling    Power 

An    ideal   combination    of 

coverage  &   price 

ASSURES   RESULTS. 
Call  STARS  NATIONAL 

******* 

ABC     Film  72-74-76 
Associated   Press  53 

ded     Film  :^ 
casl    Music  _   100 

CBS    Radio  26-27 

CBS    Spot  20-21 
HPL  93 

■  ramento  S  9 

Mid-Conl  in. -lit  Fi  ' 
NBC  TV   X.  i  8-9, 
Negro    Radio    South    .  82 

Precision     Film  t;i 

Ri  d  <  izark  [BC 

irn 

Sarra  61 

Shelton     Hotel  104 
Stars  116 

Steinman  3 
TPA  67 

CFRB,    Ton  116 
CKLW,    Detroit  57 

CAPTIVE 

KARK,    Little    R 
KATV.   Little  R 

KBIG,    Hollywood 

Ki  IBS,    San    Fra  ncisco 

KCMC-TV,   Texarkana 

K  ENS,    Sa  ii    Antonio 
K  FY  1  >.    .M  inneapi  lis 
K. ; a.    Spokane 

KGNC,    Amarillo 
KGUL-TV,    Galveston 

KGVO,    Missoula.     Mont. 
Kansas  City,    Mo. 

KNUZ,    Houston 
KOIN-TV,    Portland,   Ore.   .. 

KPHO,   Phoenix    
KRIZ,    Phoenix    108, 

KRON-TV,   San    Francisco 

KSBW-TV,    Salinas.    I'al. KSDO,    San    Diego 

KSL,    Denver 
KSTP-TV,    M  inneapolis 

KTHS,    Little   Rock 

KTRK-TV,    Houston 
KT\  11,     Hutchinson 
KV\v.    Philadelphia 

15 

49 

14 

22 

107 

73 
111 
104 
23 

2S 

116 BC 

13 

75 

68 
111 

81 
2  1 

6 

85 

11 

5 

1  is 

7S 

101 

WAFB,    Baton    Rouge,    La  60 
U   \\  K-T\  ,    Louis\  tile,   Kj  77 

WBA  X   TV     Grei  n    Bay,    Wis.  ..   105 

WBEN-TV,    Buffalo  i4 

w  BNS,    >'.  lumbus 
WCOV-TV,   Mongtomerj  16 

WCUE,     Akron WDAY-TV,     Fargo 

WDBJ,    Roanoke,    Va. 
WEI-IT-TV,    II.  nderson, 

w     i.  ■    i  \     Gi  eenville, 

K'y. 

s     C 

54 

57 
100 

10 

WFBM,    Indianapolis  65 

w  ia\i  v,   <:i  eensbi  ro,   N    i ' 
WGBI-TV,   Scranton  90 
WHBF,    Rock    Island,    111.  116 
WIII'II,    Boston  12 

Will. I.   Hempstead    i.    I 

Wl  i:\V-TV.  Topi  I   i  To 
W'.II'S.     Evansville  98 
WKMH,     Dearborn  19 

WKZt  >,     Ka  la  mazoo 

WLBC-TV,     M  i 

WLS,    i  lii'  agi 

WMAQ,    i  'In.;,    o \\  M  BG     Rlchmot  .1 
WAIT,  Cedar  Rapids 

9:. 

.12 

1  II 

9  1 

1  Ft ' 

63 

\\'\  1  K  '-TV     New    1  la\  i  n 

fi  i 

Iowa 97 
Wi  "  in.   Grand    Rapids 17 

WPIN,   St.    1\  tersburg 102 

.       Roi  II. 

9  2 

i      em  .  fol\ 

117 

WSAZ-TV,    Huntington 115 
WSR-TV,    Atlai 

71 

W'Sl-'A,     Mont  gomerj 
103 

.    'I"\".     Mont  |4.  m. t.v 7 
WSJS-TV.    Winston-Salem 
WSM-TV,    Nashville 

•  1 

iK,    Nashville 

1  in 
WHY  1 :,    .-  - 

1 
VVTV.I,     Mil 

5  ."> 

WVKT,     Ri [02 
u  w  .1      De   i 

l  6 

WNI.W,    It  ill:  napolis 

in 

KGVO-TV 
MISSOULA,    MONTANA 

*Because  of  its  unique  geographical 

location,  only  KGVO-TV  .  .  .  and  we 
mean  ONLY  .  .  .  airs  an  acceptable 

signal  into  this  stable  area  having  more 

than  $133,900,000.00  retail  sales.  Di- 

versified economy  including  agriculture, 

lumbering,  manufacturing,  University 

and  government  workers  makes  these 

9    counties. 

IDEAL    AREA    TO    TEST    YOUR 

SPOTS'   "SELL"-ABILITY 

Wuh  the  HIGHlSl     TfLtVISION    ANTENNA 
in  tr*  Northwfii  ond 

60.000  WATTS 

KCVO-TViot 

WANT  TO  SELL 

CANADA? 
One  radio  station 

covers  40%  of 

Canada's  retail 

sales 

CFRB 
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  States:  Adam  J.  Young  Jr.,  Incorporated 

Canada:   All-Canada   Radio   Facilities,   Limited 

116 
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portrait  of  a  market 
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Boosted  night 
am  audiences 

Hadacol  tests 

radio,  tv 

Cleason   sees 

tv   mostly   fee 

Small  video 

markets  used 

Tv  hearings 
to   start 

Mood  can   sell 

says   Schwerin 

REPORT  TO  SPONSOR  lor  21   March   1955 

(Continued  from  page  2) 

Proof  that  nighttime  radio  listening  can  be  hypoed  is  offered  by 
WNEW,  New  York  indie.   Preparing  for  boost  to  50  kw.  at  night  (now 
in  effect)  outlet,  which  already  had  50  kw.  daytime  power,  slotted 

top  daylight  personalities  in  after-dark  hours.   Station  reports  Pulse 

share-of-audience  for  6:00  p.m. -midnight  period  last  month  was  29% 
above  previous  February.   Jump  during  8:00  p.m. -midnight  period  was 

50%.   (For  new  trends  in  nighttime  radio,  see  "Two  plans  to  sell 
nighttime  radio,"  page  37.) 

-SR- 

Hadacol,  dormant  for  past  few  years,  is  conducting  media  tests  in  3 
Southern  cities.   Once  heavy  spot  radio  client,  tonic  is  testing 
radio  in  one  market,  tv  in  second,  newspapers  in  third. 

-SR- 

Jackie  Gleason  thinks  90%  of  tv  programing  10  years  hence  will  be  fee 

tv  on  film.   Gleason,  who  has  15-year  pact  with  CBS,  sees  most  movie 
studios  producing  tv  films.   He  prophesies  that  most  such  film  will 
appear  in  movie  houses  only  after  tv  exposure.   Gleason  also  envisions 
sponsored  fee  tv  with  regional  networks  replacing  national  webs  as 

means  of  solving  selective  marketing  problems.   Other  views  on  what 
tv  will  look  like  in  1965  appear  starting  page  52. 

-SR- 

Growing  interest  in  small-market  tv  is  indicated  in  several  quarters. 
CBS  TV  has  added  5  stations  to  Extended  Market  Plan — EMP  stations  now 

total  20 — has  signed  up  28  clients.   NBC  is  also  pushing  small  mar- 

kets, has  6  shows  running  on  "unordered"  optional  stations.   Reflec- 

tion of  interest  in  small  markets  is  ARB's  plan  to  offer  ratings  in 
140  pint-sized  video  areas.   Ratings  are  tentatively  scheduled  for 
once-a-year  measurement.   ARB  director  James  Seiler  said  service  was 
designed  with  realization  that  timebuyers  spend  millions  in  small 
markets  without  knowing  facts. 

-SR- 

Open  hearings  by  Senate  Commerce  Committee  on  tv  webs  and  uhf  are  ex- 
pected to  get  underway  this  week  with  FCC  as  first  witness.   While  it 

is  not  clear  whether  Justice  Department  will  testify,  latter  agency 
had  already  stated  that  reports  by  former  committee  counsel,  Harry  M. 

Plotkin  and  Robert  F.  Jones  had  raised  questions  of  "great  importance" 
regarding  possible  development  of  monopolistic  practices  by  video 

webs.   Department  statement,  made  by  William  P.  Rogers,  U.S.  Deputy 

Attorney  General,  upset  rumors  that  agency  would  adopt  a  "hands  off" 
policy. 

-SR- 
Remembrance  of  sales  points  is  not  always  basic  to  commercial  effec- 

tiveness, says  Schwerin  Research.   Commercials  which  create  mood 

rather  than  concentrating  on  hard  sell,  product  demonstration  can 

be  potent.   Example:  in  Tonette  Heme  Permanent  pitch  straight-haired 

girl  sees  self  as  curly-haired  in  mirror,  passes  through  mirror  and 

up  "stairway  of  stars"  leading  to  product.   This  was  one  of  most  ef- 
fective commercials  ever  tested,  Schwerin  said;  it  accomplished  pur- 

pose by  associating  product  with  impressions  of  happiness,  trust, 
rather  than  proving  anything. 

21  MARCH  1955 
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SPEAKS_ 

TvB  answers  a  tv  blast 

Ever)  medium  tries  hard  to  sell  its 

wares  and  pot-shots  at  the  competition 

can  be  expected  from  time  to  time,  es- 
pecially when  the  competition  is  tv. 

which  has  risen  so  far  so  fast.  In  a 

way  it's  a  compliment  when  the  power- 
ful Chicago  Tribune  feels  it  necessary 

to  single  out  television  for  an  all-out 
attack.  Rut  any  media  presentation 
must  be  based  on  solid  facts.  This  was 

not  the  case  with  the  Chicago  Tribune's 
recent  blast,  and  advertising  decision- 

makers aren't  likeh  to  be  swayed  by  it. 
Perhaps  the  most  constructive  thing 

to  come  out  of  the  Tribune's  blast  was 
further  evidence  that  television  now 

has  a  soundly  operating  champion  in 

the  Television  Bureau  of  Advertising. 

I  \  B's  reply  to  the  Tribune's  thrusts 
wa-  a  model  of  restrained,  fact-based 

rebuttal.  We  think  the  Tribune  can 

learn  a  lesson  from  reading  TvB's  re- 
marks. It  might  be  a  good  idea,  too, 

if  the  Tribune  I  which  owns  \\  ( ,VT\  I 

took    TvB's    advice    and    did    some    t\ 

advertising  of  its  own.  as  suggested  in 

the  following  passage  from  TvB's 
statement : 

"\\  lis  not  concentrate  on  develop- 

ing its  own  vitalitv  to  le\els  ol  its  pre- 

vious advertising  worth?  Instead  of 

damning  television,  perhaps  the  Chi- 

cago Tribune  might  like  to  give  some 

thought  to  television  promotion  to  re- 

gain the  9°f  of  its  circulation  which 
it  has  lo~l  -ince  1949,  a  period  during 

which  its  rates  have  increased  by  2.'V  <  . 

and  its  cost-per-1.000  by  one-third." •        •        • 

Nielsen    in    local    arena 

The  advertising  executive  who  was 
somewhat  confused  by  ratings  up  till 

now.  has  a  new  source  of  information 

— and  confusion — to  contend  with.  In- 

to the  field  of  local  ratings,  already 

covered  by  at  least  half  a  dozen  serv- 

ices, has  come  the  Nielsen  Station  In- 

dex. The  new  Nielsen  rating  measur- 
ing local  listening  and  viewing  has 

issued  reports  thus  far  for  Los  An- 

geles, Philadelphia,  Boston,  and  San 
Francisco. 

There's  bound  to  be  a  period  dur- 
ing which  the  new  rating  and  its  re- 

search complexities  undergo  close  scru- 

tiny. Questions  have  been  raised  in 

mam  quarters  of  the  industry  particu- 

larly about  the  ability  of  the  new  ser- 
\  ice  to  provide  an  accurate  count  of 

today's  radio  audience  in  motion. 
sponsor  has  never  felt  any  rating 

service  has  shown  the  ability  to  truly 
measure  the  radio  audience  because  it 

is  an  audience  of  individuals  scattered 

in-doors  and  out  listening  via  personal 

sets — a  moving  target  and  hence  diffi- 

cult to  cover.    We  urge  the  same  cau- 

tion   in   accepting  the  findings  of  the 
new   Nielsen  local  ratings. 

sponsor  intends  to  check  carefullx 

into  the  workings  of  NSI  and  its  read- 

ers can  expect  a  report  which  will 

throw  needed  light  on  this  newest  ol 

the    air    media's    main    measurement-. 

Negro  radio's  growth 

There's  been  a  great  deal  of  satis- 
faction for  sponsor  over  the  years  in 

watching  Negro  radio  grow  along  with 

other  specialized  uses  of  the  medium 

which  we've  sought  to  throw  light  on. 

From  the  time  when  SPONSOR  pub- 
lished its  first  report  on  Negro  radio 

("The  forgotten  15  million,"  10  Octo- 

ber 1949)  to  today  there's  been  much 
progress  in  programing,  selling,  com- 

munity service. 

The  number  of  stations  with  Negro 

programing  has  been  growing  rapidly, 

too.  The  Buyer's  Guide  to  Station  Pro- 
graming, soon  to  be  published  by 

sponsor  Services  Inc..  lists  a  total  of 

over  500  stations  with  Negro  program- 

ing. 

One  of  the  most  gratifying  things 

that's  happened  since  we  started  cov- 
ering Negro  radio  is  an  award  to 

sponsor  recently  announced  by  Lin- 

coln University  of  Jefferson  City,  Mo. 

It's  the  school's  annual  citation  for 

"significant  contributions  to  better  hu- 
man relations"  which  this  year  will 

go  to  the  Minneapolis  Tribune,  Look, 
the  Pottstown  I  Pa. )  Mercury,  the 

Brooklyn  Eagle  and  SPONSOR.  Our  ob- 

jective, of  course,  was  better  business, 

but  if  Lincoln  I  niversity  feels  we've 
contributed  to  better  human  relations 

we're  doubly   pleased. 

Applause 
Bob  Foreman  of  BBDO 

On  our  desk,  as  we  w  i  ite  this,  is  a 

lettei  from  a  subsci  ibei  asking  permis- 

sion to  reprint  <  olumnisl  Bob  Fore- 

man's comments  on  I.I).  -  il\  station 
identification  i  appeal  iirj  in  the  7 

March  issue.  The  request  ends  with 

these  words,  "I  his  states  the  i  ase  foi 

I.D.'s  clearly    and   effectively." 
I  his  is  b)  no  means  an  unusual  in- 

stance.  Requests  for  reprints  of  Bob 

Forem  n  columns  are  so  frequent  that 

one  of  these  days  we  plan  to  a-k  Bob 

to  si  le  i  the  best  of  the  past  foui  j  eai  - 

to  be  published  by  SPONSOR  in  book 
form. 

sponsor  readers  recognize  in  Bob's 
front-of-the-book    columns    a     unique 

•  ombination  of  ideas.  e\pei  i.n  ■<■.  en- 
thusiasm and  writing  skill.  These  four 

attributes,  among  others,  have  broughl 

Bob  due  recognition  at   BBIM  •.  w  here 

he  has  been  einplox  c<\  -ince  he  was  :'"• 

years  old. 
I  oda) .  age  39,  Bob  is  \  ice  presidenl 

in  charge  ol  radio  and  le\e\  ision.  I  oi 

the  past  foui  j  eai  -  he  has  I  <-rw  a  mem- 
bei   ol  the  top-echelon  executive  plan- 

board,  and  for  the  past  two  chairman 

of  the  radio-tN  plans  board.  Early  in 

March  Bob  became  the  youngest  di- 
rector on  the  BBDO  Board. 

Before  writing  this  applause  we 

talked  to  one  of  Bob"-  associates  at  the 
-M  j .  \\  c  talked  about  hi-  talents, 

bis  remarkable  facult\  foi  expressing 

himself  on  papei .  his  con  tan(  How  of 

ideas,  his  energj .  '"'I  hat's  all  true 

we  were  told,  "bul  don't  forget  that 

Bob  i-  also  a  great  salesman." 
\\  e're  not  forgetting.   W  e're  remind- 
ed evei  \   two  week-. 
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Now  for  the  first  time 

W/^— -Available  for  the  first  time  to  a 

--y'i\daily  radio  audience  .  .  .  every  fifteen 
/  \  minute  segment  of  "The  RED  FOLEY 
Show"  is  packed  with  the  songs,  the  show- 

manship and  the  personality  that  has  kept 
this  great  artist  at  the  very  top  of  his  field 
year  after  year. 

Seen  and  heard  by  millions  on  his 
"Ozark  Jubilee"  over  ABC  radio  and  tele- 

vision networks  .  .  .  only  Decca  recording 
artist  in  his  field  ever  to  receive  their 

coveted  "Gold  Record"  .  .  .  Selling  over  a 

million  copies  of  "Chattanooga  Shoe  Shine 
Boy"  .  •  .  voted  one  of  the  six  all  time  great 
in  the  Country  and  Folk  music  field  .  .  . 
all  of  this  universal  appeal  and  popularity 

.  all  of  the  best  of  the  "Fabulous  Foley" is  found  in  this  sensational  new  radio 
series. 

You  can  present  "The  RED  FOLEY 
Show"  with  pride  .  .  .  and  with  a  sincere 
belief  that  you  are  offering  the  best  tran- 

scribed radio  program  of  its  kind  in 
America! 

^The  RED  FOLEY  Show  is B  now  available  3  to  5  shows 
^r  a  week.  For  free  audition 
disc,  down-to-earth  prices  for 
your  market  and  complete  pro- 

motional materials  .  .  .  contact 

RADIQZARK 
ENTERPRISES,    INC. 

606  ST    LOUIS  ST.  •  SPRINGFIELD,  MO. 

PHONE  2-4422 



in  the  Heart  of  America! 

. . .  with  exclusive  major-league  baseball 

coverage  of  Kansas  City  Athletics 

American  League  games 

KFRM  radio  TEAM 
BIG-LEAGUE  COVERAGE— The  KMBC-KFRM  Team  blankets  the  great 

Heart  of  America  with  a  radio  signal  that's  heard  and  heeded  by  a 
tremendous  audience  of  faithful  listeners.  KMBC  of  Kansas  City  serves 

83  counties  in  western  Missouri  and  eastern  Kansas.  Four  counties  (Jackson  and 
Clay  in  Missouri,  Johnson  and  Wyandotte  in  Kansas)  comprise  the  greater  Kansas 
City  metropolitan  trading  area,  ranked  15th  nationally  in  retail  sales!  KFRM  for 
the  State  of  Kansas,  a  bonus  to  KMBC,  puts  your  selling  message  into  the  high- 
income  homes  of  Kansas,  6th  richest  agricultural  state. 

OF  A  BIG-LEAGUE  MARKET— The  Heart  of  America  market  is  big- 

league  in  every  respect.  It's  big  in  size — it's  big  in  population — it's  big 
in  spendable  income.  Agriculture,  manufacturing,  mining,  retail  and 

wholesale  selling,  transportation,  oil,  insurance  and  a  multitude  of  other  sound 
enterprises  produce  a  rich  vein  of  wealth  that  advertisers  successfully  tap  for 
sales  with  the  KMBC-KFRM  radio  Team.  For  time  that  sells,  contact  your  Free 
&  Peters  Colonel  for  choice  availabilities. 

c«tt^   

Free  &   I'm  rs,  Inc. 
uiie  I     lionni  !■' '  i"i  u  in. itn 

DON    DAVIS,    Vice   President 

JOHN    SCHILLING,    Vice   President   and    General   Manager 

GEORGE    HIGGINS,    Vice   President   and    Sales   Manager 

Primary    Basic 

CBS   Radio 

Another  firtt  for  the  KMBC-KFRM  rat  i. 

As  the  leading  station  in  the  Heart  of  A 

KMBC-KFRM  hat  been  selected  as  the  • 

originating  station  of  all  games  play 

Kansas  City  Athletics  — to  be  fed  pla 
to  a  network  of  stations  in  Iowa,  h  e 

Missouri,  Kansas,  Arkansas  and  Oklah  >c 

the-spot  broadcasts  will  be  handled  b 

Ray  and  Merle  Harmon.  The  following  1 

has  been  set  for  the  1 9SS  season— see  -c 

4  Peters  Colonel  for  sure-hit  spot  ad  a 

theKMBC-KFRMradioTEAM 
6th   Oldest  CBS  Affiliate 

.  and  for  Television,  the  Swing  is  to  KMBC-TV— Kansas  City's  Most  Powerful  TV  Station1. 

SPRING    EXHII 
8ITION   G 

DATE TEAM 

LOCALE 

Mar.  10 
Pittsburgh Fort  Myer 

Mar.  12 
Washington West  Pain 

Mar.  13 Washington West  Pain 

Mar.  14 

White  Sox West  Pain 

Mar.  16 
Detroit 

Lakeland 

Mar.  17 

White  Sox 
Tampa 

Mar.  18 Yankees West  Pain 

Mar.  19 
Washington Orlando 

Mar.  20 
Baltimore 

Daytona  Be- 
Mar.  22 

Brooklyn West  Polm  E 

Mar.  23 
Brooklyn Vero  Beacn 

Mar.  24 Baltimore 
West  Palm  E 

Mar.  25 Baltimore 
West  Palm  E 

Mar.  26 
Pittsburgh 

Fort  Myers 

Mar.  27 Red  Sox Sarasota 

Mar.  28 Detroit 
West  Palm  E 

Mar.  29 

Pittsburgh 
West  Palm  [ 

Apr.     2 

Jacksonville Jacksonville 

Apr.     3 
Savannah 

Savannah,  C 

Apr.     4 

Columbia 
Columbia,  S 

Apr.      5 

Winston-Sal 
em    Winston-Sal 

Apr.     6 
Fayetteville 

Fayetteville, 

Apr.     7 

Norfolk Norfolk,  Va. 

Apr.     8 

Richmond 
Richmond,  V 

Apr.     9 

Phillies 
undetermine 

Apr.   10 

Phillies 
undetermine 

HOME GAMES 

Apr.  12, 

13 

Detroit 

Apr.  18:  19 

Cleveland 

Apr.  22!23,24 

Chicago 

Apr.  26: 

27 

Boston Apr.  28: 

29* 

New  York 
May  1,2 Washington 

May  3:  A Baltimore May  2< 

25:26 
Detroit May  27; 

28:29 

Cleveland 

June  1,* 

2*
 

New  York 
June  3^ 

1,5* 

Boston 

June  6:  7,*  8:  9 
Washington 

June  10:  11,  12* 

Baltimore 

July  1*  2 

13 

Detroit 

July  4* 

Chicago 

July  5:6 

,7 

Cleveland 
July  14: 

15 

Baltimore July  16! 17,  18 Washington 

July  19:20:21 Boston 

July22T23,  24* 

New  York 

Aug.  9:10:11 

Chicago 

Aug.  12: 
13:  14 

Cleveland 

Aug.  23*24 

Washington 

Aug.  25! 
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July  2°:  30,  31* 
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Chicago 
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Sept.  13 

,  14 
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Sept.  19 

T20,  21 

Detroit 
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58%  of  W-I-T-H's  audience  have 
incomes  of  $5,000  or  more! 

W-l-T-H's  audience 
by   income  groups 

Just  about  everybody  in  the  business  knows 

that  WITH  has  the  biggest  listening  audience 

in  Baltimore  City  and  Baltimore  County.  They 

know,  too,  that  WITH  provides  the  lowest 

cost-per-thousand  listeners  of  any  station  in 
town. 

But  there's  a  lot  of  talk  about  the  quality  of 
this  audience.  The  A.  C.  Nielsen  Company  has 

recently  made  a  survey  which  shows  the  com- 

position of  the  listening  audience  for  WITH  and 

one  other  Baltimore  station.  The  other  station 

is  a  powerful  network  outlet. 

— in  Baltimore 

TOM    TINSLEV,  President 

Audience  of  Network  Station  A 

by   income  groups 

The  upper  group  —  families  with  incomes  of 

$5,000  a  year  or  more — make  up  58' '[  of  the 
total  WITH  audience.  Only  18',  of  the  net- 

work's audience  is  in  this  group.  In  the  middle 

group  —  incomes  from  3  to  5  thousand  dollars 

a  year— WITH  has  33%,  the  network  37',. 

In  the  lower  group — under  $3,000  a  year — 

WITH  has  9',' ,  the  network  15' , . 

So  don't  worry  about  "prestige"  when  you're 
buying  radio  time  in  Baltimore.  WITH  gives 

you  all  the  "prestige"  you  need.  Ask  your 

For  joe  man! 

REPRESENTED    BY    FORJOE    &    CO. 



Steel  switch   Switch  of  "U.S.  Steel  Hour"  from  ABC  TV  to  CBS  TV  is  blow  to  former's 
blow  to  ABC  TV   Tuesday  night  lineup  plans.   Hour  tv  show  begins  on  CBS  6  July  in 

10:00  to  11:00  p.m.  Wednesday  slot,  will  alternate  with  GE  dramatic 

hour.   In  switching  webs  sponsor  is  seeking  greater  circulation, 
likes  new  slot  since  it  can  reach  midwest  at  top  viewing  hours. 

(For  story  on  how  client  uses  its  dramatic  show,  see  "U.S.  Steel  makes 
friends  while  it  sells,"  page  38.) 

-SR- 

See  cautious   Effect  of  new  Nielsen  Station  Index  on  spot  radio-tv  buying  by  agen- 
use  of  NSI   cies  in  ranks  of  top  20  will  be  gradual,  not  abrupt,  SPONSOR  checkup 

shows.   Virtually  all  admen  contacted  say  they'll  use  new,  contro- 
versial ratings  tool  with  caution,  will  relate  it  to  existing  re- 

search in  NSI-covered  markets.   Explained  research  chief  of  a  P&G 

agency:  "It'll  take  at  least  6  months  of  living  with  NSI  to  see  what 
trends — and  bugs — may  show  up." 

-SR- 

TvB-Nielsen   TvB  pact  with  Nielsen,  first  such  contract  in  media  promotion  field, 
pact  unusual   will  enable  TvB  to  draw  on  NTI,  Nielsen  marketing  research,  for 

special  TvB-Nielsen  research  projects.   Under  terms  of  contract,  says 

TvB  head  Oliver  Treyz,  "TvB  will  get  behind  the  rating  figures  to 
find  out  not  how  well  tv  covers  people  but  how  well  it  covers  mar- 

kets."  It  is  believed  TvB  will  be  informed  of  distribution,  season- 
ality of  consumer  sales  of  product  lines  measured  by  Nielsen. 

-SR- 

Chrysier  ups   Fact  that  Chrysler  Corp.  net  earnings  in  first  2  months  of  1955  was 

profit  with  tv   greater  than  all  of  1954  highlights  auto  firm's  heavy  tv  web  invest- 
ment this  season.   Company  had  2  shows  last  year,  uses  7  now  for  its 

4  cars.   Full  sponsorship  shows  include  "Climax"  on  CBS  (with  "Shower 
of  Stars"  in  "Climax"  slot  one  in  4)  ;  "You  Bet  Your  Life,"  "It's  a 
Great  Life"  on  NBC;  "Break  the  Bank"  on  ABC.   Firm  also  alternates 

with  American  Tobacco  on  "Make  Room  for  Daddy"  on  ABC,  buys  every 
Wednesday  and  3  out  of  4  Mondays  on  NBC's  7:45-8:00  p.m.  weekday  news 
strip.   Agencies  involved  are  BBDO,  McCann-Erickson,  Grant. 

-SR- 

Woolworth's   Woolworth  Co.'s  first  use  of  network  radio  in  its  history  is  on  big 
am  show  is  big   scale.   Firm's  show,  "Woolworth  Hour,"  is  said  to  cost  about  $17,000 

weekly;  it  will  feature  conductor-arranger  Percy  Faith,  guest  stars 
from  movies,  tv,  opera,  night  clubs.   Host  will  be  actor  MacDonald 

Carey.   Show  starts  5  June,  will  run  1:00-2:00  p.m.  Sundays  on  full 
(206  stations)  CBS  Radio  web.   Contract  is  for  52  weeks.   Agency, 
Lynn  Baker,  says  commercials  will  be  both  institutional  and  specific 
in  nature. 
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Talent  pacts   Snowballing  of  long-term  tv  talent  deals  in  wake  of  Jackie  Gleason- 
on  rise   CBS  pact,  predicted  in  SPONSOR  stories  on  talent  agents  (see  24 

January,  7  February  issues),  has  apparently  begun.   Strong  factor  in 

situation  is  if-he-gets-it-I-want-it-too  attitude  among  stars  and 

agents.   Martha  Raye-NBC  deal,  now  being  closed,  calls  for  reported 

$100,000  annual  "annuity"  to  comedienne  for  15  years  in  return  for 
her  exclusive  services.   These  are  same  terms  CBS  gave  Gleason.   In 
addition,  NBC  has  just  signed  Jack  Webb  for  10  years. 

I  -SR- 

DTN  to  unveil   At  presstime  long-deferred  announcement  by  Du  Mont  of  details  about 

tv-film  camera   its  highly-touted  combination  video-film  camera  appeared  imminent. 
Speculation  in  trade  is  that  Du  Mont  has  been  pushed  into  taking  off 
wraps  because  of  word  that  similar  camera  combo  has  been  developed 

at  Burns  &  Allen's  McCadden  Productions  in  cooperation  with  RCA. 
McCadden-RCA  camera  is  said  to  be  brain-child  of  Al  Simon,  McCadden 
production  supervisor.   Simon  said  his  camera  will  pick  up  image  for 
both  film  and  live  telecasting  through  one  lens. 

-SR- 
FCC  cautious   Hopes  by  Du  Mont  that  government  action  would  provide  shot  in  the  arm 

on  probe   to  web  were  dimmed  by  cautious  FCC  statements  to  Senate  Commerce  Com- 
mittee.  FCC  statements  were  in  answer  to  recommendations  by  former 

committee  counsel  Harry  Plotkin  and  Robert  Jones.   Among  recommenda- 

tions was  one  by  Plotkin  that  "time  be  made  available  for  all  of  the 
networks  so  that  none  of  them  is  frozen  out  of  a  substantial  number 

of  markets."   FCC  said  it  was  against  "artificial"  measures  to  get 
network  shows  to  uhf  stations. 

-SR- 

Tv  study   Final  results  of  methodology  study  for  NARTB's  proposed  tv  coverage 
still  in  work   service  won't  be  known  until  about  June.   Study,  which  began  at  end 

of  1954,  is  being  conducted  on  one-market-at-a-time  basis.   This  gives 
researchers  chance  to  spot  bugs,  correct  them.   Method  being  tested 

is  so-called  "Cawl  formula." 

-SR- 
Texas  Co.   Another  saturation  radio  campaign  starts  this  coming  weekend. 

buys  web  radio   Client  is  Texas  Co.,  which  bought  33  weeks  of  ABC  Radio's  weekend 
news  package  of  22  5-minute  shows.   Package  has  been  sold  out,  with 
exception  of  one  weekend,  since  it  began  29  May  1954.   Nielsen 

figures  show  that  average  number  of  home  "visits"  by  22  programs 
,  during  1954  was  over  9  million  per  weekend,  representing  gross 

rating  of  19.5. 

I  -SR- 

Wine  firm   Growing  trend  to  radio  saturation  ads  is  illustrated  by  current 

heavy  in  radio   Virginia  Dare  wine  campaign.   David  J.  Mahoney  agency  figures  that 
minimum  announcement  frequency  per  week  per  market  should  be  over  35 ; 
but  as  many  as  100  are  bought.   About  85  stations  are  used.   Firm 
dropped  spot  tv,  went  back  to  radio  because  (1)  minutes  on  tv  were 
hard  to  find,  (2)  frequency  needed  for  the  wine  plugs  were  too 

'  expensive  on  tv.   (For  details,  see  "Virginia  Dare  comes  back  to 
'full-strength'  spot  radio,"  page  30.) 

(Sponsor  Itvpurts  continues   i»nf;«»  H)7 ) 
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KSD-TV 

FOR  SPOT  ADVERTISERS 

KSD  has  the  LARGEST  Daytime 

half  millvolt  coverage  area 

of  any  Radio  Station 
in  the  Greater  St.  Louis  Area 

KSD-TV  has  MAXIMUM  power 

on  VHF  Channel  5  .  .  .  and  is  equipped 
for  slide  and 

film  programs  and  spots 
in  FULL  COLOR 

NBC  AND  NBC-TV 
NETWORKS 

National  Advertising   Representative: 

NBC  SPOT  SALES 

THE  ST.  LOUIS  POST-DISPATCH 
BROADCASTING  STATIONS 
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ARTICLES DEPARTMENTS 

Advice  to  sponsors  on  choosing  a  tv  agency 
What  qualifications  and  facilities  should  an  ad  agency  have  in  order  to  most 
effectively  handle  a  tv  account?  For  the  guidance  of  current  or  prospective  tv 
sponsors,    SPONSOR   survey  of  leading   advertisers  sets   forth   criteria 

Virginia  Dare  returns  to  spot  radio 
After  two  seasons  of  tv  support  for  Virginia  Dare  Wine,  Garrett  &  Co.  has  re- 

entered spot  radio.  It  feels  radio  can  deliver  as  well  as  ever  when  used  with 
sufficient  saturation 

Tv  Copytown:  a  new  W€tg  to  test  commercials 
By  obtaining  an  enlisted  audience  who  consent  to  be  test  subjects  in  advance 

of  a  show's  airing,  Daniel  Starch  and  Staff,  in  collaboration  with  WFBG-TV, 
Altoona,  is  able  to  deliver  lower-cost  commercial  measurement 

1 .  Ho  If  tv  can  lick  a  department  store  sickness 
Department  stores,  with  their  share-of-market  declining,  often  face  an  aging-of- 
the-customer  problem.  Tv  with  its  great  audience  strength  among  young  families 

can  help  stores,  says  TvB's  Oliver  Treyi 

2.  lime  radio,  tlepartment  stores  work  together 
A  former  department  store  advertising  woman,  Jean  Elliot,  explains  the  gulf 

between  stores  and   radio  stations.    She's  now  active  in   radio  at  WCUE,   Akron 

U.S.  Steel  tnakes  frietuls  while  it  sells 

Tenth  anniversary  of  U.S.  Steel's  "Theatre  Guild  on  the  Air"  program  finds  the 

company  enjoying  the  highest  "public  acceptance"  in  its  history.  In  addition, 
current  use  of  tv  has  proved  video  can  sell  steel  as  well  as  make  friends 

Klow-hg-hlow  storg  of  a  tv  test:  Week  7 
After  seven  weeks  of  tv-only  advertising,  sales  of  B&M  beans  in  the  Green  Bay 
♦  est   area   continue   rising.    Through    mid-March,    cumulative    sales   were    up   48% 

Radio  turns  high-priced   I  reicax  into  fast  mover 
California  dealers  were  happy  to  stock  this  "quality"  floor  wax  because  of  its 
attractive  mark-up.  But  when  customers  didn't  ask  for  it  and  dealer  stocks  piled 
up,   Trewax   turned   to   radio.    Air   budget   went  from   0  to   70%    in   eight   months 

COM  I NC 

I oftti.voii  *V  .Johnson:  hig  time  tv  on  a  hue  hutlget 

Here's  the  strategy  of  one  of  network  tv's  crop  of  advertisers  who  buy  insertions 
at  low-frequency   (two  a  month) 

B<&  H  beans  tv  test:  Week  fl 

SPONSOR'S  continuing  series  on  the  Burnham  &  Morrill  test  of  tv  will  report 
next  issue  on  a  period  covering  nine  weeks  of  tv-only  advertising.  Objective 
is  to  see  what  tv  alone  can  do  for  sa'es  in  a   low-volume  market 
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More  power  to  you!  20  times  more!  That's  what  you  now 

get  with  WEMP's  tremendous  new  power  boost  in  the  vital 

Milwaukee  market.  Bonus  coverage!  Tremendous  impact! 

But  that's  not  all  you  get  with  WEMP. 

You  get  one  of  the  greatest  audience-building  promotions 

ever  staged  by  a  radio  station  in  one  market.  WEMP's 

top  stars  are  featured  on  billoards,  newspapers,  radio, 

posters,  direct  mail,  personal  appearances.  The 

whole  town's  talking  .  .  .  and  tuning  in. 

Here's  POWER  that  PAYS  OFF!  Schedule  WEMP  and  see. 

WEMP 
now  at  1250  on  the  dial 

Only 

WEMP 
-Wo  Other  Milwaukee  Station 

Has  All  These  Top  Features 

•     •     • 

ALL  MILWAUKEE  BRAVES 

BASEBALL  GAMES 

WITH  WEMP'S  OWN Earl 

Gillespie 

The  Voice  of 

Ihe  Braves' 

"coffeehead' 
larsen 

-A 

chuck 

phillips 

don 

o'connor 

joe 

dorsey 

MILWAUKEE'S  BEST  ADVERTISING  BUY-Represented  Nationally  by  Headley-Reed 

4  APRIL  1955 



Here's  the 

And  you  can't  hardly  get  those  true 
rags-to-rickes  stories  no  more! 

•  1949  sales  volume  when  Ma  and  Pa  Harry 

Fox  cook  Trewax  on  kitchen  stove  and  sell  it 

door-to-door. 

Quality-wise  housewives  begin  asking  hard- 

ware stores  for  "that  Cadillac  of  floor 

waxes."  Family  sets  up  small  factory. 

•  1950  sales  double,  then  re-double  yearly 

thereafter.  Only  trade  advertising  was  used. 

1951 1952 1953 

Then  Trewax  budgets  a  consumer  campaign: 

most  of  it  for  75  announcements  a  month 

on  KBIG  because  it  covers  all  Southern  Cali- 
fornia at  lowest  cost  per  impression,  the 

balance  in  Sunset  Magazine. 

1954  sales  double  1953  and  reach 

(six  figures.  95%  distribution 

achieved  in  hardware,  paint,  de- 
partment and  floor  covering  stores. 

1955:  Trewax  renews  KBIGtmoves  into  large 

new  factory,  expands  into  Northern  Cali- 
fornia music-and-news  radio,  plans  for 

national  distribution  in  1956. 

The  magic  ingredient  in  Trewax :  carnauba. 

The  magic  ingredient  in  Southern  California 

advertising:  Radio  and  KBIG. 

JOHN  POOLE  BROADCASTING  CO. 

6540  Sunset   Blvd.,  Hollywood   28,  California 

Telephone:   Hollywood  3-3205 

Nat.  Rep.  Robert  Meeker  &  Assoc.  Inc. 

I'i'Oflil  Van  C€lltip,  Gleason  Advertising  Agency, 

Detroit,  likes  participation   shows.    "Participations 
in  local  personality  programs  have  been  very- 

successful  for  several  of  our  clients,"  says  she.    "To 
sell  a  particular  product  in  each  market  we  find 
that  selecting  the  right  personality  is  much  more 

important  than   ratings  or   cost-per-1,000.    In    order 
to  make  a  sound,  intelligent  buy,  it  is  necessary  to 
audit  various  local  shows.    Therefore,  we  feel 

kinescopes  and/or  transcriptions  are  essential  to  the 
timebuyer  in  placing  a  national  spot  cami>algn. 
They  are  available  on  some  shows,  of  course,  but  we 
think  they  should  be  supplied  to  timebuyers  as  a 

standard  practice  to  aid  indecision, ' 

Jack  Giebel,  Cunningham  &  Walsh,  feels  that 

uhf  stations  must  be  given  a  chance.   "Each  uhf 
station  must  be  evaluated  on  its  own  merits,"  sen  5  he, 
"You  have  to  consider  such  factors  as  effective 
radiated  power,   antenna   height  above   average 

terrain,  netivork  affiliation  and  programing.    Unfor- 

tunately in  the  past  uhf's  have  often  been  arbitrarily 
discounted  in  favor  of  vhf's.    Taking  into  account 
coverage  areas,  the  uhfs  must  be  priced  realistically 

to  be  competitive.    You  might  consider  this  yard- 
stick: a  uhf  in  a  mixed  market  credited  with  half 

the  coverage  of  the  vhf,  must  offer  double  the  rating. 

or  be  priced  50%  lower  to  be  comparable." 

firaham    If  HI/,    Compton   Advertising,   feels   that 
competition  betueen  the  media  is  likely  to  keep  each 

medium  on  its  toes.    "There's  a  pretty  healthy 
competitive   situation    between    radio  and   tv  at 

present"  says  he,  "And  rightly  so.   Radio  still 
ten,  lies  a  large  audience,   composed  of  radio-onh 

homes,  plus  radio  listeners  in    tV  homes  and  in    rars. 
And  the  cost  of  reaching  these  people  is  reasonable 

today.    Tv,  growing  in  set  COUntS  and  msts  daily,  has 
1  el  has  not  reached  maturity  in  some  parts  of  the 

country.    I'm   looking  forward  to  some  research 
comparing  the  impact   of   a   television   commercial 

to  a  radio  commercial  on   the  same  audience." 
Graham  Inns  tor  P&G's  Crisco  and  Ivor)   Flakes. 
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KERO-TV 
KERO 

BAKERSFIELD.  CALIFORNIA 

^rnnounceS    the   ̂ rppointment 

pp' 

/  THE  GEORGE  P.  HOLLINGBERY  CO. 

_-Xrj     / lational    J^aleA    rsepredentative 

-dpril  1,   1955 

KERO-TV,   CHANNEL   10    •    NBC   •    CBS  Gene  DeYoung 

President-Cen'l  Mgr. 

KERO,    1230   K.C.    •    NBC  Edward  Urner 
Vice  Pres.-Mgr. 
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THE 

hits  the 

right  note 

every 

time! 

Overnight,  the  eerie  note  of  The  Whistler's 
signal  has  struck  a  responsive  chord  with 

viewers  and  sponsors  alike. 

with  viewers:  In  Spokane,  The  Whistler 

hit  a  30.5  rating  the  first  month... 27. 8  in 

Salt  Lake  City.  In  Cincinnati  it  soared  to 

30.4  (up  39%)  in  two  months.  Audiences 

are  big  everywhere,  and  4  out  of  5  viewers 

are  adults.  *  So  the  show's  a  natural . . . 
with  sponsors:  Signal  Oil  and  Thomas 

J.  Lipton,  Inc.  picked  it  up  right  from  the 

start,  regionally.  Among  others:  Block  Drug, 

Hamm's  Beer,  Household  Finance,  Necchi 
Sewing  Machines,  Safeway  Stores. 

Call  us  today  for  a  private  screening  and 

details  on  this  39-week  series:  its  big-name 

stars,  and  its  heads-up  merchandising  and 
promotion  which  translates  audiences  into 
customers.  Contact . . . 

CBS  TELEVISION  FILM  SALES 

New  York,  Chicago,  Los  Angeles,  Boston,  San  Francisco,  Dallas, 
Atlanta,  Detroit  and  St.  Louis;  in  Canada:  S.  W.  Caldwell  Ltd. 



THE  HEART  OF 

WASHINGTON  STATE 

erving  America's  fastest 
growing  area,  KPQ  cov- 

ers a  286-million  dollar 
market. 

s  well  as  the  great 
Columbia  Basin,  more 

than  500,000  new  acres 

of   irrigated   farm    lands! 

ooming  mountain  peaks 

isolate  KPQ's  area  from 
other  station  penetra- 
tion. 

stablishing  a  captive  au- 
dience and  a  captive 

market  for  the  adver- 
tiser. 

tar  KPQ  as  a  "must 
buy"  on  your  budget, 
and  get  certain  results 
from   your  investment. 

ASSURED! 

5000  watt: 
560  K.C. 
WENATCHEE 
WASHINGTON 

REGIONAL    REPRESENTATIVES 

Moore  and  Lund,  Seattle,   Wash. 

NATIONAL   REPRESENTATIVES 

Forjoe   and    Co.,    Incorporated 

by  Bob  Foreman 

Three  special  bellyaehes 

Rather  than  devote  an  entire  column  to  a  single  suhject, 

I  should  like  this  time  to  spread  my  ill-natured  remarks  over 
three  different  topics,  each  of  which  conic  under  the  heading 

of  Special  Bellyaches.  The  first  is  such  that  it  concerns  those 

who  write  and  read  and  produce  advertising  copy  for  televi- 
sion. It  is  the  form  generally  used  by  agency  copywriters 

in  which  they  prepare  tv  commercials  for  presentation  to 
account  men  and  advertisers  and  therefore  in  which  that 

copy  is  eventually  turned  over  to  a  film  or  live  producer. 

Most  commercials  are  written  in  the  side-by-side  fashion, 
the  column  on  the  left  being  devoted  to  the  video  instructions 
while  the  more  or  less  parallel  matter  to  the  right  contains 

the  auditory  instructions. 

I  defy  anyone  to  find  it  easy  to  follow   this  format. 

I  don't  care  if  you've  been  reading  or  writing  for  tv  for 
a  decade.  The  human  mind  and  the  accesses  to  it  are  not 

constructed  so  that  a  person  can  keep  jumping  from  left  to 

right  as  if  he  wrere  watching  a  tennis  match  and  still  under- 
stand clearly  what  is  meant.  The  motion  picture  people  have 

always  resorted  to  the  only  sensible  way  of  showing  cinema 

action — the  video  instructions  are  described  in  caps  in  detail 
and  directly  under  them  comes  the  dialogue.  So  on  through 

the  entire  shooting  script.  Most  of  the  experienced  film  peo- 

ple who  receive  agency  copy  in  the  side-by-side  fashion  re-do 
it  in  the  other  form. 

This,  they  have  found,  enable-  a  person  reading  to  set  the 
visual  scene  in  his  mind  and  then  get  the  dialogue  for  each 

scene.  Even  the  most  inexperienced  of  account  men  or  adver- 
tisers will  be  able  to  retain  the  picture  in  his  head  while 

reading  the  audio.  Nobod)  but  nohodv.  including  Univac, 

can  avoid  getting  confused  h\  the  side-by-side  technique. 

Another  important  plus  in  the  motion  picture  method:  II 

forces  a  copywriter  to  detail  his  video  instructions:  it  pre- 
vents him  from  making  such  commonplace  errors  as  calling 

lor  a  zoom  from  long  shot  to  close-up  with  three  words  of 

copy  to  cover  the  action.  In  other  word-,  the  writer  himself 
mu>t  walk  his  mind  through  the  visual  action  and  thus  he  is 

far  less  likel)  to  call  for  the  impossible.  This.  ,,-  anyone 
who  films  commercials  will  tell  you.  would  be  a  novel  trend. 

Point  Number  Two:  It  is  my  feeling  that  television  and 
i  Please  tu in  to  page  62  i 
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50,000    watts 

w*tm0t 

2h< '    A  ■  * 

KOA 
to  take   advantage  of 

the  Western   Market's '0000 

650   Million   Tourist   Dollars 

will   be  spent  in  the 

Western    Market  this   summer.* 

Is   your   product  in  this 
rich   vacation    market? 

J    Total  retail... department  store... food  and     drug 
sales  are  higher  during  summer  than  any  time  except 

December.  For  many  food,  drug  and  package  items, 

summer  is  the  peak  selling  season.  Summer  gasoline  station 
sales  far  exceed  those  for  any  other  period. 

V\    Here  in  America's  most  heavily  traveled  vacation  area,  KOA 
will  play  host  to  12'/2  million  tourists  this  summer! 

0    Denver's  DOMINANT  STATION,  50,000-watt  KOA 
(NBC  for  the  West),  covers  302  counties  of  12  states  with 

3'/2  million  people  in  addition  to  its  tourist  coverage! 

|    When  away  from  hometown  newspapers,  radio  and 
television,  vacationers  depend  on  the  strong  signal  of 

clear-channel  KOA.  Wherever  vacationers  go  in  the  West  — 
KOA  goes  with  them.  They  can  drive  all  day  with  KOA! 

Ettimafed 

DENVER 

Covers  The  West 8ettf 
4  APRIL  1955 
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KCEN-TVL 

M"  IN    THE 

WACO-TEMPLE 
CENTRAL    TEXAS 

MARKET 
*  80%  AVERAGE  SHARE  OF  AUDIENCE  IN  ALL  TIME  PERIODS. 

(Waco-Temple  Composite  Pulse  Nov.  29-Dec.  5,  1954) 

*  ONLY  LOW  BAND  VHF  STATION  IN  THE  WACO-TEMPLE 
MARKET. 

*  ONLY  STATION  IN  THE  WACO-TEMPLE  MARKET  OPER- 
ATING WITH  MAXIMUM  ALLOWABLE  POWER...  100 

KW,  CHANNEL  6. 

*  HIGHEST  ANTENNA  HEIGHT  IN  CENTRAL  TEXAS  ...  833 

FT.  ABOVE  GROUND;    1,549  FT.   ABOVE  SEA  LEVEL. 

*  ONLY  STATION  IN  THE  WACO-TEMPLE  MARKET  OPER- 

ATING FULL  TIME...  7  A.  M.  -  1  1  P.  M.,  MONDAY 
THROUGH  FRIDAY. 

*  NBC-TV   INTERCONNECTED   AFFILIATE. 

*  IN  OPERATION  SINCE  NOV.  1,  1953.  (Established 
Audience). 

YOUR    BEST    BUY    IN    THE    RICH   

National   Rep.: 
Geo.  P.  Hollingbery  Company 

Texas  Rep.: 

Clyde  Melville  Co.,  Dallas 

WACO-TEMPLE 
CENTRAL    TEXAS    MARKET 

KCEN-TV 
TEMPLE,  TEXAS 

General    Offices:    P.    O.    Box    188 

Studio*  and  Transmitter  at  Eddy,  Texas, 
Between  Temple  and  Waco 

WACO   OFFICE: 
506-7  Professional   Bldg. 

TWX:  Eddy  No.  8486 

m\ 
\i 

UQJ/l! 
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MADISON 
sponsor  invites  letters  to  the  editor. 
Address  40  E.   49  St.,  New   York  17. 

SPOT  RADIO  IN  '55 
This  week  in  Chicago,  I  found  your 

article  "Spot  Radio:  off  to  fast  '55 
start"  (24  Jan.  p.  38),  on  the  desk  of 
man)   timebuyers. 
Two  of  these  timebuyers  discussed 

this  article  with  me,  and  were  quite 

pleased  with  it.  As  a  matter  of  fact, 

one  agency  was  so  impressed  with  the 
facts  in  the  story,  that  they  plan  to 

definitely  recommend  a  swing  to  spot 
radio  for  their  top  account. 

1  thought  this  would  he  of  interest 

to  you  as  it  certainly  was  good  news 
to  me.  May  I  suggest  that  you  mail 
this  story  to  every  agency,  every  hour, 
on  the  hour. 

La  Yell  Waltm.w 
Commercial  Manager 
WAVE,  Inc..  Louisville,  Ky. 

12 

ELEMENTARY 

\la\  1  simultaneous  express  a 

warm  "thank  \ou.  sponsor"  for  a 
valuable  service  while  calling  attention 

to  a  tabulating  error  that  eagle-eyed 
Sherlock  Homes  might  have  called 
"elemental  \ ." 

^  our  summaries  of  monthly  Pulse 

multi-market  ratings  for  the  leading 

syndicated  film  programs  is  a  valuable 
sen  ice  to  advertisers  as  well  as  a  wel- 

come focal  point  for  showing  the 

powerful  progress  films  are  making  for 
the  local  and  national  spot  sponsors. 

Naturally  we're  proud  that  Sheldon 
Reynolds'  production  of  Sherlock 
Holmes  -o  quickly  fulfilled  its  p re- 
die  I  ei  I  dest i ii \  by  cracking  the  prized 

"Top  Ten"  circle  literally  overnight  as 
its  earliest   ratings  were  tabulated. 

I'.ut  Sheldon  Ke\  Holds*  brand  new 
Sherlock  Holmes  programs  .  .  .  are 

faring  even  better  than  the  Pulse  fig- 
ures report!  .  .  .  some  stations  are 

running  revivals  of  various  old  feature 

movies  which  are  loosel)  called  Slier- 
loci  Holmes  .  .  .  and  in  markets  like 

I  os  Vngeles  and  Seattle.  Pulse  has 
been    inaccuratel)    listing    ratings   for 
old    movies    under    the    tabulations    of 
-\  ndicated  programs. 

i  Please  turn  to  page  ~\(>  > 
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THE   BIGGEST 

BUY  IN   LOUISIANA 

TELEVISION 

WBRZ   Channel  2 

MORE  TOWER -1001  6'  -MAXIMUM 

POWER  -100,000  WATTS 

/  \ 

The  WBRZ  tower  is  the 

highest  structure  in  Louisiana 

above  mean  sea  level  and  average 

terrain.     Channel  2,  with  a 

maximum  power  of  100,000  watts 

and  a  tower  height  in  excess  of 

1,000  feet  above  mean  sea  level, 

provides  greater  coverage  than 

any  other  television  station 
in  the  state. 

/ 

\L 

t 

/ 

The  ONLY  VHF  in 
Baton  Rouge! 

LOUISIANA 

TELEVISION  BROADCASTING 

CORPORATION 

Baton  Rouge,  Louisiana 

NBC-ABC  Affiliate 

Nat'l  Rep.:  Hollingbery 

<tfgS 





This  monument, 

t Mm 

these  cherry  blossoms,  are 

an  integral  part  of  the  personality 

of  one  place  — our  nation's  capital. 

They  are  local. 

There  are  local  reasons  for    the  consumer 

to  buy  one  product  rather  than  another  — 

for  buying  in  one  place    rather  than  another— 

for  listening  to  one  station  rather  than  another. 

In  Storer  markets  successful  advertisers 

tell  their  stories  on  Storer  Stations. 

"A  Storer  Station  Is  A  Local  Station." 

STORER    BROADCASTING   COMPANY 
NATIONAL  SALES  HEADQUARTERS: 

TOM  HARKER,  V.  P.,  National  Sales  Director  BOB  WOOD,  Midwest  National  Sales  Mgr. 

11  8  E.  57th  St.,  New  York  22,  ELdorado  5-7690     •     230  N.  Michigan  Ave.,  Chicago  1 ,  Franklin  2-6498 

\ 



FLASH! 
13  of  the  top  16 

Memphis 
TV 

shows  are 

on 

WMCT* 
(according  to  the  Hooper 

Survey,   February,    1955). 

better  than 

2  to  1 
6:30  to  10:30  P.M. 

Film  Shows 
  out  of  top 

18,  WMCT 

carries   12! 

PROGRAM STATION RATING 

1. 
George 

Gobel WMCT 52 

2. Robert 
Montgomery WMCT 

51 

3. Big  Story* 

WMCT 

47 
5. Life  of 

Riley 

WMCT 
46 

6. You  Bet 
Your  Life WMCT 46 

7. 

Producer's 
Showcase WMCT 44 

8. 

Cisco  Kid WMCT 

42 

9. Philco 

Playhouse 
WMCT 42 

10. 
Roy   Rogers 

WMCT 42 
11. 

Your  Hit 
Parade WMCT 

42 

12. 
Armstrong 

Circle 

Theatre** 

WMCT 40 

15. Fireside 

Theatre** 

WMCT 40 

16. 
My  Little 

Margie** 

WMCT 40 

*Ties  with  program  of  Station  B 
**Ties  with  programs  oj  Station  B 

Of  39  shows  on  both  stations  with 

ratings  of  30  or  better,  between 

6:30  and  10:30  PM,  WMCT 

carries  27  shows — Station  B,  12. 

Top  6  Film  Shows  in  Memphis 
(Between  6:30  and   10:30  P.M.) 

PROGRAM  STATION      RATING 

1.  Cisco  Kid 

2.  Favorite 
Story 

3.  Racket  Squad 

4.  Badge   714 
5.  I  Led   I 

Lives 

6.  Mr.   District Attorney 

WMCT 

\\M(  I 

WMCT 
WMCT 

WMCT 

WMCT 

42 

37 

37 
33 

29 

28 

WMCT 
MEMPHIS 

CHANNEL  5 
WMC-WMCF-WMCT 

MEMPHIS'   FIRST  TV  STATION 

NOW  100,000  WATTS 
NATIONAL    REPRESENTATIVES 

THE    BRANHAM    CO. I Owned  and   operated   by 
THE  COMMERCIAL  APPEAL 

AFFILIATED    WITH    NBC     •     ALSO    AFFILIATED    WITH    ABC    AND    DUMONT 

Consequently,  when  Pulse  reports  a 

4.5  rating  for  Sherlock  Holmes  in  a 
key  market  like  Los  Angeles  (where 

the  syndicated  half-hour  wasn't  on  the 
air)  the  syndicated  program's  average 
mulit-market  rating  is  misleadingly 

depreciated. 
We  have  called  the  attention  of 

Pulse  to  the  error,  which,  in  the  future, 

can  be  spotted  by  making  sure  that 

only  the  half-hour  ratings  for  the  Shel- 

don Reynolds'  version  of  Sherlock 
Holmes  are  tabulated  instead  of  the 

hour  or  longer  program  listings  for 
the  old  theatrical  films  which  still  find 
air  time. 

Although  Sherlock  Holmes,  as  a 
matter  of  record,  never  used  the  ex- 

pression, "It's  elementary" — the  Pulse 
tabulating  error  was  both  elementary 
and  understandable. 

Edward  A.  Madden 

Vice-President 

Motion  Pictures  For  Television 

New  York 

COMING  OF  AGE  IN  RADIO  &  TV 

A  great  big  hibiscus  to  Joe  Csida 

for  his  brief  comment  on  "Networks 

come  of  age  in  program  maturity"  (7 

March  1955,  p.  29).  It's  about  time 
we  gave  some  credit  where  credit  is 
due.  Both  radio  and  tv  have  come  of 

age:  thc\  are  no  longer  babies  and 

toys.  They  have  grown  up  into  adult 
behemoths  and  doing  a  wonderful  job 

of  educating  us  as  well  as  providing 
excellent  entertainment.  Just  think 

back  a  few  years  ago  when  the  radio 
newscasters  used  to  frighten  us  to 

death  by  screaming  over  the  air  waves 
one  headline  after  the  other!  Today 

they  sit  dow'n  and  quietly,  authorita- 
tively discuss  the  news  with  us  in  an 

intelligent  manner,  so  we  can  digest  it 
and  understand  it.  Make  that  an  or- 

chid  if  Joe  doesn't  like  hibiscus. 
Grant  Mi  rrii  i 
Radio  &  Tv  Directoi 

Pacific   \alional  Adv  Aizency 
Seattle 

TOLL  TV  WITH  COMMERCIALS? 

I  should  like  to  add  a  lew  comments, 

if  I  may,  to  your  recent  panel  feature 

Oil  subscription  l\  i  sponsor.  7  Feb- 
t  ii.it  \    l')55.  paiie  !!!!  i . 

•  II  course,  commercial  video  can 

peacefully  co-exist  with  subscription 
t\.  .lust  a-  it  peacefully  co-exists  with 

i  Please  turn  to  jxiiie  (til  I 
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WHAT'S  IN 
WOODland  CENTER 
FOR  YOU? 

most  modern    TV  and   AM  facilities 

RADIO 

•  Large  AM  studio  lor  local  live  programs 

•  Air  personalities  —  the  best 

•  Fully  equipped  recording  studio 

•  NBC  programs 

•  Daytime  news,  every  hour  on  the  hour 

•  5000  watts  day  and  night 

TELEVISION 

•  Two  large,  fully  equipped  TV  studios 

•  Three  16  mm  film  projectors 

•  Full  slide  and  telop  facilities 

•  Panel  controlled,  complete  lighting  equipment 

•  Excellent  prop  storage  facilities 

•  Expanded  arrangements  for  audience- 
participation 

•  Spacious,  completely  equipped  client  room 

•  Top-rated  network  and  locally  produced 

programs 

Expanded  audience-participation  facilities  permit  full 
enjoyment  of  local  programs  .  .  .  here,  Buckaroo  Rodeo, favorite  of  the  younger  set. 

Projection  room  has  three  film  projectors;  two  Telo- 
jectors  with  a  capacity  of  12  slides  each;  and  Telop 
projector  which  holds  10  telop  cards. 

All  props,  from  the  largest  background  flat  to  the 
smallest,  most  delicate  properties,  are  carefully  handled 
—  and  fed,  if  the  situation  requires. 

Everything  from  Bach  to  boogie  is  quickly  available  in 
the  extensive   WOODland  CENTER  music  library. 

serving    ajj_  of    Western    Michigan! 

WOOD 
GRAND     RAPIDS,    MICHIGAN 

ASSOCIATED    WITH    WFBMAM    AND   TV     INDIANAPOLIS.  INDIANA 

WFDF.  FLINT.  MICHIGAN.  WEOA     EVANSVILLE    INDIANA 

REPRESENTED    BY    KATZ    AGENCY 

TV: 

316, OOO    WATTS.  NBC.   BASIC: 
ABC    AND    DuMONT 

RADIO 
SOOO    WATTS.   NBC    AFFILIATE 

PRINTED    IN    WOODLAND    U     S    A 



JMeiv  and  renew 4       APRIL       1955 

1.     New  on  Radio  Networks 
SPONSOR AGENCY 

Bu-Tiy    Products    (Rain    Drops   water 
so^ener,  LA 

Cook   Chemical,    Kansas  City 

Doeskin   Products   (facial  tissues),  NY 

"42"   Products   (hair  oil),   LA 

Ccncral   Tire   &    Rubber,    Akron 

Gillette   Safety    Razor,    Boston 

Jackson    Brewing    (Jax    Beer),    New 
O  tears 

Pacific   Oldsmobile   Club,    LA 

Park   &   Tilford    (Tintex),    NY 

R.    |,    Reynolds    Tobarco    (Camels), 
Winston-Salem,    NC 

Slecp-Eze,   SF 

Slecp-Eze,   SF 

Dan   B.    Miner,   LA 

Henri-Hurst  &   MacDonald, 
Chi 

C:ey   Adv,    NY    

Adcoa  Agency,   LA 

D'Arcy,   Clcve 

Maxon,  Dct 

Fitzgerald  Adv,  New 
Orlcns 

Dallas  Williams  &  Sons,  LA 

Storm  &  Klein,   NY 

William    Esty,    NY 

M.    B.    Scott,    LA 

M.  B    Scott,  LA 

STATIONS 

KNX-CFRN  23 

MBS   500 

NBC   full   net 

KNX-CPRN  23 

MBS   full   net 

MBS  375 

MBS  375 

KNX-CPRN  28 

ABC   full   net 

MBS  375 

MBS   full   net 

MBS   full   net 

PROGRAM,  time,   start,   duration 

Aunt    Mvy;   W,    F   2:45-3    pm    PST;    5-min    seg;    1 
Aor;    52  wks 

Ceil    B  own    &    the    Rcil-News    of    the    Mornin" 
M-F;  9:30-9:35  ?m:  2  May:  13  wks 

Dr.    No-m.in   V^n-enf    Peale;    M-F    10:05-10:15   am 
4  Apr:   '55-56   season 

Amos   V   AnJy    Music    Hall:   6   min   seg;   Th   6:30 
6:55  pm   PST;  24  Mar;  13  wks 

Ccneal    Soorts    Time     with     Hirry    Wismer;     M-' 
5:50-5:55    pm;    28    Mar;    52   wks 

Came  of   the    Day;   Sun   afternoons   Yl    a   game;    'S Mar;   27   wks 
Game  of  the  Day;  M-Sat  afternoons;   (Vi  a  game) 

19  Mar;  27  wks 
Edward    R.    Murrow   &    the    News;    M,    W,    F    5    pm 

PST:  14  Mir;  52  wks 

Bess    Mycrson's   Almanac;    W    &    F    2:25-2:30    pm; 7    Mar;   52  wks 

Camel    Scoreboard;    M-Sun    following   the   Came   of 
the    Day;    19    Mar;    27    wks 

Queen    for   a    Day;    F    11:30-12   noon;    first    15    min 
seg;    1    Apr;    13    wks 

Countesoy;  F  8-8:30  pm;  partic;  1  Apr;  6  wks 

2.    Renewed  on  Radio  Networks 
SPONSOR 

Bell   Telephone   System,   NY 

General  Foods,   NY 

General  Foods,   NY 

Cencral  Foods,   NY 
Miles    Laboratories,    Elkhart,    Ind 

Miles    Laboratories,    Elkhart,    Ind 

Miles    Laboratories,    Elkhart,    Ind 

AGENCY STATIONS 

N.  W.  Ayer  &  Son,   NY 

Y&R,    NY 

Y&R,    NY 

Y&R.    NY 
Ceoffrey  Wade  Adv,  Chi 

Geoffrey   Wade   Adv,   Chi 

Ceoffrey   Wade   Adv,   Chi 

NBC   full  net 

CBS    206 

CBS    206 

CBS    206 
NBC   full   net 

NBC   full   net 

NBC    full   net 

PROGRAM,  time,  start,  duration 

The   Telephone   Hour;   M   9-9:30   pm;    Mar;    55-561 

season 
Bing  Crosby;   M,  W  9:15-9:30  pm    (co-sponsor);  41 

Apr;   39   wks Wendy  Warren;  T,  Th,    F    12:05-12:10  pm;   1    Apr 
39  wks 

Calen   Drake;  Sat   10:05-10:10  am;  2  Apr;   39  wk' 
News  of  the  World;   M-F  7:30-7:45  pm;   Mar;  55- 

56  season 
Break   the    Bank;    M-F    10:45-11    am;    Mar;   55-5f 

season 
Just  Plain  Bill;  M-F  5-5:15  pm;  Mar;  55-56  seasor 

3.    Broadcast  Industry  Executives 
NAME FORMER  AFFILIATION NEW  AFFILIATION 

Hoyt   Andces V/KY    (r-tv),  Okla  City,  asst  stn  mgr WKY   Radiophone,  vp,  stn  mgr  of  WSFA,   Montgomerj 
Ala 

Sc-een    Gems,    NY,    sr   acct   exec S.    L.    Adler Wti    Morris   Agency,    Chi    office   hd 
David    Baylor W'WS,   Cleve,   gen   exec KC5J,   Pueblo,  Col,  gen  exec 
Amos   Baron KABC,    LA,   gen   mgr KCOP.    Hollywood,   sis   mgr   in   chg  of   local   sis 
Paul    Beville WNOE,    New   Orleans,   sis  mgr WIMR-TV,    New   Orleans,    sis  dir 
Edward    Bleier WABC-TV,    NY,    acct   exec ABC   TV,    Net   Sis,   acct   exec 
Robert    Brahm Sceen   Gems,    NY,  eastern   sis  mgr Same,    s:  acct   exec 
Carl    Brewster KrVD.    LA,    prog    dir Pohris  Pictu'es,  LA,  sis  dev  dir 
)ames   H.    Burgess WLW-CtTV),    Columbus,   dir   of   sis Crosley  Bcasting,  natl  sis  rep  for  all  Crosley  properties 
Cal    Cass A-Itti    J.    Young,    NY Hoar>-B!air,    NY,   acct    exec 
Richard   S.   Calender KJBS,  SF,  sis  exec KNBC,    SF,   acct   exec 
Stan    Chambers KTLA,   LA,   asst  sis   mgr Same,   natl  sis  mgr 
|.    M.    Clifford NBC,  NY,  admin  vp Same,   also   Kagran   Corp,   pres 
Robert  L.  Coe D  mont,  NY,  stn  rels  dept  mgr Same,  dir  of  stn  rels 
|ohn    |.   Cole M^TV,  LA,  western  div  mgr Guild    Films,    NY,    western    sis    mgr 
Ben    Colman Ziv-TV,    acct    exec Screen    Cems,    NY,    eastern    sis    mgr 
Edward    B.    Coughlin WOR-TV,    NY,    tv   acct  exec Free  &  Peters,  NY,  tv  acct  exec 
Robert  J.  Crosswcll t  BC,    NY,    sis  prom    dept WIBK-TV,    Dct,    sis    stf 
Thomas  Dawson KHJ-TV.    LA WBBM-TV,   Chi,  sis  prom   mgr 
Johnny   Devine Tulsa  B  itinc KVOO-TV,    Tulsa,    Okla,    prom   dir 
Arthur    Deters WIDE,   Biddleford,    Maine,   pres  &  gen   mgr Same,    also   Vic    Diehm   Assoc,    Boston,   exec   asst 
Dick    Dickerson KNS-TV.    San    Antonio,    sis    stf WJBK-TV,    Dct,    sis   rep 
John    H.    Dodge NBC   TV   Net,   NY,  acct  exec Same,   eastern   admin   sis   mgr 
Earl    Doncgan    Jr MPTV,    NY,    sis Minot   TV,   NY,   vp   in   chg   of   sis 
Jack    Donahue CBS   R   Snot   Sis,   SF,   mgr   of   SF   office Same,    Chi.    acct   exec 
Thomas   Van    Arden WAAM,    Bait,    acct   exec Same,    dir   of   sports  &   publ   rel 

Dukehart 

lames    |.    Dunham K<00,   Sioux   Falls,   S.    Dak. WX  X,    Milwaukee,   acct   exec 
Grady    Edney KYW,    Phila,    dir WBZ,    WBZA,    Boston,    prog   dir 
Tom    Edwards NBC,    NY WCSM,    Huntington,    sis    stf 
Harold    Ehrlich MCA-TV,   Beverly   Hills,   audience   prom   dept   hd Same,    dir    of    stn    rels 
Riy    Eichmann NBC   TV,    NY,   sis  dev  for  part  progs John  Blair,  sis  dev  mgr 
Dave  Engles KNBC.    SF,    mdsg    supvr Same,    dir    of   adv,    mdsg,    prom 
Irwin    Ezzes Motion    Picture   TV    Film,    vp   in    chg   sis 
William    Fox KrMB-TV.    San    Diego,    prog    dir Same,  ?en  sis  mgr 
Vincent   A.    Francis KCO    (r-tvi,    SF,    gen    sis    mgr ABC    TV,    NY,    western    div   sis   mgr 
Pete    Franklin Newport    News    Times    Herald,    sports    writer WVEC-TV,    Hampton,    Va 
Mort   Caffin NBC  Spot  Sis,  mgr  of  adv  &  orom Same,    mgr   of    new    bus   &    prom 
Chuck    Gay WH:0.   Dayton,  sis  prom  mgr Same,    prog   dir 

William 

Fox    (3) 

David 

Baylor    (3) 

John 

Jaeger  (3) 

In  next  issue:  New  and  Renewed  on  Television  (Network);    tdvertUinf}  Agency  Personnel  Changes; 
Sponsor  Personnel  Changes;   Station   Changes   (reps,    network    affiliation,    power   increases); 
Mew   Agency   Appointments 

Ray 

Eichmann      i 
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A  fir  and  renew 

3.     Broadcast  Industry  Executives  (continued) 

Hoyt 
Andres   13)         . 

Miurice   E. 
McMurray  (3) 

Lewis   P. 
lohnson   (3) 

Len 
Hornsby    (3) 

Arthur 
Deters   (3) 

Holly 

Moyer    (3) 

NAME FORMER  AFFILIATION NEW  AFFILIATION 

Allan    W.    Cilman ABC,  SF,  sis  dept 
Same,   KCO    (r-tv),   asst  sis  mgr William    C.    Coodnaw WCAN,    Milwaukee,    sis    mgr WXIX,   Milwaukee,  acct  exec 

Howard  Crafman NBC,    NY,    r   dir Howard  Crafman  &  Assoc,  Chi,  tv  film  distrs 
Alfred   N.  Creenberg Topics   Publ,    NY,    prom    mgr WBBM.   Chi,  sis  prom   mgr 
Henry  V.  Creene Weed  TV,   NY  acct   exec MBS.  NY,  acct  exec 
Jack  Grogan N.   W.   Ayer,   NY WNEW,   NY,   prog  mgr 
Helen  Guy 

Masterson,   Reddy  &   Nelson,   NY,   bus   mgr ABC  TV   Net  Sis,  acct  exec 
John    Hansen KABC,    Hollywood,    gen    mgr 
Arthur    J.    Harris WCAN-TV,   Milwaukee,  sis  exec WXIX,   Milwaukee,  acct  exec 
David    Harris Ruthrauff  &  Ryan,  NY H-R   Reos,   NY,  sis  stf 
Bill    Hcaton KTTV,    LA,   field   mdsg   rep KULA-TV,    Honolulu,    acct   exec 
Len    Hornsby WVDA,    Boston,    sis    mgr Same,   also   stn   mgr 
Winter  Horton KFSD-TV,   San    Diego Same,  exec  dir 
John    Jaeger WNEW,   NY,  gen    mgr Same,  also  vp 
Edwin  T.   Jameson NBC    Spot   Sis,    eastern    r   sis   mgr Same,   eastern   tv   sis   mgr 
Mike    James Ted    Bates,    NY,    tv   &   r   buyer Edward    Petry,    NY,    tv   dept 
Lewis  P.   Johnson Katz    Agency,    Chi,    tv   acct   exec Storer    Bcasting,   Chi,   sis  exec 
Robert    F.    Jones Du   Mont,   NY 

Adam    J.    Young   TV,    NY Roland   Kay CBS  R  Spot  Sis,  NY,  acct  exec 
Same,    SF,    mgr   of   SF   office Fred   H.   Kenkel A.   C.   Nielsen,   NY,  vp 
C.   E.   Hooper,  NY,  vp 

Guild   Films,   NY,   sis  rep  in   NY  area 
Margery   Kerr "Amer   Inventory,"    NY,   publ   infor   consultant 
Charles  R.   Kinney WIKK,    Erie,    Pa.,    mgr 

Free  &  Peters,  NY,  tv  acct  exec Chet    Kreidler KDYL,  SLC,  r  sis  stf Creat  Western   R   Net,  SLC,  acct  exec 
Robert    E.    Laffoon McCaffery  &  Co,  S   Bend,   Ind,   adv  &   prom   mgr 

WHOT.   S.   Bend,   Ind,   sis  prom  mgr Charles    A.    Larsen KWJJ,    Portland,    Ore,    comptroller Same,   gen   mgr 
L.   A.   Larson WTVW,    Milwaukee,   acct   exec 

Same,  sis  mgr Stan    Lange Transit  Radio,  Kansas  City,  sis  rep 
Same.  &  KCMO-FM,  comml  mgr Chuck   Lanphicr WFOX,    Milw,    gen    mgr 
WTVW,   Milw,   dir  of  prom 

Terry    Hamilton    Lee KOVR,   Stockton,  Calif,  exec  vp  &   gen   mgr Television   Diablo.   Stockton,  Calif,   bd   of  dir 
Warner    M.    Leeds ABC,   NY,   adv-prom   dept KFEL,    Denver,   Col,   sis  prom   dept   hd Ed   Leftwich free  lance  dir 

John  F.  Ward  Assoc  Prod,  NY,  vp Ed   Lindner Ram    Productions,    NY,    prod-dir Industrial  &   Medical   Film  Cuild,   NY,  writer-dir 
Norman    S.    Livingston Own    film   prod   firm Telenews   Film,    NY,   exec   vp 
Harley    Lucas WLOK.    Lima,   Ohio,    Icoal  sis   mgr WCUE,    Akron,   Ohio,    acct   exec 
Stephen  A.   Machcinski, 

Jr 

Jim    McCormick 

Adam  J.  Young  Jr,  NY,  r  sis  mgr 
Same,  gen  sis  mgr,  coordinator  of  r  &  tv  sis 

Jack   Douglas  TV   Productions,   sis  mgr H-R   TV,    LA 
Maurice    McMurray WJBK-TV,    Det,   sis   mgr Same,    natl    sis   mgr 
Keith    McKenney WJBK-TV,    Det,   sis   stf Same,    local   sis   mgr 
Donald  J.  Mercer NBC.  NY,  stn  rels  dept,  contact  rep Same,  dir  of  stn  rels 
Ceorge    Mamas WHKK,  Akron,  Ohio,  acct  exec WCUE,   Akron,  Ohio,   acct  exec 
Ernest    Montgomery Screen   Cems,   central   div   sis   mgr MCA-TV,    Det,    office    hd 
Richard    H.    DeMont- 

mollin 
Holly    Moyer 

WCRS,   Creenwood,   S.C.,  sis  stf WIS-TV,   Columbia,   S.   C,   tv  sis  ttf 

GreM  Western  Net,  SLC,  gen  sis  mgr InterMt  Net,  SLC,  natl  adv  mgr,  Denver  branch 
Barney    Ochs WLW-A(TV),    Atlanta Crosley   Bcasting,   natl   sis  rep  for   Atlanta   area 
Cy   Ostrup KABC,   LA,  sis  stf 

MCA-TV,   LA,  sis  stf 
Sherwood   R.   Parks KVGB,  Great  Bend,  Kansas,  chg  of  sis KFH,   Wichita,   Kansas,   sis  mgr 
Margot    Phillips Advertising   Consultants,   r-tv   dir WCMS,    Wash,    DC,   prom   dir 
David    T.    Pritchard United   Bcasting.   Wash,   DC,   sis  mgr WDXB.  Chattanooga,  vp  &  gen  mgr 
Avner    Rakov WBZ,  WBZA,   Boston,  prog  mgr Master  Motion   Picture  Co,  Boston,  exec  &  prod  di> 
John   H.    Reber NBC   Spot  Sis,   natl   tv   sis  mgr NBC  TV  Spot  Sis,   NY,  dir 
Len    Ringquist Reingold   Adv,    Boston,   tv   dir NBC   Film,   NY,  sis  rep 
Theresa    Rogers WCMS.  Wash,  DC,  exec  asst Same,   stn   mgr 

David   Sacks ABC,   SF,  asst  sis  mgr Same,  KCO  (r-tv)  sis  mgr 
Frank    F.    Samuels,    Jr CBS  TV,   LA,  mgr  of  Pacific  Coast  Net  Sis 

Pittsfield  Area,  CBS  proposed  stn,  gen  mgr 
David  Savage Cuild   Films,   NY,   Vitapix   liaison   official Same,   asst  to   pres 
Aldcn     Schwimmer WMurn    Morris  Agency,    NY Ashley-Steiner   Agency,   hd   of  writers,   producers,  din 
Ceorge  S.   Shaffer WITH,   Bait,   sis  stf Same,  gen  sis  mgr 
Frank  J.  Shea John  Sutherland,  dir  of  sis Chad,   NY  &  Wilton,  Conn,  dir  of  sis 
Hank    Shepard NBC  Spot  Sis,  NY,  mgr  of  new  bus NBC   R  Spot  Sis,  NY,  dir 
Melvin    J.    Stack WNEW,  NY,  asst  treas Same,    treasurer 
Cerald    Staten KBCS,  San   Bernardino KMOD,   Modesto,  Calif,   acct  exec 
Frank    Stisscr C.    E.    Hooper,   NY 

Same,  vp 

Louis    B.    Switier KFSO,    SF,    prom   dir 
Pat    Sweet Music  Corp  of  Amer,  Beverly  Hills WSYR-TV,    Syracuse,    prom    mgr 

John    Thayer KHOL-TV,    Holdrcge,    Neb,    regl    sis    mgr KBTV,    Denver,    sis   stf 
Bernard    L.    Thomas WHFB,   Benton   Harbor,    Mich,   acct   exec WHOT,  S.   Bend,   Ind,  acct  exec 
Bill    Walker Yam   Chip   Co,    Denver,   sis   mgr KBTV,    Denver,    prom    mgr 
M.   Franklyn  Warren Howard    M.    Irwin,    Adv,    LA,    acct    exec KULA,    Honolulu,    sis    mgr 

Joseph     Weiscnberg WABC,   NY,  acct  exec Same,    acting    sis    mgr 
Merle  S.  Wick CBS-Col,   NY,   financial  admin Same,   admin  vp 
Frank    B     Willis WJTV,    Jacksonville,    sis    mgr MCA-TV,    midwestern    slsman    at    large 
Robert   S.   Wind* CBS-Col,    LIC,    prom    &    publ    mgr Same,   r  sis  mgr 
David    Yanow WCAU.   Phila,   acct   exec CBS  R  Spot  Sis,   NY,  acct  exec 

4.     New  Firms,  New  Offices,  Changes  of  Address 
George    Bagnall    &    Assoc,    tv    sales,    film    distributors.    Beverly 

Hills,  new  address  8827   Olympic   Blvd.  CRcstview   1-5133 
Motivation    Analysis,    1)40    Elberon    Ave,    Elberon,    NJ,    est.    1 

Mar  by  Dr.   Philip  Eiscnberg,  formerly  res.   psychologist,   CBS 

Fred  Cardner  Adv,  NY,  moved  to  50  East  42nd  Street,  MUrray 
Hill   7-4784,    28   Feb 

Clcnn     Adv    opens     Houston     office,     1015     Sterling     Building. 
CHarter    2729 

Cuild   Films,   new  offices  at   460   Park   Avenue,   NY,   7    Mar 

H-R  Tv,   Hollywood,   new  phone   number   Hollywood  2-6453 
C.    E     Hooper,    NY,    new   office    579    Fifth    Avenue,    8    Mar 
Institute   for    Research    in    Mass   Motivations  changed    name    to 

Institute    for    Motivational    Research,    effective    4    Mar 
Kaplan    &    Bruck    Adv,    NY,    changes    name    to    Kaplan    Agency 

i same    address:    250    W    57th    Street.    NY) 
Kaufman-Strouse,    Bait,    moved    from    419    N   Charles   Street    to 

130    W    Hamilton    Street.    25    Mar 

Knox-Ackerman    Assoc    Adv,    Okla    City,    new    address,    1411 
Classen    Blvd.   Okla   City   6.   Okla 

Northwest   Radio  &   Television   School   opens  school   in   Wash- 
ington, D.  C,  1627  K  Street  N.W. ;  classes  beginning  1   May 

Pyramid    Productions,    television    producing    company,    opened 
offices  at   1    East   57th   Street,    NY,   21    Mar;    Everett   Rosen* 
thai,    Leonard    Locwenthan,    both    formerly    vps    of    Prockter 
Tv    Enterprises,    hds 

Hugh   Rikcr   Adv.  Albuquerque.    NM,   new  office   in   the   Simms 

Bldg,    Suite    316.    phone    3-6821 
Sackcl    Co,    8    Newbury    Street,    Boston,    new    adv    agency,    Sol 

Sackcl,    president 
WCSM,    Huntington,    opened    NY   office,    17    East   48th    Street, 

PLaia    5-1127,    12    Mar 
Y&R  public  relations  &  publicity  dept  moved  to  41    East  42nd 

Street   on    12    Mar 
Ziv  Tv  Programs,    LA,   moved   to  new   studio,   Ziv  TV   Studios, 

7324   Santa    Monica    Blvd.    LA,    1    Apr 
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Wf  HO    IS  IOWA'S 
FAVORITE  RADIO  STATION 

for  NIGHTTIME  LISTENING! 

WHO 

WMT  ] 

KRNT  | 

WOW  | 

KXEL  | 

KGLO 

KMA 

KICD 

WGN 

WNAX 

44.2% 

9.0% 

5.8% 

|  4.6% 4.5% 

3.9% 

3.4% 

3.2% 

3.2% 

20.5% 

Th .HE  figures  above  are  an  excerpt  from  the  1954  Iowa 
Radio-Television  Audience  Survey  —  one  of  the  advertising 

industry's  best-known  and  most  widely-accepted 
audience  studies. 

The  1954  Survey  proves,  for  the  17th  straight  year, 

the  effectiveness  of  top-notch  broadcasting  facilities, 

outstanding  programming,  deeply  conscientious  Public  Service, 

energetic  audience  promotion.   WHO  believes  in  radio, 

and  the  Iowa  audience  believes  in  W/HO  .  .  . 

Ask  Free  &  Peters,  or  write  us,  for  your  complimentary 

copy  of  the  1954  Survey.   It  will  help  you  in  your 

understanding  of  this  entire  area. 

FREE  &  PETERS,  INC.,  National  Representatives 

BUY  ALL  of  IOWA- 

Plus  "Iowa  Plus"— with 

WHO 
Des  Moinei   .   .   .   50,000  Walts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 
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RCA  50-KW  Transmitter 

Designed  for  full  output  on  COLOR 



m Jb+*i* ii 
Who's  Who  among  the  RCA  "50's" 

KAKE-TV— Wichita,  Kansas 
KEYD-TV— St.  Paul,  Minn. 

KHJ-TV— Los  Angeles,  Calif. 
KLZ-TV — Denver,  Colorado 

KMBC-TV— Kansas  City,  Mo. 
KOLN-TV— Lincoln,  Nebr. 
KTRK-TV— Houston,  Texas 

KTTV— Los  Angeles,  Calif. 
KWTV— Oklahoma  City,  Okla. 
WAAM — Baltimore,  Maryland 
WALA-TV— Mobile,  Alabama 

WBAL-TV-Baltimore,  Md. 

WBTW-Florence,  S.  C. 
WCAU-TV— Phila.,  Pa. 

WCHS-TV— Charleston,  \\  .  Va. 

WDEL-TV— Wilmington,  Del. 
WFLA-TV-Tampa,  Fla. 

WGAL-TV— Lancaster,  Pa. 

WHBQ-TV-Memphis,  Tenn. 
WHO-TV— Des  Moines,  Iowa 

WISH-TV-Indianapolis,   Ind. 

WJAR-TV— Providence,  R.I. 

WJRT-Flint,  Michigan 
WMIN-TV-St.  Paul,  Minn. 

WTCN-TV-St.  Paul,  Minn. 

WNHC-TV-Nev>  Haven,  Conn. 

WOOD-TV— Grand  Rapids,  Mich. 
WSFA-TV— Montgomery,  Ala. 
WTHI-TV-Terre  Haute,  Ind. 

WTOP-TV- Washington,  DC. 

WTRF-TV- Wheeling,  \Y.  Va. 
WTVT— Tampa,  Florida 
WTVW-Milwaukee,  Wis. 
WXEL— Cleveland,  Ohio 

SBBB 
«•      t      c 

BBBB BBBI 

¥ 

Saturation  Coverage  with  RCA's 
50KWVHF  and  High-Gain  Antenna 

Now,  over  30  high-power  VHF  sta- 

tions are  "on-air"  and  delivering  sat- 
uration coverage  with  an  RCA  *>0-kw 

— operated  in  conjunction  with  an 
RCA  High-Gain  Superturnstile. 
Here  are  important  reasons  why  you 

will  benefit  by  selecting  RCA's  "Fifty" 
for  your  high-power  station. 

RELIABILITY.  RCA  50-KW  equip- 
ments are  built  to  operate  with  "day -in 

day-out"  reliability.  (Ask  any  of  the 
RCA-equipped  50-KW  VHF  stations 
already  on  air.) 

CONSERVATIVE   DESIGN.  RCA 
50-KW  VHF's  deliver  a  full  50  kilo- 

watts of  peak  visual  power— measured 
at  the  output  of  the  sideband  filter. 
You  get  full  power  output  on  both 
monochrome  —  AND  COLOR  —  with 
potcer  to  spare! 

SATURATION  COVERAGE.  An  RCA 
50-KW  VHF,  operated  in  conjunction 
with  an  RCA  Superturnstile  Antenna, 

is  capable  of  "flooding"  your  service- 
area  with  STRONG  SIGNALS  -close 

in  and  jar  out!  With  standard  anten- 

nas, RCA  50-KW's  can  develop  316 
KW  ERP  — with  power  to  spare. 

AIR-COOLED.  RCA  50-KW  VHF's are  all  air-cooled.  You  save  on  installa- 
tion costs  and  maintenance.  Visual  and 

aural  P.A.'s  use  conventional  RCA 
power  tetrodes  (Type  6166). 

MATCHED  DESIGN.  RCA  50-KW 
VHF's  are  "systems-matched"  to  de- 

liver peak  performance  in  combination 
with  RCA  50-KW  antenna  systems. 

COMPLETE  SYSTEM.  RCA  supplies 
everything  in  system  equipment  to 

match  the  RCA  "50-KW"  precisely; 
Antenna,  transmission  line,  fittings, 

tower,  r-f  loads,  diplexers  —  and  all 
other  components  needed  to  put  a 
50-KW  VHF  signal  on  the  air. 

Take  advantage  of  RCA's  25  years'  ex- perience in  designing  and  building 
high-power  equipment.  Ask  your  RCA 
Broadcast  Sales  Representative  to  help 
you  plan  a  completely-matched  high- 
power  system.  In  Canada,  write  RCA 
Victor,  Ltd.,  Montreal. 

RCA  High-Gain 

Superturnstile 
Antenna  (TF-I2BH) 

RCA  PIONEERED  AND  DEVELOPED  COMPATIBLE  COLOR  TELEVISION 



YOURE 
ON  THE 
RIGHT 
THACK 
WITH 

KAY-NAK 
KNAK 

MUSIC! 
JVEWS! 

SPORTS! 
24    Hours   a    Day 

INDEPENDENT 

LOWEST 
COST 
PER   LISTENER   IN 

SALT  LAKE  CITY 
KNAK 27.8 Independent 

Station  "A" 

27.2 Network 

Station  "B" 

14.6 Network 

Station   "C" 

13.7 Network 

Station   "D" 

7.2 
Network 

'Hooper  Feb.    1955    12   noon   to  6  p.m. I 

KNAK  OFFERS  FAR  MORE  FOR 

YOUR  ADVERTISING  DOLLAR 

Represented    Nationally    by 

FORJOE    &    CO.,    INC. 

Los   Angeles  New   York  Chicago 

MAdison  6-8329    Judson  6-3100       DEL.   7-1874 

Atlanta  San    Francisco  Dallas 

ALpinc  7841       SUttcr     1-7569     DAvis   7-4541 

Lester  Kruc/mciti 
Advertising    director 

Bulova    Watch    Co.,    New  York 

The  new  Bulova  plant  and  offices  (built  a  couple  of  years  ago) 

are  located  in  a  residential  section  of  Jackson  Heights  in  New  ̂   ork 

City.  There's  lots  of  grass  on  the  ground  surrounding  the  building 
and  lots  of  fresh  air,  but  the  transportation  (via  car)  is  slightly 

awkward.  (For  visitors  to  the  plant  the  company  runs  its  own 
limousines   between   Manhattan   and   Jackson   Heights.) 

"Now,  I,  for  one,  love  the  location.""  Lester  Krugman.  Bulova's 
ad  director,  told  sponsor.  "At  last,  I  no  longer  have  to  buck  the 
Long  Island  Railroad.  You  see,  now  I  can  drive  to  work.  In  my 

last  job,  I  had  to  take  the  Long  Island." 
Krugman  describes  his  experience  in  advertising  as  on  "the  hori- 

zontal level" — that  is.  he  has  worked  on  various  levels  of  distribution, 
including  a  department  store,  mail  order  house,  a  manufacturer  and an  agency. 

"A  large  number  of  people  in  advertising  have  had  experience 
on  a  'vertical  basis',"  Krugman  explained.  "For  example,  they  may 
ha\e  worked  only  in  the  liquor  industry,  be  it  at  a  liquor  concern  or 

on  a  liquor  account  in  an  agency." 

Krugman's  experience  has  taught  him  the  value  of  merchandising: 
"Of  course,  a  good  show  can  produce  sales,  but  if  such  a  program 

is  properly  merchandised,  its  effectiveness  will  be  immeasurably 

hit  tra-cd." 
Bulova  [through  McCann-Erickson )  does  not  sponsor  a  program. 

The  firm  ranks,  instead,  among  the  largest  spot  tv  advertisers.  Its 

earlier  success  has  been  attributed  to  its  saturation  spot  radio  cam* 
paigns   built   around   the   Bulova    time   signal. 

"Television  seems  lo  have  produced  more  specialists  than  any 

other  medium,"  Krugman  told  shixsoh.  "And  the  demands  of  the 
mi  ilium  arc  such  that  a  man  has  to  be  a  well-rounded  advertising 

man  in  order  to  be  an  efficienl  t\  executive." 

A  ski-fan  in  the  past.  Krugman  icccntlj  returned  from  a  Florida 

vacation.  His  wife,  a  non-skier,  has  preferred  the  beach  ever  since 
Krugman  led  her  up  a  ski  slope  al  I  ake  Placid  on  their  honeymoon, 

and  urged  her  to  "just  ski  down." 
"It  was  a  real  vacation,"  adds  Krugman.  "Our  boys  (age  six 

and  four)    stayed  at  home."  *  *  * 
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as  the  Easter  Sunny 

He's  Milky,  Twin  Pines  Farm  Dairy's  Magic  Clown! 
And  Detroit  boys  and  girls  say  his  name  with  the  same 

excitement  as  "Easter  Bunny"  or  "Santa  Claus."  Milky  has 
delighted  youngsters  for  two  hours  every  Saturday  after- 

noon for  more  than  4  years  on  WJBK-TV,  with  Pulse  and 

ARB  ratings  (January,   1955)  of  over  21.0. 

AND  THE  RESULTS  HAVE  BEEN  SALES  MAGIC, 

TOO!  WE  AT  WJBK-TV  ARE  MIGHTY  PROUD  OF  THE 

BIG  PART  WE'VE  PLAYED  IN  TWIN  PINES'  TREMENDOUS 

INCREASE  IN  SALES  DURING  THIS  PERIOD  ...  AN  IN- 

CREASE OF  OVER  200%. 

Success  stories  like  this  prove  the  potency  of 

WJBK-TV's  Channel  2,  with  top  CBS  and  local  programming, 

1,057-foot  tower  and  far-reaching  100,000  watt  maximum 

power.  We'd  like  the  opportunity  to  perform  the  same 
job  for  your  product,  too. 

i'
 

I 

'VSS& 

1 1 At\°/     ̂ presented  Nationally  by  THE  KATZ  AGENCY 

National  Sales  Director,  TOM  HARKER,    118  E.  57th,  New  York  22,  ELDORADO  5-7690 
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"There's  sales  a'plenty 

in  the  East  growing,  rich 

Central  Coast  of 

California-  and  you 

have  your  share  for  the 

asking  .  .  .  we  don't 
care  what  you  are  selling. 

What  color  it  is — how 

much   it    costs.  If  it's 

I'm-  sale  to  people  —we 
can  sell  it  for  you. 

Now,  98,500  T\      ■  i     i 

our  unduplicati  d  coverage 

and  top  CBS,   NBl  . 

\  Bl    and  DuMonl  shows 

to  hold  the  competitive 

market, 

le'n  Gel   It." 

>IO    |      ITELEVISIO 
kiMll 

ALIN  AS  -  MONTEREY 
CAIKOHNIA  - 

by  Joe  Csida 

Hi-;-,  where  are  tv's  salesmen? 

In  the  Warwick  bar  the  conversation  of  our  group  was 

more  or  less  what  might  be  expected  when  six  men  get  to- 
gether and  three  pairs  of  the  six  do  not  know  each  other  too 

well.  There  was  Bob  Schnering,  the  president  of  the  Curtiss 

Candy  Co.,  and  one  of  his  top  aides,  Lou  Olszyk.  There 
were  two  reporters  from  the  New  York  Daily  Mirror,  Justin 
Chester  and  Norman  Miller,  and  the  latter  was  a  Marine 

Corps  wartime  buddy  of  Olszyk.  And  there  were  Eddy  Ar- 
nold and  me. 

After  six  or  seven  drinks,  six  or  seven  hundred  stories, 

and  a  recap  of  the  more  humorous  experiences  of  Olszyk 
and  Miller  on  Guadalcanal,  Kwajalein  and  other  Pacific 
battlegrounds,  all  of  us  but  Chester  repaired  to  the  Singapore 
for  a  Chinese  dinner. 

Halfway  through  the  egg  roll  and  barbecued  ribs  the 
conversation  somehow  got  around  to  advertising  media,  and 
I  have  not  gotten  over  it  vet.  Let  me  make  it  clear  that  both 

Schnering  and  Olszyk  impressed  me  completely  as  gents 
who  knew  their  business,  the  candy  business,  intimately  and 

thoroughly.  Curtiss's  gross  runs  to  some  $70  million  per 
year,  and  their  Baby  Ruth  bar  is  one  of  the  four  top  sellers 
in  the  field. 

One  evidence  of  their  business  brilliance  and  progressive- 

ne  -  is  the  fact  that  they  have  been  operating  a  fine,  experi- 
mental farm  with  the  objective  of  producing  more  and  better 

milk  to  be  used  in  their  chocolates,  and  producing  same 
more  scientifically  and  efficiently.  These  were  and  are  bright, 
bard  working  business  leaders,  believe  me.  Hut  what  I  have 

not  gotten  over  yet  is  their  poor  opinion  of,  and  (if  they'll 
forgive  me.  for  I  became  ver\  fond  ol  both  ot  them  through 

thai  evening)  their  abysmal  lack  of  understanding  of  televi- 
sion  as  an   advertising  medium. 

It  was  Mr.  Schnering's  considered  opinion  thai  transpor- 
tation and  billboard  advertising  represented  two  ol  Curtiss's 

be  i  advertising  media.  Newspapers,  he  believed,  were  quite 

excellent,  too.  \m\  Mr.  Olszyk  was  apparent^  a  100',. 
dyed-in-the-ink  newspaper  man.  I  got  the  impression  thai 
this  might  have  been  so,  in  Olszyk  -  case,  because  ol  his  deep 
fondness  for  hi^  buddy.  Norman  Miller,  who  has  been  with 
the  Minor  for  20  years.  Which,  lei  us  face  it,  i^  reason enough. 

i  Please  turn  /<>  page  54) 

I  Its.    Mtc.    ABC.    DUMONT 



REPETITION 

GETS 
ESULTS! 

<nd  WCOP's  cost  per  thousand  permits 

the  highest  frequency  of 

impression  in  Greater  Boston. 

Persistency  pays.  And  smart  advertisers  know  that  it  takes  fre- 

quency of  impression  to  open  a  market's  pocketbooks. 

fn  the  compact  Greater  Boston  market,  WCOP's  one-minute  satura- 
tion plan  provides  the  incredibly  low  cost  per  thousand  of  just 

19 f.  Thus  in  America's  second  most  concentrated  market,  WCOP 
provides  more  frequency  of  impression  and  MORE  RESULTS  per 

iollar  than  any  other  Boston  station. 

isk  your  station  or  WEED  representative  for  the  fact-revealing  story 

'HOW  TO  SELL  THE  CREAM  MARKET  OF  NEW  ENGLAND." 

Sets  per  dollar  delivered  in  Greater 
Boston  by  Boston  stations,  on  minute 

package  basis: 

WCOP 5,262 
Station  B    3,333 

Station  C    2,176 

Station  D   1,867 

Station  E    1,785 

Station  F   1,470 

"Repetition  Builds  Reputation" 
BOSTON 

OOOuattson  1150 

pm 



Sound-est  Investment 
Only  on  WBT  Radio  can  you  associate  for  your  product  the 

massive,  traditional  selling  power  of  "Grady  Cole  Time",  now  in 

its  twenty-sixth  year  and  stronger  than  ever.  Grady  gives  each  of 

his  forty-six  current  sponsors  individualized  benefit  of  his 

8.7  average  Pulse  rating  (5:45  to  9  a.m.,  Monday 

through  Saturday)  plus  canny  commercializing 

and  immense  influence  with  consumers, 

retailers  and  wholesalers. 

The  rarity  of  availabilities  underlines  the  prudence  of 

regular  contacts  with  your  CBS  Radio  Sales  mai 

-«v 
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Advice  to  the  sponsor 
about  to  choose  a  tv  agency 
Tips  from  24  clients  with  total  billings  of  #200  million 

by  Evelyn  Konrad 

€r  ne  of  the  most  important  decisions  an  advertiser  has  to  make  is  his  choice  of  an 
advertising  agency.    In  the  last  few  years,  this  choice  has  frequently  been  dictated  by 
television.    And,  while  few  accounts  give  an  agency  only  their  tv  billings,  the  ability  of  an 
agency  to  service  the  television  portion  of  the  budget  is  frequently  the  decisive 
factor  in  choice  of  a  new  agency  today. 

Just  a  week  ago  Avco's  Crosley  &  Bendix  division  appointed  Earle  Dudgin  &  Co., 
Chicago,  to  replace  BBDO  and  B&B.   Avco  is  consolidating  partly  because  it  uses  tv 
participation  shows  like  Home,  which  are  better  supervised  by  one  agency. 

Avco's  is  most  recent  of  several  agency  changes  where  tv  strategy  was  a  major  factor. 

fttctors  to  chech  in  choosing  a  tv  agency 

Is  your  search  well  organized?  It's  important  to  decide  at  the  outset  who  in 
company  will  have  word  in  the  choice,  consult  them  on  preliminary  list,  visit 
agencies,  interview  principles  together,  agree  on  criteria  for  initial  choice  of  agency 

Does  the  agency  have  the  required  time  buying  ability?  A  large  agency 
is  more  likely  to  have  the  inside  track  in  network  negotiations.  Small  agencies 
often  do  as  good  a  fob  as  large  in  buying  national  spot.  Stature  of  buyers  counts 

The  program  track  record  is  vital  for  you  if  you're  a  network  tv  advertiser. 
Look  for  an  agency  with  experience  in  your  type  of  show,  that's  had  some  suc- 

cessful properties,  that  has  a  staff  of  experienced  tv  showmen,  trained  specialists 

Commercial  technique  and  know-how  can  be  gauged  by  setting  up  screen- 
ings of  commercials  agency  has  produced  for  other  clients,  discussing  new 

techniques,  e.g.  color,  with  radio-tv  director,  visiting  studio  to  see  live  commercial 

Experience  of  agency  in  putting  similar  products  on  air  in  past  may  save 
you  expensive  trial-and-error.  If  agency  has  handled  your  type  of  product,  it 

has  staff  and  experience  to  offer,  will  understand  your  product's  problems  faster 

Extra  services  are  needed  to  insure  success  of  all  tv  advertising.  Does  agency 

lun  c  adequate  research,  marketing  and  merchandising  departments'  {See 

article  for  costly  experinece  of  firm's  tv  flop  because  of  poor  audience  research) 

Don't  overlook  small  agency  if  you're  introducing  a  new  product,  or  if  you're 
a  small  advertiser,  or  your  account  requires  much  detail  work.   A  small  a± 

also  frequently  gives  you  original,   off-beat   approach  in  creating  commercials 

Should  you  split  your  account?  Yes,  if  you're  afraid  one  agency  will  con- 
centrate on  heaviest-spending  product  at  expense  of  little  ones.  You  will  get 

benefit  of  different  approaches,   creative   thinking  of  more  air   media  experts 

Personalities  of  key  people  must  complement  each  other  for  best  results. 
Before  you  assign  the  account,  make  sure  everyone  concerned  with  advertising 

in  firm's  management  knows  prim  ipals,  department  heads,  a/e's  at  your  <il 

See  your  agency  in  action.  Take  the  time  for  several  interviews  between  com- 
pany management  and  principals.  Also  visit  with  department  heads,  ask  to 

watch    screening   of   other   clients'    commercials,    meet   tv   producers,    directors 

1  llMMlfc 



Moke   choice   carefully : 

agency-hupping   is   costly} 

tt   needs   continuity 

sponsor  interviewed  ad  director  of  21 

firms  heavy  in  tv  with  aggregate  1954 
I  advertising  budgets  of  almost  S200 
million.  A  good  number  of  these  have 

'made  headlines  within  the  last  few 
years  because  of  their  agency  switches. 

page  Id  l  for  reasons  why  agen- 
cies  lose  accounts,  i 

But  agency  changes  are  time-con- 
suming and  costly  for  the  advertiser. 

Furthermore,  the)  disrupt  the  sta- 
bility  of  the  agency  business.  As  the 
advertising  director  of  a  top  package 

Is  firm  told  sponsor: 

"Every  time  you  switch  agencies 

you're  admitting  a  failure  somewhere 
along  the  line.  And  very  often  the 
first  step  toward  creating  that  failure 

occurs  at  the  time  \ou  chose  your  ad- 

vertising agency." 
How  can  you  go  about  picking  an 

agency  in  a  way  that  will  help  insure 

a  long  and  satisfactory  relationship? 
In  order  to  arrive  at  guide  posts 

sponsors  -tudv  covered  cross-section 

"I  major  air  advertisers.  The  24  firms 

sampled  have  varied  histories.  Some 

have  made  major  agency  changes  dur- 
ing the  recent  past  like  Benrus  Watch 

Co.  and  Lehn  \  Fink;  some  have  been 

with  I  In  -;imr  agencies  for  eight  years 
or  more,  like  the  Borden  Co.  and  the 
Texas  Co. 

Each  of  the  firms  spends  .">()';  or 
more  of  its  budget  in  the  air  media. 
hence  each  needs  an  agenc)  equipped 

to  choose  top  t\  programing;  produce 
good  commercials,  negotiate  for  ad- 

vantageous time.  The  advertising  di- 
re toi  interviewed  in  each  case  men- 

tioned the  need  foi  teamwork  within 

companj  management  and  a  careful 

scrutinj  of  pros]  e<  tive  agent  i  -  befori 
a  choice   is   made. 

What  can  happen  when  no  careful 

seat  li  is  made  w  as  related  b)  the  ad- 

vertising directoi  of  a  medium-sized 

drug  firm.  He  told  sponsor  of  his 

ow n  companj  -  recent   historj  : 

'"  I  he  president  of  our  drug  firm,  a 
man  ol  well-known  social  ambitions, 

met  the  presidi  nl  of  one  <>l  the  lai  gei 
advertising  agencies  at  a  business 
luncheon.  This  was  one  man  the  com- 

panj i-\i  <  utive  h anted  I"  get  to  know -■•  ially. 

"Within  two  weeks  he  hoisted  our 
a<  ■  "unt  i, ui   nl   the  -mall   agency    thai 

Creative  track  record  must  be  probed 

Look  at  commercials  agency  has  produced  during  past 
year  jor  various  clients,  find  out  background  of  creative 
staff  such  as  producers,  directors,  copywriters 

was  servicing  it  and  gave  it  to  the 
large  shop.  It  was  just  prior  to  our 

best  season,  and  the  old  agency,  fa- 
miliar with  the  needs  of  the  account, 

had  already  planned  a  spot  tv  cam- 
paign in  our  most  important  markets. 

In  the  big  agency,  our  account  was 

just  a  very  small  wheel  indeed. 

Through  the  agency  shift,  the  firm  got 
a  late  start  in  its  campaign,  sales 

-lipped  considerably,  everyone  con- cerned was  unhappy. 

"P.S.    The    president    of    the    firm 
never   did   get   to   play   golf   with   the 

cy  president." 
SU'ps  to  take:  With  few  exceptions, 

the  advertising  directors  warned 

against  unilateral  action  at  the  com- 
pany. In  general,  here  are  the  steps 

man)  Felt  should  he  taken  to  in-ure  a 
w  i-e  choice,  i  The  procedure  outlined 

here  was  followed  almost  exactl)  l>> 

(  ampbell  Soup  ( !o.  in  ii-  choice  "I 
four  agencies  lasl  fear.  Later  in  this 

article  you  II  find  more  example-  id  the 
wa\     firms,    including    Benrus,    Block 

Drug    and    Othei  -.    made    a    <  In  >i    e.  I 
1.     Determine  it  ho  it  ill  hare  n  word 

in  the  decision  ivithin  the  company 

management.  Generally,  the  choice  of 
advertising  agency  is  made  on  a  top 
management  level.  In  fact,  in  many 

companies  the  chairman  of  the  board 
and  president  make  the  decision  after 

consultation  with  the  advertising  di- 
i  i  tin.  In  one  instance,  the  advertis- 

ing director  made  the  choice  of  agency 
alone. 

Ideally,  most  feel,  three  or  four  peo- 
ple within  the  company  should  be  in- 

voked: the  president  or  executive  vice 

president,  the  top  sales  executive  and 

the  top  advertising  executive.  The  ad- 
vertising  man  ads  a-  advance  scout 
ami  coordinator  of  (he  group. 

2.  Compile  a  preliminary  list  of 
agencies  to  be  considered.  Uthough 

the  advertising  directm  i-  in  the  hest 

position  lo  du  ihi-  hv  choosing  per- 

haps  I11  possibilities  b)  size  "f  hilling, 

tv  background  and  account  experi- 

ence', il  i-  a  good  idea  for  each  of  the 
men  involved  in  the  <  hoice  to  submit 

two  or  three  agenc)  name-  to  him.  In 

that  wav.  everyone's  preferences  will 
n  •  '  iv  e  equal  attention. 

.'$.    Eliminate  nil  hut  the  must  likely 
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Timebuyer*  of  stature  and  experience  are  vital 

Look  for  buyers  with  experience  in  your  category  of 
accounts,  or  with  similar  products.    Buyers 
who  know  station   managers  face  to  face 

Jumping  tin  the  bandwagon  is  a  mistake 

Just  because  an  agency  is  "hot,"  has  added  lots  of  tv 
billings,  doesn't  mean  it's  thi  shop  inr  you.    You 

might  get  last  in  the  shuffle  because  of  reorganization 

prospects.  Here's  where  the  advertis- 
ing director  does  some  advance  scout- 

ing. Some  agencies  might  be  auto- 
matically eliminated  because  they  have 

big  competitive  accounts.  Others  might 

seem  way  out  of  line  with  the  needs  of 

the  account  either  because  they're  too 
big  or  too  little.  Or  else,  one  of  the 

company  executives  involved  in  the 
choice  might  have  serious  objections 
to  one  of  the  prospective  agencies. 

4.  Contact  the  prospective  agencies. 

\\  ith  the  list  pared  down  to  the  most 
likely  agencies,  the  time  has  come  for 

a  series  of  meetings  between  the  com- 
pany executives  and  the  prospective 

agencies. 

It's  considered  best  to  first  set  up  an 
informal  meeting  with  the  principals 
of  the  agencies.  During  these  sessions, 
the  principals  generally  try  to  tell  the 
prospective  clients  about  their  services 

and  facilities.  They  max  want  to  di>- 
cuss  their  track  record  on  other  ac- 

counts, possiblv  in  the  same  categorj 

as  the  prospective  client's.  It  is  impor- 
tant that  the  top  compairj  executive 

and  the  top  sales  executive  attend  these 

informal  meetings  with  the  advertising 

director   to    keep    everyone   informed. 
The  advertising  director,  however, 

has  a  series  of  further  visits  to  make. 

He  meets  the  heads  of  the  department, 
gets  to  know  the  tv  specialists,  copy 

writers,  media  people.  He  may  request 

a  screening  of  some  agency  tv  com- 
mercials, and,  if  the  agency  has  live 

tv  shows,  he  might  drop  in  at  the 

studio  to  see  how  they're  handled.  In 
other  words,  he  tries  to  become  as  fa- 

miliar as  possible,  in  two  or  three 

visits,  with  the  people  he'd  work  with 
in  these  agencies. 

5.  Let  each  man  concerned  with  the 

choice  write  down  his  impressions  of 

the  agencies  surveyed  and  then  meet 
to  discuss.  It  is  best  if  these  discus- 

sions at  the  firm  are  based  upon  writ- 
ten memos  to  avoid  having  a  choice 

undulv  influenced  by  any  one  of  the 
men  concerned  during  a  meeting. 

#c«-<-«-iji  changes:  The  steps  outlined 
above  were  those  most  frequentK  men- 

tioned a-  -ale  and  scientific  b}  the  ad- 

vertising diiii  lor-  interviewed.  Not 
all  of  them,  however,  followed  this 

method  in  making  their  own  choir.-  ol 

an  advertising  agency  or  agencies. 
For  the  Benrus  Watch  Co.,  as  an 

example,  the  choice  was  simple  ac- 
cording to  Ad  Manager  Harvey  Bond. 

When  Cecil  &  Presbrey  went  out  of 
business,  the  Benrus  Watch  Co.  went 

over  to  Biow-Beirn-Toigo.  Choice  was 
an  easy  one  in  this  instance,  because 

of  Biow's  three-decade  record  with 
Bulova.  Nevertheless,  the  decision 

grew  out  of  top-management  consulta- 
tions. 

Systematic  group-action  led  to  the 

choice  of  Campbell  Soup  Co.'s  cur- 
rent four  agencies:  BBDO,  Leo  Bur- 
nett Co.,  Ogilvy,  Benson  &  Mather, 

and  Needham,  Louis  &  Brorby.  In 

August  1952,  the  firm  had  given  its 

old  agenc\  I  of  Hi  vears  standing),  the 
Ward  W  heelock  Co.,  warning  that  they 
needed  more  adequate  servicing.  They 

suggested  that  the  agenc\  secure  other 

major  account-  in  order  to  expand  it- 

facilities,  particularly  in  the  demand- 

ing television  field.  When  this  expan- 
sion did  not  occur,  the  companj  wenl 

to  work  on  its  selection  of  new  agen- 

■  ies. 

i  Please  turn  to  page  98  ' 
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Auditioning    latest    Virginia     Dare    jingle    version:     (I.    to    r.)     agency 

head  David  J.  Mahoney,  Garrett  Pres.  Douglas  Weed  and  v. p.  ad  mgr. 
Fred   Kalberer.    Circled  figures  on  map  show  weekly  spot  radio  sched- 

ules. Figures  such  as  105  and   103  per  market  show  frequency  firm  buys 

Virginia  Hare  comes  back 

to  lull-strength"  spot  radio Wine  firm  finds  medium  powerful  as  ever  if  used  in  modern 

manner;  puts  most  of  8750*000  ad  budget  into  spot  saturation 

"  Full  strength  radio"  is  hou 
Garrett  &  Co.  terms  its  current 

spot  radio  campaign  for  Vir- 
ginia Dai  e  Wine.  As  an  example 

of  spot  radio  used  on  a  modern 
aturation  basis  taking  ad\  an 
tag*  "I  the  lah. j  research,  it 
should  be  of  particular  interest 
to  Ha  small  01  medium  si  <  d 

adv<  i  '<  ■  i  with  difficulty  mam 
lamina  a  n<  i  d(  d  !  i  >  </</<  ma  on  tv. 

30 

m  bis  campaign  marks  Garrett  & 

Company's  reentrance  into  radio  from "I In  i  media.  Your  enthusiasm  and 

the  cooperation  of  your  stations  will 
decide  in  larjic  part  whether  it  will  be 

worthwhile  to  continue  radio  adver- 

tising  through  the  j  ear." So  ended  the  mimeographed   ie<pie-t 

II 
case    history 

for  availabilities  sent  to  reps  by  the 

media  department  of  the  David  J. 
Mahoney  Inc.  agency  on  30  July  1954. 

The  request  marked  the  end  of  two 

seasons  of  spot  television  use  on  be- 
half of  Virginia  Dare  Wine  and  a  re- 

luin  to  the  medium  which  had  pushed 

the  brand  up  among  the  national  lead- 
ers through  the  Forties.  Today  Gar- 
ret) &  Co.  of  Brooklyn,  N.  Y.  is  back 

on  about  85  radio  stations  with  heavy 

»  hedules  which  SPONSOR  estimates 

cosl    approximately    $750,000.    Visual 
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support  comes  via  billboards  and  oc- 
casional magazine  ads. 

Garrett's  experience  demonstrates: 
1.  How  the  medium-sized  advertiser 

with  a  seasonal  ad  approach  can  find 
himself  faced  with  difficult  problems 

arising  out  of  great  demand  for  scarce 
tv  availabilities. 

2.  How  he  can  obtain  large  fre- 
quency of  impressions  on  a  modest 

budget  by  exploiting  the  known  facts 

of  radio's  vast  circulation. 

In  recent  years,  SPONSOR  has  re- 
ported at  length  the  research  findings 

of  various  organizations  which  demon- 
strate the  continued  growth  and  vital- 

ity of  radio  as  an  advertising  medium. 
The  Virginia  Dare  story  is  a  perfect 

example  of  one  way  this  new  informa- 
tion can  be  put  to  use  in  practical 

fashion,  and  with  considerable  success. 

The  tv  problem:  It  was  a  common 

squeeze  that  bedeviled  Garrett's  efforts 
to  obtain  an  adequate  tv  frequency. 

•  Scarcity  of  one-minute  periods. 

Garrett  prefers  one-minute  to  shorter 
announcements.  There  are  few  to  be 

had  in  the  Class  "A"  time  the  com- 
pany likes  on  tv. 

•  High  costs.  And  rates  seemed  to 

be  going  up  constantly. 
•  Time  franchises.  Many  clients  are 

grabbing  off  year-'round  time  fran- 
chises, making  it  rough  for  seasonal 

advertisers  like  Garrett,  which  hits 

hard  in  fall  and  spring.  (In  the  fall  of 

1953,  the  company  found  it  necessary 
to  contract  for  39  weeks  in  order  to 

guarantee  tv  exposure  in  the  spring.) 

•  Beverage  competition.  Heavy  com- 
petitive advertising  from  beer  and 

wine  firms  poses  adjacency  problems, 

further  limits  availabilities.  You  can't 
put  a  beer  and  a  wine  commercial  next 
to  each  other.  What  this  added  up  to, 

the  company  found  was  the  danger  of — 
•  Insufficient  frequency.  Garrett  is 
convinced  that  on  tv  it  needs  a  mini- 

mum of  five  or  six  one-minute  an- 

nouncement in  Class  "A"  time  to  do 
the  right  job  in  a  given  market.  The 
scarcity  problem  was  growing  so  acute, 

the  company  found,  that  it  was  becom- 
ing increasingly  difficult  to  maintain 

that  frequency. 

Full  strength  radio:  Search  for  a 

solution  led  to  a  reexamination  of  ra- 
dio as  an  ad  medium.  RAB,  Politz. 

sponsor  among  others  had  shown  that 
radio  circulation  was  still  on  the  in- 

crease, with  receivers  outselling  tv  sets. 
New  audiences  had  been  observed  and 

Why    Virginia    Dare    switched    to    spot    radio 

On  tv  Garrett  had  difficulty  maintaining  needed  frequency, 

owing  to  high  costs,  scarcity  of  desirable  time.  Firm  found  it 

could  buy  average  of  20-25   radio  announcements  for  one  on  tv 

Copy  story  requires  one-minute  length;  such  periods  were  hard 

to  find  in  prime  tv  time.  On  radio  firm  reports  good  one-minute 

periods    are    available    in    all    time    segments    for    peak    seasons 

Radio,  unlike  tv,  delivers  the  important  out-of-home  audience, 

gets  into  areas  still  not  adequately  reached  by  tv.  In  addition, 

a     proven     air     device  —  its     famous     jingle  —  was     available 

classified:  in  and  out  of  the  home,  in 

cars,  at  beaches,  and  so  forth.  Much 
of  this  recent  material  served  as  the 

basis  for  development  by  client  and 

agency  of  the  concept  of  "full-strength 

radio." 
"Full-strength  radio"  is  based  on 

the  conviction  that  radio,  far  from 

having  declined,  is  as  powerful  as  ever 

a  selling  medium — if  used  in  accord- 
ance with  its  current  possibilities.  For 

Virginia  Dare  in  particular  it  seems 
to  offer  a  way  out  of  the  tv  dilemma, 
for  the  following  reasons. 

1.  Low  cost.  The  agency  media  de- 
partment analysis  reveals  that,  on  the 

average,  you  can  buy  20-25  radio  an- 
nouncements for  every  one  tv  an- 

nouncement in  the  Virginia  Dare 
markets. 

2.  Good  availabilities.    You  can  get 

one-minute  periods  during  most  peri- 
ods of  the  day,  and  during  your  peak 

seasons. 

3.  Good  coverage.  Your  coverage, 

unlike  that  of  tv,  includes  the  out-of- 
home  listener,  the  car-listener;  and  the 

radio  signal  gets  into  areas  still  inade- 
quately covered  by  television. 

4.  Wider  station  choice.  The  greater 

number  of  radio  stations  usually  avail- 

able in  a  market  gives  you  more  flexi- 

bility, greater  freedom  of  choice,  af- 
fords increased  opportunity  to  tailor 

a  spot  campaign  to  your  individual 
needs. 

5.  Proven  air  device.  For  almost 

10  years,  various  editions  of  the  Vir- 
ginia Dare  jingle  had  urged  listeners 

to  "Say  it  again  .  .  ."  Millions  had 
gone    into    making    it    a    well-known 

(Please  turn  to  page  92) 

Merchandising:     Post   cards    were    supplied    by   agency.     Stations    mailed    75,000    at    own 
expense  in    1954.    But  Garrett  considers  calls  on  dealers  most  valuable  form  of  merchandising 

(:  "It's  Smoother - 

:      because  there's  no 

I* 

|  extra  sugar  sweetening 

:  in  Virginia  Dare  Wine" 

This  message  is  being 

heard  by  thousands  of 

your  customers  over 

wzzz 

i      F  u  ;.'  5 

Mil.  WINE  L)l  ' ]  MAIN  STR] 
MIDDLETOWN,  USA 
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A  L  TOON  A,    PA.  /s  new  "field  laboratory"  for  Starch  tests  of  tv  commercials 

method 

costs 

uses 

problems 

Test  commercial  is  slotted  in  hall-hour  period  purchased  by  Daniel  Starch  and  StafJ. 
Interviewers  call  pre-enlistcd  audience  oj  200  within  hour  ajter  shon:  ask  whether 
ricuers  hare  seen  commercial,  request  playback  of  product  points. 

Each  commercial  runs  $300  foi  time  and  survey;  add  2.V  ,  for  confidential  report. 

Talent  and  facilities  for  lire  pre-test  of  film  commercial  cost  Si  OH;  for  .$25,  the 

station  u  ill  suppl)  the  client  with  a  closcd-t  ircuit  kinescope. 

i  1  i  Test  one  commercial  against  another;  (2)  find  out  whether  cherished  sales 

points  are  actually  getting  across;  (3)  pre-test  [dm  commercials  via  local  "dry 

inns":  i  ]i  test  commercials  <>u  youi  network  shon  through  "split  runs." 

Say  critics:  abnormal  attention  oj  enlisted  audience  likely  to  produce  inflated  recall 

figures;  Starch  technique  does  not  measure  depth  oj  ad  impression;  recall  of  specific 
points  are  not   necessarily    an   indication   oj   sides   power. 

32 SPONSOR 



i  commercials Starch,  si. -i i ion  loam  up  io  measure  recall 

using'  viewers  reeruitoil  in  aflvaiicc  of  show 

xrm.  n  adman  who  happened  to  he  in 

Altoona,  Pa.,  one  night  last  December 
might  have  concluded  Dow  Chemical 

Co:  was  making  a  big  switch  in  its  tv 
commercial    strategy. 

Instead  of  using  its  familiar  ap- 
proach with  disembodied  hands  to 

demonstrate  Saran-Wrap  on  NBC  TV's 
Medic,  Dow  used  a  pretty  model  mak- 

ing a  more  conventional  direct  pitch 
against  a  kitchen  background. 

\\  hat  the  adman  couldn't  know  was 
that  the  rest  of  the  country  was  view- 

ing the  disembodied  hands  commer- 
cial. The  commercial  with  the  pretty 

girl — from  an  old  set  of  Dow  commer- 
cials which  had  been  run  the  year  be- 

fore on  Your  Show  of  Shows — was 
seen  only  in  Altoona. 

The  Altoona  viewers  were  the  gui- 
nea pigs  in  an  early  tryout  of  a  new 

"Copytown"  approach  to  copy  testing 
developed  by  Daniel  Starch  and  Staff 

in  collaboration  with  WFGB-TV,  Al- 
toona. 

The  new  copy  testing  technique, 

though  developed  from  a  Starch  meth- 
od still  in  use,  differs  in  two  important 

respects : 
1.  The  old  method  involved  inter- 

viewing in  markets  all  over  the  coun- 
try.   The  new  method  offers  a  single 

market  as  a  field  laboratory  to  tesl  t\ 

commercial  copy.  The  single  market 
is,  of  course,  more  economical. 

2.  I'nder  the  old  method,  calls  were 
made  at  random  until  200  person>  in 
each  market  were  found  who  had  scon 

the  commercial  being  tested.  Under 
the  new  method,  a  radical  change  in 

approach  was  made.  Starch  interview- 
ers call  respondents  in  advance,  en- 
list their  cooperation  by  offering  a 

premium  and  thus  assure  Starch  of 

enough  subjects.  This  is  called  an  en- 
listed audience.  This,  too,  is  more 

economical  since  calling  at  random  to 

reach  200  subjects  can  be  rather  ex- 
pensive, especially,  says  Starch,  if  the 

show's  rating  is  below7  20. 
Through  a  special  time  deal  with 

the  station,  Starch  will  spot  an  adver- 

tiser's commercial  in  a  day  or  night 
slot,  then  turn  loose  a  flock  of  tele- 

phone interviewers  to  ask  the  200  re- 
spondents aided  recall  questions. 

Here  is  what  the  Altoona  setup  en- 
ables an  advertiser  to  do,  Jack  Boyle, 

Starch  tv  research  director,  told  SPON- 
SOR: 

1.  You  can  make  a  pre-test  of  your 
projected  film  commercial  by  running 
it  live  first  with  local  talent  and  fa- 
cilities. 

2.  II  you  an-  a  network  advertise] 
— and  if  your  show  i-  carried  in  \l- 
toona — >ou  can  use  a  tv  adaptation 

of  the  "split  run""  technique  and  show 
the  tesl  commercials  onlj  in  Altoona. 
This  is  what  Dow  did  in  the  example 
i  ited   above. 

3.  You  can  test  the  memorabilia  of 

one  commercial  against  another. 
4.  You  can  test  the  memorability  of 

a  series  of  sales  points  in  one  commer- 
cial, thus  finding  out  whether  youi 

cherished  sales  points  are  actually  get- 

ting through  to  the  viewer  or  whether 
they  are  being  disregarded  in  favor  of 
minor  points. 

That  disputes  will  arise  over  the 

validity  of  the  "Copytown"  technique 
seems  assured,  since  the  copy  research 

field  is  as  rich  in  conflicting  theories 

as  the  rating  field,  though  passions  are 

not  yet  as  high.  Of  particular  interest 

is  the  Starch  organization's  claim  thai 
in  Altoona  an  advertiser  can  now  pre- 

text commercials  at  low  cost  in  an  ac- 
tual field  laboratory  under  broadcasl 

conditions. 

Just   what   should    be    measured    in 

copy  testing  is  in  dispute.   Each  of  the 
three  leading  organizations  in  the  field 
have  different  views  and  utilize  differ- 

I  Please  turn  to  page  80) 

NEW 
Current  Saran-Wrap  commercials  showed  up  strongly       «*•  ■* 
in  Dow  Chemical  Co.  test.  Agency  prepared  special,  prints 

of   "Medic"    containing   test   commercials   for    WFGB-TV 

Carol  Brooks  pitch  from  Inst  year's  ''Your  Show  of 
Shows"  was  compared  with  this  seasons  "in  limbo"  corn- 
men  inls  on   "Medic."    Dow  decided  on  current  approach 
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IE    GULF   BETWEEN 

DEPARTMENT  STORES kND        I  V 

to  and  department  stores  see  page  36 

.Ipg-flf-lhe-ryslonifi 
Tv's  great  audience  strength  among'  young'  h<  » 

Oliver  Treyx,  president  of  the  Television  Bureau  of  Advertising,  examines 

on  these  pages  tin-  reason  why  department  stores  favor  newspapers  for  adver- 

tising and  traces  it  to  an  "ancient  alliance"  between  the  two.  He  warns  de- 
partment  stores  that  the  reason  their  percentage  of  retail  sales  is  declining  is 

that  their  customers  are  getting  older  and  they  are  not  replacing  those  who  die 

off  with  "young  marrieds"  entering  the  retail  marl  el.  \civspapers,  he  said, 
also  suffer  from  aging-of-the-custoincr  and  are  doing  nothing  about  it. 

Why  tv  can  stop  stores'  share-of-sales  dip 
Treyz  points  to  Dept.  of  Commeice  figures  which  show  that 
department  store  sales  have  risen  slower  than  total  retail 
sales.  Tv,  with  young  housewife  audience,  can  capture 
new  customers  for  stores,  says  Treyz,  who  cites  figures 
showing  that  weekday  daytime  tv  viewing  is  60%  higher 
among  tv  homes  with  housewives  under  35  than  among  tv 

homes   with    housewives   over    55.     The    figures   are    Nielsen's 

Total  Retail  Sales  an
d  Department 

Store  Sales  1944
  1953 

#n  Home  Town,  U.S.A.,  television  is 

now  the  most  powerful  medium  of 

communication  and  advertising.  Na- 

tional advertisers,  as  the  relative  ex- 

penditures of  their  Madison  and  Mich- 
igan Avenue  agencies  show,  recog- 

nize this.  They  rank  television  Num- 
ber 1  .  .  .  ahead  of  any  print  me- 

dium .  .  .  but  television,  in  which  all 
advertisers  now  invest  one  billion  per 

year,  stands  rejected  on  Main  Street. 

Local  advertisers  definitely  favor  news- 

papers. 

The  newspapers,  which  have  lost 
their  grip  on  the  national  advertisers, 

are  as  firmly  clamped  to  the  local  ad- 
vertiser as  they  were  in  the  days  of 

John  Wanamaker  when  he  first  "news- 

paperized"  department  store  advertis- 

ing. 

As  Yul  Brynner  said  in  the  "King 
and  I."  "It's  a  puzzlement." 
Why  do  major  department  stores, 

which  in  their  own  communities  invest 

more  in  advertising  than  big  national 

corporations,  persist  in  newspaperirig 
their  advertising? 

We  at  TvB  have  been  examining  this 
riddle  for  the  few  short  months  of  our 

existence,  and  have  I  believe  uncov- 
ered some  of  the  answers. 

First  of  all,  there  is  between  news- 

papers and  department  stores  an  an- 
cient alliance.  The  thinking  of  de- 

partment store  advertising  is  thorough- 

l\  "newspaperized."  On  the  other 
hand,  between  department  stores  and 

television  there  is  a  "no  man  s  land 
(it  ignorance. 

TvB  has  been  reconnoitering  this 
battle-scarred  terrain  and  our  scouts 

have  secured  some  interesting  intelli- 

gent e. 

First,  department  store  sales,  as  a 

percentage  of  all  retail  sales,  are  slip- 
ping. This  has  been  a  trend  for  main 

years.  Second,  departmenl  stores  are 
suffering  From  a  marketing  disease,  we 

believe,  which  we  call  the  "aging  of 

the  customer."  Third,  new-papers — 
,n  their  readership  are  suffering  from 
a  similar  malad) . 
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\  dept.  stores  need  tv  to  lick  it 
;  says  TvB  hckacl.  can  stop  decline  in  stores'  share  of  retail  market 

This  marketing  disease — the  aging 
of  the  customer — can  turn  any  corpo- 

ration into  a  corpse.  This  is,  in  fact, 

what  did  happen  to  Wanamaker's  fa- mous New  York  store,  which  closed  its 

doors — for  the  last  time — just  a  few 

months  ago.  Who  mourned  Wanamak- 

er's closing?  The  New  York  press  and 
the  older  people  of  New  York.  Not 

the  \ounger  housewives  and  their  fam- 
ilies. They  had  never  developed  a 

\\ 'anamaker  habit.  And  so  the  store 

died.  Wanamaker's  had  heen  losing 
its  customers  to  the  obituary  columns, 

as  any  business  must,  but  it  failed  to 

replenish  them  with  the  newer,  young- 
er families — as  any  business  must  do 

if  it  is  to  prosper. 

It  is  our  theory  that  department 

stores  generally  are  suffering  from  the 
same  disease  which  was  fatal  to  Wana- 

maker's, New  York.  That  disease  is 
the  aging  of  the  customer — which  as 
Americas  keenest  merchandisers  and 

market  researchers  well  know — is  a 

sure  "red  flag'"  which  warns  of  an  im- 
pending loss  in  share  of  sales.  Every 

year,  some  1,600,000  marriages  give 

new  growth  to  our  econonn.  Any  bus- 
iness which  fails  to  get  as  a  high  or 

higher  a  share  of  business  from  these 
new  families  as  it  does  from  the  older 

families,  starts  slipping. 

If  John  Wanamaker,  the  man  who 

built  the  concept  of  the  department 

store  and  "newspaperized"  its  adver- 
tising, were  to  reurn  today,  I  am  sure 

he  would  recognize  this  basic  illness. 

For  here  was  the  man  who  gave  vital- 
it)  to  department  store  merchandising 
and  advertising.  He  broke  with  the 

past.  He  reversed  the  trend  of  going 

into  morning  papers  only  by  going 

heavily  into  evening  papers.  He  was 
the  first  to  use  large  space.  He  was 

the  first  to  use  full  pages  every  dm . 

Up  to  then,  full  pages  were  considered 

"stunts."'  He  was  the  first  advertiser 
to  use  car  cards.  This  advertising 

genius  was  the  first  man  ever  elected 
to  the  Advertising  Hall  of  Fame.  His 

advertising   insights   were   particularly 

acute.  It  was  \\  anamaker  who  said, 

"Advertising  doesn't  jerk,  it  pulls  .  .  . 
it's  no  game  for  the  quitter  ...  if  stuck 
to  it  exerts  an  irresistible  power. 

Wanamaker  was  the  first  to  drama- 
tize his  displays,  the  first  to  display 

merchandise  in  its  natural  settings. 

Wanamaker  gave  pace  and  movement 
to  advertising. 

We  believe  that  if  he  were  to  return 

today,  he  would  set  about  to  "telc\i- 
sionize"  department  store  advertising. 

Before  we  make  one  specific  sugges- 
tion as  to  how  this  can  be  effectix  cl\ 

done,  let's  take  a  look  at  the  newspa- 

pers' weakness.  They're  suffering  from 
the  same  malady.  Their  readers — those 
who  reallv  read  the  newspapers — are 
getting  constantly  older.  There  is  a 
wealth  of  evidence  to  support  this. 

The  Hofstra  College  Study,  which 

NBC  financed  in  the  New  York  mar- 

kel  four  years  ago,  showed  that  those 

under  30  spend  42  minutes  per  day- 
reading  the  paper.  Those  from  40  to 
49,  50  minutes.  And  those  over  50 

devoted  53  minutes  per  day  to  the  pa- 

per. This  definitel)  indicates  an  old- 
age  bias,  that  older  people  are  the 
heavier  consumers  of  news  print  and 
its    advertising. 

Lest  anyone  assume  that  this  is  a 

bit  of  isolated  research,  hand-picked 
to  document  what  may  be  the  wishful 
thinking  of  newspaper  competitors,  I 

would  like  to  quote  directly  from  a  re- 
cent speech  by  Cranston  Williams,  the 

manager  of  the  American  Newspaper 

(Please  turn  to  page  85) 

TV  Cuts  Newspaper  Readership 

Reading 

Tunc 
Per 

Family 

NON-TV  CIT
Y 

S.-i*>  5P 

Americ^ 

press  In*
'wUS 

Tv  cuts  daily  newspaper  reading  in  half 

Chart    is    from    American    Press    Institute 

study  oj  newspaper  reading  in  two  matched 
Southern  cities,  one   with,   one   without 

tv.    Figures  show  daily  reading  hours 
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THE    GULF    BETWEEN 

DEPARTMENT  STORES ,nd   RADIO 

For  article  on   tv  end  department    stores    see  page  34 

Radio  &  dept.  stores: 
Why  they  misunderstand  each  other 

Retailers  haven't  boon  approached  with  enough  "creative  sell"  to 
break  through  barriers  of  traditional  thinking,  Ohio  adwoman  states 

Adwoman  Jean  Elliot 

made  jump  from  copy 

writer  to  ad  manager 

in  just  10  years 

Some  atlrert ism"  people  edge  into  radio:  Jean  Elliot, 
now  a  i  .p.  of  I  Irons  WCl  E,  was  practically  plunged 
into  it.  Ten  years  ago,  having  bluffed  her  ica\  into  an  ad- 

vertising copy  job  with  no  past  experience,  a  junior  execu- 

tive told  her.  -/ly  the  nay.  you're  supposed  to  it  rite  the 
radio  commercials  for  seven  different  programs  each 

a  eek." Is  Jean,  author  of  the  article  at  right,  recalls  it:  "This 
meant  coming  in  earl1)  and  working  late,  chasing  disinter- 

ested Inn  ers  to  O.K.  commercials,  and  writing  in  different 
styles  to  suit  each  program.  I  teas  so  busy  I  couldn't  hear 
my  own  commercials." 

Since  then,  she's  held  a  series  of  advertising  and  fash- 
ion publicity  jobs  at  carious  Mm  Company  stores.  Den- 

ver's Imerican  Furniture  Co.,  and  (kron's  Yeager  Co. 
In  1953,  //  CI  E  manager  Tun  Elliot  sold  her  on  using 
radio  for  )  eager  i  she  n  as  Fashion  idvertising  Manage,  i. 
and  eventually  sold  her  on  the  meats  of  Tim  Elliot  him- 

self, ii  horn  she  married.  She  is  president  of  the  Ohio 
Chaptei  o)  Imerican  II  omen  m  Radio  and  Television. 

The  Elliot's  have  three  children:  Dick  (II):  Joyce  (7) and  Tim    |  not    yet  In  o  | . 
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Ml  there  were  evei  two  people  who 
should  know  each  othei  better,  the) 

are  the  department  store  merchant  and 
the  radio  broadcaster. 

\nd  yet,  save  for  brief  excursions 

into  each  other'-  never-never  land-. 
these  two  remain  as  far  apart  as  the 

Last  is  from  the  West.  The)  don't  even speak   the  same  language. 

It  s  true  that  department  stores  have 
looked  with  interest  in  the  direction  of 

radio.  I  rue,  that  top  notch  radio  sales- 
men have  convinced  their  advertising 

directors  to  spend  carefull)  budgeted 

dollars  in  radio  contracts.  I!ut  it's  just 
as  true  that  main  of  these  same  man- 

agers returned  to  their  newspapers, 

glad  when  the  ordeal  of  radio  was ended. 

What-  the  trouble?  Where's  the 
problem?  Retailers  have  always  been 
the  greatest  believers  in,  and  users  of 
advertising.  The)  advertise  For  two 

important  reasons:  to  increase  sales 
and  to  increase  prestige,  both  with 
their  customers  and  their  manufac- 
turers. 

I  lie  an-wei  is  stai  k  and  simple. 

I  he)  do  imi  undei  stand  radio  and  ra- 
dio doe-  not  understand  them. 

I  he  radio  -ale-man  i-  -orel\  aware 

that  newspaper  i-  the  favored  medium 
ol  the  depai  tmenl  -tore  advert  isei .  and 
it  i-  difficult  for  him  to  take  a  detached 

\  iew  of  this  all-out,  w  hole-heai  ted  de- 

l"  ndence  on  the  printed  ad.  I  he  sales- 
man has  survej  -  and  figures  to  prove 

radio  i-  jusl  as  effective,  and  in  some 

cases,  mon  so.  I  le  has  a  smattei  ing  of 
success  stoi  i<  -  1 1  oin  other  merchants. 

Me  has  i  ost-per- 1 ,000  figures  which  in- 
dicate thai  i  adio  i-  a  plus  in  an)  bod)  - 

advertising  budget.  He  has  Hooper 
and    Pulse;    he    has   the   exceptionall) 
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Both  radio,  department  stores  have  missed 

boat  in  not  getting  together.  Rising  print 

rates  mean  retailer  must  stretch  ad   dollar 

well-assembled    \I\BI   Studies  and  the 

Department  Store  Studies.  He  has  a 

wealth  of  printed  materia]  hut  no  real 
understanding  of  the  advertising  needs 

and  procedures  of  tins  important  po- 
tential  sponsor.  For  that  reason  he  has 

difficult)  selling  radio  and  he  has  diffi- 
culty projecting  radio  into  the  patterns 

ol  department  store  operation. 
On  the  other  hand,  the  merchant  has 

neither  the  time  nor  the  inclination  to- 

ward what  he  feels  ma)  he  "trial  and 

error"  gambling  with  a  vital  hudget. 
Mi-  well-groov  e,l  "I  eat  vesterdav"  sys- 

tem of  merchandising  leaves  him  no 

margin  for  error  and  he  i-  not  anxious 

to  stray  from  the  established  methods 
of  advertising. 

Take  a  look  at  this  well-heeled  po- 
tential sponsor.  Me  is  a  merchant.  He 

is  a  man  who  deals  in  tangihles.  He 
feels  the  material,  studies  the  design, 

louche-  and  manipulates  the  product 
and  judge-  color.  The  \er\  core  of  his 
existence  i-  the  item  which  he  must 

see.  evaluate,  buy  and  sell  at  a  profit. 

For  this  reason  new-paper  advertis- 
ing is  reassuring  and  comfortable.  It 

displays    hi-    product    in    an    accepted 

The  knowing  retailer  uses  both  radio  and 

newspapers  to  sell  goods  ARBI  tests  show 

little    overlap    in    print,    radio    customers 

manner  and  it  i-  a  visual  day-to-day 
record   of  advertising   expenditure. 

For  generations  men  hauls  have  ad- 
\  erli-ed  in  new-papers.  I  hev  an-  pra<  • 
ticed  masters  in  the  printed  ad.  It  is 
second  nature,  and.  it  is  successful. 

I  he  activities  <>l  their  merchandising 

divisions  and  advertising  departments 
evolve  around   this   fact. 

A  buyer  in  the  market  visualizes  his 
newspaper  ad  even  as  he  selects  his 
merchandise,   lie  ma\  even  barter  with 

Retailer,  used  to  newspapers,  fears  new 

media,  regards  radio  as  a  gamble.  Store  ad 

staff    is    not    equipped    to    evaluate    radio 

his  resources  on  the  strength  of  his 

advertising  department's  ability  and 
lavish  use  of  newspaper  space.  He  may 

promise  outstanding  advertising,  in  or- 
der to  keep  a  brand-name  product  in 

his  store,  exclusively.  He  invests  his 

co-op  money  wisely,  because  it  is  an 
important  portion  of  his  budget.  It 
advertises  a  famous  product  and  it  can 

keep  his  name  in  print  when  his  own 
basic  budget  is  slim. 

Vnd  when  the  merchant's  ads  are 
run.  hi-  -ales  tabulated  for  the  day, 

he  can  measure  his  space,  compare  his 
sales  and  feel  he  has  an  immediate. 

accurate  measure  of  business. 

The  merchant  is  satisfied  with  his 

procedures.  I  he\  are  successful,  lie 
ma)  criticize  the  layout,  art  and  copy, 

even  the  amount  of  space  used:  hut 
he  does  not  criticize  newspaper  as  an 

advertising  medium.  As  long  as  cost 
is  within  reason  and  results  are  all 
that  he  ha-  learned  to  demand,  he  has 

no  reason  to  change. 

But,  he  is  lir-t  and  always  a  mer- 
chant. He  is  aggressive  and  eager  to 

move  ahead.  II  radio  can  -how  him 

there  arc  additional  -ale-  to  he  made, 

a  greater  volume  to  he  earned  through 

broadcast  advertising,  he  will  not  ig- 
nore it- 

Naturall)  this  merchant  advertise]  is 
hard   to  com  ince.    Though  lie   re  os 

nizes  radio  a-  a  majoi  advertising  me- 
dium, he  questions  it-  ability   to  work 

foi    him.     I  le  ha-  hi-   reasons  and   the) 
are  complex;  sometimes  acknowledged; 

sometimes   not    even    analyzed. 

Just  behind  hi-  inquiries,  his  inter- 
est ami  indecision  is  the  persistent,  im- 

portant question  :  \\  hat  w  ill  he  do  w  ith 
radio  after  he  jet-  it  ?  \\  hat  pi 
dure-  will  inc. in  -n  ess  and  what  er- 

rors will  bring  Failure?  He  i-  a  cal- 
i  ulating  gambler  In  nature,  and  he 

will  not  gamble  unless  he  can  measure 
and  control.  The  merchant  does  not 

feel  he  gambles  in  newspaper  ba  ause 

he  is  a  master  of  it-  white  -pace.  But 

radio's  vast  plateau  of  sound  i-  -t range 
and  uncharted.  Hi-  experience  i-  nar- 

row, or  worse,  it  has  been  unsuccessful. 

The  adverti-ing  executive  in  a  store 
is  also  aware  that  his  merchandise 

men  and  possiblv  his  own  personnel 

are  not  particularlv  interested  in 
broadcast  adverti-ing.  since  new-paper 
i>  their  successful  habit. 

He  i-  confronted,  too,  w  ith  the  prob- 
lem of  budget.     How    much   should  he 

Only  by  getting  to  know  department  store 
problems  well  can  stations  do  proper  ad 

job.     Stations    should    hire    retail    experts 

spend  in  radio  and  how  can  he  arrive 
at  and  ju-tifv   his  expenditures? 

He  wonders  il  it  will  be  necessary 
to  hire  additional  personnel  to  set  up 

and  handle  a  program  for  radio  adver- 
tising. 

I  lis  grave  <  "in  ei  n  is  a  method  of 

pin-pointing  results  which  will  give 
him  a  quick  ami  .c  cm  it  i  measure  ol 
sales. 

He  glimpses  a  possible  need  l"i  se- 
lc  live  merchandising  in  bi oad<  asl 

sales  messages,  yel  he  has  no  certain 

guide  to  w hat  thai  men  handise  ma) 

be. These  i  onsiderations,  along  w  ith  the 

more  <>l>\  ious  problems  ol  pi  ogi  am  or 

-pot  saturation,  institutional  or  item 
I  Please  turn  i<>  page  96) 
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I.S.  Steel  makes  fried 
After    10    radio-tv   years,    firm    wins    highest    p 

1 Client   hold  reins:    I  .S.   Steel's  J.   C. MacDonald    (c.)    in   scrip)    session   with  Armina 
Marshall,    Lawrence    I. angrier.    Theresa    Helburn 
and   William   Fitelson   of   ihe  Theatre  Guild 

3 
One   pitch    is    strictly   p.r.:    Since    first    shov 
in   1945  Georgi    Hicl      has   been  air  spokesman. 
Here  he  delivers  tv  talk  from   Mac)    department, 

shows  steel's  importance  to  toy   trade 

2 Production    must    he   tops:    "U.S.    Steel    Hour" has   won  more   awards   than   anj    other   tv 
dramatic   show.     Vbove,    director    Alex    Segal 
instructs  >iar  Helen  Hayes  and  Carmen  Matthews 

4 
Hut  young  couple  really  sell:    Mary   Kay  and 
Johnny   are  real-life   wedded  pair  who  typifj 

young   suburbia.     The)    employ   soft  sell   to 
en  ite   consumer    interest    in    products  of  steel 



lile  it  sells 
p  tanee   in   its   history 

by  Herman  Land 

J  he  radio-h  saga  of  the  United 
States  Steel  Corporation  is  one  of  the 
great  media  stories  of  the  decade. 

On  this,  the  tenth  anniversary  of  its 

broadcast  debut  with  the  now-historic 
Theatre  Guild  on  the  Air.  the  company 

stands  at  a  popularity  peak.  A  public 

opinion  survey  to  which  it  has  sub- 
scribed since  1937  shows  U.S.  Steel  en- 

joying the  highest  "public  acceptance" 
in  its  history. 

In  the  category  of  "reputation  of 
company"  it  ranks  ahead  of  the  seven 

other  "big""  concerns  measured  in  the «ur\e\ . 

And  in  the  period  since  the  switch 
from  radio  to  tv  with  The  United 
States  Steel  Hour  in  October  1953  the 

gain  in  favorable  public  opinion  has 

been  twice  that  of  any  of  the  com- 
panies measured. 

In  addition,  television  has  been 

found  valuable  for  selling  steel  itself, 

through  direct  product  pitches  and  spe- 
cial promotions  designed  to  stimulate 

business  in  related  industries. 

Although  reluctant  to  single  out  the 
air  media  as  the  most  important  of 

U.S.  Steel's  p.r.  channels,  company 
spokesmen  admit  that  radio  and  tv 
have  been  in  a  class  by  themselves  in 

terms  of  time,  energy  and  money  ex- 
pended. The  radio  show  cost  $1,267,- 

000  for  time  and  talent  in  1950.  The 

present  tv  operation  runs  at  $2,300,- 
000.  Nothing  near  this  amount  goes 

into  other  media   for  p.r.   purposes. 

The  full  extent  of  the  p.r.  achieve- 
ment is  clear  from  this  report  to  the 

Januarv  1955  annual  stockholders 

meeting.  It  compares  opinion  in  the 
late  Thirties  with  the  present: 

"Then,  only  about  45'  <  of  those 
10.000  Americans  interviewed  held  a 

favorable  opinion  of  U.S.  Steel. 

"Now,  79.6'  i  of  those  persons  inter- 
viewed have  a  favorable  opinion  of 

U.S.  Steel. 

"Then,  U.S.  Steel  was  the  favorite 

'whipping  boy'  of  business  snipers 
and  a  hostile  administration.    The  cli- 

mate of  public  opinion  was  unhealthy 
for  business  in  general  and  for  big 

business  in   particular. 

"Now,  critics  think  twice  before  an 
unreasoning  attack,  being  certain  of 

swift  and  effective  repl\.  \ml  l>u»ine>- 
operates  in  the  much  healthier  atmos- 

phere of  public  esteem." The  success  of  U.S.  Steel  is  stimulat- 

ing industrial  interest  in  tv.  Robert 

Kintner,  president  of  ABC.  which  car- 
ries the  steel  show,  told  sponsor  that 

discussions  have  been  held  with  a  num- 

ber of  large  companies,  among  them 
oil  and  chemical  firms.  B\  fall,  he  re- 

ports, there  may  be  some  new  p.r.- 
minded  sponsors  on  the  network  with 

dramatic  or  information-type  shows. 

Other  ABC  p.r.  client-;  include  duPont, 
with  Cavalcade  of  America,  and  the 

Firestone  Rubber  Company,  with  Voice 

of  Firestone. 

P.r.  and  sales  lnt€'rttelned:  Pre- 

eminence of  public  relations  in  U.S. 

Steel  thinking  is  seen  in  the  structure 

of  company-agency-producer  relation- 
ships. The  public  relations  department, 

under  J.  Carlisle  MacDonald,  super- 

\  ises  every  aspect  of  the  show:  partici- 

llllllllllllllllllllllllllllllllllllllllllllll 
case    history 

pates  in  script  selection,  sits  in  on  re- 
hearsals, audit-  all  show  costs,  retains 

right  of  approval  on  talent.  In  addi- 
tion, it  handles  show  promotion  ami. 

of  course,  supplies  content  and  guid- 
ance for  the  public  relation-  pitches. 

Product  commercials,  on  the  other 

hand,  come  from  the  Sales  Depart- 
ment in  Pittsburgh,  out  of  the  office  of 

director  of  advertising  Reed  Schreiner. 

Still  another  Pittsburgh  office  is  in- 
voked in  the  industry-promotion  com- 

mercials, under  Robert  Myers,  Dire<  - 
tor  of  Market  Development. 

But  ultimate  responsibility  for  all  tv 
commercials  is  lodged  with  the  public 
relations  department  in  New  York. 
P.r.  director  MacDonald  is  Assistant 

to  the  Chairman  of  the  Board,  Benja- 
min Fairless. 

Agency  handling  the  complex  setup 
is    BBDO.     Top    account   man    Caroll 
Newton  is  in   New  York;   the   BBDO 

Pittsburgh     office     maintains     contact 
(Please  turn  to  page  88) 

Wail  pull  figures  prove  tv  show  sells 

•  One  offer  of  a  how-to-do-it  booklet  on  subsidiary's 
cement  for  home  use  pulled  over  130,000  requests 

•  One  commercial  on  U.S.  Steel  Gunnison  prefab  homes 

pulled  59,000  inquiries  from  tv  viewers 

•  Over  8,000  inquiries  were  received  after  a  single 

commercial  on  steel  swimming  pools 

• -/  Cyclone  Fence  pitch  drew  more  than  7,000  inquiries. 

Sales  were  traceable  to  at  least  1(,(  of  these 

%  After  a  commercial  featuring  stainless  steel  table- 

ware, a  salesgirl  in  a  Pittsburgh  department  store 

reported  that  at  least  25  people  had  asked  to  see  the 

demonstrated  patterns.    Such  reports  were  typical 
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Where  will  sales  be  after  six  months  of  television 
vision   B§ 

Blow-by-blow  storj 
IUV>I  atl  manager  tonus   18%   cumulative 

t'or  the  first  time  in  television  and  trade  paper  history,  SPONSOR  is  able  to 
report  results  of  a  tv  test  campaign  as  they  happen.  SPONSOR  recently  revealed 

that  fiurnham  X  Morrill  Co.  had  launched  a  campaign  using  tv  onl\  in  a  market 

u  here  it  had  never  advertised  hef ore  anil  where  sales  of  its  oven-baked  hearts 

and  brown  bread  were  low.  Objective:  to  see  if  tv  alone  could  Loost  sales. 

This  is  SPONSOR  S  second  major  series  On  media.  The  fust  was  SPONSORS  tuo- 

year  All-Media  Evaluation  Study  (recently  published  in  book  form).  The  III- 
Media  Stud)  explored  the  role  of  each  major  advertising  medium,  urged  adver- 

tisers to  test  media.  The  present  HX  1/  campaign  is  one  case  of  an  advertiser 
turning  to  a  media  test   in  the  effort  to  solve  a  marketing  problem. 

-J  Iter  seven  weeks  ol  television, 
Burnham  &  Morrill  sales  in  llie  Green 

Ba)  tesl  area  continue  moving  up  fast. 
I  his  is  the  box  score: 

•  Cumulative  sales  for  the  year:  up 

18'  i     i  through  mid-March  I. 

•  Sales  for  first  half  March :  up  28'  < 

I  this  is  llie  most  recent  period  on 

which  sales  figures  were  available  at 

sponsor's  presstime  i . 
Said  B&M  \J  Manager  W.G.  North- 

graves:  "\\  e  re  doing  much  better  than 
could  be  expected.  In  a  territory  as 

virginal  as  this  a  48r<    cumulative  in- 

crease at  the  wholesale  le\  el  is  a  good 

healthv  rise.  It's  apparent  t\  has  pulled 
consumer  acceptance  and  sales  up  h\ the  bootstraps. 

"It  s  reasonable  to  assume  the 

growth  will  continue,  perhaps  accel- 
erating. We  should  know  definitelj  bj 

the  end  of  March  whether  this  repre- 

sents a  well  'seeded'  sales  increase  or  a 

flash   in  the  pan." 
\orthgra\es  and  Marx  in  Bower,  ad 

manager  of  the  Otto  L.  Kuehn  Co. 

brokerage  firm.  Milwaukee,  both  told 
sponsor  the)  fell  growth  thus  far  was 
'"healtln."  Reason:  most  wholesalers 

in  the  area  reported  increases,  rather 

than  just  a  few.  "That  way,"  said 

Northgraves,  "we  know  the  wholesale 
sales  figures  represent  widespread  con- 

Commercials  are  done  most  days   by  Capt.    Hal   O'Halloran,   on   late- 
afternoon   kid   show.    He  works  in   front  of  simulated   baked-bean   oven 

Testimonials    are    big    part    of    copy    approach    since    product    is    un- 
familiar to  consumers.  Below,  Ward  Gage  visits  Fond  du  Lac  housewife 

SPONSOR 



TEST  IN  A  NUT-SHELL 

Hmsiwi  M 
*bck(lor  llian  could  be  expected' 

products:   B&M    beans  and  brown  bread 
AGENCY:       BBDO, 

market:      100-mile   zone  around   Green    Bay,   Wis. 
media    used:     television    only 

PAST    ADVERTISING:     almost    none    in    area 

success  yardstick:    sales,    Increased    distribution 
BUDGET:       $12 

DURATION:     six     months 

SCHEDULE:    6-min   annrts   wkly,    most   In  afternoon 

sumer  demand,  not  stocking  o1  -helve-." 
Biiui'i  pointed  out  sales  the  first  half 

of  Manh  were  showing  greatest 

growth  in  the  area  within  a  50-mile 

radius  of  the  test  station,  \\  BAY-TV, 

Green  Bav.  The  increases  are  less  evi- 

dent in  the  area  50  to  100  miles  from 

the  station.  Outside  the  100-mile  /one. 

beyond  real  t\  coverage,  sales  have 

shown  no  increase.  This  provides  fur- 

ther evidence  that  tv  is  soleh  respon- 
sible lor  the  rise  in  sales  thus  far. 

There  were  continued  indications 

that  the  television  campaign  is  having 
an  effect  on  the  entire  hean  market. 

Reported  Shannon  \\  holesale  (irocers 

of  \ppleton.  \\  is.:  "Sales  of  your  com- 
petitor.    Puritan,    are    up    2-V  <  .      But 

B&M  bean  sales  have  doubled." 

Said  Elmer  Rasmussen,  buyer  for 

Red  Uwl  stores  (a  large  chain  in  the 

area):  "There  has  been  a  terrific  in- 
crease in  l!\\l  beans.  But  surprisinglj 

enough,  the  B&M  campaign  has  appar- 

ent!) boosted  the  sales  of  all  beans. 

It  s  made  people  more  bean  conscious." 

Leicht  s  I  ransfer  and  Storage  Co.  in 

Green  Bay,  which  acts  as  a  temporary 

warehouse  for  B&M  products  within 

>0  miles  of  Green  Ba\  reports:  "We 
are  entirelj  out  of  B&M  product-  but 

two  carloads  are  in  transit."  It's  the 
lii si  time  Leicht  s  has  ever  been  caughl 

short  —  and  this  despite  the  fact  it  was 

stocked  hcavilv  during  Januarv  in  an- 

ticipation of  demand. 

I  he  4<!'  (  cumulative  increase  this 

year  -till  reflects  heavj  Januarv  stock- 

ing l>v   the  trade. 

The  rise  for  the  month  of  Januarv 

for  all  B&M  products  combined  was 

I  13*  i  .  Rises  in  the  two-week  pei  iods 

since  then  have  been  much  -mallei- 
sales  in  fact  were  down  bv  339<  the 

first  two  week-  of  lebiuarv  while  gro- 

cers  used  existing  heav  j  stocks  before 

reordering.  Then  there  was  a  2'1'  I 
-ale-  rise  for  the  last  two  weeks  in 

February,  and  the  almost  equal  28/3 

jump  during   the  first   ball  of   March. 

For  a  breakdown  b\  products  and 

areas  of  sale-  during  the  first  two 

week-  ol  March  see  the  chart  immedi- 

ately   below  .  •  •   • 

07 AL  SALES  JAN.-15  MARCH  '54  VS.  '55 TWO-WEEK  SALES  L-15  MARCH  '54  VS.  '55 

J954 7955 

Total  sales  of  all  B&M  test  products  for  '54  vs.  '55  are 

compared  above.  Through  mid-March  '55  sales  are 

48%  above  same  period  in  '54.  Tv  began  24 

January.    '55.     No   tv    or    other    media    used    last   year 

Sales  Dl   two  sizes  "f  B&M  beans  and  one 
i    brown  bread  at  (he  wholesale 

level     i  by    dozens    of   eans)t 

brown  bread 

AREA  A    (."iO-milv  ratlins  of  Green  Bay) 
1.  Manitowoc,  Wis. 

2.  Oshkosh,  Wis. 

3.  Applcton,  Wis. 
4.  Gillctt,  Wis. 

5.  Green  Bay,  Wis. 

6.  A4enom/nee,  Mich. 

0 0 0 0 0 10 

80 0 

15 

20 

10 

10 

50 

i  to 

25 

II 

100 

0 

1(1 

0 50 

II 

0 too 
150 70 115 20 70 

(i 0 0 0 0 

(I 

Totals    A 230        330      110        287     30 

AREA  B  i.-.n-ioo  mile  radius  of  Green  Bay) 
7.  Fond   Du   Lac,   Wis. 

8.  Stevens  Point,  Wis. 

9.  Wausau,  Wis. 

10.  Norway,  Mich. 

11.  Sheboygan,  Wis. 

12.  Wisconsin  Rapids,  Wis. 

190 

0 

10 

15 

15 

0 0 

50 20 

25 

10 0 

ii 
70 

0 

10 

ii II 

ii 

0 

ii 

(1 

ii 

0 L5 0 20 0 

0 

to 

'1 

15 

II 

Totals    B 200 80 

165 

60 

20 

0 

Totals   A   &   B 
430 410 275 

347 

so 
190 

TOTAL  ALL  PRODUCTS      '54 — 755  dozen  cans      '55 — 947   dozen   cans 
Ion  campalen  began   21  January 

4  APRIL  1955 

41 



Trewax  radio  budget  went  from  0  to  70%  in  8  months 

Trewax  doubled  sales  volume  every  year  since  1949  inception  by 

personal  sales  contact  with  dealers,  who  liked  high  mark-up,  trade  advertising. 
But  when  sales  slowed  down  last  year,  it  teas  radio  which  upped  them 

$10,000  soles  1949    I         $250,000   1954 $500,000-1955  GOAL     i   $1,000,000  1958  G 

Trewax  grows  on  a  spot  radio  diet 
With  radio,  floor-wax  firm  reached  consumers  fast,  doubled  dealer  outlets 

M  ou  arc  selling  a  household  prod- 

uct. A  high-quality  floor  wax.  which 
'••-I-  two  to  two-and-a-half  times  more 

than  competitive  products.  The  deal- 
ers are  sold  because  of  the  high  mark- 
up and  profit  you  oiler.  But  somehow 

the  merchandise  isn't  moving  <>IT  the shelves. 

^  oui  oh\  ions  problem :  to  sell  the 
consumer,   too. 

Ilni   how? 

The  Trewax  Co.  of  California  was 

in  just  such  a  situation  last  summer. 

It  wanted  to  gel  its  stor)  across  to 

consumers  quickl)  and  move  that 
Stock.    Radio  got    the  nod. 

\\  illiin    one    month.    re-ults    showed 

I  rewax  ii  had  Found  the  ua\  to  ai  eel- 

erated  growth:  business  zoomed  to 
triple  that  of  the  same  month  the  yeai 
before.  \\  ithin  five  months,  I  rewax 
had  more  than  doubled  its  dealei  out- 

lets in  Southern  California.  Now,  less 

than  a  yeai  -nice  the  initial  air  test, 
Trewax  devotes  10%    of  it-  budget  to 

\  2 

radio  advertising. 

Trewax'  trial  of  radio  represented 

the  company's  first  consumer  advertis- 
ing (the  rest  of  the  consumer  budget 

goes  for  ads  in  Sunset  Magazine  and 

point-of-purchase  material!.  Since  its 
start  in  1949.  the  companj  had  man- 

aged to  double  its  sales  volume  ever) 

year  solelj  1>\  personal  sales  contacl 
with    dealers,    in-store    merchandising 

case    history 

and  trade  publication  advertising. 

Dealei  acceptance  was  always  high  be- 

cause  of  Trewax"  attractive  !•()',  mark- 

up: but  in  mid-19."vl.  slow-moving 
dealei  stocks  prompted  the  firm  to  ap- 

proach the  consumer  dire<  t. 
In  1953  I  rewax  a<l  expenditure 

amounted  to  $1,200  foi  trade  adver- 

tising.     In     |9."vl     the    coinpanv     spent 

$10,000.  This  year,  it  has  boosted  the 

budget  to  triple  that  amount,  830,000. 
Of  this,  about  $21,000  will  go  to  radio, 

mainly  for  announcement  schedules  on 
KBIG,  Los  Angeles,  and  KSFO,  San 
Francisco.  From  75  to  100  announce- 

ments a  month  are  aired  on  each  of 
these  stations,  largelv  on  daytime  disk 
jockcv  shows.  Trewax  aims  to  reach 
the  housewife,  also  the  dealer  as  he  is 

driving  to  and  from  his  place  of 
business. 

Trewax  Co.   has  come   up   fast    and 

expects   radio  to  help  it   speed  ahead 
even   faster.    It  is  merclv    a  babe  ol   six 

years  but  is  looking  forward  to  pros- 
pects thai  would  do  credit  to  a  much 

oldei  organization.  Starting  with  the 
$10,000  in  business  thai  it  did  during 

its  first  year  of  operation.  1919.  Tre- 
wax"    volume     reached     $250,000     in 

L954.  The  company's  1955  goal  is 
$500,000,  and  l.v  1958,  it  hopes  to .carl,    $1,000,000. 

{Please  turn  to  page  94  I 
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We're  selling  more  drugs  in  smiling  San  Diego. 

\ 

20%  more  than  in  1951 

for  a  1953  total  of  $24,168,000  [(Sls.Mgt.  1952-54) 

More  than  is  sold  in  Oakland, 

Dayton,  Memphis  or  Fort  Worth ! 

We've  got  more  people,  making  more,  spending  more, 
and  watching  Channel  8  more  than  ever  before! 

KFMB 
WRATHER-Al  VAREZ  BROADCASI  INC.  INC. 

REPRESENTED  11V  PETRY 

s\\  DIECO,  >  M  IK. 

America  s  more  market 



m° 

Am  al  toil 
Hi 

\  IIS    surveying    uhf:      \    nation 

wide  Held  stud)  bj  a  team  of  manage- 
ment experts,  engineering  specialists 

and    film    men   conducted    among    uhf 

millet-  is  planned  as  the  first  major 

step  to  be  taken  b)  National  Affiliated 
Television  Stations  in  helping  oul 
hard-hit    uhf  stations. 

The  N  VIS  team,  whose  members 

weren't  chosen  as  sponsor  went  to 

press,  expect  to  begin  operations  with- 
in a  couple  of  month-.  According  to 

a  \  VIS  source,  the  intention  of  the 

survej  is  "to  find  the  patterns  ol  busi- 
ness among  uhf  stations  toda\  and  to 

stud)  their  use  of  tv  film  syndicated 

programs."  The  team  will  also  stud\ 
uhf's     problems     in     landing     network 

and    national    spot   television    business. 
NATS,  as  most  admen  now  know, 

is  a  million-dollar  corporation  organ- 
ized l'\  General  Electric  and  National 

Telefilm  Associates.  Both  the  equip- 

ment firm  and  the  film  syndication  out- 
fit have  considerable  -lake-  in  a  healths 

growth  of  uhf  television.  NATS  will 
function  primarily  as  a  management 
consultant  and  as  a  source  for  tv  film 

programing  (from  NTA's  libraries), as  well  as  a  source  of  financial  assist- 

tance  to  hard-pressed  stations. 
N  VI  S  officials  denied  reports  that 

the  corporation  will  serve  as  the  basis 

for  an  entrj  by  General  Electric  into 
the  field  ol  network  broadcasting,  ei- 

ther in  the  fashion  of  RCA  or  through 

a  "film  network""  operation  (such  as 
the  tie-up  between  the  Yitapix  group 

and  Guild  Films  l .  No  sales  plans  have 

been  announced  by  NATS,  and  no 

"group  package"  film  availabilities  are 
likely  to  be  pitched  in  the  near  future 

to  agencies  and  advertisers. 
Four  officials  of  NATS  have  been 

named  so  far.  The\  are:  Joseph  Just- 

man,  president  of  Motion  Picture  Cen- 
ter Studios,  as  board  chairman;  Elj 

Landau.  1ST  A  president,  as  N  \TS  ex- 

ecutive v.p.:  Oliver  I  nger.  NTA  execu- 
tive v.p..  as  NATS  v.p.:  and  Berman 

SwarttZ,  independent  film  producer, 

as  secretary-treasurer. 

Trvmls  In  tv  film  show*:  Like  I  lol- 

ls wood  product,  tv  film  programing 
often  runs  in  cycles,  usually  sparked 

b)  the  success  of  earlier  shows  that 
have  set  a  new  pattern.  In  the  latest 

crop  of  video  film  offerings  (shows  in 

pilot  stage  or  production  are  reported 

in  film  program  chart  in  this  section) 
(Please  turn  to  jxige  46) 

Tv  film  shows  recently  made  available  for  syndication 
Programs   released,    or   shown    in    pilot    form,    since    1    Jan.,    7955 

Show  name 
Syndicator 

Producer Length No.  in  series 

ADVENTURE 

Adventures   of 
Robin    Hood 

Adventures   of 

Scarlet    Pimper- nel 

Captain    Gallant 
Jungle    Jim 

Rln   Tin  Tin- Soldiers   of 

Fortune" 

TPA 
Screen  Gems 
Screen  Gems 

MCA-TV 

Sapphire    Films 

Towers  of  London 

Frantel 
Screen   Gems 
Screen    Gems 
Revue 

30    min 

30    min 

30  min 
30  min 
30  min 
30    min 

In  production 

In  production 

39 
I   (Pilot) 

39 

In  production 

'Available    in    markets   not   currently    bought    bj    Nabi 

tred    by    7-TJp    in    120    markets,    bti(    many    are    open   on    alternate  week    ba 

COMEDY 

The   Goldbergs 
Great    Gildersleeve 
Little     Rascals 

("Our    Gang") 
Looney   Tunes 

You  Can't  Take  It 
With  You 

Guild 
NBC    Film    Div. 
Interstate 

Screen     Gems 

Guild 

NBC    TV 

Roach 

Screen    Gems 

30  min. 
30  min 
10  min. ,'il      11X11 

15   min.   to 

one    hour 30  min. 

In  production 
I  (Pilot) 
22—1   reel 
70 — 2  reel 
Library 

I  (Pilot) 

DOCUMENTARY 

Key   to   tho    City 

Living    Past 
Mr.    President 

Hollywood     Tv 
Prod. 

Film    Classics 
Stuart   Reynolds 

Hollywood     Tv 
Prod. 

Film    Classics 

Stuart    Reynolds 

15  min. 

15  min. 
30  min. 

DRAMA,    CENERAL 

Celebrity    Theatre" Confidential    File 
His    Honor, 

Homer   Bell 
Science    Fiction 

Theatre 

Wrong    Number! 

imllar    to 

Screen    Gems  Screen    Gems 
Guild  Guild 

NBC    Fi'm    Div.         Galahad 

30  min  None 

30  min.  In   production 
30  min.  In  production 

Zlv 
John   Christian 

Ziv 

John  Christian 

30  min. 

30  min. 

In  production 

I    (pilot) 

Bandstand    Revue 

Bobby    Breen    Show 

Spade  Cooley 

Story    Behind Your   Music 

This    Is   Your 

Music 

KTLA 

Bell TPA 

Official 

Show  name 

Syndicator 

Producer Length No.  in  series 

DRAMA      MYSTERY 

Paris   Precinct 

Sherlock    Holmes 
MPTV                         Etolte 

MPTV                         Sheldon    Reynolds 30  min. 
30  min. 

39 

39 

MUSIC 

KTLA Bell 
30  min 15  min. 

6 
1   (Pilot) 

Cooley-Mitler 
Randall-Song    Ad 

30  min. .10  min In  production 

1    (Pilot) 
Jack    Denove 

30  min. 

26 

SPORTS 

Jimmy    Demaret 
Show 

Award                          Award 15  min.          In  production 

VARIETY 

Eddie    Cantor 

Comedy    Theatre" 
'Show   is   sponsored 

Ziv                               Ziv 

bj    Ballantii                 I  irkels,   l 

30  min.           In  production 

s   aired   In   total   of   201   markets. 

WESTERNS 

Gene    Autry — Roy 

Rogers Buffalo     Bill,     Jr. 

Steve   Donovan. 
Wistern    Marshal 

MCA-TV Republic 

CBS    TV  Flying      "A" 
NBC    Film    Div.      Vlbar 

30  min. 

30  min. 
In  production 

39 

WOMEN'S 

It's   Fun    To 

Reduce 

Life  Can  Be 

Beautiful 

Guild 

ABC   TV    Films 

Guild 

Trans- American 

15  min. 

15  min. 

156 

5    (pilots) 

H 
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ertai ish  can  talk 

I.  .  .  when  you  use  film ! 

Iven  a   guppy  (to  say  nothing  of  the 

lagnificent  specimens  shown  here) 

an  be  made  to  sell  for  you,  tell 

ill  about  your  product,   and— 

/hat  is   very   important  — get       , 

our  message  right  every  time, 

jverywhere,  without  chance  of 

misquote.  Easy  and  economical, 

too,  when  you  USE  EASTMAN  FILM. 

For  further  information  —  v  ' 

film  to  use— latest  processing 
nics,  address: 

Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY 

Rochester  4,  N.  Y. 

East  Coast  Division 

342  Madison  Avenue 

New  York  1 7,  N.  Y. 

Midwest  Divhion 

1  37  North  Wabash  Ave. 

Chicago  2,  Illinois 

West  Coast  Di 
6706  Santa  Moni 

Hollywood  38,  California 

or  W.  J.  GERMAN,  INC. 
Agents  for  the  sale  and  distribution  of  Eastman 

Professional  Motion  Picture  Films 

Fort  Lee,  N.  J.,-  Chicago,  III.;  Hollywood,  Calif. 

Are  you  shooting  your  films  IN  COLOR?  You  should  be/  You'll  be  needing  it. 



Another  good  investment  when  you 

want  to  keep  three  markets  under  con- 

trol (for  the  price  of  one  is  WJAC-TV. 

Hooper    consistently    shows    WJAC-TV: 

FIRST    in    Johnstown 

(a  2-station  market) 

SECOND    in    Pittsburgh 

(a   3-station   market) 

FIRST   in   Altoona 

(a  2-station   market) 

Play  for  keeps  in  Southwestern  Penn- 

sylvania.     Buy    the     1     that    covers    3. 

Ot   full   dtHils   trom   your    KA" 

FILM  NOTES 
[Continued  from  page  44 

some  interesting  trends  are  e\  ident : 

•  "Animal  star"  films:  With  Screen 
Gems"  Rin  Tin  Tin  and  TP.Vs  La 
now  high  on  the  rating  lists,  it  s  only 

natural  to  expect  more  "animal"  film shows.  And  more  are  on  the  way. 

The  first  20th  Century-Fox  feature 

film  property  to  he  adapted  for  a  tv 
film  series  will  be  My  Friend  Flicka. 

GAC-TV,  a  subsidiary  of  General  Ar- 
tists, will  he  sales  agent.  Ziv.  mean- 

while, has  signed  writer  John  Warren 

Adam*  to  prepare  an  adaptation  of 
Black  Beauty  which  will  be  launched 

as    the    second    Ziv    show    series    for 

•  Adventure  shows:  With  produc- 

tion already  rolling  in  Kurope  on  three 

different  cloak-and-sword  series,  the 
trend  now  seems  to  be  continuing. 

TPA  is  reported  trying  to  sign  Alfred 

Drake  to  plav  the  lead  in  a  filmed 

series  to  be  based  on  Dumas"  Count  of 
Monte  Cristo.  The  success  of  tv  V\  est- 

erns  is  further  underlined  by  the  re- 

cent deal  between  Republic  Pictures 

and  MC  \-TY  in  which  the  talent  agen- 
-  syndication  offshoot  will  handle 

the  distribution  of  123  hour-long  Gene 

Autrv  and  Roy  Rogers  films  never  be- fore on  tv. 

•  Musical*:  Once  considered  a  bar- 

ren territory  by  many  tv  film  produc- 

ers, musicals,  such  as  Liberace  and  Flo- 

rian  Zabach.  have  proved  real  mone>  - 
makers.  A  number  of  new  ones  are  on 

the  way.  Guild  plans  a  series  with 

Connie  Haines,  with  production  start- 

ing; this  summer.  Song  Ads.  a  com- 

mercial jingle  producer,  has  filmed  a 

pilot  of  Story  Behind  Your  Song,  with 
-  :  Levant.  TPA  is  launching  its 

new  Spade  Cooler  film  series  with  a 

major  sales  push.  KT1  \.  Hollywood, 

is  syndicating  its  Bandstand  Revue, 

has  three  episodes  already  filmed. 

•  Dramas:  With  the  market  fairly 

well  filled  with  ••playhouse**  tvpe  se- 
ries,   producers    are    now    rehing    on 

-  utting  techniques  and  fresh  an- 

cles to  make  dramatic  programs  sue- 

.  ssfol.  John  Christian's  pilot  of 

Wrong  Number,  a  plavhouse  series  re- 

volving around  misplaced  telephone 

calls,  was  shot  in  three  days  for  onlv 

$11,71  New    York's    B-F    Produc- tions  has    -  I    Judith     \nder~on    to 

-tar  in  a  one-woman  tv  drama  series 

of  readings  from  the  Bible,  with  pro- 

duction  to   start   when   she   retur- -    I 

New  York  from  a  Paris  engagement. 

Situation  comedies,  of  which  there  are 

many  in  film  syndication,  now  tend  to 
be  based  on  big-time,  proven  proper- 

ties. Guild  is  now  launching  The  Gold- 
bergs, and  Screen  Gems  is  showing 

pilots  of  You  Can't  Take  It  With  1  ou. 

Onick  clost'iips:  General  Teleradio 

has  been  using  time  on  Mutual's  eve- ning lineup  of  radio  crime  and  mystery 

shows  to  do  a  long-range  buildup  for 

its  Gangbusters  tv  film  series.  It  works 
like  this.  The  radio  promotional  plugs 
boost  a  theatrical  feature  version  of 

the  cops-and-robbers  show  which  GT 
controls,  and  urges  listeners  to  query 

theater  owners  on  when  they'll  see  it. 
Reason:  the  theatrical  film,  composed 

of  three  tv  film  episodes  joined  to- 

gether, must  play  off  its  theatrical  run 
before  the  half-hour  tv  film  series  can 
be  released. 

The  roster  of  major  Hollywood  com- 

panies   involved    in    tv    film    acti\it\ 

keeps  growing.    Latest  arrival:    Para- 
mount,   which    has    owned    tv    outlet 

KTLA   for  years.    Paramount   intends 

to  rent  space  to   independent   produc- 
ers on  its  movie  lots,  and  to  produce 

its   own   telepix.   which    will   probably 

be  syndicated  through  MCA-TV  .   Para- 

mount   has    had    a    looking-over-the- 
shoulder  link  to   a  tv  film  production 

setup    in    the    family    relationship    of 

Barney  Balaban.  Paramount  president, 
and    Burt    Balaban.    producer    of    the 
Princess  Pictures  feature  films  for  tv. 

Other  majors  in  the  tv  film  act: 
lumbia     Pictures.     20th     Centun  -Fox. 
W  arnei  Bros.,  and  Republic. 

T\  films  don't  bare  to  be  brand- 

new  to  be  successful.  Interstate's Little  Rascals  series,  the  old  Hal  Roach 

Our  Gang  comedies,  have  now  been 
sold  in  some  40  cities.  On  W  Pl\.  Yew 

York,  for  example,  the  fully-sponsored 
series  garnered  a  12.8  ARB  and  an 
11.5  Pulse  dailv  average  rating,  and 

has  been  outpulling  network  tv  com- 
petition. Some  of  the  kid  players, 

incidentally,  are  tv  stars  in  their  own 

right  todav.  Jackie  Cooper  and  Dick 
M  >re  make  frequent  tv  dramatic  ap- 

Nanette  Fabras  is  a  -tar 

on  Caesar's  Hour  on  NBC  TV.  Mfalfa 
-  :/er  has  played  several  t\ 
roles. 

-»-<►* 

« SPONSOR 



"COVERAGE"? 

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 

OU'RE  HALF  NAKED  IN  NEBRASKA  COVERAGE 
IF  YOU  DONT  REACH  LINCOLN-LAND  — 

42  rich  counties  with  a  population  of  642,250 

207,0;><>  families.   KOLN-TV  reaches  over 

125,000    families    unduplicated   by  any   other  station! 

The    KOLN-TV    tower   is    7f>    miles    from    Omaha! 

This   Lincoln-Land    location    is   farther   removed   from 

the  Omaha  market  than  is  Cincinnati  from   Dayton, 

Buffalo  from  Rochester  or  Lancaster  from   Philadelphia. 

KOLN-TV COVERS   LINCOLN-LAND— NEBRASKA'S   OTHER   BIG  MARKET 

CHANNEL  10     •     316,000  WATTS     •     LINCOLN,  NEBRASKA 

ABC  ̂ ©"j    DUM0NT 
c4cery-l\noael,  3nc,  Lxcluilve  JNational  J\epre.\entative£ 

4  APRIL  1955 47 



Dan  Daniel 
Bart  Darby 

Sterling  Brewer 
Stars  of  News,  Sports,  Weather 

5:45  to  6:00  PM,  Monday-Friday 

Stars  Sell  on 

Alabama's 
greatest  TV  station 

News!  Sterling  Brewer  gives  five 
minutes  of  the  latest,  assisted  by 
Photofax,  a  service  exclusive  with 
WABT  in  Alabama,  which  brings 

pictures  from  all  over  the  world  in 
just  minutes.  Sports!  Dan  Daniel 
with  Photofax  pictures,  latest  scores, 
features,  and  often  top  sports  people 
as  guests.  Weather!  Bart  Darby 
points  it  out  on  the  weather  map. 

The  show  is  Alabama's  "Home 

Edition." 

You  can  SELL 

Your  Products 

to  Alabama  folks 

if  you  TELL 

them  on  programs 

they  enjoy  seeing 

Represented  by 

BLAIR-TV 

New  developments  on  SPONSOR  stories 

Sec:  "Coke's    new    look" 

ISSUC:  21    February    1955,   page    40 

Subject!      Coca-Cola's    first    .singing   commercial gets    good    bottler   support 

Bottlers  arc  enthusiastic  about  the  first  Coca-Cola  sinking  com- 
mercial issued  1>\  the  Coca-Cola  Co.  itself,  i  Bottlers,  in  the  past, 

made  their  own  air  jingles.)  Sonic  KIO  of  the  linns  1.056  bottlers 

are  now  using  the  jingle  on  local  radio  station-,  says  a  D'Ar<  j 
agenc\  spokesman.  Hut.  explains  the  agenc\.  the  jingle  is  really 

just  getting  under  way  (it  had  its  first  airing  on  12  Januan  I  : 
bottlers  are  requesting  it  all  the  time  and  eventually  the  agency 
expects  800  to  900  of  them  will  be  using  it. 

One  of  the  stations  earning  the  jingle  is  WFBL,  Syracuse,  which 

airs  the  message  six  times  a  day.  This  schedule  was  placed  by  the 

manager  of  the  Syracuse  Coca-Cola  plant,  Wilbert  R.  Spier,  who 

holds  this  viewpoint  on  radio  in  relation  to  Coca-Cola:  "Coca- 
Cola  and  radio  have  one  important  thing  in  common:  they  are  both 
c\ci-prcscnt.  We  i  an  i  afford  to  overlook  .i  medium  that  Follows 

our  customers  wherever  they  go." 
A  video  version  of  the  jingle,  in  cartoon  animation,  was  released 

23  March  on  Coke's  Eddie  Fisher  show   (NBC  TV).  *  *  * 

Sed  "Five  wa>s  to  promote  vour  t\ 

program" 

IsSlie:  20    Oet.    1952,    page    10 

Subject:     Unusual  film  trailer  helps  promote Omnibus   on    tv  stations 

A  new  departure  in  the  promotion  for  CBS  TV's  Omnibus  by  the Ford  Foundation  has  met  with  signal  success. 

Starting  in  January,  the  Foundation  distributed  to  the  tv  stations 

which  carry  the  program  a  60-second  film  trailer  designed  to  be 
used  every  week,  along  with  new  voice-over  cop)  to  be  supplied 
each  week. 

The  trailer,  developed  by  Film  Graphics  at  a  cost  of  $2,000,  is 

an  animated  one-minute  "drama"  using  house  settings  and  stylized 
characters — mother,  father,  son,  daughter.  Fach  member  of  the 
cartoon  family  drops  what  he  is  doing  and  rushes  to  the  tv  set  when 
the  time  for  Omnibus  arrives  (see  cut  l .  The  last  several  seconds 

are  devoted  to  Omnibus  "sunburst"  signature  and  titles. 
Stations  have  responded  most  favorably  and  have  given  the 

trailer  an  excellent  play  considering  its  difficult-to-schedule  60- 
second  length,  according  to  George  M.  Benson.  Executive  Associate 

of   Ford's   Tv-Radio    Workshop. 

] 

Trailer   cost    was    kept    low    by    limiting    animation,      sets'    and    camera    movement 
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91.7%  of  the  rural  families 
in  our  41  counties 

listen  MOST  to 

9       WDAY ! 

Ei 
iVERY  survey  that's  ever  been  made  around 

these  parts  has  shown  the  tremendous  prefer- 

ence for  WDAY.  The  latest,  conducted  by  the 

Northwest  Audit  Company  of  Fargo,  gives 

WDAY  a  lead  of  .12  to  1  over  the  next-best  sta- 

tion and  11  to  I  over  all  other  stations  combined! 

A  double  postcard  was  mailed  to  3,200  rural 

families  living  within  150  miles  of  Fargo,  in  all 

THE  CITY  FAVORITE,  TOO! 

November,  1954,  Hoopers  for  Fargo- 
Moorhead  show  that  WDAY  gets 

more  than  three  times  at  many  day- 
lime    /isteners    as    the    next    station.' 

directions.   Each  was  asked,  "To  what  one  radio 

station  does  your  family  listen  the  most?" 

Of  the  1,681  replies,  1,541  said  WDAY! 

The  survey  covered  41  counties  in  North 

Dakota.  Minnesota  and  South  Dakota,  and  gives 

you  a  good  idea  of  the  reception  WDAY  get-  in 

this  area,    (ret  the  facts  from   Free  &   I'eters. 

WDAY 
FARGO,  N.  D. 

NBC  •  5000  WATTS  •  970  KILOCYCLES 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 



tures  a  "relatively  unique"  single  con- 
trol room  the  idea  being  that  quirk 

shifts  from  one  t\  studio  to  the  other 

ran  be  performed  with  a  minimum  of 
personnel.  All  of  the  studio  space  was 
constructed  with  larger  dimensions 

than  are  needed  at  present  to  accom- 
modate the  color  equipment  that 

\\  OOD-TV  expects  to  install  in  the 

future.  *  *  * 

It  Mi  finds  night  memorability  ami  penetration  hiyh 

The  Radio  Advertising  Bureau  has 

been  conducting  tests  to  determine  the 

penetration  and  memorability  of  night- 
time radio  in  television  markets.  To 

do  so,  the  RAB  advertised  Blue  Coal 

in  San  Diego,  where  it  was  unknown 
and  a  clothing  retailer  over  Houston 

stations,  though  his  nearest  store  was 
more  than  800  miles  awa\ . 

The  Blue  Coal  ad  was  aired  52  times 

in  a  two-week  period  in  San  Diego 

while  the  temperature  was  in  the  70's. 
Four  da\s  after  the  test  ended,  Pulse 

found  that  11%  of  the  San  Diegans 

tested  not  only  heard  but  retained  the 
main  sales  elements  of  commercials. 

Houston  heard  20  one-minute  an- 

nouncements   during    a    one-week    test 

(•I    disi'overs  hiy  youth 
market  exists  lor  radios 

General  Electric  has  geared  its  radio 

sales  largely  to  the  teenage  audiences 

after  discovering  (by  an  analysis  of 
warranty  cards)  that  a  vast,  almost 

untapped  teenage  market  exists  for  ra- 
dio today.  It  war-  discovered  that  half 

the  total  dollars  spent  for  home  radios 

during  a  test  period  came  from  young- 
sters   in   the   14-to-21   age  bracket. 

\\  ith  the  youth  market  at  an  all-time 
high  in  1955,  a  survey  by  the  Gilbert 

Youth  Market  Engineers,  who  re- 
searched the  field  for  GE,  estimated 

that  the  highly  impressionable  youth 
group  will  number  30  million  by 

L960.  With  this  huge  audience  avail- 

able  for  then  selling  program,  the  GE 
radio  sales  and  promotion  departments 

an  having  groups  of  teenagers  \i-it 
Gl  retailers  and  report  how  display  s 

and  merchandising  approaches  appeal 
to  the  young    buyers. 

[ntei  \  i'  u  -  made  l>\  the  '  lilbei  I  -ri  \ 

sought    i"   find   out   how    the  teen- 
acquired  theil    present   radio  sets 

and    how    much    influence   the    young 

people  had  on  famil)   purchases  of  ra- 
dio equipment.     The  findings  indicat- 

period.  and  1 2 r/<  of  the  people  tested 
-e\eral  days  afterwards  could  correct- 

ly identify  the  advertiser  by  name. 
RAB  director  of  National  Promotion 

J.  Norman  Nelson  commented,  "The 
important  fact  that  is  emerging  from 

these  tests  is  that  you  can  influence  a 

sizable  amount  of  people  in  any  mar- 
ket in  a  way  that  they  will  remember 

it  for  many  weeks  by  the  use  of  eve- 
ning announcement  radio  no  matter 

how  much  tv  and  newspapers  compete 
for  attention.  We  feel  that  we  will 

prove  conclusively  this  year  that,  dol- 
lar for  dollar,  evening  radio  will  leave 

a  more  lasting  impression  on  more 

people  than  any  other  form  of  adver- 

tising." *  *  • 

ed  that  the  influence  was  considerable, 

and  so  GE  is  moving  in  the  sales  di- 
rection they  feel  will  appeal  to  this 

huge  market.  *  *  * 

NBC  Radio  tells  admen 
how  to  sell  travelers 

NBC  Radio  Network  is  calling  at- 
tention of  advertisers  to  radio  audi- 

ences interested  in  travel  through  pro- 
motion of  its  NBC  Travel  Bureau.  A 

five-minute  informative  program  with 
Horace  Sutton,  it  is  broadcast  Satur- 

day at  7:00  p.m.  and  Sunday  at  7  :.">."> 

p.m. 

I  he  promotion  was  a  "passport"  of 
approximately  the  correct  size  and  col- 

or with  14  pages  of  information  on 
the  show  and  its  drawing  power  among 

listeners  interested  in  travel  items.  *** 

WOOII-TV  ha*  2-in-I 
tv  eontrol  room  in  tise 

WOOD  and  WOOD-TN  have  begun 

operations  from  their  new  30,000 

square-fool  Grand  Rapids  studio.  The 

spanking    new    three-story    building    i~ 
located    on    two   acres   of   land,   and    lea- 

New  single  control  room  serves  two  tv  studios 

Plane  receives  tv  shows 
on  NY-Be r m u da  iliyht 

What  is  thought  to  be  the  first  suc- 
cessful demonstration  of  television  re- 

ception in  flight  was  held  on  a  Pan 
American  clipper  on  a  recent  flight 
from  New  York  to  Bermuda  by  Charles 

Mauer,  field  representative  for  Syl- 
vania.  The  21-inch  set  installed  in  the 

clipper's  lounge  picked  up  12  different 
channels  from  eight  cities  while  flying 
300  miles  out  at  sea.  The  cities  were 

New  York,  Boston.  Philadelphia,  Wash- 

ington. Baltimore,  Norfolk.  New  Lon- 

don and  New    Haven.  *  +  * 

Baltimore  hroatleaster 
invites  Russians  there 

Stations  WBAL  and  W  BAL-T\  .  Bal- 
timore, have  wired  the  Institute  of  In- 

ternational Education  in  New  York  in- 

viting the  11  Russian  editors  who  are 

coming  to  this  country  to  visit  their 

stations.  Suggesting  the  two  stations 

as  representative  of  "democracy  at  its 
best  as  practiced  by  the  broadcasting 

industry."  Station  Manager  Leslie  H. 
Peard,  Jr..  thought  that  the  wide  range 

of  shows  carried  by  the  stations  would 

be  of  interest  to  the  editors.  *  *  * 

2.200  recipe  booltU'ts  are 
solil  before  puhlivtition 

WI.PO.  La  Salle.  111.,  published  a 
booklet  to  plug  its  Recipe  Roundup 
"how.  The  booklet,  with  the  same 

name    a-    the    show,    consisted     of    72 
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Are  you  looking 

for  results  from 

you/ 

truth v 

paper  advertising  ? 

Please  turn   tht>  page 



II r.    Station    )i  unity  er: 

Are  you  looking  for  results  from 

your  trade  paper  advertising? 

"Sales 

Results  on 

the  trip 

were 

excellent" 

^mm^iao  Utlewi/wniocvh 
NE    1 

1 
10(9    IJNNO(«    STRUT      DENVHI      COIORAOO     ■     PHONE    TAbor    631* 

CHANNEL 

JOSEPH  HEROLD 

Station  Manager 
March  2,  1955 

Mr.  Edwin  D.  Cooper 
Western  Manager 
SPONSOR  Magazine 
6087  Sunset  Boulevard 

Los  Angeles,  California 

Dear  Ed: 

I  found,  while  on  a  sales  trip  to  New  York,  that  timebuyers 

do  look  at  the  ads  in  SPONSOR.  KBTV  ran  a  full -page  ad  in 
the  January  10th  issue  of  SPONSOR  which  coincided  with  my 
sales  trip  to  New  York.  Quite  a  number  of  timebuyers  mentioned 
they  had  seen  the  KBTV  ad  and  were  quite  impressed  with  the 
story  on  the  program  ratings  of  KBTV. 

Sales  results  on  the  trip  were  excellent  and  I  am  firmly  con- 
vinced that  our  ad  in  SPONSOR  helped  to  pave  the  way  in  connec- 

tion with  many  of  our  sales  pitches. 

Kindest  regards. 

JHrrls 

Joseph  Herold, tation  Manager 



mi)  i 
lOOO  WATTS CLEAR    CHANNEL 73D 
Telephone  3-6428 Charleston.  South  Carolina 

jr.    Nonum  R.    Glenn,    publisher. 
Sponsor  Publications    Inc. 
10  Last  49th  Street, 
fen  York   17,    N.Y. 

dear  Norm: 

I  know  you  like  "off-beat"  letters.   So  bear  with  me  and  you'll 
find  this  one  fits  that  classification. 

About  three  years  ago  v/e  entered  into  a  national  promotion 
campaign,  using  only  SPONSOR,  with  a  series  of  ads  pointing  up 
our  "Pal"  trademark  and  outlining  the  specialized  negro 
programming  and  high  ratings  at  WPAL.   We  continued  this  ad 
schedule  for  two  years. 

During  the  period  in  which  the  ads  were  running  I  was  constantly 
anazed  at  the  strong  identification  of  our  little  dog.   After  our 
ads  had  been  running  about  six  months  time  buyers  would  say, 

when  I  called,  "Oh  yes,  you're  from  the  'little  doggy'  station." 

All  this  leads  up  to  the  fact  that  since  we've  been  out  our 
identification  has  slipped,  and  we  need  the  push  that  SPONSOR  can 
provide. 

So  we'd  like  to  reinstate  our  schedule  of  third  page  ads  effective 
with  the  first  April  issue  once  a  month  for  one  year.   Lots  of 

nev.  time  buyers  in  the  business  who  ought  to  get  acquainted  with  "Pal." 

V.ould  you  be  good  enough  to  send  me  a  contract — same  rate,  I  trust. 

Laurens /Mt»o  re 
Executive  Vice  President 

"Oh  yes, 

you  Ye  from 
the  little 

doggy 

station *  * 

ni'i-'-'s  vvhal  an  ad  schedule  in  SPONSOR  docs  I'm-  your 

station.     You're  in  the  limelight.     And  that's  important. 
For  there  are  more  than  3,000  sets  of  tv  and  radio  call  letters  fighting  for 

the  timebuyer's,  accounl  executive's,  and  ad  manager's  attention.    Your  message 
gets  the  lull  attention  of  these  decision-makers  in  a  top-rated  prestige  magazine 

where  7  ou1  of  Id  readers  are  in  buying  jobs  (guaranteed  circulation 

10, ()()()  i  and  every  word  of  editorial  copy  is  beamed  righl  at 

them.     You  can't  heat  a  buy  like  SPONSOR. 

SPONSOR 
THE   MAGAZINE   RADIO   AND   TV   ADVERTISERS    USE 
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lHflU£HCB\ "    BIG  AUDIENCES ;£a 

^ 

THE 

cunu/ SHOW 
TRANSCRIBED  MUSICAL 

VARIETY  RADIO  SERIES 

Here's  ;i  top-rated  show  ...  a 
proven  audience  Kilter  in  any 
market  .  .  a  prestige  and  sales 
builder  for  any  product! 

It's  a  combination  of  the  best 
dI  the  "Fabulous  Foley"  and  his 
regular  cast  of  Ozark  Jubilee 
network  Stars  ...  big  name 
guest  stars  .  .  .  perfect  produc- 

tion' 
AVAILABLE  NOW  ...  in 

most  markets  ...  3  to  5  shows 
eek  For  FREE  Al  DI 

TION,  information  on  Pro- 
motional Materials  and  down- 

lo earth  costs  in  your  area  .  .  . 

CONTACT: 

John   B.  Mahatfcy    •    F.   E.  Siman,  Jr. 

RADIOZARK 
ENTERPRISES,     INC. 

SPRINGFIELD,  MISSOURI 
PHONE  24422 

NEW    YORK 
Pl«*  1  3366 

MINNEAPOLIS 
Lincoln  5689 

LOS   ANGELES 
Dunkirk  7  4388 

CHICAGO 
State    2  7494 

DALLAS 
Prospect   3723 

SAN   FRANCISCO 
Sutter    SS68 

{Continue//   from    page  24) 

\n\  reason,  1  maintain.  i>  reason  enough.  But  where  have 
the  local  station  and  the  network,  time  salesmen  been?  Where 
have  the  distributors  of  syndicated  tv  film  series  been?  What 

kind  oi  a  job,  for  that  matter,  has  the  Curtiss  agency  been 
doing  on  these  gentlemen? 

For  a  good  part  of  the  somewhal  lengthy  dinner.  I  made 
like  any  or  all  of  the  above  groups.  I  made  like  a  guy  who 
believes  in  television  as  an  advertising  medium  because  I  do. 

Mm  when  the  reactions  and  responses  and  counterattacks  oi 

\h--r-.  Sclmering  and  ()l-zvk  weren't  flahhering  me.  the\ were  gasting  me. 

Said  I.  "Advertising  expenditure-  in  television  have  in- 
creased each  year  for  years  at  the  mosl  tremendous  rate  ever 

known  to  Industry,  and  the  other  media  have  been,  tor  the 

most  part,  -landing  >till  or  retrogressing." 
"Oh,"  said  the  other  side,  "they're  -pending  tax  money; 

they're  taken  in  by  the  glamour  of  the  big  stars;  they're 

tooled  by  the  rating-.  .  .  ." 

"Everybod)  get-  up  and  goes  to  the  kitchen,  or  talk-  to  hi- 

wife  during  the  commercial-.""  said  reporter  Norm  Miller. 
"That's  a  loose  remark.""  I  said.  "Some  people  actually 

listen  to  and  watch  the  commercials  and  some  ol  the  com- 

mercials actually   -ell   goods." 
"\ol  like  newspapers."'  -aid  the  opposition.  "Women  bu) 

newspapers  ju>t  to  read  the  ads.  They  make  up  their  -hop- 

ping li-t-  from  the  ads.  Take  Philip  Moi  ris,  aren't  the\  drop- 
ping /  Love  Lucy,  the  number  one  -how  in  television.  \\  h\ 

would  the)  drop  it,  it  it  were  doing  a  job  for  them?" 
"Could  be  an\  number  of  reasons,"  I  said,  "Bui  another 

advertiser  is  picking  it  up  immediately.  It  ii  weren't  doing 

a   job,  \\h\    would  he  do  that?" 
"I  le  wants  the  prestige." 

"The  only  thing  I  ever  watch  on  television,'  said  Mr. 

Schnering,  "Are  the  fights." 
"1  es,"  said  Mr.  Olszyk,  "and  even  with  the  fights,  you  only 

get  a  good  one  ever)  couple  oJ  months,  and  those  turkeys 
do  the  advertiser  more  harm  than  good. 

The  dinner  was  great,  the  discussion  was  highK  stimulat- 

ing. Mill  equally,  as  one  thought  about  it  later  and  think- 
about  ii  now.  depressing.  I-  everyone  in  t\  doing  so  greal 

that  so  shabb)  a  selling  job  has  been  done  on  .1  manufac- 
turer ol  a  national*)  distributed  cand)  line  which  grosses 

$70  million  pet  year?   Hey,  salesman,  where  art  thou?   *  *  * 
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tiler  ill  ud-lillhin"  llien   ivy 
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WESTINGHOUSE    BROADCASTING    COMPANY,   INC. 

©@® 
wbz+wbza  •  wbz-tv.  Hoston ;  kvwwptz.  Philadelphia, 

KDKA  •  KDKA-TV.  Pittsburgh;  WOWO.  Fort  Wayne; 
kex,  Portland;  KPIX,  San  Francisco 

KPIX  represented  by  The  Katz  A<;kncy,  Inc. 
All  other  WBC  atatiuns  represented  by  Free  &  Peters,  Inc. 

Bob  &  Ray 
NOW  ON  WBZ  +  WBZA 

The  clowns  are  back  in  Boston  town.  And  all 

New  England's  laughing  every  weekday  from 
5  to  6  p.m.  Women,  tuned  to  the  afternoon 

serials,  stay  for  Bob  and  Ray.  The  youngsters 
dial  a  smile  at  5  P.M.,  too.  And  during  the 

5  o'clock  traffic  rush  you  can  follow  Bob  and 
Ray  from  car  to  car. 

Give  your  commercials  the  fabulous  Bob 

and  Ray  punch  on  New  England's  most 
powerful  voice.  Remember,  you  cover  51 

counties,  6  states  with  WBZ+WBZA.  For 
availabilities,  call  Bill  Williamson,  WBZ+ 

WBZA  Sales  Manager  at  ALgonquin  4-5670. 
Or  call  Eldon  Campbell,  WBC  National  Sales 

Manager,  PLaza  1-2700,  New  York. 

4  APRIL  1955 55 



COTTAGE   CHEESE 

>l'<>\M>li:   Peacock  Dairii AGENCY:   Direcl 

CAPSI  II    i   ̂ SE  HISTORY:  /  one-month  campaign  by 

/hf  Peacock  Dairies  increased  sales  of  their  non-fat  cot- 

tage cheese  12'  <  over  the  same  period  last  year.  One 
announcement  was  made  every  morning  on  the  George 

|)a\  [disk  jockey)  Show,  7:30  a.m.  Monday  through 

Saturday  for  jour  weeks.  The  sponsor's  cost  jor  this 
campaign  was  $88. 

Kl  RO,  Bakersfii  Id.  Cal. PROGH  \\l:    Georn.-    I)a\    Sh,.u 

results 

HOUSE    DRILLS 

SPONSOR:  Scotl   Mitchell  House         AGENCY:  Klores  &  Carter 

I  APS1  I  I  I  AS!  HISTORY  :  To  boost  its  mail  tally  and 

pi  me  the  effectiveness  of  nighttime  radio.  II  \  I  \  of- 

fered sets  of  Scott  Mitchell  House  Drills  for  $2  a  set. 

The  offer  nas  repeated  three  times  a  week  for  four  weeks 

on  the  II  \  I  \  Bohemian  Band  Show,  6:15-6:30  p.m. 

Monday  through  Friday.  During  those  jour  weeks,  1,977 

orders  were  received  and  filled.  The  gross  return  nas 

-  1,954;    the  cost,   $360. 

\\  \  \\.  Yankton,  S.  D. PROGR  \M:  Bohemian  Band 

CUBE   STEAKS 

Kl  IX.  Twin   Falls,  Idaho PKOGR  AM:    Announcements 

SPONSOR:  Buhl  merchants  AG!  N<  \  :   Direcl 

<  APS1  I  I  <  ASF  HISTORY  :  The  merchants  of  Buhl,  a 

small  Midwest  m  town,  hod  a  "dollar  day"  promotion, 
each  store  featuring  a  special.    To  promote  the  event.  80 

announcements   were   run   on    Kl.l\    ihi'   du\    before,   each 
participating  dealer  getting  three  announcements.  The 

dealers  reported  the  largest  traffic  and  business  volume 

in  the  history  of  the  event.  One  grocery  store  sold  l.loo 

cube  steals,  its  special  foi  the  day.  The  cost  fot  each 

participant  nas  $16. 

NYLONS 

SPONSOR:  The  Sail)    Shop  AGENCY:  Dirw 

CAPSULE  CASE  HISTORY:  To  boost  the  sale  of  nylo 

stockings,  The  Sally  Shop  placed  three  announcement 

on  CFJC.  ill  three  announcements  ran  the  same  day 

It  the  end  of  three  days  1,000  pairs  of  nylon  stocking 

selling  at  69  cents  a  pair,  had  been  sold.  The  sponsor 

cost  was  v!i. 

CFJC,  Kamloops,  B.  I  . PROGRAM  :     Annniincement 

ALMANAC 

SPONSOR:    MFA   Mutual   Insurance  AGENCY:    Dir.  r 

<  APSl  I  I  I  ASE  HISTORY:  I//  /  Mutual  Insurance  o\ 

fered  an  almanac  on  the  Hill  MacDonald  Down  on  tlu 

I  ami  program.  The  initial  mention  brought  219  re 

spouses.  Two  months  later,  alter  the  offer  had  been  mad 

L3  times.  4.49.")  listeners  had  responded.  \IF  I  sponsor 

two  five-minute  segments  of  the  Down  on  the  Farm  pn> 

gram.     Each    program    costs   $38. 

Kl   AB,  Omaha  PROGRAM:   Down  on  the  Farn 

BREAD 

SPONSOR:  Eddie  Leonard  Sandwich  Shops        AGENCY:  Direct 

CAPSULE  I  ASE  HISTORY:        Eddie    Leonard    had   over- 

bought   on    bread  for   Christinas    Eve.   a   slow   night   foi 

sandwich  business.  Leonard  called  Les  Sand,  whose  all- 

night  dish-joche\  program  he  sponsors  \londa\  through 

Saturday  from  L:00  to  3:00  a.m.  Sand  ad-libbed  com 

mcrcials  around  the  "bread  problem"  and  all  the  bread 
nas  sold  out  that  evening.  )  early  cost  of  the  show  for 

a   tWO-hour  across-the-board   segment   is   $20,000. 

W'WDC,  Washington,  I).  C.  PROi.RAM:  One  m  Six  Show 

HOUSES 

SPONSOR:  Brightwell    sir.  Co.  AGEN<  N  :   Direcl 

I  APSUL1  I  VSE  HISTORY  :  To  sell  new  house,.  Bright* 

u  ell  Construction  Co.  bought  three  IS-minute  programs 

on  II  l>l  I  consisting  of  a  transcribed  "tour"  of  the  new 
house,  and  nine  M)-second  announcements.  The  cam- 

paign lasted  for  five  dins.  In  the  two -month  period  fob 

lolling  tin-  radio  schedule  25  houses  acre  sold.  The  cosi 

of  the  radio  campaign  was  $92.75.    To  express  satisfac' 
lion  with  the  i '-stills.  Brightwell  treated  the  II  Dl  I  stall 

to  a  steal,   dinner . 
\\|)\  A.   Danville,  Va. I'R<  H  .i;  \  \l :    Announcements 



rith WAVE 
you  don't  buy  the  hills— 

fOU  BUY  THE  GOLD! 

To  do  a  good  radio  job  in  the  one  really  "golden"  Kentucky  market, 

you  don't  have  to  waste  money  digging  far  back  in  the  hills. 

WAVE  GIVES   YOU  KENTUCKY'S   BRIGHTEST  MARKET  — 

AT  THE  RIGHT  COST.    WAVE's  50%  BMB  daytime  area  almost 
exactly  coincides  with  the  rich  Louisville  Trading  Area,  which 

accounts  for  42.5%  of  the  state's  total  effective  buying  income. 

GILT-EDGED    PROGRAMMING  — NETWORK    AND    LOCAL. 

WAVE  is  the  only  NBC  station  in  or  near  Louisville.   Local 

programming  is   top-drawer,   too.    Our  staff  numbers  62  good  peopl 

44  exclusively  for  on-the-air  radio  activities. 

Dig  that  WAVE,  and  you've  got  the  gold!    NBC  Spot  Sales 
has  all  the  figures. 



TO  SELL 

JACKSONVILLE 
(and  the  rich  Northeast 

Florida  market . . .) 

WJHP-TV 
Channel  36 

§  §  § 

76,500  UHF  SETS-IN-USE 

§  §  § 

ABC    •    NBC    •    DuMONT 
Television  Networks 

§  §  § 

For  rates,  availabilities,  and  oth- 

er information,  call  Jacksonville 

EX    8-9751    or    New   York    MU 
7-5047. 

§    §    § 

WJHP-TV 
JACKSONVILLE,    FLORIDA 

276,000  watts 
on   Channel   36 

Represented    nationally    by 
John    11.    Perry   Associates 

agency  profile Ed  (Shepherd)  Head 
V.p.,    Radio-Tv    Copy    Chief 
Benton    &    Bowles,    New  York 

"Advertising  is  really  the  main  place  where  a  writer  can  make 

money,"  says  Ed  (Shepherd)  Mead,  B&B's  v.p.  and  radio-tv  copy 

chief,  who's  proved  differently  with  several  money-making  satires,  in- 

cluding a  best-seller,  "How  to  Succeed  in  Business  Without  Really 

Trying."  (The  hook,  incidentally,  is  just  now  being  shaped  into  a Broadway  play.) 

"Writing  is  an  incurable  disease,"  Mead  continued,  blowing  the 

dust  off  a  copy  of  his  first  novel,  "The  Magnificent  Maclnnes" 
(1949),  which  usually  sits  on  the  shelf  behind  his  desk.  This  novel 
was  recently  put  out  in  pocket  book  form  by  Popular  Library.  A 

few  weeks  before  this  event.  Charlie  Heckelman,  editor  of  the  paper- 
bounds,  called  Mead  to  check  on  a  new  title  for  the  novel. 

"We  think  'The  Glorious  Virgin'  is  a  good  title."  said  he. 
"Great."  Mead  agreed.  "Only,  there  aren't  am  virgins  in  the 

book." 

I'.S.  Its  paper-bound  title  is  "The  Sex  Machine."  No  questions, 

please. 
When  not  gnawing  upon  the  hand  that  feeds  him  by  writing 

satires  about  radio,  tv  and  advertising.  Mead  writes  or  approves 
of  all  radio  and  tv  commercials  turned  out  by  B&B.  Since  the 

agency  billed  $37.5  million  in  air  media  in  1954  (see  air  billings 

of  top  20  radio-tv  agencies  in  sponsor,  13  December  1954),  Mead's 
job  is  considerable. 

In  the  first  two  months  of  1955.  B&B  produced  a  total  of  486 

live  and  film  commercials  to  go  on  network.  435  live  and  film  com- 
mercials telecast  locally.  As  of  1  March  L955,  Id  B&B  clients  were 

using  t\.  for  24  different  products  over  more  than  45  tv  programs. 

"  \  commercial  is  only  as  good  as  the  sales  it  produces,"  Mead 

told  sponsor.  "Therefore,  it's  often  dangerous  to  use  humor  within 
commercials.  Of  course,  you  can  do  it  with  sofl  drinks  or  candy  or 

other  low-cost  items.  But  when  you're  selling  high-priced  items  that 

are  infrequent!)  bought,  like  refrigerators,  don't  do  it  with  gags — 
do  it  with  information." 

\  suburbanite  when  not  an  agenevman.  Mead  has  produced  in 

his  spare  lime  five  novels,  innumerable  plays,  a  daughter  (nine), 
two  -on-    i  -i\  ami  three) . 

"M\  wife  and  I  ration  tv-watching  for  the  kids."  says  Mead.  "Of 

«  ourse,  there  an-  some  programs  that  they  can  get  a  lot  out  of."  *  *  * 
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ROUND-UP 
{Continued  from  page  50) 

pages  of  recipes  submitted  b\  program 

listeners.  The  pre-publication  cost  of 
the  book  was  $1  per  copy,  and  listeners 
in  nine  counties  sent  in  more  than 

2.200  orders  before  anyone  had  seen  a 

completed  copy.  All  promotion  was 
done  on  WLPO. 

Station  supplies  mats  to 
54  Arizona  newspapers 

A  broadcasters'  matted  feature  serv- 
ice is  being  made  available  to  74  news- 

papers in  Arizona  with  a  combined  cir- 
culation of  over  210,000.  The  features 

are  written  by  Dan  Schwartz  of  KPHO 

radio  and  tv,  and  have  already  been 

picked  up  by  54  papers  in  the  state. 

"Standby,"  the  weekly  service,  has  a 
column  of  news  notes  and  anecdotes, 

a  household  hint  section,  and  a  "be- 

hind the  scenes"  picture  section.  *  *  * 

RCA  produces  color  film 
to  sell  new  tv  line 

To  introduce  its  1955  tv  set  line, 

RCA  has  completed  a  22-minute  musi- 
cal comedy  color  film  for  showing  to 

dealers.  Music  and  lyrics  were  by  Ray- 
mond Scott,  leader  of  the  Hit  Parade 

orchestra  on  NBC  TV.  Entitled  "The 

Big  Change,"  the  film  stars  Judy  John- 
son, formerly  of  Your  Show  of  Shoivs, 

and  Cliff  Norton.  The  film  was  shot 

at  NBC  studios  in  New  York. 

Release  date  is  not  yet  set  but  is  ex- 

pected to  be  some  time  in  May.    *  *  * 

Briefly  .  .  . 

After  more  than  five  years  on  tele- 
vision, WhaCs  My  Line  has  been  made 

into  a  newspaper  game.  Goodson  and 

Todman,  the  tv  show  producers,  have 

turned  the  newspaper  version  into  a 
puzzle  with  a  series  of  jumbled  words 

that  are  solved  to  reveal  an  occupa- 
tion identified  by  associated  words  in 

the  clues. 
#        *        * 

TV  Classified,  a  15-minute  daily 

show,  has  been  pronounced  a  "huge 
success"  by  Jack  S.  Atwood,  station 
manager  of  WCSH-TV,  Portland,  Me. 
Though  only  four  months  old,  the 

show  already  has  gained  much  popu- 
larity with  viewers  and  advertisers 

alike.  Help  Wanted,  Positions  Wanted, 

and  other  classified  categories  are  part 

of  the   program's   format. 
(Please  turn  to  page  95) 
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Ii  m  e 
It's  Spring,  and  NBC  Radio  is  growing  everywhere  you  look! 

Growing  new  business,  for  example.  During  the  past  season,  NBC 

Radio  signed  up  $16,116,000  in  new  business  —  a  165%  new-billings 

increase  over  the  previous  season.  Fifty  sponsors  are  making  sure, 

through  new  time  buys,  that  their  advertising  bears  a  cash  crop. 

The  reason?  New  programming  ideas  and  sales  patterns  in  NBC 

network  radio  —  like  the  Mary  Margaret  McBride  and  Dr.  Norman 

Vincent  Peale  morning  strip  shows,  the  widely  acclaimed  Biographies 

in  Sound,  and  the  exciting  new  concepts  to  be  unveiled  shortly.  All 

of  them  represent  a  creative  approach  to  radio  as  a  modern  medium, 

filling  a  special  and  vital  role  in  people's  lives. 

Yes,  it's  Spring  at  NBC,  and  things  are  stirring.  It's  a  time 

of  growth,  of  vitality  and  movement. 

Need  a  Spring  tonic? 

Exciting  things  are  happe fling  on 

HI  Radio 

A 

\ 

9 

Companies  making 

new  investments  in 

NBC  Network  Radio 

during  '54-'55  season: 

tilts-Chalmers 

Manufacturing  Company 

Allstate  Insurance  Co. 

American  Dairy  Association 
American  Motors  Company 
Armour  &  Company 

Buii  I.  W'otoi  Division, 
General  Motors  Corporation 

Broun  &  II  illiamson 
Tobacco  Corp. 

Coign n.  Inc. 

Carter  Products,  Inc. 

Coast  Fisheries 

Crosley  Division, 
II  CO  Manufacturing  Corp. 

Crowell-Collier 
Publishing  Company 

Curtis  Publishing  Company 

D'Con  Company,  Inc. 

Dodge  Division, 

Chrysler  Corp. 
Doeskin  Products  Inc. 

Frawley  Manufacturing  Co. 

Ccn  a  a/  Poods  Corporation 

General  )lotors  Corporation 

Gillette  Safety  Razor  Co. 

Ilai ion  Publishing  Co. 

Iludnut  Sales  Co.,  Inc. 

Kiplinger  Washington 

Agency,  Inc. 
Lever  Brothers 

Lewis  Howe  Company 

Liggett  &  Myers  Tobacco  Co. 
Mars,  Inc. 

Merit  Plan  Insurance  Company 

Miles  Laboratories,  Inc. 

Mytinger  &  Casselberry,  Inc. 

Nash-Kelvinator  Corporation 

Oldsmobile  Dix  ision, 
General  Motors  Corporation 

Pharmaco,  Inc. 
Plymouth  Motor  Corp., 
Division  of  Chrysler  Corp. 

Q-Tips,  Inc. 

Radio  Corporation  of  America 
Re  son  Sales 

Rexall  Drug  Co. 

Rhodes  Pharmacul  Co.,  Inc. 

The  Murine  Company,  Inc. 

The  National  Life  &  Accident 
Insurance  Co.,  Inc. 

The  Prudential  Insurance 

Company  of  America 

The  Quaker  Oats  Company 

The  Texas  Company 

The  Toni  Company, 

on  of  the  Gillette  Co. 
The  Travelers  Insurance  Co. 

Vitamin  Corporation  of  America 

II  .  P.  Fuller  &  Co. 

Webster  Products 

White  King  Soap  Co. 



1,000,000  customers  in 

the  TSLN  coverage  area 

are  Spanish-speaking... 

Actually,  well  over  half  the 

population  covered  by  the 

Texas  Spanish  Language  Net- 

work is  Spanish-speaking.  In 

the  Lower  Rio  Grande  Valley 
it  constitutes  76%  of  the 

population,  in  El  Paso  over 

60%  and  in  San  Antonio  49%. 

Together  they  offer  adver- 
tisers a  combined  market  of 

1,000,000  Spanish-speaking 

customers.  And  you  reach  this 

market  most  effectively 

through  the  TSLN. 

TEXAS  SPANISH 

LANGUAGE  NETWORK 
KIWW  XEO-XEOR  XEJ 

i  tonio        Rio  Grande        El  Paso I  alley 

Represented  nationally  by 

NATIONAL  TIMES   SALES 

\  i  i    )  nrk  •  Chicago 

HARLAN   G.   OAKES   &   ASSOC. 

Los  A  ngt  l> San  Francisco 

(Continued  from  page  10) 

television  viewers  are  surfeited  with  situation  comedies  of  the 

domestic  variety  which  always  revolve  about  a  35-year-old 
father  and  mother  and  their  two  exasperating  but  typically 

adorable  youngsters.  I  don't  believe  there  is  anything  un- 
sound in  the  formula.  I  realize  (after  re-reading  a  recent 

column  of  my  own)  that  there  certainly  are  grounds  for 

ready  identification  since  so  many  of  us  have  wives  and  ex- 
asperating yet  adorable  children.  However,  I  do  believe  one 

thing  is  working  hard  against  the  formula. 

It  is  simply  that  the  trying  problems  of  suburban  or  urban 
life  faced  by  this  couple  are  too  much  with  us,  are  too  typical. 
In  other  words,  they  afford  us  little  or  no  escape. 

The  tensions  in  the  lives  of  the  Nelsons,  Youngs,  Thomases. 

et  al,  are  so  close  to  home  that  many  of  us,  subconsciously, 

at  least,  want  to  get  away  from  them.  What  we  get  vicarious- 
ly from  these  suburbanites  is  not  pleasure  but  uneasiness. 

This  is  the  reason  that  a  Lassie  type  show  has  adult  ap- 

peal— its  bucolic  setting,  uncomplicated  by  refrigerators  and 

cradle  phones  and  MG's;  in  other  words,  its  escape  is  com- 
plete. And  since  tv  is  basically  an  urban  and  suburban  me- 

dium we  all  get  a  chance  to  live  on  a  farm  with  Jeff  and 
Mom  and  Gramps,  just  as  all  of  us  secretly  long  to  do  even 
if  we  were  born  on  North  Michigan  Blvd.  or  Lexington  Ave. 

That's  why  I  expect  to  see  a  rash  of  una  I  vehicles  trotted 

out  for  next  year's  television. 
Point  Number  Three:  A  fervent  pica  to  the  Nielsen  people. 

This  is  a  subject  I  may  devote  an  entire  column  to  at  a  latei 

date.  Bui  for  now — can't  you  folks  be  faithful  to  your  own 
precepts  and  print  the  Average  Audience  figure-  up  big  and 
black  and  relegate  the  Nielsen  Ratings  which  now  get  top 

billing  to  the  tiny  fine  type?  You  are  the  first  to  >a\  it's 
wrong  to  compare  the  dissimilar  and  thai  hour  and  hour-and- 

a-hall  long  programs  shouldn't  be  compared  rating-wise  with 
half-hour  shows  per  se.  Bui  your  presenl  format  invites 
these  comparisons. 

By  so  doing,  a  lot  of  advertisers  with  a  -ingle  commercial 

in  a  length)  epic  think  the)  are  getting  the  benefits  of  the  ac- 
cumulated audience  i  which  a  Nielsen  Rating  is),  while  the 

average  audience  size  I  in  so  main  cases,  drastically  -mailer) 
more  accurate!)  reveals  the  numbers  available  during  the 
commercial.  The  present  black  t\  pe  is  doing  a  big  job  for  the 

so-called  spectaculars  and  a  great  deal  of  harm  to  the  best 
hum  of  t\  advertising:  weekly  programing! •  •  • 
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We  Don't  Like  Competitive  Ads 

But  every  now  and  then  the  boss  insists  that  we  do  one. 

After  all,  he  says,  if  your  merchandise  is  judged  better  (by 

impartial  experts),  why  be  bashful?  That  always  stumps  us. 

So  we  do  a  competitive  ad.  As  painlessly  as  possible. 

Now  let's  get  into  this  Seattle  rating  picture.  KING-TV  is 

so  far  out  in  front  that  it's  embarrassing.  Sort  of  feel 
like  Roger  Bannister  lapping  one  of  his  opponents.  Morning, 

afternoon,  and  night,  our  program  boys  outrun  the  field. 

By  a  healthy  margin... on  three  rating  services,  yet. 

So  that's  the  way  it  is.  If  you  want  a  cinch  winner  in 

Seattle,  it's  KING-TV.  A  sure  thing.  And  who  wants  to  put 
his  advertising  dollars  on  a  long  shot  these  days? 

Channel  5 — ABC 

100,000  Watts 

Ask  your  BLAIR  TV  Man 

FIRST   IN    SEATTLE 

KiNG-TV 
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n  forum  on  questions  of  current  interest 

to  air  advertisers  and  their  agencies 

lion-  effective  are  rctcfio  com mereials  when  the  uudietwe  is 

ilointf  sonu>thing  else  while  listening 

AMERICANS   LIVE  THIS  WAY 

By  Gerhart  D.   Wiebe 
Research    Psychologist 

CBS  Radio.   \.  1 . 

Judging  l'\  what we  learned  in  a 

recent  studv .  ra- 
dio commercials 

are  highlv  effec- 
tive even  when 

tliev  share  atten- 
tion with  other 

quite  demanding 
let  i  \  it  ies.  \\  e 

found  in  a  recenl  surve)  of  motorists 

on  the  Jersej  Turnpike  that  approxi- 

mate!) 75'  <  of  those  who  had  listened 

to  a  program  on  tlieii  car  radios  re- 
membered and  could  repeat  substantial 

portions  of  the  commercial  messages. 

Mi.  responses  were  unaided  recall. 

I  he  inten  iews  were  conducted  be- 

tween a  few  minutes  and  an  hour  aftei 

the  end  of  the  program.)  Motorists,  of 

course,  are  people  with  divided  atten- 
tion. 

Motorists  arc  not  unusual  in  this 

regard.  Imericans  are  people  with  di- 
vided attention.  The  idea  of  undivided 

attention  is  a  pipe-dream.  Even  undei 

iaborator)  conditions,  psychologists 

doubl  thai  undivided  attention  can  ex- 
ceed five  seconds,  and  what  advertisers 

<an  i'\i  r  put  their  prospects  in  such 

an  ideal  Iaborator)  setting?  Fortu- 

nately, advertisers  don't  need  to  worr) 
about  thai  point,  foi  contemporar) 

\  r  i  M  i  icans  have  be<  ome  expei  t  in  cop- 

ing with  simultaneous  demands  for 
attention. 

Perhaps  a  more  realistic  approach 

in  the  subjeel  of  div  ided  attenl  ion  is 

for  advertisers  to  sel  up  -ome  such 

goals  as  these:  (1)  Gain  some  atten- 
tion: (2)  focus  this  attention  where 

\  on  want   it :    i  3  i    li  v    to  advertise  so 

that  the  other  things  within  the  range 

of  attention  will  tend  to  help,  or  at 

least  not  hinder  the  efTeet  of  )our 
message. 

Radio  advertising  compares  favora- 

bl)  with  competing  media  on  the-e 
three  points: 

1.  Radio  commercials  do  get  their 
lull  share  of  attention.  There  are  no 

pages  to  flip,  no  pictures  to  walk  awav 
from. 

2.  In  radio  advertising,  the  voice 

and  the  message  are  one  thing.  In 

competing  media,  the  attention-getter 

mav  be  separate  from  the  selling  mes- 

sage.  So,  for  example,  you  mav  get 

attention  for  a  picture,  but  not  for  the 
message. 

3.  In  your  radio  advertising,  v<ui 
control  the  lime  of  dav  vour  message 

i-  delivered.  Thus,  you  can  gear  into 

appropriate  living  habits.  And  since 

vou  don't  immobilize  the  members  of 
vour  audience,  vour  advertising  is  re- 

ceived  in  stride  as  a  part  of  ordinary 
active  living. 

Wo  <li«»i/  really  listen? 

Radio  advertisers  know  by 

nou  thai  their  messages  of- 
ten reach  people  while  thej 

(in-  engaged  in  some  "con- 
current" activity.  II  hat  fac- 

tors promote  close)  attention 
to  commercials?  How  can  an 

advertiser  time  liis  commer- 

cial for  maximum  effective- 

ness? Sponsor's  picked  panel 
provides  some  knowledgeable 

insighl  into  these  questions. 

In  addition  to  the  opinions 

appearing  on  these  pages, 
Dr.  Ernest  Dichtei  airs  his 

i  ieu  s  on  page  96. 

In  this  contest  the  listener's  divided 
attention  mav  actually  work  to  your 

benefit.  You  team  up  his  "other"  ac- tivities (things  he  wants  and  needs  to 

do)  with  your  message  (something 
vou  want  him  to  do).  This  is  one  of 

the  unique  assets  of  radio.  It  moves 

right  along  with  the  quick-step  tempo 

of  contemporar)    American  life. 

PITCH   MUST  EARN  ATTENTION 

By  Raymond  K.  Maneval 
Vice-President 

Schwerin   Research   Corp..    \.    ) . 
\\  ilhoiit  meaning 

to    be    facetious, 

I  must  begin  hv 

sa)  ing  that  it  de- 
p e n d s  on  the 
"something  else." II  the  housewife 

is  r  u  n  n  i  n  g  a 

vacuum  cleaner 
u Idle  the  i adio  is 

on.  the  effectiveness  loss  i-  just  about 

total.  II  she's  knitting,  there  mav  actU- 
allv  be  an  effectiveness  plus;  a  mind 

free  of  "guill  feeling"  over  work  left 
undone  can  be  especiall)    receptive. 

In  the  latter  connection,  I  might 

poinl  mil  thai  the  effect  ol  television 

in  driving  radio  from  the  living  room 

and  into  other  parts  of  the  house  has 
been  accompanied  hv  something  of  a 

change  in  the  techniques  ol  listening. 

I'.v  this  I  mean  that  the  radio  is  sys- 

tematical!) used  as  an  accompaniment 

in  nilici  activities  children's  home- 

work, mother's  kitchen  work,  father's 
workbench  much  more  than  in  the 

past.  The  result  has  been  the  creation 

of   more   "trained    listeners"   —people 

whose  ears  al   -t   instinctivel)   accept 
what  tliev    want  to  hear  and  reject  what 

doesn'l   interesl   them.  „ 
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It  therefore  is  more  important  than 
ever  before  that  the  radio  commercial 

earn  the  listener's  attention.  Horace 

Schwerin  pointed  out  in  the  1930's 
that  the  great  mass  of  radio  commer- 

cials neither  interest  nor  irritate  but 

arc  indifferently  received,  and  he 

coined  the  term  "psychological  deaf- 
ness" to  define  this  state.  And  it  re- 
mains true  toda\  that  adverti>inu  in- 

ability to  put  across  the  message  even 

under  ideal  listening  conditions  is  an 

even  greater  problem  than  distraction, 
disturbance  and  diversion. 

RADIO'S  PLANNED   COINCIDENCE' 

By  Richard  J.  Puff 

Director  of  Research  and  Planning 
Mutual  Broadcasting  System,  V.  Y. 

liadio  is  a  '"con- 
current acti\  il\ 

today — it  lias  the 
built-in  quality 

allowing  the  lis- 
tener to  do  some- 

thing else  while 

he  is  listening. 

Radio  is  every- 

where one  goes 

and  is  tied  closeh  to  each  individuals 

daily  living  habits.  Radio  has  a  "point- 

of  use"  sales  potential,  wherein  the 
advertiser  can  reach  the  listener  psy- 

chologically,  attracting  his  attention 

through  the  planned  "coincidence"  of 
product-mention  and  product  use. 

We  found  through  the  Mutual-spon- 

sored J.  A.  Ward  Survey  on  Daily 

Living  Habits  that  the  above  facts  of 

radio  are  true,  with  nationwide  infor- 
mation collected  in  40.000  diaries 

i  kept  quarter-hourlv  throughout  the 

day,  from  0  a.m.  to  11  p.m.  I.  We 

found  that  radio  must  be  thoughl  ol  in 
terms  of  the  individual  listener,  rather 

than  '"radio-homes"  or  sets  or  warm 
tubes.  Therefore,  we  must  focus  our 

attention  on  the  individuals  living  ac- 

tivities each  dav.  from  the  time  he  gets 

up  until  he  goes  to  bed. 

The  accompanying  statistical  chart 
from  the  Ward  Survev  shows  how  ad- 

vertisers  can  judge  elTecliveness  of 
radio  commercials  while  the  listener  is 

engaged  in  doing  something  else.  (The 

Mutual  "point  of  use'"  plan  sets  up 
sales  messages  at  the  time  of  specific 

activities,  thus  setting  up  the  chain- 

reaction  for  interest,  decision  and  ac- 

tion-to-bu)  the  product  liv  the  individ- 
ual listener,  i 

I  Please  (urn  to  jia^e  96  i 

Well,  not  exactly 
love  letters,  but  the 
next  best  thing. 
You  see,  during 

1954  WNAX-570 
received  a  whop- 

ping total  of  198.- 061  pieces  of  mail  —  141.870  of 
which  were  specifically  addressed 
to  local  commercial  programs.  That 
is  positive  proof  of  active  listener 
response! 

This  mail  came  from  all  over 
Big  Aggie  Land,  and  beyond.  A 
total  of  439  counties  in  8  states 
responded  including  the  Big  Aggie 
States  of  Iowa.  Nebraska,  the  Da- 
kotas  and  Minnesota  —  plus  Wis- 

consin. Montana  and  Wyoming. 

Not  audited  by  counties,  but  in- 
cluded, was  mail  from  Illinois, 

Kansas  and  Missouri  as  well  as  3 

provinces   in   Canada. 

Such  an  overwhelming  testi- 
monial of  affection  makes  the 

WNAX-570  talent  team  and  pro- 
gram director  blush  with  joy.  They 

know  the  660,950  rural  and  med- 
ium-to-small town  families  in  Big 

Aggie  Land  have  definite  ideas 
about  radio  entertainment.  And 
these  batches  of  mail  tell  them  they 

are  giving  the  listeners  what  they 
want. 

Translated  into  advertising  im- 
portance, that  means  WNAX-570 

gives  national  advertisers  what  they 
want.  too.  Programs  people  like 
and  listen  to  —  popular  shows  that 
sell.  Your  Rat/,  man  will  line  you up. 

*   TV     Penetration         Radio    Penetrotion    in 
National — 69%  Big     Aggie     Land — 
Big    Aggie    Land      98% 

-37% 

WNAX-570 
Yankton,   South   Dakota 
A  Cowles  Station.  Don 
same  management  as 
largest    market.        CBS 

D.  Sullivan,  Advertising  Director.  Under  the 

KVTV  Channel  9,  Sioux  City  —  Iowa's  2nd Radio 
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NASHVILLE,  TENNESSEE 

announces  tk 

WSM  entertainers,  nationally  known 
through  records,  sheet  music  sales,  per- 

sonal appearances  throughout  the  United 
States,  on  the  Grand  Ole  Opry  and  WSM 
local  live  programs,  are  the  key  to  the 
WSM  "Live  Sound  to  the  Live  Audience" 

appeal. 

I Each  week,  more  than  5,000  persons  jam  Nashville's  hotels,  motels  and  restaurants  before  viewing  Tennessee No.   1   tourist  attraction,  the  Grand  Ole  Opry.   Pictured  above,  capacity  audience  at  Ryman  Auditoriur 



opointment  of JOHN  BLAIR 

as  Exclusive  National  Representative 

&  COMPANY 

EFFECTIVE  APRIL  1,  1955 

rhe  Air  Castle  of  the  South,"  incubator 
■nationally  known  talent,  home  of  one  of 

|:  e  three  most  important  popular  music 
iblishing  and  recording  centers  in  the 
untry,  will  continue,  as  it  has  for  thirty 

ars,  to  serve  the  $2,713,331,000.00  Cen- 
d  South  Market,  with  the  finest  in  live 
ent  personality  entertainment. 

WSM  is  unique  in  being  the  single  ad- 
rtising  medium  which  can  reach  this 
tlormous  market.  No  combination  of 
flier  media  serving  the  area  can  unlock 

ese  tremendous  economic  potentials  ex- 
pt  at  great  cost. 

|  WSM  is  pleased  to  announce  the  ap- 
.intment  of  John  Blair  &  Company  as 

exclusive  national  representative,  effec- 

-e  April  1,1955. 

50,000  WATTS 
CLEAR  CHANNEL 

650  KILOCYCLES 

JOHN 
BLAIR 
l  COMPANY 

Representing 
Leading 

Radio  Stations 

The  Grand  Ole  Opry,  key  program  of  WSM,  "The  Air  Castle 
of  the  South,"  plays  to  a  national  audience,  has  been  one  of 
the  keys  to  Nashville's  emergence  as  one  of  the  three  most 
important  music  publishing  and  recording  centers  in  the  coun- 

try by  its  presentation  of  outstanding  live  talent,  many  of 
whom  have  become  national  stars. 

One  of  the  outstanding  morning  programs  in  the  country, 

"The  Waking  Crew"  presents  a  20-piece  live  orchestra  under 
Owen  Bradley,  instrumental  and  vocal  soloists  and  other  mu- 

sical groups,  time,  temperature,  weather,  news  and  local  serv- 
ice geared  to  the  WSM  radio  market  in  the  Central  South. 



I  Continued  from  page  16  i 

newspapers,  magazines,  radio,  com- 
mercial films,  billboards  and  other  me- 

dia competing  for  the  public  -  atten- 

tion  and   the  advertiser's  dollar. 
The  important  thing  to  consider  here 

is  whether  or  not  subscription  tv  will 

sell  advertising,  if  and  when  it-  starl 
is  -auctioned.  \\  ithout  advertising 

support,  how  can  it  compete  with  com- 
mercial video?  Even  with  subscriptoin 

[ees,  it  seems  to  me  that  a  limited 
revenue  from  subscribers  and  rising 

costs  i  which  are  hound  to  occur)  will 
turn  thoughts  to  the  acceptance  of 

sponsors  in  addition  to  the  collection 
of   subscription    fees. 

The  publishing  field  is  current!)  wit- 
nessing  a  parallel  situation  with  the 

Renders  Digest,  issued  without  adver- 
tising since  its  inception,  now  selling 

space  as  an  alternative  to  raising  sub- 

scription  rales  "to  meet   rising  costs." 

Toll  or  subscription  l\  doc-  not  faze 
c   mercial  video.    It  must  prove  itself 

to  get  and  hold  an  audience.  Obvious- 
ly, at  best,  it  can  onlj  have  a  limited 

audience  and  supply  a  limited  service 

as  against  commercial  t\  s  huge,  al- 
ready-established audience  and  its 

wide  choice  of  programs. 

Joseph  J.  Weed 
President 

Weed    Tv.     Xeu     York 

A  PROPOSAL 

I  propose  the  formation  of  an  "Ad- 
vertising Education  Association. 

This  organization  would  have  as  its 

objective  the  improvement  in  the  train- 
ing of  future  advertising  personnel. 

This  might  be  accomplished  by  the 

Advertising  Education  Assn.  through 

the  increase  in  cooperation  and  im- 

provement of  communication  between 
those  in  the  advertising  profession  and 

the  teachers  and  students 

Anyone  interested?  Media?  Agen- 
cies? Students?  Associations?  Teach- 
ers?   Others? 

Anyone  opposed? 
Robert  R.  Cllse 
Assl.  Professor  &  Chairman, 

Marketing  Department, 
lona  College.  New  Rochelle.  X.  Y. 

ALL-MEDIA  STUDY 

Enclosed  is  a  check  for  820.  Please 

send  me  five  more  copies  of  the  "All- 

Media  Evaluation  Studv." After  reading  mv  own  copy,  I  feel 

there's  enough  interesting  information 
to  furnish  each  salesman  with  a  per- manent  copy. 

John  T.  Curry  Jk. 

Director  of  Sales  Promotion 

WEEI,  Boston 

•       Th.-  cost   "f  tin-   "All-Media   Study"   is  St  each 
in    quantities    up    to     1  <) ;    83.50    between    10    anil 

50;  S.'i.OO  li.iv <l     I  OO:    $2.50    ah. 

f.    iVeii*  stations  on  air* 

CITY    1    8TATE 

TAMPA,   FLA. 

CALL 
LETTERS 

WTVT 

CHANNEL 
NO 13 ON-AIR 

DATE 

ERP  <kw)' 
I       Visual 

Antenna 

(ft)"* 

NET 
AFFILIATION 

14    Mar. 
316 

793 

CBS 

SETS  IN MARKETt 1 000 1 PERMITEE.    MANAGER.    REP 

WFLA-TV     NFA Tampa    Tv    Co.  Rep:    Avery-K 
Doyle   E.   Carlton,   pres. 
W.   Walter  Tison,   v. p.   &   gen.   mgr. 

II.     /Veto  construction   permits 

CITY   4    8TATE 

ST.   LOUIS,   MO. 

CALL 

LETTERS 

CHANNEL 

NO 
DATE  OF 
GRANT NET  [ERP  (kw)"     Antenna      STATIONS 

AFFILIATION     |       Visual  (ft)*"  ON  AIR 

SETS  IN 

MARKETt 

1 000) 

PERMITEE.     MANAGER.     RADIO 

KTVI 36 9    Mar. 
•>i/i  con      l/CTr  7r»l    vhf  Signal    Hill    Telecasting    Corp.    Rep: 214  590      Ktlt.  /OIVIU         Paul   E.   Poltason.  pres.-treas.  Tv  Reps 

KSD-TV  Harry   Tennenbaum.    v.p. 

KWK   TV  'ohn  D'  S^"61"-  Jr-  exec  vp    &  ofn 

VVTVI' 
III.     At'ic    <fji»fi(*cf(ioii.v 

CITY     «.     STATE 

FORT   PIERCE,   FLA. 

MILWAUKEE,    WIS. 

PHILADELPHIA,    PA. 

CHANNEL NO. 

19 

31 

29 

DATE FILED 
ERP    (kw)« 

Visual 

18    Mar. 

11     Mar. 

19.5 

19.7 

18    Mar.         225.4 

Antenna 

(ft)"* 

272 

353 

634 

ESTIMATED 

COST 

$123,750 

$124,961 

ESTIMATED 
1ST    YEAR 

OP.     EXPENSE 

$520,000 

$150,000 

$445,000    $520,000 

TV    STATIONS 
IN     MARKET APPLICANT,    AM    AFFILIATE 

None 

WXIX 

WTMJ-TV 

WTVW 

WCAU-TV 

WFIL-TV WPTZ 

Gene   T.   Dyer,   sole  owner 

Business    Management.    Inc. 
Joseph   A.   Clark,   pres.   &   troas. 
sole    owner) 

Edward    I.   Stillman.   v.p. 

Philadelphia    Bcstg.    Inc. Thrndori    R     Hand.    pres. 

/  ,S,   stations  on  air 

Markets  covered 

BOX  SCORE 
I  It  It         Post-freeze  commercial  c.p.'s 
'27t'l  1. 1  tin  Ires   on    air 

•Hoth    new    c.p.'i    and    nations    going    on    the    air    li  ire    those    which    occurred    I 
I    .M  arch 
ronalslered   la   hi    in   Ins   in    when   'ornmerrlnl   operation   stuns      ••EffeetlTe   radiated    pnwor      Aural 
fmer    uiuall)     i.    one  hair    the    visual    power,      '"Antenna    hclKhi     above     overage    terrain     (not 
Hi. >t e    trouinlJ       1 1 nfoi uiatlon   or.    [I  of   sets    In    markets    where   noi    designated    as    being 

r-mii    Mic    Research,   rnnslal  u   rrom   ihe  stations  or  reps  and   must  be  deemed   aiiproil. 

.-,.««  I  U.S.  tv  sets  I  I  Feb.  '55) 

:t21i  I  ,S.  I>   homes   I  !   Feb.  '55) 

:t  1,36  I.OOO§ 
32,600,000§ 

ra.iln  station   which    Is    granted   a      rp     also   represents   the   new   it   operation,     since   at    pres 

tt    ts    generally    too    early    to    ronllrm    IT    representatives    of    most    grantees.    SPONSOR    list 
In    Mils   column    (when    a   radln  beei     llvei     'lie    Iv    ■ 

\n     \'   '  its      ;   .    ti      '     marki 
.    ,.,.    w  i\  i      Belleville     111.;    relinquished      This    number    Includes 

rrmdered    thcli  bad  1'CC. 
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IOWA 

wianac 
SERIES      1 

He  edits  an  Iowa  newspaper,  reflecting  the  tempo  of  his  community. 

Like  250  other  WOI-TV  area  editors,  he's  been  writing  about  television 

for  five  years  now.  When  he  "talks  television"  he  specifies  WOI-TV,  the 
community   station  of   all   Central   Iowa. 

AMES-DES   MOINES 

1DD.DDD  WATTS 

CBS       ABC       DUMDNT 

REPRESENTED   BY 

WEED  TELEVISION 

WOI-TV 

IOWA     STATE     COLLEGE 



from  the TOP of  Mt.  Greylock 

look  in  any  direction  and  you'll 
see  plenty  of  people 

money  to  spend 

in  New  York 
 State 

ith 
W'fn       wtc^ot 

on 

Vet 

vv 

3   MAJOR  MARKETS  IN    5   STATES  YOU  CAN  REACH  WITH 

WMGT  CHANNEL  |9 
3,700    FEET    ABOVE    SEA    LEVEL 

For  the  thrifty  advertiser  looking  for  a  lot  of  TV  coverage  for  a  mini- 

mum cost  —  WMGT  is  one  of  the  "best  buys"  in  the  country.    It 
reaches  into  five  prosperous,  well  populated  states  —  Massachusetts, 
Connecticut,   New  York,   New   Hampshire  and   Vermont.     Want   to 

reach  TV  families  in  Albany,  Schenectady,  Glens  Falls, 

Pittsfield,   Springfield  and   the  more  than  250 
other  communities  in  this  rich  and  diversified 
area  at  low  cost?    Use  WMGT. 

GREYLOCK  BROADCASTING   CO. 

8    Bank    Row     •     Pittsfield,    Massachusetts 

Represented  by  THE  WALKER  COMPANY 

Want  to  know  more? 

WRITE  TODAY  FOR  MARKET  DATA  FOLDER 

70 
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ighttime    4    April     1955 

SUNDAY        I  MONDAY 

TV  COMPARAGRAPH  OF  NETWORK  PROGRAMS 

TUESDAY  I  WEDNESDAY  I  THURSDAY 

Nighttime    4    April    1955 

FRI  DAY 

FTawlej   Corp:      MCh      co-op       L 

FC4B   *™  Im,„    D.ry    N(*i 

I 

l>rn?ldl      Uttali  tii»  BB4.T  thr»2.500 

»«di  $21,000  f  ■•"•III     I7S0O  C1W      *M2.S00 

ICCb       co-oo       L 

fool:  Ijobbl  bom* 
'4H>     m  oolj     L 

PlyniKith    NewT 

,%Dt 

HS.OOI Cavil <rl    Am 

nf, 

Kuklk.    Fru   & 

E»iUn  an -Kodak      Kuklt    P«n    I 

SATURDAY 

c-e      "m.ooo  l»w_ 

Cim.l  Nat  Can 

I«y     •□1I».W0    , 

p-F'-ilmellT,  TV    H-md*-  > 

Admiral    CtT3       135NT tSCB  1 90. 000   . 

No    network  SdxIiiuIui 
pro  I  run  lot  (>  *  ̂0      liiklnl) 

>   WIS   l-(:S0  tile 

Mirkey     Rssn«y 

44Hj     .ii  -.«      r 

1200,000   111  $11.1 

IHIO.OOO  ««E  151,000  VAfl  (75.000      *  MNT         |4J  „A 

fr  -   i  -    — ■  CAW  i22.00«  W.™» 
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'•;    Ch.    Ctil.Mo.    B»,    Uclljwua],    NT.    N.« 

Wlllliaiufl,   BiUi:  CBS.   T  10-10  SO  pm 

Emtrion    Drug,    LAN  "nTN.    ill   F   10-10:30  pm 

.    Burarit:    NBC.   all   Nil   I 

I  F«dt,  JWT:  NBC, 

if   S:IS4   pm;   Sua 

Slmonii  Ct..  88CB.  NBC.  ill  F  U-0  30  pm;  CBS. 

f.PKki/d,    B&Br    ABC, 

/    PA. 
...the  Low-Down  on  the 
UPPER  OHIO  VALLEY! 

Wheels  are  whirring  in  the  Wheehng-Steubenville  market— 

aptly  called  "the  rich  Ruhr  Valley  of  America  "  This  is  a  major  market 
with  an  abundance  ol  natural  resources  and  luel;  a  plenhlul  -iupply  of 
manpower  has  attracted  and  continues  lo  attract  more  big  industry 

The  industry  is  diversified,  including  steel,  steel  fabricating,  ^S^ chemicals,  pottery,  glassware,  paint,  toys,  tobacco  and  textiles. 

Smart  adversers  have  learned  the  best  medium  to  reach 

this  rich  market  effectively  and  at  the  lowest  cost  per  thousand  is 
WTRF-TV,  Wheeling,  West  Vj  Within  its  coverage  area  there  are  397,000 

families  consisting  of  1,399,800  people,  owning  304,778  television  sets. 
The  combined  annual  spendable  income  of  this  market  is  SI, 980,105.000 

or  an  average  ol  S5,631  per  household,  $357  more  than  the  national  average. 

WTRF-TV  operates  with  31&000  watts  on  channel  7,  broad- 

casting  120  hours  of  programming  a  week  including  top  NBC  and  ABC 

shows,  supplemented  by  local  originations  ol  widespread  interest  Every 
Telepulse  survey  made  in  the  Wheehng-Steubenville  area  has  given  S 

WTRF-TV  a  sweeping  majority,  the  latest  indicating  that  63  5%  of  Ihe         ̂ S^ 

tuned  in  audience  between  12  noon  and  midnight  dialed  channel  7.         ..■•■""^ When  planning  any  television  campaign  intended  to  pene- 

trate Ihe  major  markets  of  America,  remember  the  "Ruhr  Valley  ol 
America"  and  the  besl  medium  lo  reach  it— WTRF-TV.  For  availabilities 
call  HoNiogbery  or  Bob  Ferguson,  VP  and  General  Manager,  Wheeling  1177. 

a  Bit  &  p*p*'  Co •"tjl  Foundry  4  Muftim 

■ 
iKlAltssCiaisCorp 

I.   ii.iei  .i  :..,.!-.  r-iints S.lvjnu  ([fdric  Prodvcd,  In 
i  Co-    U   S   SlampmgCa 

Wei. ion  $!etl  Co 

Wheelin(Co"u«lir.gCo. 

Wheilini  Sled  C  irn 

Channel   ̂   316,000  Watts 

WHEELING,  WEST  VIRGINIA 



"The  service  with  the  most  subscribers" 

LARGEST  SAMPLING  OUTSIDE   U.  S.  CENSUS 

SHARE  OF  AUDIENCE  AT  A  GLANCE 

-for  the  stations  delivering  more  than 

90%  of  listening  and  viewing  in  all  U.S. 
Here  at  your  finger  tips  are  140  markets  reported  by  Pulse  during 

1954.  You  see  all  stations  from  sign-on  to  sign-off — as  many 
days  as  regularly  reported  for  each  market.  Area  defined;  total  TV 
and/or  Radio  Homes;  affiliation;  reports  available.  Immediately 
usable  facts!   Order  today! 

Pulse  TV/Radio  Annual  2  Vols 

QA    complete Oil    set,  2  vols. 
Per  single  book, 

$20  each  for 
Subscribers 

"One  of  the  most  useful  references  ,„  tv  Radio.- 
users  say.     Last  year  the  orders  necessitated  a  second  printing. 
Avoid  disappointment,  delay,  by  ordering  your  set  now. 

This  staggering  job  of  tabulation — many  thousands  of  hours 

of  work — puts  into  single  pages  cumulative  station  data  for  an 
entire  year  for  each  Pulse  market. 

Just  figure  the  many  manpower  hour,  you  ordinarily  spend 

digging  out  similar  data  for  one-time  usage! 

Order  now — just  a  line  or  phone  call 
be  billed  after  delivery. 

ill  suffice.    You  will 

This  month  throughout  the  U.S.,  117,000  homes  ore 

being  interviewed  for  next  month's  "U.S.  Pulse  TV' 

URBAN  COVERAGE 

PULSE,  Inc.,  15  West  46th  St.,  New  York  36 

Telephone:  Judson  6-3316 
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WMBV-TV 

OVER  TWICE  THE  POWER 

WAS   110,000  WATTS 9'B'S'B'n*n 

NOW  240,000  WATTS 

50%   MORE   TOWER 
WAS  583  FEET 

NOW   825   FEET 

TWICE 
THE    STUDIO    FACILITIES 

COMPLETE     Studios    and  Offices  in    GREEN   BAY  and 

■■■■■IPH 

B 
AFFILIATE 

4  APRIL  1955 

WMBV-TV CHANNEL     11 

CHERRY    b    MASON    STS.,    CREEN    BAY,    WIS. 

RADIO-TELEVISION     PARK,    MARINETTE,    WIS. 

Represented     Nationally     By 

VENARD,    RINTOUL    &     McCONNELL 

77 



HOOPER  -  PULSE  -  ARII 

gree  ... 

Leads    Houston    by 

LANDSLIDE 
49  out  of  50  top  Houston  shows*  are  on  KPRC-T 
KPRC-TV  George  Gohel    
KPRC-TV  Waterfront      

KPRC-TV  My  Little  Margie  . . . 
KPRC-TV  This  It  Your  Life  . . . 
KPRC-TV  Your  Hit  Parade  . . . 

KPRC-TV  You  Bet  Your  Life  . . 

KPRC-TV  Dragnet     
KPRC-TV  Fireside  Theatre  . . . 

KPRC-TV  Million  Dollar  Movie 

KPRC-TV  Roy  Rogers    
KPRC-TV  Lux  Video  Theatre ... 

KPRC-TV  Comedy  Hour    
KPRC-TV  Ford  Theatre    

KPRC-TV  Producer's  Showcase 
KPRC-TV  Cisco  Kid    

KPRC-TV  Life  of  Riley   

KPRC-TV  Robert  Montgomery 

. .  61  KPRC-TV      Buick-Berle  Show    42 

. .  57  KPRC-TV     Truth  or  Consequences    42 
. .  52  KPRC-TV     Circle  Theatre     41 

..  52  KPRC-TV      I  Married  Joan    41 

..  52  KPRC-TV     Ramar  of  the  Jungle    41 

. .  51  KPRC-TV     Donald  O'Connor     40 

..  49  KPRC-TV     TV  Playhouse      39 

..  49  KPRC-TV     I  Led  Three  Lives    39 

..  49  KPRC-TV     City  Detective       38 
.  46  KPRC-TV     Ellery  Queen     38 

. .  45  KPRC-TV     Dear  Phoebe     37 

. .  44  KPRC-TV     Darts  for  Dough    35 

..  44  KPRC-TV     It's  a  Great  Life    35 
.  44  KPRC-TV     Houston  Wrestling    35 

. .  43  KPRC-TV     Annie  Oakley     35 
. .  43  KPRC-TV     Cavalcade  of  America    34 

. .  42  KPRC-TV     News  Caravan  (Tuesday)    33 

* Hooper  January  1955 

(Pulse -39  out  of  40;  ARB-38  out  of  40) 

KPRC-TV  Mickey  Rooney    

KPRC-TV  People  Are  Funny   
KPRC-TV  Mr.  Peepers    

KPRC-TV  Dinah  Shore  (Tuesday)   
KPRC-TV  Curly  Fox  and  Texas  Ruby 
KPRC-TV  Going  Hollywood    

KPRC-TV  Racket  Squad    

KPRC-TV  Badge  714    
KPRC-TV  Imogene  Coca    

KPRC-TV  News  Caravan  (Wednesday) 

KPRC-TV  News  Caravan  (Thursday) 
KPRC-TV  Corliss  >Archer    

Station  B  What's  My  Line   
KPRC-TV  Eddie  Fisher  (Wednesday) 
KPRC-TV  Kit  Carson    

KPRC-TV  News  Caravan  (Monday)  . . . 



KPRC-TV 

66% 

CHANNEL 

H    O    U    S    T    O 

2 
JACK  HARRIS, 

Vice  President  and  General  Manager 

Nationally  Represented  by 

EDWARD   PETRY  &   CO. 

\RST  IN  TV  EXPERIENCE  WITH  OVER  500  MAN-YEARS 



GOOD...    advertising 

always  pays  in  the   ^ 

'/ft'/,:      l\        I:     I    \\\       \\}. 

RICH,  GROWING 
NORTH  CAROLINA 

MARKET 

D  t  I  I  t  K  .  .  .  coverage 

than  ever  before  is  yours  with 

RADIO  in  the   

15-county 

Winston-Salem 
NORTH  CAROLINA 

Market 

DE)  I .  .  .  buy  morning, 

afternoon  and  evening  is 

COPYTOWN 
i  Continued  from  page  33) 

i  mI  techniques.  In  addition  to  Starch, 
The  Schwerin  Research  Corp.  and 

Gallup  and  Robinson,  Inc.,  have  been 
active   for  a  number  of  years. 

Horace  Schwerin  rejects  the  "field" 
approach  for  that  which  uses  an  audi- 
i  n  i  invited  to  the  theatre.  There,  an 
effort  is  made  to  test  the  effects  of 

commercials  by  a  technique  aimed  at 

finding  out  if  they  actually  induce  a 
desire  for  the  product.  The  belief  here 
is  that  recall  of  sales  points  does  not 

necessaril)  indicate  sales  effectiveness. 
A  commercial,  in  fact,  according  to 
Schwerin.  ran  be  effective  as  a  sales 

inducer  even  if  specific  sales  points 

do  not  register  strongly.  (See  spon- 

sor, 4  October  1954,  "How's  your  sell 
rating?")  Schwerin,  however,  also 
tests  memorability. 

Gallup  and  Robinson,  like  Starch, 

regards  recall  figures  as  significant. 
However,  this  firm  is  concerned  with 

the  sales  point  that  is  remembered 

after  some  lapse  of  time.  It  therefore 
interviews  20  to  24  hours  after  a  broad- 

cast. Interviews  are  conducted  in  per- 
son, and  are  combined  with  pantry 

checks  in  an  effort  to  correlate  re- 

sponses with  actual  purchasing  be- 
havior. 

There  is  no  indication  that  copy 

testing  will  become  more  uniform  in 

the  near  future.  Each  of  the  ap- 

proaches undoubtedly  has  merit.  Wal- 
ly  Knudson.  head  of  tv  copy  research 
for  BRDO,  suggests  that  copy  testing 

should  be  weighed  with  the  same  cau- 

tion as  ratings:  "Each  has  a  definite, 
useful  role  to  play,  but  should  not  be 
taken  as  absolute.  So  long  as  their 

functions  and  limitations  are  kept  in 
mind,  there  is  no  reason  why  they 

should  not  be  of  great  value  in  help- 

ing to  im|  tux  e  i\  comma  cials.  " 
I  o  see  how  the  Starch  approach 

works  out  in  practice,  sroxsoi;  e\- 
amined  the  results  of  two  tests  con- 
ducted  l>\  the  Ma<  Manus.  John  &  Ad- 

ams agencj  for  it-  client,  I )ou  Chem- 
ical. 

In  test  number  one  i  alread\  loin  bed 

upon),  the  agency  was  interested  in 
comparing  the  >  lle<  I iveness  of  current 

Main    >aian-V\  lap  couiiuci  I  ai  I-    \\  lii<  li 

utilize   an    "in    limbo'    technique — in- 
volving    just      hands     and      product 

auain-l     a     more    c<  m\  enl  ioiial     kitchen 

pitch  leatui  in j  (  ai ol  Brooks. 

Hon-    if    was  done:    Because    Medic 

is  a  film  show  and  is  run  over  the  net- 

work line  with  program  and  commer- 
mercial  already  spliced,  the  agency 

found  it  necessary  to  run  special  prints 

of  the  show  over  WFGB-TV.  Two 

prints  were  used  for  two  broadcasts. 
The  first  broadcast  contained  three 

commercials  of  the  type  currently 

used;  the  second  contained  three  of 
the  old  commercials. 

Following  each  telecast,  Starch  in- 
terviewers  asked  200  respondents  who 

bad  seen  the  show  whether  they  had 
seen  the  commercials,  and  if  so,  what 

they  could  remember  of  what  was 

brought  out  about  the  product. 
\\  hen  the  results  were  added  up, 

the  agency  found:  "The  evidence 
would  seem  to  indicate  that  a  some- 

what higher  proportion  of  the  pro- 
gram audience  could  recall  sales  points 

from  the  Medic  commercials  than  from 

the  Carol  Brooks  commercials." 

So  far  as  agency  and  client  are  con- 
cerned, they  are  on  the  right  track  with 

the  Medic  approach. 

In  test  number  two,  Dow  compared 

positions  and  lengths  of  commercials 
in  three  broadcasts.  The  agency  con- 

clusion is  of  general  interest:  "In  each case  both  recall  of  the  commercial  and 

ability  to  play  back  sales  points  is  less 
in  the  second  than  in  the  first  commer- 

cial (two  announcements  were  used  in 

each  test  show ) .  This  lends  further  ev- 
idence to  other  information  already 

available  on  the  subject  that  the  clos- 

ing commercial  is  in  the  weakest  posi- 
tion except  when  the  following  adja- 

cency is  an  unusually  strong  program." 
In  both  opening  and  closing  com- 

mercials, the  agency  report  states,  the 

loss  of  sales  point  recall  was  greatest 
with  the  two-minute  (the  longest) 

length." 

\  ou  don't  have  to  be  a  network  ad- 
vertiser  to  use  the  Altoona  facilities. 

If  you  have  no  regular  show  carried 
on  \\  FPG-TN  .  j  mi  can  place  your  com- 
menial  in  a  half-hour  strip  purchased 

!  \  the  Starch  organization  for  testing 

I  u  i  poses. 
Problems:  Obviously,  there  is  a  fac- 

tor ill  abnormal  attention  involved  in 

the  use  of  an  enlisted  audience.  Re- 

sponses might  be  expected  to  be  more 

than  normall)  positive.  This  i-  borne 
out  l'\  the  Dow  Chemical  tests,  which 

reveal  thai  Far  more  people  in  an  en- 

listed group  will  recall  having  -ecu  a 
commercial  and  seme  ol  it*-  sales  points 

than  in  a  group  called  at  random. 

Starch's  own   experience  bears  this 

80 
SPONSOR 



out.  For  some  years  the  Starch  or- 

ganization has  offered  a  national  serv- 
ice, of  which  the  Altoona  technique  is 

largely  an  adaptation.  Starch  interview- 
ers in  selected  markets  across  the  coun- 

try call  at  random  immediately  after 
a  network  show  until  they  find  200 

people  in  their  area  who  have  seen  it. 
They  then  ask  the  same  questions  as 
are  asked  in  Altoona  about  the  com- 
mercial. 

This  is  known  as  the  Immediate  Re- 

call technique,  because  all  interviews 
must  be  completed  within  one  hour 
after  the  broadcast.  The  network  in- 

terview differs  from  the  Alloona  in- 

terview in  that  the  person  called  in  the 
national  test  has  not  been  informed 

beforehand. 

Other  things  being  equal,  it  could 
be  assumed  that  because  the  Altoona 

audience  is  alerted  to  the  test,  it  will 

tend  to  show  a  much  higher  percent- 
age of  points  recalled  than  the  random 

network  audience.  Minor  sales  points, 

for  one  thing,  are  apt  to  be  unduly 
•tressed. 

With  this  Jack  Boyle  agrees,  but  he 
points  out  that  what  is  important  is  the 

rank  order  of  the  sales  points  recalled. 

A  minor  point  may  be  remembered  be- 
\  ond  normal  expectations,  but  so  will 

a  major  point.  The  relationship  be- 
tween the  points  recalled  is  what 

counts. 

For  example:  If  the  normal  recall 

figures  for  three  sales  points  in  a  ran- 
dom national  test  is  60-35-10,  figures 

for  an  enlisted  audience  might  be  75- 
50-25.  The  inflation  is  15,  but  it  is 
constant  for  all  sales  points,  and  you 

have  Learned  the  important  thing — 
which  points  are  getting  across  most 
often. 

Is  this  corroborated  in  actual  prac- 
tice? So  far  one  test  has  been  made 

to  find  this  out,  by  Young  &  Rubi- 
cam,  for  an  unnamed  client.  Tv-radio 
research  head  Jim  English  reports  that 

on  the  test  night  the  same  commercial 
was  run  on  the  network  and  in  Altoo- 

na. A  standard  Starch  network  survey 

was  employed  along  with  an  enlisted 
survey   in   Altoona. 

Results?  According  to  English  there 
was  a  close  correlation  between  the 

network  and  Altoona  figures,  except 

for  one  minor  point  which  showed  up 

strongly   in  the  Pennsylvania  test. 
Other  problems  cited  by  agency  and 

network  reseai  hers:  1  I  Yitural  pro- 
gram likes  and  dislikes  do  not  have 

normal  play,  since  the  viewer  watches 
whether  she  likes  the  show  or  not; 

(2)  Behavior  during  the  program  is 

likely  to  be  abnormal  because  the  view- 
er's attention  will  be  less  distractable. 

\\  Inch  points  to  another  problem: 
does  not  the  show  context  have  an 

effect  on  results?  Starch's  view  is  that 
for  the  purpose  of  checking  relative 
power  of  commercials  to  put  across 

specific  ideas,  the  nature  of  the  show 
is  not  crucial  where  an  enlisted  audi- 

ence is  concerned. 

However,  concern  with  the  difficul- 
ties of  the  enlisted  audience  have  led 

the  Starch  firm  to  the  development  of 
an  interesting  variation. 

\\  hy  not,  goes  the  thinking,  slot  a 
rerun  of  a  high-rated  network  show, 
like  Dragnet,  say,  in  a  good  evening 

spot  and  do  away  with  the  enlisted 
audience  altogether? 

The  trick  would  be  to  get  a  rating 

of  20  or  better,  which  is  the  Starch 

estimate  for  economical  operation.  Be- 
low that  rating  figure  costs  mount, 

and  at  10  or  below  you  have  to  make 

so  many  calls  to  get  your  base  of  200 ~u.v 

Strong  pull •  •  •  keeps  viewers  tuned  to 

KMJTV 
FRESNO,  CALIFORNIA  •  CHANNEL  24 

NBC  and  CBS  affiliate 

the  San  Joaquin  Valley's 
FIRST  TV  station  in  . . . 

POWER  now  447,000  watts. 

RECEPTION  Pacific  Coast  Measurement  Bureau 

Survey  (Oct.  '54)  shows  KMJ-TV  re- 
ception "most  satisfactory"  in  area. 

RATINGS  KMJ-TV  carries  20  out  of  the  25  top- 
rated  nighttime  programs  in  the 

Fresno  area  (ARB  report,  Oct.  '54). 
COLOR  KMJ-TV  was  the  first  local  station 

equipped  to  transmit  network  color 
shows  and  has  presented  them  on  a 

regularly  scheduled  basis. 

Paul  H.  Raymer,  National  Representative 
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who  have  seen  the  show,  that  the  sur- 

vey becomes  too  costly. 
The  show,  so  far  as  the  schedule 

goes,  would  be  on  as  a  permanent 
feature;  from  the  audience  point  of 

view  the  only  difference  would  be  that 
rather  than  one  sponsor,  it  would  have 
many. 

Advertisers  would  then  have  the 
chance  to  test  their  commercials  on  a 

network-character  show  under  normal 

viewing  conditions,  but  in  one  market. 
How  such  an  arrangement  could  be 

worked  out  is  not  clear  at  the  moment. 

It  would  require  either  a  guarantee  of 

enough  business  in  advance  to  warrant 
purchase  of  the  period  by  Starch,  or 
underwriting  by  a  group  of  agencies. 

Or,  the  station  might  slot  the  show  on 
its  own  and  carry  it  as  a  sustainer  on 

those  nights  when  no  tests  are  run. 

The  present  enlisted  audience  sys- 
tem poses  no  problems  of  handling, 

since  the  test  show  is  sponsored  by  the 

town's  leading  department  store,  which 
is  owned  by  the  same  man  who  owns 

the  station,  George  Gable.  Station- 
owner  Gable  can  yank  store-owner  Ga- 

ble's announcement  at  will. 
That  something  like  the  rerun  idea 

CHICAGO'S    MOST    POPULAR 
MORNING    TV    SHOW!! 

WGN-TV's  "ROMPER  ROOM" 
From  6:30  A.M.  until  12  Noon  Monday  thru  Friday  —  the 

top  rated  show  on  Chicago  television  —  NETWORK  OR 

LOCAL  — is  WGN-TV's   "Romper   Room".* 

It's  just  one  of  many  WGN-TV  programs  which  tops  both 
local  and  network  competition. 

Take  a  tip  from  advertisers  who  know  —  your  best  buy  is 
WGN-TV  in  Chicago. 

•ARB  —  February,    1955 

441    N.   Michigan  Avenue 

Chicago    1 1 

Illinois 

WGN-TV 
Chicago  Q 

For  the  best  radio  buy  in  Chicago,  it's  WCN — reaching  more  homes  per 
week  than  any  other  Chicago  advertising  medium. 

may  be  in  George  Gable's  mind  is  in- 
dicated by  his  announcement  that 

WFBG-TV  is  thinking  of  substituting 
free  Starch  testing  for  merchandising 

support.  The  advertiser  would  have  to 
place  a  minimum  of  business. 

Test  specifics:  1.  The  interviewer- 

She  is  required  to  watch  the  show  and 
the  commercials,  and  to  write  a  de- 

scription of  the  commercials.  This  acts 
as  a  check  on  her  and  also  forces  her 

to  watch  the  pitch  closely.  She  pays 

special  attention  to  differences  between 
the  commercials. 

2.  The  interview — the  interviewer 

does  not  mention  the  name  of  the  com- 

pany or  product,  but  questions  on  the 
basis  of  "aided  recall."  She  asks  some- 

thing like: 

a.  "Do  you  remember  seeing  the 
commercial  with  the  girl  in  the  kitch- 

en?" This  cue  is  agreed  on  in  ad- 
vance with  the  client.  If  there  are 

three  separate  products  sold  in  essen- 
tially the  same  setting,  the  cue  might 

actually  be  the  generic  name  of  the 
product,  such  as  toothpaste,  soap,  etc. 

This  is  where  the  interviewer's  famil- 
iarity with  the  commercials  becomes 

important,  for  the  viewer  may  respond 

with  quite  another  cue. 
b.  If  the  answer  is  no,  the  next 

question  is  "why  not?"  Starch  be- 
lieves it  important  to  know  why  peo- 

ple do  not  see  commercials,  how  much 
is  due  to  talking,  leaving  the  room, 

lack  of  interest,  or  other  reasons. 
c.  If  the  answer  to  the  first  question 

is  "yes,"  the  next  query  is:  "What  was 
brought  out  (about  the  product)  in 

the  commercial?"  Starch  says  it  has 
found  this  the  most  effective  question 

so  far  in  eliciting  specific  sales  points. 

Note  the  absence  of  "like"  and  "dis- 
like" questions — it  is  a  Starch  belief 

that  there  is  little  correlation  between 

whether  one  likes  or  dislikes  a  com- 
mercial and  its  sales  effectiveness. 

Pre-tosting  film:  Cost -conscious 

agency  researchers  have  already  ex- 
pressed interest  in  the  chance  to  try 

out  film  commercials  via  a  local  dry 

run.  For  $100,  the  advertiser  gets  the 

use  of  an  announcer  or  girl,  two  cam- 
eras and  a  projector  for  film  inserts. 

The  station  will  Mipply  a  closed-circuit 
kint'M  <>|ir  in  addition  for  $25  accord- 

ing to  Jack  Snyder,  station  managing 
director. 

Cost  for  a  test  of  one  commercial 

is  $300;  this  includes  time  and  sur- 
vey.    Surveys    are   conducted    on    the 
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basis  of  three  commercials  per  show, 

though  not  necessarily  of  the  same  ad- 
vertiser or  agency. 

One  appliance  manufacturer  is  in- 
trigued by  an  unusual  possibility.  Why 

not  test  the  appeal  of  a  new  product, 

he  asks,  by  showing  a  specially  pre- 

pared dummy  of  it  in  Altoona  before 

it  actually  goes  into  production? 

An  interesting  prospect.  But  what  if 

the  commercial  drives  hordes  of  pant- 
ing customers  into  the  stores,  only  to 

find  bewildered  dealers  denying  they 

know  anything  about  the  product? 
Could  it  be  that  after  a  few  such  ex- 

periences viewers  might  come  to  doubt 

what  they  see  advertised  on  tv?    *  *  * 

ACINC  OF  CUSTOMERS 

(Continued  from  page  35) 

Publishers   Association. 

Mr.  Williams  noted  the  opinion  of  a 

major  agency  executive  that  persons 

getting  married  today,  who  are  ac- 
counting for  the  growth  in  the  Ameri- 

can economy,  "are  not  the  newspaper 
readers  that  we  were  20  years  ago 

today." Mr.  Williams  said: 

"Young  married  couples  represent 
the  future  circulation  of  your  newspa- 

per, and  if  you  don't  sell  them  today, 
you  may  never  sell  them.  I  am  not 

prepared  to  say  whether  television  has 
any  effect  on  the  decline  in  the  number 

of  daily  newspapers  per  family  since 
1949.  However,  there  is  no  doubt  that 

modern  life  is  more  complex  and  there 

are  more  things  to  occupy  your  read- 

ers' time." 
We  would  like  to  show  you  the  main 

thing  which  is  occupying  Mr.  Williams' 
"readers'  time"  in  1955.  As  Mr.  Wil- 

liams said,  we  are  in  the  "television 

era." 
And  Nielsen's  1955  data  document 

the  tremendous  impact  of  television  on 

people's  time. 
Each  television  family  devotes  over 

five  hours  a  day  to  television  viewing. 
In  each  minute  of  four  solid  evening 

hours  (from  7  to  11  p.m.)  over  half 
the  homes  are  watching  television. 
Think  of  it!  At  any  given  moment 
from  7  to  11  p.m.  more  homes  are 

watching  television  than  not  watching. 
No  other  medium  has  ever  had  a  clear- 

cut  majority  of  its  potential  per  aver- 

age minute  for  four  solid  hours,  every 
night  of  the  week,  every  week  of  the 

year. 
What   about   the   daytime?     In   the 

4  APRIL  1955 

it's  the  Follow-thru 
that  Counts! 

you  can  count  on 

uibns-tv's 
t  -y      merchandising 
'A        Follow-thru 

•    Spot  Store  Checks 

•     Key  Buyer  Contacts 

•    Consumer  Surveys 

•     In-Store  Feature  Displays 

•    Trade  Mailings 

•     Bus  and  Truck  Signs 

uibns-tv COLUMBUS,  OHIO 

CHANNEL  10 

CBS-TV  NETWORK  —  Affiliated  with  Columbus 
Dispatch  and  WBNSAM  •  General  Sales  Office: 
ii  North  High  St. 

REPRESENTED  BY  BLAIR  TV 
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OUR  SINCERE  THANKS  to  the  studio  production  staff  of 

"STORIES  OF  THE  CENTURY"  and  to  those  stations  and  sponsors 

whose  great  confidence  and  all-out  support  made  this  award  possible. 

MORTON   W.  SCOTT.  President 
studio  city  tv  productions.  inc. 

(division  of  republic  pictures') 

The  Academy  of  Television  Arts  and  Sciences 

BEST  WESTERN  OR  ADVENTURE  SERIES  OF  1954 

STORIES   OF  THE   CENTURY" 
A  STUDIO  CITY  TV  PRODUCTIONS,  INC.  PRODUCTION  (DIVISION  OK  REPUBLIC  PICTURES) 
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daylight  hours  (those  hours  in  which 
the  newspapers  claim  women  are  too 
busv  to  watch  television)  viewing  per 

average  minute  ranges  from  15  per  100 

television  homes  to  25  per  100.  That's 
per  average  minute.  The  actual  audi- 

ence available  to  an  advertiser  who 
schedules  a  series  of  announcements 

dispersed  through  the  television  sched- 
ule is,  of  course,  far  larger. 

Furthermore,  programs  repeated 
through  a  broadcast  cycle  accumulate 

a  net  unduplicated  audience  far  great- 
er than  that  indicated  by  any  per  tele- 

cast rating.  For  example,  advertisers 
sponsoring  daytime  strip  programs, 

reach  in  a  month's  time  a  net  undupli- cated audience  of  about  two  homes  out 

of  every  five. 

Television  (with  its  ability  to  show 

by  actual  demonstration  and  tell  by 

the  power  of  the  spoken  word)  enjoys 
more  than  a  sales  impact  advantage 

over  print.  For  television,  unlike  news- 
papers, has  its  great  audience  strength 

in  the  younger  housewife  groups. 

For  example,  the  younger  families 

are  "the  first  by  whom  the  new  is 
tried  .  .  .  not  the  last  to  cast  the  old 

aside."    At  a  time  when  67%   of  the 

U.S.  homes  have  tv,  85%  of  the  house- 
holds where  the  housewife  is  35  or  un- 

der are  equipped  with  television. 
Among  the  grandmother  homes,  where 
the  housewives  are  55  or  over,  televi- 

sion's penetration  is  now  about  50%. 
The  very  set  ownership  pattern  of  tele- 

vision indicates  its  young  family  bias. 

But  more  important,  to  a  saturated 
television  market  where  about  90% 
of  all  homes  have  television,  is  the 

fact  that  in  the  younger  housewife 
television  homes  there  is  more  than 

00%  Monday-through-Friday  daytime 

tv  viewing  than  among  the  grandmoth- 
ers. A  daytime  program  like  the  Home 

show  gets  over  twice  as  much  viewing 

among  housewives  under  35  than 

among  housewives  over  55.  These 
younger  housewives,  with  their  larger 
families,  their  children  to  clothe,  their 

expanding  needs,  their  less  rigid  buy- 
ing habits — are  the  key  to  the  growth 

of  the  American  economy.  Relatively 

neglected  by  newspapers,  they  are  the 

heart,  the  solid  core  of  television's  cir- culation. 

This  indicates  some  of  the  reasons 

why  television  has  had  a  serious  ad- 
verse effect  on  newspaper  reading.  The 

THE  MOST  POWERFUL   TV  STATION  IN  NORTH  AMERICA! 

nu  Con  SlKVl . . .  Sill  md  PROW  Will 

-  CKlW-TVi 
MILLION  DOLLAR 

MOVIES 

YOUR  AUDIENCE 
WILL  SEE... 

The  Finest  collection  of  First  Run 

Movies  ever  scheduled  in  the 
Detroit  Morket. 

1 
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X 
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YOUR  CLIENT 
WILL  PROFIT  WITH . 

participating   film    commercials 
per  week  in  a  repeated  First  Runj 

Movie  Schedule  in  high  rated 

premium  time. 

It  all  adds  up  to  a  million  dollar  bar- 
gain   so    write,    wire    or    phone    your 

Adam   J.   Young    Representative  or 

YOUR  COMMERCIALS 

SELL  TO  AN  ESTABLISHED 

AUDIENCE...  ' 
Based    on    current   performances    First 

Run  Movies  repeated  four  times  weekly 

have     produced    a     cumulative    ARB 

Rating   of   50.1     .    .    .   600,000   TV 

homes    with    an    average    of    2.5    t 
viewers  per  set  at  a  cost  of  76c  per 

thousand  viewers.  J. 

CKLW-TV  channel  9,  Detroit (.'nm/wnil     IV 

New  York  Times  internal  house  organ 

reports  a  survey  in  two  matched 
Southern  cities,  one  without  television, 

the  other  with  good  television  signals 
from  four  different  channels.  The  av- 

erage newspaper  reading  time  per  fam- 
ily in  the  non-television  city  is  one 

hour  58  minutes.  In  the  television  city, 

the  newspaper  reading  time  is  55  min- 
utes per  family.  Television  has  reduced 

newspaper  reading  by  more  than  50% 

per  family. 
No  local  advertiser,  who  has  been 

relying  upon  newspapers,  can  overlook 
such  a  tremendous  impact. 

While  we  are  convinced  that  any  ad- 

vertiser, who  knows  his  problems  much 
better  than  we  must  find  his  own  an- 

swer to  the  use  of  television,  we  would 
like  to  make  one  specific  suggestion 

we've  already  made  to  some  key  de- 
partment stores  in  various  major  mar- 

kets. 

We  call  it  the  "store  window  con- 

cept." 

Department  stores  spend  far  more 
money  on  their  window  displays  than 

they  do  in  the  "display  window"  of 
each  television  home,  namely  the  set 

itself.  A  department  store  can  finance 

a  saturation  schedule  of  daytime  an- 
nouncements by  doubling  the  cost  of window  display. 

Why  not  use  each  of  the  store  win- 
dows as  a  series  of  20-second  daytime 

announcements  with  an  off-camera 
voice  to  describe  the  merchandise  in 

the  "window."  The  window  display 

promotes  what  the  store  wants  to  pro- 
mote. It  promotes  it  when  the  store 

wants  to  promote  it.  In  conveys  the 

personality,  the  true  feeling  of  the 
store.  The  department  store  window 

investment  attracts  "X"  traffic  and  de- 
livers "Y"  sales  impact.  Putting  the 

department  store  window  on  television 
increases  its  audience  by  thousands  of 

percent  and  multiplies  its  sales  impact 
manyfold. 

If  the  window  is  a  good  investment 
to  begin  with  (and  we  are  sure  it  is), 

then  multiplying  manyfold  the  audi- 
ence and  the  impact  of  the  window  in- 

still a  better  investment. 

This  is  a  thematic  campaign,  with 

storewide  promotion  as  well  as  spe- 
cific line  promotion  values.  Scheduled 

between  programs  or  within  local  pro- 

grams,  the  20-second  window  display- 
is  a  program  in  itself.  It  can  be  iden- 

tified by  a  special  musical  note  or  a 
unique  sound  to  alert  the  viewing 

housewife  to  the  "window."  It  can  cre- 
ate  the   habit   of  viewing   expectancy. 
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It  can  induce  housewives  to  shop  "tele- 
vision" ads  as  she  is  thought  to  "shop" 

newspaper  ads.  It's  a  natural  for 
television. 

Dispersing  their  "windows"  through- 
out the  broadcast  day  on  a  saturation 

basis  can  deliver  a  net  unduplicated 

audience  of  tremendous  proportions 

and  a  sales  impact  rivalled  only  by 
that  of  the  window  itself. 

We  mention  this  idea,  not  as  the 

complete  answer  to  a  department 

store's  dream,  but  merely  to  illustrate 
the  tremendous  untapped  potential  of 

the  greatest  sales  medium  in  the  nation. 

This  is  only  one  of  many  ways  in 

which  department  stores  can  stay  young. 

In  any  event,  it  requires  dispensing 

with  some  of  the  newspapers'  geriatric 
pills  and  the  ancient  habits  that  dic- 

tate taking  them  to  the  exclusion  of 
more  effective  remedies  now  at  the 

disposal  of  department  stores.  Today's 
miracle  medicine  is  compounded  from 

television's  "fountain  of  youth."  *  *  * 

U.  S.  STEEL 

(Continued  from  page  39) 

with  Sales  and  Market  Development 

and  Advertising  Departments. 

Why  product-sell?   Why   go  in  for 
selling  on  a  p.r.  show  in  the  first  place? 
Particularly  when  the  company  is  not 
basically  in  the  consumer  business? 
Reasons: 

1.  The  first  real  competition  since 

1940  began  to  appear  in  19S3.  A  need 

was  felt  to  improve  U.S.  Steel's  com- 
petitive position,  despite  its  outstand- 

ing lead  with  better  than  35,000,000 

ingot  tons  production  and  $3,860,000,- 
000  sales  in  1953. 

2.  A  $2  million  plus  tv  operation  is 

tough  to  justify  on  a  public  relations 
basis  alone. 

Tv's  power  to  create  product  interest 
is  evidenced  in  the  following  responses 

to  typical  U.S.  Steel  commercials. 
•  One  commercial  on  U.S.  Steel 

Gunnison  Homes  pulled  59,000  mail 

inquiries. 
•  A  March  offer  of  a  how-to  booklet 

on  Universal  Atlas  (a  subsidiary) 

home  cement  pulled  over  130,000  re- 
quests. 
•  Over  8,000  inquiries  were  received 
after  one  pitch  on  steel  swimming 

pools. 
•  A  Cyclone  Fence  commercial  pulled 

more  than  7,000  inquiries;  it  was  pos- 
sible to  trace  at  least  7%  of  these  to 

ultimate  sales. 

•  A  stainless  steel  tableware  commer- 

cial produced  immediate  response 
through  customer  calls  on  department 

stores.  Typical  was  one  salesgirl's  re- 
port in  a  Pittsburgh  store  that  at  least 

25  persons  had  asked  to  see  the  pat- 
terns shown  on  the  program. 

Actually,  direct  sales  are  seldom 

sought.  The  primary  aims  are:  (1)  to 
stimulate  consumer  interest  in  steel 

products;  (2)  to  create  good  will  for 
the  manufacturers  of  steel  goods  and 

appliances. 
This  is  more  clearly  seen  in  the  spec- 

tacularly successful  Operation  Snow- 
flake,  a  pre-Christmas  campaign  de- 

signed to  help  major  appliance  manu- 
facturers sell  during  the  slow  stason. 

Theme  of  the  campaign  was  "Make  it 
a  White  Christmas  .  .  .  give  her  a  ma- 

jor appliance."  Symbol  was  a  snow- flake. 

Three  commercials  were  featured  on 

the  United  States  Steel  Hour  and  dur- 

ing the  alternate-week  Elgin  Hour. 

(The  Elgin  Hour  is  an  hour-long  dra- 
matic show  designed  by  ABC  as  a  com- 

panion piece  for  the  U.S.  Steel  pro- 
gram; the  sponsors  have  a  reciprocal 

EXTRA  SALES  &  COVERAGE 

NO  EXTRA  COST  on  KXLY-TV! 
Advertisers  using  KXLY-TV's  BIG  Parade  of  Products  promo- 

tion not  only  experience  gratifying  sales  gains  in  the  immediate 

Spokane  Market  but  enjoy  BONUS  sales  in  far  outlying  areas, 

due  to  KXLY-TV's  tremendous  TV  coverage.  Read  what  W.  S. 

Bingham  of  Kelley-Clarke  Food  Brokers  says  about  his  principle. 

"We  received  excellent  cooperation  from  the  job- 
bers and  also  the  retailers  and  we  consider  your 

"Parade  of  Products"  promotion  on  Walla  Walla 

Asparagus  to  have  been  successful  from  every  angle. 

Walla  Walla  Canning  Company  also  informs  me 

they  showed  an  increase,  as  well,  in  the  Lewiston- 
Clarkston  Area,  The  Idaho  Panhandle,  and  even  in 

Western  Montana.  There  is  no  question  in  our 

minds  but  that  the  "Parade  of  Products"  on  this 

item  gave  a  real  impact  to  the  whole  area." 
(signed) 
W.  S.  Bingham 
Kelley-Clarke  Company 

Available   at  a  discount 
when   purchased   in  conjunction 
with    the    XL   network. 

SP0KRRE 

RICHRRD  E.  JOflES 

uice  pres.ft  gen.  mgr. 

wrshirgtor 

Rep -nUERV-KHODEl 
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IN  THE   LAND   OF 

MILK  AND3*ONEY 

THE  ONLY  CBS  PROGRAMMING  AVAIL- 

ABLE TO  A  MILLION  NICE  PEOPLE! 

From  7  A.M.  to  1  A.M. 

Yep!  Bigger' n   Baltimore! 

hayon  R.  EVANS,  Gen.  M£r. WEED  TV,  Rep. 

NOW 
YOUR  BEST 

CHANNEL 

10   IN SACRAAi 

TV 
The  only  VHF  station  in  Sacramento. 
NOW  .  .  .  full  coverage  in  the  rich 

Sacramento    and    San  Joaquin 

Valleys  of  California.  316  KW  ERP. 
2500  feet  antenna  elevation. 

More  than   300,000   receivers  in  A 
and  B  coverage. 

REPRESENTED  NATIONALLY  BY 

H-R  TELEVISION,  INC 
NEW  yORK   CHICAGO   HOLLYWOOD 

SAN  FRANCISCO    DALLAS 
ATLANTA   HOUSTON 

irrangement  which  allows  each  to  air 
one  commercial  on  the  others  show.) 

\  consumer  magazine  and  dealer  jour- 
nals were  also  employed.  To  get  dealer 

backing,  I  .S.  Steel  prepared  100,000 

display  k il >.  three  open-end  tv  film 
commercials,  4,500  letters  to  utilities 
and  media  and  a  wide-scale  publicity 
bai  i  age. 

Operation  Snowflake  caught  on,  re- 
sulting in  an  ad  outlay  by  applian  e 

manufacturers,  distributors  and  deal- 

ers estimated  at  about  $6  million.  To- 

tal U.S.  Steel  expenditure  was  $100,- 
000.  Top  manufacturers  joined  in, 

among  them  Westinghouse,  Frigidaire, 

Kelvinator,  General  Electric,  du  Pont. 
Easv  Washing  Machine  Co.,  Sears, 
Roebuck  &  Co.  Westinghouse  yanked 
Studio  One  tv  commercials  in  favor  of 

new  ones  tying  in  with  the  campaign. 

Sears  provided  radio  and  tv  announce- 
ments for  use  by  its  stores  in  600 

cities.  Consolidated  Edison  of  New 

York  tied  in  its  tv  shows.  In  Albany. 
WROW-TV-AM  ran  its  own  Snowflake 

operation,  and  stimulated  a  consider- 
able amount  of  local  appliance  dealer 

ad  participation. 

A  second  promotion  is  running  this 

month  and  next.  It  is  known  as  "Op- 
eration Wife-Saver."  Theme:  "Make 

it  a  Wife-Saver,  Make  it  an  All-Steel 
Kitchen."  Some  150  manufacturers  of 

appliances,  steel  cabinets,  sinks  and 
housewares  are  expected  to  participate. 

U.S.  Steel's  sales  network  is  mam- 
moth in  scope,  touching  practically 

every  manufacturing  industry  in  the 

country.  Well-disposed  industrial  cus- 
tomers are  vital  to  its  continued  lead- 

ership. ABC  President  Robert  Kint- 
ner  explains  that  U.S.  Steel  invites 
leading  officials  of  top  companies 
throughout  the  country  to  visit  the 
studio  and  watch  the  production. 
Often  these  are  not  necessarily  direct 

customers,  but  important  individuals 
in  their  communities.  This  Kintner 

considers  a  valuable  way  for  a  user  of 

television  to  win  friends  in  the  busi- 
ness community . 

Kintner  also  stresses  the  importance 

of  the  companj  s  district  p.r.  offices' elforts  to  merchandise  the  show  to  in- 
dustry  in  their  areas. 

Goodwill  among  industrial  users  is 

also  res]   sible.  in  |>art,  for  commer- 
cial^ that  have  no  direcl  consumer 

bearing  at  all.  For  example,  a  recent 
commercial  showed  a  I  ,S.  Steel  casing 

being  used  lor  oil  well  drilling.  ( hie 
aim  was  to  make  a  good  impression  on 
the    oil    industry     by     highlighting    its 

contribution  to  the  yyelfare  of  the  U.S. 
But  this  commercial  also  worked  on 

the  consumer:  it  gave  him  an  insight 

into  the  company  as  a  supplier  of  in- 
dustry. The  cement  commercial  cited 

earlier  did  more  than  sell  cement,  ex- 

plains BBDO"s  Caroll  Neyvton.  It  cre- 
ated a  feeling  that  U.S.  Steel  is  making 

a  social  and  economic  contribution. 

1  his.  the  agency  beliey  es.  can  only  con- 
tribute to  a  favorable  attitude  toward the  company. 

I  he  same  thing  applies  to  the  effort 
to  make  the  viewer  conscious  of  the 

1  .S.  Steel  trademark.  Drive  home  the 

idea  of  quality  and  you  have  done 
much  to  create  a  feeling  of  goodwill 

about  a  company,  is  the  belief.  In  ad- 
dition, there  are  obvious  commercial 

advantages  to  a  popular  belief  in  the 

superiority  of  the  product. 
Thus,  even  the  so-called  commercial 

messages  have  a  p.r.  intent.  The  fact 
is,  there  can  be  no  real  separation,  U.S. 
Steet  believes,  between  selling  as  such 

and  public  relations.  They  are  com- 

plementary facets  of  the  same  promo- 
tional efforts. 

Mart/  Kai/  ami  Johnny:  Product 

pitchmen  are  Mary  Kay  and  Johnny, 
a  couple  carefully  chosen  to  typify 

comfortable  suburbia.  Young  and  at- 
tractive, they  serve  to  relate  the  great 

corporation  to  the  every-day  life  of 
the  ordinary  American  family. 

As   one  company   spokesman   sa\s 

"They  are  not  exactly  the  kind  of  peo- 
ple you  would  ordinarily  associate  with 

U.S.    Steel  —  not   big    business   types, 

that  is." 

Like  the  p.r.  messages  of  George 

Hicks,  the  Mary  Kay  and  Johnny  com- 
mercials are  notable  for  their  softness. 

U.S.  Steel  shies  ayvay  from  hard  sell 
as  an  abomination.  Effectiveness  of 

the  soft,  informational  approach  in 

getting  across  sales  points  is  revealed 
by  the  mail  pull  figures  quoted  earlier 

Measuring  !>•»'•  effect*  Effectiveness 

of  product  talk  may  sometimes  be  mea- 
surable, but  how  do  you  evaluate  the 

work  of  the  more  basic  public  rela- 
tions commercials?  MacDonald  draws 

a  composite  picture  from  the  following sources: 

•  Public  opinion  surveys  twice  a 

year  the  company  receives  suryey  re- 

ports on  ma-*  attitudes  towards  U.S. 
Steel  ami  other  major  companies. 
along  y\iih  information  on  how  people 

feel  about  big  business  in  general. 

These  surveys  are  based  on  in. unit  in- 
til  y  lew  - 
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In  less  than  a  year,  Winston  became  one  of  Local  TV  is  your  best  buy  for  sales  in  a  hurry  — 

the    top-selling    cigarettes    in    New    England!  and   repeat  sales  in  the  long   run.  WJAR-TV 

Local  spots  on  WJAR-TV  played  an  important  programs    more    live,    local    shows   than    any 

part  —  and  continue  to  play  it  —  in  the  record-  other  TV  channel  in  New  England.  It  pays  to 

breaking  sales  climb  of  this  new  filter  cigarette.  make  the  sale  on  WJAR-TV ! 

Client:  R.  J.  Reynolds  Tobacco  Co.  (Winston  Cigarettes) 

Agency:  William  Esty,  New  York  City 

Powerful  10 
Providence, 
Rhode  Island 
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ham*** 
KMBC-TV 

Kansas  City's Most  Powerful 
TV  Station 

Advertisers  find  atten- 
tive, receptive  listeners 

and  more  of  them — when 
they  swing  their  schedules  to 

KMBC-TV.  Kansas  City's  most 
powerful  TV  station.   Serving  the 
Heart  of  America  from  a  1,079- foot 
tower  (above  average  terrain)  with  a 
316,000-watt  RCA  color-equipped 
transmitter,   the  Channel  9  signal 
goes  farther,  remains  clearer  and 
holds  more  audience  than  any  other 
Kansas  City  television  facility.   For 
the  facts  about  the  Heart  of 

America's  best  TV  buy,  see  your Free  &  Peters  Colonel. 

I  Free  *  Peters.  Inc. 

Primary  CBS-TV  Basic  Affiliate 

and   in  Radio,   it'i    KMBC  Of   Kanias  City 

KFRM   fa*   the    Stole   of   Kamos 

\inv  it  costs  less 
to  sell 

MINNEAPOLIS 
ST.  PAUL 

Maximum  power  at  minimum 
cost  —  choice    availabilities. 

316,000 
watts   on 
Channel    9 

Offices,  Studios,  Transmitter 

FOSHAY   TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 

o  Reports  from  the  14  p.r.  district 
offices — immediately  following  a  show, 
each  office  conducts  a  swift  telephone 

survey  and  relays  results  on  attitudes 

toward  the  program  and  commercials 

to  New  York.  Special  sectional  sur- 
veys are  undertaken  from  time  to  time, 

o  Copy-testing  —  reveals  how  well 
public  relations  messages  get  through 
to  the  viewer.  A  recent  test  by  Daniel 
Starch  and  Staff  showed  that  57.3% 

of  those  who  saw  the  program  were 

able  to  play  back  specific  points  made 
in  the  p.r.  commercial,  a  surprisingly 

high  percentage  in  view  of  the  rather 
abstract  character  of  such  pitches, 

o  Newspaper  and  magazine  editorials 
— these  are  watched  closely  as  opinion 
barometers. 

•  Mail  from  the  public. 

•  Reactions  to  speeches  by  company 
officials — such  talks  have  become  an 

important  part  of  U.S.  Steel's  over-all 
p.r.  program. 
•  Salesmen — their  reports  are  valu- 

able for  assessing  attitudes  in  indus- 
tries served  by  U.S.  Steel. 

An  important  source  is  the  great 

"U.S.  Steel  family"  itself,  composed  of 

272,000  employees  and  280,000  stock- 
holders. The  management  group  alone 

amounts  to  24,000!  Keeping  these 

company  groups  informed  of  p.r.  ef- 
forts is  a  big  job  in  itself,  as  is  check- 
ing their  opinions  and  attitudes. 

Among  them,  the  tv  show  appears  to 

be  popular  and  well  thought  of  as  a 

promotional  instrument.  There  is  evi- 
dence, too,  that  employee  attitudes  to- 

ward the  company  have  been  positive- 
ly influenced  by  the  program. 

P.r.  aims-.  What  is  it  that  U.S.  Steel 

is  really  trying  to  achieve  through  tv? 

Why  is  good  will  so  important  any- way ? 

Says  MacDonald:  "Our  Corporation 
does  not  seek  this  good  will  only  to 

satisfy  [Ik-  natural  human  yearning  to 

be  popular.  It  is  rather  a  matter  of 
dollars  and  cents  economics  in  greater 

acceptance  of  our  products  1>\  cus- 
tomers and  a  more  favorable  attitude 

toward  our  policies  on  the  part  of  the 

public  and  its  representatives  in  mu- 

nicipal,  state  and  Federal  govern- 

ments." 

In  the  final  analysis,  he  believes,  the 

future  of  a  great  corporation  depends 

on  public  support. 
Tliis  reliance  stems  from  the  simple 

fact  of  being  number  one  in  its  field. 
U.S.  Steel  is  also  synonymous  with  big 
l>u-iriess.     For  these  reasons  whatever 

the  corporation  does  is  of  interest  to 
the  country  at  large.  Since  it  deals  in 
the  basic  material  of  our  industrial  life, 

for  example,  a  price  change  has  rep- 
ercussion throughout  the  economy;  a 

steel  strike  causes  a  national  shudder. 

Theory  behind  the  U.S.  Steel  tv  ap- 
proach is  that  the  more  the  viewer 

knows  about  the  company,  the  more 

likely  he  is  to  develop  a  favorable  at- 
titude toward  the  firm.  This  was  the 

original  reason  for  selecting  war  re- 
porter George  Hicks  back  in  1945  as 

p.r.  spokesman.  A  Hicks  pitch  has  the 
character  of  reportage,  is  solid  on  in- 

formation, light  on  self-praise. 
Through  visits  to  various  plants,  re- 

search facilities  and  associated  indus- 

tries using  steel,  the  viewer  will,  it  is 

hoped,  come  to  think  of  U.S.  Steel  as: 

•  A  progressive,  pioneering  com- 
pany; 

•  A  vital  link  in  the  industrial  com- 

plex; •  A  company  that  practices  enlight- 
ened labor  relations; 

•  A  socially  responsible  member  of the  community; 

•  A  company  that  is  performing  a 

major  economic  sen  ice  at  a  reason- 
able rate  of  profit. 

Directly  or  indirectly,  the  Hicks 
commercials  touch  upon  all  these  areas. 

Obviously,  you  cannot  shape  public 

opinion  overnight,  Avhich  is  why  the 

p.r.  program  is  geared  for  the  long 

pull.  And  the  major  medium  will  con- 
tinue to  be  television. 

Drama  as  p.r.  vehicle:  Years  ago 

Bruce  Barton  told  U.S.  Steel:  "You 
are  being  advertised  whether  you  like 

it  or  not,  because  people  talk  about 

you.  The  only  channel  to  the  public 
which  you  can  control  is  the  one  you 

pay  for." 

The  channel  was  first  network  radio, 

now  network  television;  the  program 

type  in  both  cases,  drama.  Drama  of- 
fers (1)  a  vehicle  with  an  appropriate 

character  or  tone;  (2)  proven  ability 

to  gather  a  large  audience  at  reason- 
able cost;  (3)  variety  of  content  for 

appeal  to  many  groups  over  a  period 

of  time;  (4)  fairly  stable  and  con- 
trollable production  costs. 

In  tlic  Theatre  Guild,  the  company 

latched  on  to  a  distinguished  Broad- 
\%a\  background:  in  Alex  Segal  it  has 

one  of  tv's  top  directors. 
So  far,  The  United  States  Steel 

flour  has  won  more  awards  than  any 

other  dramatic  program;  it  recently 

copped    an    "Emmy."     Opposite    Red 
90 
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Skelton  and  Truth  or  Consequences,  it 

has  averaged  a  32.1  Nielsen.  Total 

audience  along  a  102-station  ABC  line- 
up is  estimated  at  approximately 

16,000,000. 

Tight  show  control:  U.S.  Steel  be- 
lieves it  must  have  absolute  control  if 

the  p.r.  purpose  is  to  be  properly  ful- 
filled. 
MacDonald  himself  sits  in  on  the 

weekly  script  meetings  with  the  Guild 
and  BBDO,  keeps  a  sharp  eye  on  story 
ideas.  Preference  is  for  stories  with 

power  but  outside  controversial  areas. 

Company  and  agency  deplore  writer 

tendencies  to  be  grim,  look  for  end- 

ings with  "a  lift." The  show  is  notable  for  its  use  of 

off-beat  subject  matter.  Often,  it  deals 
with  major  social  themes,  such  as  race 

prejudice  and  the  American  POW 
problem  in  Korea.  Still,  one  wonders 

what  would  happen  if  a  script  like  the 
recent  Patterns  which  won  the  Kraft 

Television  Theatre  great  critical  and 

popular  acclaim  were  presented  to  U.S. 
Steel  for  consideration. 

At  the  same  time,  the  strong  script 
is  constantly  sought  for.  Lawrence 
Langner  of  the  Theater  Guild  believes 

rrrififirrif  r  iriittiftif  ITHrmmT  ̂ iTir 
Discover  this 
Rich  Market 

Covered  Exclusively 

by  KHOL-TV 

•  30%  of  Nebraska's 
Entire  Farm  Market 

•  128,000   Families 

•  With  a  '/a-billion 
dollars  to  spend 

High  per  capita  income  based  on 
irrigated  farming,  ranching,  light 
industry   and   waterpower. 

For  information,  contact  Al  Mc- 
Phillamy,  Sales  Manager,  or  your 
nearest    MEEKER    representative. 

KHOL-TV 
Holdrege  &   Kearney,  Nebr. 

CBS    •    ABC    •    NBC    •     DUMONT 

that  the  one-hour  tv  play  can.  arid 

should,  have  the  basic  structural  pat- 
tern of  the  theatrical  drama  despite  its brevity. 

Story  planning,  a  difficult  task,  at- 
tempts to  look  ahead,  and  shows  are 

tentatively  set  as  long  as  six  months  in 
advance. 

While  the  Guild  handles  actual  pro- 
duction, the  client  is  never  farther 

away  than  the  sponsor's  booth,  right 
down  to  show  time.  Purpose  is  to  pro- 

tect U.S.  Steel  against  bits  that  could 
embarrass  the  company.  There  might, 

for  example,  be  an  inadvertent  over- 
emphasis on  sex,  or  something  that 

could  appear  offensive  to  a  racial  or 
religious  group. 

U.S.  Steel  erven  goes  to  the  extent  of 

requesting   individual   bills   for   talent 

"Network  radio  today  contains  all  the 
values  that  existed  many  years  ago 
when  there  were  no  douhts  ahout  its 
excellence.  The  successful  buying  of 
radio  today  is  more  of  a  challenge  than 
it  once  was.  There  are  more  possible 
combinations;  more  ways  of  making 
the  rate  card  work  more  efficiently  for 
you ;  more  ways  of  reaching  larger  au- 

diences composed  of  more  different 
segments  of  our  growing  population. 
The  agencies  that  examine  these  possi- 

bilities .  .  .  are  the  ones  that  are  doing 
the  best  job  of  media  analysis  and  media 
selection    todav." 

JOHN   KAROL 
Vice  President  in  Chg.  Network  Sales 

CBS  Radio,  New  York 

and  production.  It  pays  the  Theatre 
Guild  a  fee  as  the  producer.  A  far 
cry  from  the  usual  package  deal. 

The  United  States  Steel  Hour  thus 

shapes  up  as  the  single  biggest  p.r.  in- 

strument of  one  of  the  world's  greatest 
industrial  organizations.  In  the  long 

run,  this  instrument  is  being  used  to 

help  create  a  very  definite  public  atti- 
tude to  things  economic  and  political. 

MacDonald  refers  to  a  recent  Fortune 
article  which  said : 

"Many  people  still  suppose  that 
managers  are  the  rapacious  spokes- 

men of  'vested  interest'  threatening  the 
economic  stability  of  the  country.  Ob- 

viously, the  persistence  of  such  mis- 
understanding means  that  large  cor- 

porations, only  recently  rehabilitated 
in  public  opinion,  are  still  potentially 

subject  to  attack  in  the  future,  con- 

ceivably to  increased  government  con- 

trol." 

"There,"  comments  MacDonald,  "is 

our  job  all  cut  out  for  us."  *  *  * 

|  *****    * 
***** 

*      AMERICAN  WOMEN     * 
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(Continued  from  page  31  ,i 

llicme.  On  radio  it  could  he  utilized 

to  carry  the  new  copy  platform  while 
reminding  the  listener  that  it  was  an 

old   ami    well-established   product. 
6.  Other  success  stories.  Hard  hit- 

ting spot  radio  campaigns  had  proved 
resultful  for  other  advertisers,  some  of 

them  wine  producers. 

The  essence  of  "full-strength  radio" 
is  fivi|iinir\ .  the  theory  that  there  is 
a  hetter  chance  of  selling  through 

main  i  m  j » i  ■  ---i<  >n-  than  a  \cr\  lew.  no 

matter  how  impactful  the  latter.  Gar- 
rett would  rather  have  80  to  100  radio 

announcements  per  week  going  for  it 
than  four  or  five  marginal  time  tv 
announcements. 

Emphasis  on  great  frequency  stems 

in  part  from  the  belief  that  the  con- 
sumer does  not  retain  an  ad  impres- 

sion very  long.  The  agency  is  im- 
pressed with  a  study  of  advertising 

forgetfulness  by  Burtt  &  Dobell.  It 
shows  that  as  much  as  52%  of  all  ad- 

vertising is  forgotten  after  one  day. 

Hiarhet  saturation:  Where  once  15- 

20  radio  announcements  per  week 
were  considered  a  lot,  says  agen<\ 
media  director  Roger  Bumstead,  today 
it  takes  a  minimum  of  35  to  approach 
saturation.  This  is  the  number  he  uses 

in  setting  a  market  budget.  He  starts 

with  a  figure  derived  from  the  an- 
nouncement costs  of  the  four  network 

stations  and  multiplies  by  35.  This 

gives  him  the  theoretical  minimum  fre- 
quency and  the  budget  needed  for  that 

market. 

In  buying,  however,  efforts  are 
made  to  increase  the  weekly  number 

of  announcements  far  beyond  the  theo- 

retical  minimum.  This  is  through  pur- 
r|i;i-r  o!  cheaper  time  on  independent 

stations  and  bulk    package  deals. 

The  result  is  that  the  average  fre- 

quency per  market  is  somewhere  be- tween 70  and  100  announcements 
weekl) . 

( ,ai  nil  prefers  the  5.000  matter  to 

the  "~>iikw  powerhouse,  lor  its  distribu- 
tion is  basicall)    urban. 

Independents  outnumber  network 
stations  on  the  Garretl  list.  Reasons 

are:  scarcitj   of  the  one-minute  period 
on  the  network  -lalions:  often  the  net- 

work station  pro\  ides  mimic  <  overagi 
ili. in  the  companj  needs,  it  being  the 

power  station  most  ol  the  time;  costs 

are    usuall)     more    favorable    on    the 
independents. 

Some    networks    stations    are    used, 

when  they  program  much  like  inde- 
pendents and  thus  have  good  one- 

minute  periods  and  local  personalities. 

How  this  approach  pays  off  audi- 
ence-wise is  illustrated  by  an  agency 

analysis  of  the  1954  campaign  in  one 
of  the  major  markets.  A  comparison 
was  made  between  what  was  offered  by 

tv  and  radio  for  the  same  dollar  vol- 
ume. In  the  study  one  network  and 

three  independent  stations  were  used. 
The  agency  found  that  on  a  weekly 

basis  radio  was  delivering  seven-and- 
a-half  times  more  impressions  than  tv. 

It  was  possible  to  purchase  105  ra- 
dio announcements  on  these  stations 

for  the  cost  of  four  tv  announcements. 

Pulse  showed  an  average  in-home  rat- 

ing per  announcement  for  the  radio 
stations  concerned  of  2.5.  (This  does 

not  include  out-of-home  audiences.) 

Garrett  advertises  every  day  of  the 

week,  including  Sunday,  and  goes  after 

a  wide  audience,.  Since  men  have  tra- 

ditionally been  the  heavy  wine  drink- 
ers and  purchasers,  the  radio  schedule 

tries  to  include  male-appeal  shows, 

such  as  sport  and  news.  But  heaviest 

percentage  of  announcements  are  prob- 
ably found  in  the  wake-up  period 

which  gives  both  male  and  female coverage. 

Garrett  also  Ukes  participation  in 

personality  shows,  leans  toward  known 
disk  jockeys.  The  availability  requests 

specifically  ask  for  "mixed  audience 
times,"  and  "a/50  .  .  .  women's  audi- 

ence availabilities,"  because  of  the  in- 
creasing female  consumption  of  the 

beverage.  Women  have  become  as  im- 
portant as  men  in  the  wine  picture 

during  recent  years. 

The  agency  sends  a  mimeographed 
request  for  availabilities  to  reps.  It  is 
\ei\  specific  about  a  number  of  points, 

among  them  package  deals.  It  asks  the 

rep  to  "offer  all  PACKAGE  PLANS," 
"offer  Boating  announcement  plans," "'-bow  special  rates  (with  Frequency) 

on  news  or  special  participation 

shows." 

Bumstead  wants  his  availabilities 

submitted  on  the  program  schedule  on 
oilier  than  on  the  usual  typed  sheet  01 

printed  form  submitted  b\  rep-,  '"from 

it  we  can  easil)  see  the  station's  oxer- 
all  programing  structure,  can  mark 
down  rating-  and  know  at  one  quick 
glance  whether  availabilities  have  been 

submitted     in    all    time     periods    re- 

quested. 

Because  ol  belief  in  the  value  of  the 

local  personalis  tie-in.  the  agenc\  asks 
that   the  station   announcer  or  person- 
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ality  on  the  participation  show  intro- 
duce or  sign  off  ever)  announcement 

— only  e.t.s.  are  used  for  the  hody-  of 
the  commercial.  Openings  and  closings 

are  pro\  ided  by  the  agency.  A  typical 

introduction:  "And  now  we  present 
the  smooth  tones  of  a  lady  who  knows 

about  wine — Miss  Virginia  Dare."  \ 
typical  closing:  "Remember,  when  you 
want  a  smooth  wine — ask  for  Virginia 

Dare  wine."  Local  ad  libs  are  encour- 
aged. 

Merchandising:  Garrett  has  been 

successful  in  getting  merchandising 

support  from  99'<  of  the  stations  on 
its  list.  This  includes  (1)  calls  on  the 

wholesaler,  (2)  post  cards  to  liquor 

stores,  taverns  and  bars,  grocery- 
stores,  drug  stores,  in  addition  to  per- 

sonal calls  by  station  men,  (3)  station 

publicity,  (4)  window  and  lobby  dis- 
plays (5)   air  announcements. 

An  idea  of  the  extent  of  station  mer- 

chandising cooperation  is  evident  from 
the  number  of  post  cards  mailed  by  the 
-tations  to  announce  the  1954  fall 

campaign — almost  75,000. 
Ad  manager  Kalberer  is  under  no 

illusions  about  the  value  of  such  post 
card  campaigns,  fearing  that  in  many 
cases  the  mailed  material  lands  in  the 
waste  basket.  Still,  it  has  some  value, 
he  feels.  But  the  most  valuable  form 

of  merchandising,  he  finds,  is  the  per- 
sonal call  on  the  key  dealers  in  an 

area. 

The  company  tries  to  keep  merchan- 
dising from  influencing  its  choice  of 

stations.  For  this  reason  serious  mer- 

chandising requests  are  delayed  until 

after  time  purchasing  is  completed. 

"But."  says  Bumstead,  "it  is  not 
merchandising  that  we  buy.  We  are 

in   the  advertising  business.    We  buy 

"Didn't  Mom  tell  you  she  heard 
KRIZ  Phoenix  advertising  an  elec- 

tric dishwasher?" 

station  and  audience.    Stations  should 

concentrate  on  selling  the  medium.  It 

is  a  good  one." 
Selling  tlu>  salesmen:  How  do  you 
sell  radio  to  the  salesmen  aftei  thej  ve 
seen  tv?  Garrett  pulled  out  of  radio 

in  1949  because  of  the  feeling  that  its 

jingle  had  just  about  worn  itself  out. 
I  ill  1952,  newspapers  were  the  me- 

dium, then  glamorous  tv.  which  did 
indeed  excite  the  salesmen. 

At  a  national  meeting  in  New  York, 

Dave  Mahoney,  agency  president  and 
Garrett  account  executive,  presented 

the  case  for  going  back  to  radio  to  the 

sales  organization.  The  pitch  was  sim- 

ply that  to  do  an  ad  job  in  today's 
competitive  situation  required  great 

frequency.  The  tv  campaign  was  al- 
right as  far  as  it  went,  but  more  was 

necessary.  Instead  of  four,  five,  or  six 
announcements  per  week,  a  market  was 

going  to  be  bombarded  by  70  to  100. 

The  radio  campaign,  in  short,  was  pre- 
sented positively,  as  an  intensification 

of  the  firm's  promotion. 

Copy  apprtttwh:  Though  it  still  uses 

the  original  melody  in  its  jingle,  the 

company  has  varied  the  lyrics  to  suit 

the  needs  of  a  swiftly  changing  mar- 

ket. Today's  emphasis  is  on  two  copy 

points: a.  "smoother" 

b.  "no  extra  sugar  sweetening" 
Behind  this  stress  is  a  shift  in  wine 

taste  and  the  opening  of  a  vast  new 
consumer  market  since  World  War  II. 

The  most  popular  wines  today  are 

sweet — a  trend  developed  by  the 
kosher  houses,  Mogen  David  and 

Manischewitz  being  outstanding  ex- 
amples. (Both  are  heavy  air  users. 

Manischewitz  puts  about  90%  of  its 

ad  budget  into  spot  radio  (about  200 

stations)  and  tv;  Mogen  David  spon- 
sors Dollar  a  Second  on  116  ABC-TV 

stations.) 

Formerly,  Virginia  Dare  was  con- 
sidered in  the  very  sweet  category. 

With  the  rise  of  the  kosher  wines,  it 

now  falls  between  the  sweet  and  dry, 
but  more  on  the  sweet  side.  The  mar- 

ket the  company  aims  for  is  the  one 

developed  by  the  kosher  wines.  \  ir- 

ginia  Dare's  product  advantage,  says 
the  company,  lies  in  the  absence  of 

extra  sugar  sweetening,  the  sugar  in 
its  wine  coming  from  the  natural 

grape. The  rise  of  sweet  wine  in  public 
favor  has  paralleled  a  spread  in  the 

range  of  wine-consumer  composition. 
\\  ine  is  todav  in  the  transitional  stage 
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beer  went  through  a  few  years  ago.    It 

is  making  its  way  out  of  the  cafe,  res- 
taurant and  bar  Into  the  home,  drug 

store  and  super  market. 

As  many  women  drink  wine  today 

as  men.  research  figures  show.  \nd  the 

highest  proportion  of  wine  drinkers  is 
to  be  found  in  the  young  adult  range, 

the  company  discovered.  \-  might  be 
expected  with  the  increase  in  home 

consumption,  the  super  market  share 

of  distribution  has  been  growing,  to 

where  it  is  now  over  2.")'  <    of  the  total. 
\\  inc.  in  short,  is  becoming  more 

and  more  a  commonly  used  beverage, 

drunk  by  nunc  members  ol  the  family 
and  in  more  situations  than  in  former 

years.  The  fact  remains,  though,  that 

nine  is  still  associated  with  holidays 

and  entertaining  to  a  considerable  de- 

gree. Which  is  win  the  sales  peaks 

remain  Christmas,  New  Years,  Thanks- 

giving, Easter. 
The  mowing  family  use  of  wine  is 

reflected  in  the  Virginia  Dare  cop) 

switch  from  the  well-tried  opening 

"Say  it  again"  to  "Serve  it  again."" 
which  suggests  use  in  the  home. 

The  famous  jingle  may  be  with  us 

for  a  considerable  period,  for  Garrett 
has  concluded  that  dollar  for  dollar 

spot  radio  is  its  most  productive  buy. 

WHLI 
the  LONG    ISLAND  story 

DOMINATES 
Long  Islands  Big,  Rich 
NASSAU  COUNTY 

••* 

FOOD   STORE   SALES 

$287,760,000 
More  than  75  States 

Mgt.) 

•  •* 
\nr  HLI     has   a    larger   daytime   au- 

dience   in     the    Major    Long     Island 
Market      than      any      other     station. 

("The   Pulse") 

WHLI 

TREWAX 
{Continued  from  page  42) 

From  its  10' ,  distribution  in  South- 
ern California  in  1952,  Trewax  has 

expanded,  with  the  help  of  radio,  to  a 
''V,  distribution  in  that  area  and 

70'  <  in  the  rest  of  California.  Trade 

advertising  and  Sunset  helped  build  40 

to  50'  I  distribution  in  Oregon  and 
\\  ashington.  During  1955,  according 

to  Boh  Andrews  of  KBIG,  Trewax  ex- 

pects to  expand  throughout  the  rest  of 

the  Far  West,  and  by  1056.  to  go  na- 
tional. If  radio  continues  to  prove  suc- 

cessful, sa\s  a  company  spokesman, 
stations  all  over  the  country  may  be 

carrying  Trewax  commercials  in  the 
not-too-distant  future. 

Trewax'  birth  in  1940  came  when 

Harry  Fox,  a  former  door-to-door  floor 
polisher  salesman,  developed  a  new 

floor-waxing  product  containing  ex- 

ceptional amounts  of  the  chief  harden- 

ing and  brightening  agent  in  floor 

wax,  carnuba.  Most  waxes  contain 

only  3  to  5'  i  of  this  hardest  of  waxes, 
but  Trewax  is  made  up  of  over  50/3 

carnuba  wax.  (This  ingredient  comes 

from  the  Brazilian  carnuba  palm  tree, 

hence  the  name  "Trewax.") 

Because  of  Trewax"  superior  quality 
(an  application  is  supposed  to  last 
about  six  times  as  long  as  other 

waxes  i  and  its  admittedly  high  price, 

Fox  dubbed  his  product  "the  Cadillac 

of  floor  waxes.'"  This  phrase  is  used 
in  the  radio  commercials,  in  which  the 

quality    of  tin-   product   is  emphasized. 
At  first.  Trewax  was  cooked  up  in 

batches  on  their  kitchen  stove  b\  Fox 

and  his  wife.  Fox  then  sold  it  to  house- 

wives  door  to  door.  But  when  house- 

wives  began  asking  local  hardware 

dealers  for  the  product,  the  dealers 

persuaded  Fox  to  go  into  regular  pro- 
duction of  Trewax.  So  in  1950,  Fox 

set  up  a  small  factor)   in  Culver  City. 

\-  business  expanded,  Fox  appoint- 

ed his  son.  ,|err\  Fox.  vice  president, 

and  hi-  son-in-law,  Jay  Reitsen.  sales 
manager. 

\\  ilh  the  burgeoning  of  sales  \olumc 

into  six  figures,  production  need-  also 
expanded  and  the  little  factor)  became 

too  small.  \s  of  I  Feb:  uai  \  1055.  Tre- 

w  ;ix    moved    into   new    and    larger    i  20.- 

i  ii  10-square-feel  I  [a<  i"t  j  quai  ters,  w  ith 

quadruple  its  previous  facilities:  tin- 
will  help  -at i.-fx  the  upped  producl  de- 

mand w hich  radio  i-  helping  to  create. 
From  the  outset,  Trewax  advertising 

has  been  handled  b)  accounl  execute  e 

Jon    Ross,   who   joined   the   Hunter  \\  ill- 

bite  Advertising  Agency  in  Hollvwood 

as  of  1  February.  He  will  continue  as 

Trewax  account  executive,  working  di- 

rectly with  Harry  Fox  in  formulating 

ad  plan-. Fox'  theory — that  a  quality  product 
will  sell  de-pite  a  necessarih  highei 

price — has  borne  fruit.  In  its  adver- 
tising, no  effort  is  made  to  hide  Tre- 

wax" higher  cost  or  the  greater  eiforl 
needed  for  application.  Trewax  price, 

$1.79  per  pound  for  the  paste  form, 
is  two  or  two-and-a-half  time-  a-  mu<  h 

as  that  of  competitive  waxes.  Trewax 

is  sold  as  a  liquid  paste  or  colored 

paste  lor  colored  surfaces.  It  has 
distribution  only  in  paint,  hardware, 

department  and  floor-covering  stores 
because  it  is  feared  thai  mai   ales  out- 

let-, such  as  supermarkets  and  five- 
and-tens.  would  soon  break  down  the 

present  price  structure.    This  structure 

******** 

•  •llic   American  broadcast  system,  along 
with     it-    human     faults,     has     been     pri- 

marily   responsible   for  ihe  greatest  cul- 
tural     revolution      in      modern      times. 

Through     broadcasting,     and     its     allied 
field-.    great    classical    music    has    been 
made    universally    and    consistently    ac- 

cessible   to    everyone    in    our    Nation.'* ROBERT  E.  LEE 
Com  m  issioncr 

Federal  Communications  Comm. 
******** 

gives  dealers  the  40%  mark-up  and 
-ales  incentive  which  Trewax  deem-  -.. 
valuable. 

After  111   personal  calls  on  dealers, 

(2)  the  attractions  of  the  big-mark-up 

(3)  offers  of  window  streamers  ami 

other  in-store  display  material,  had  se- 

cured good  distribution  for  Trewax  in 
Southern  California  considering  the 

limitations  of  its  approach — the  corn- 

pan)  found  in  the  summer  ol  L954 
that  dealer  storks  were  moving  off  the 
shelves  vet  \   sluggishly. 

Harry  Fox  and  Jon  Ross  decided  to 

run  a  30-da)  lest  on  a  Los  Angeles 

independent  music-and-news  station, 

KBIG.  At  the  beginning  of  August 

1954,  they  launched  a  schedule  ol 
about  l*io  announcements  i<>  run  w  ith- 
in  the  month. 

Results  were  quickl)  apparent.  Pre- 
vious!)   dealers  seldom    reordered   the 

product  without  personal  -ale-man 
contact.  Bui  after  the  radio  announce- 

ments were  launched,  orders  came 

pouring  in.  Another  factor  pointing 
lo  the  effectiveness  ol  the  radio  adver- 

tising:     orders     came      from      farawav 
pi. n  es  outside  I  ,os  Vngeles  Count) . 

Previously,  the  small  town-  had  been "\  ei  looked. 
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In  September  1954,  Trewax  signed 

a  1,000-time  master  contract  with 

Kl!l(>  (to  be  used  within  one  year). 

The  announcements  vary  in  length 

minutes.  .'{O-seconds.  10-seconds — are 
both  live  and  transcribed.  Tlirv  are 

heard  seven  days  a  week. 

The  minute  commercials  go  into 

daytime  disk  jockey  shows  with  heavj 

audiences  among  housewives,  are  de- 

livered  live  1>\  the  d.j.'.-  themselves. 

such  as  KBIG's  Stu  Wilson  and  Larrj 

Berrill.  The  cop)  emphasizes  Trewax' 
qualih .  stresses  the  exceptional  amount 

of  expensive  carnuba  wax  (which 

wholesales  at  $1.10 per  pound)  present 

in  the  product  and  the  results  it  mak<  s 

possible.  It  also  points  out  that  Tre- 

wax' qualit)  requires  that  it  cost  con- 
siderabl)  more  than  other  brands,  but 

cites  reasons  why  "the  Cadillac  of  floor 
waxes"  is  worth  it. 
Trewax  feels  that  one  reason  radio 

has  paid  off  so  well  is  that  it  has  en- 
abled them  to  reach  the  housewife 

while  she  is  doing  her  chores  in  the 

daytime,  when  she  is  best  geared  to 

hear  about  a  product  that  might 

lighten  her  work-load. 

The  10-second  plugs  are  scheduled 
during  the  main  traffic  hours  to  reach 

the  dealer  in  his  auto  as  he  is  com- 

muting to  and  from  his  place  of  busi- 
ness, in  order  to  let  him  know  that 

Trewax  is  in  there  pitching. 

As  of  1  February  1955.  Trewax 

launched  a  similar  schedule  of  an- 

nouncements on  KSFO,  San  Francisco, 

another  music-and-news  independent. 
This  represents  Trewax  first  consumer 

advertising  in  Northern  California.  If 

results  are  as  good  as  those  in  South- 

ern California  (by  the  end  of  1954, 
two-and-a-half  times  more  dealers 

there  were  stocking  Trewax  than  in 

1953),  it  is  likely  that  Trewax  radio 

use  will  be  greatly  expanded. 

Trewax  has  no  local  competitors  in 

California,  but  S.  C.  Johnson  and 

Beacon  are  among  the  national  com- 

panies distributing  and  advertising 

their  wax  products  there.  S.  C.  John- 
son is  a  lavish  user  of  network  tele- 

vision, currently  bankrolls  Robert 

Montgomery  Presents,  NBC  TV,  Red 

Skelton,  CBS  TV,  both  on  alternate 

weeks,  plus  a  segment  of  Bobert  Q. 

Lewis'  afternoon  show  on  CBS  TV. 

Beacon's  advertising  runs  largely  in 
newspapers  and  magazines  with  some 

spot  radio. 

Harry  Fox  takes  a  practical  view  of 

competition :  "As  long  as  we  know  we're 

increasing,  that's  all  that  counts!"  *+* 

ROUND-UP 
[Continued  from  page  59) 

\\  I-  \lo.     Hail Eord,     has    a     unique 
sponsoi  lor  some  ol  its  ann   cements. 

I  he  product  i-  a  < leiger  countei  I"  ing 

-"hi  bj  the  Springfield,  Mass.  Sound 
Company.  These  commercials  for 
uranium  hunters  are  believed  to  be 

anion-  the  lu-l  ill  their  kind  in  the 
countrj . 

The  largest  Mercurj  agencj  in  the 

world  is  competing  with  itself — on 
television.  This  paradoxical  situation 

occurs  Saturday  evening  when  the 

('olr-l'indtT  \hn  hi  \  dealer  sponsors 

simultaneous  film  shows  on  Chicago's 
VVBKB  and  WGN-TV. 

One  film  show  runs  for  an  hour,  and 

the  other  for  half  an  hour.  Irwin  Cole, 

young  head-man  of  the  agency,  states 

that  the  duel  sponsoring  is  an  experi- 

ment to  determine  which  length  of 

show  pulls  better.  He  indicated  that 
even  if  one  of  the  shows  outdraws  the 

other  they  may  both  be  retained  since 

they   each   reach   a   different  audience. 

The    •  ole-1  inder    agencj     has    sub- 

stantial   -take-    in    Chicago    i\.     I 

also    sponsor   Life   of   Rile)    Tuesday 

nights,      Boston      Blackie      Thursday 

night-      and      Inner     Sanctum      I  r  i< la \ 

nights;  ..II  on  WGN-TV.    In  addition, 

the  agen<  j   gh  es  awa)   one  Mercui 
week  on  the  This  I ■<   )  mir  Life  -how 
i  n  NBI     l\. 

Nine  of  the  top  12  place-  in  the 
recent  \lilk\  \\  a\  Gold  Stat  \ wards 

went  to  juvenile  television  stars,  an- 

nounced Mars  Candy  Co.  who  spon- 
sors the  annual  survey.  More  than 

12,000  members  of  the  press  and  the 

entertainment  world  were  canvassed 

in  the  third  year  ol  selections.  The 

award-  lake  the  form  of  14-karat  gold 

stars,  and  are  traditionally  presented 

on  leading  t\   and  radio  show  -. 
Rick)  Nelson  of  the  \BC  TV  and 

Radio  Ozzie  and  Harriet  -how  and 

Brandon  de  Wilde  who  appeared  in 

the  Diamond  Jubilee  of  Light  produc- 
tion each  won  their  third  consecutive 

awards. 

i  Please  turn  to  page  L01) 

you're   right 

on  cue! 

No  need  to  fluff  your  lines.  There's 

only  one  CUE  to  follow  when  your 

stage  is  set  in  Akron.  Why,  they 

love  us  in  our  own  home  town  (see 

our  Hooper)  .  .  .  one  CUE  from 

us  and  they'll  love  you,  too. 

mote  MUSIC 

more  NEWS 

more   OFTEN 

Wcue 
Akron's   only    independent  _  we're   home   folks 

Tim  Elliot,  /'• 

John  E.   Pearson  Co.,   Notional   Representatives  =^>v   

after  February  10,   1955        *&#&   

J 
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[Continued  from  page  65  ' 

Activities    of    Women    2t)-2<>    Years    of   Age 
Wliil.     Listening    lo    Radio 

M-F 
M-F 

in 

10:15  a.m. 12-12:15  p.m. 
1 
ercent  oi Pi  i  i  ent  of 

women  20-29 women  20-29 istening: listening: 

20  ;-- 

Vt  home  listening 98.6% 

Concurrent   activities: 
Dressing,  personal  care 

S  '1 

5.0 Eating,    preparing    food 1.5 
i  Id  i  hores 

Other   work 
1 1 .5 

13.6 
Reading 

Leisure 
5.1 

5.7 

Away-from-home   listciiins:     r>l 
\(  tivities  in<  hide  listening 
while  traveling  &  visiting 

1.1 

Women  20-29  arc  bus)  with  house- 
hold chores  to  the  extent  of  61.8%  at 

10-10:15  a.m.,  but  only  28.6  are  so 

engaged  at  noon  to  12:15  p.m.  The 
earlier  time  would  be  more  effective 

for  product  commercials  connected 
with  general  household  cleaning  and 

ticking  up,  than  the  noon  time,  for 

that  advertiser's  audience  is  bigger 

and  the  "point  of  use  time  more  effec- 
tive  also.  More  specific  examples  can 

be  shown  for  earlier  and  later  time  pe- 
riods  for  dressing  and  personal  care, 

for  instance,  which  will  show  a  prefer- 
ential time  to  air  sales  messages  on 

clothing,  facial  soaps,  tooth  pastes, 
shoes,  socks,  etc. 

The  Ward  Survey  shows  that  in  all 
of  the  different  living  activities  of  the 
individual,  he  or  she  has  made  radio 

a  companion  both  in  and  out  of  the 
home.  The  individual  turns  on  the 

radio  because  she  wants  entertainment, 
music,  new-,  information  and  because 

-In  like-  to  hear  somebod)  talking.  She 
turns  on  the  light  switch  because  she 

wants  light;  the  radio  switch  because 

she  wants  radio's  programs,  (and  in 
man)  cases  radios  and  lights  are  turned 
on  with  the  same  switch  button  i. 

ONE-SENSE  MEDIUMS  PLUSSES 

By  Dr.  Ernest  Dichtpr 
President 

Institute  for    Motivational  Research 
Croton-on-Hudson,  N.  Y. 

\niong  the  com- 

plaints one  hears 

\  oiced  b)  tele- 
\  i  -ion-h  arried 
housewives  is 

"but  I  can't  do 

anything  else 
when  I  listen  to 

it.  '  In  a  sense, 

this  is  a  great 

compliment  to  the  effectiveness  of  tele- 
vision broadcasting  and  its  attention- 

holding  qualities.  On  the  other  hand, 

it  may  very  well  be  the  Achilles'  heel 
that  radio  needs  as  a  key  to  successful 

advertising  in  this  era  of  growing  tele- 
\  ision  influence. 

Since  the  listener  only  needs  to  use 
one  of  her  senses  to  absorb  the  radio 

medium,  she  is  capable  of  carrying  on 

other  household  tasks  while  listening. 

Far  from  a  negative  aspect  of  radio 

commercials,  potentially  here  is  a  very 

positive  one.  If  the  daytime  commer- 
cial addressed  to  the  woman  carrying 

on  her  household  tasks  identifies  with 

her  problem  of  doing  the  day's  work, 
and  at  the  same  time  it  amuses,  edu- 

cates and  stimulates  her,  it  can  be  ex- 

tremely effective. 
The  radio  commercial,  particularlv 

during  the  daytime  hours,  can  direct 

its  appeal  to  exactlv  this  function. 
Thinking  out  loud,  it  might  be  saying 

"Just  go  right  on  with  what  you're  do- 
ing, listening  to  us  will  help  to  relieve 

some  of  the  boredom  of  daily  house- 

hold chores.  You'll  get  the  job  done 
faster  and  be  entertained  as  well."  This 
may  well  be  the  psychological  key  to 
future  radio  advertising. 

Where  your  Boast 

Meets  the  Coast 

and  Pays  You 

Greater  Dividends 

COVERING  SOUTHERN  CALIFORNIA 

WITH   5000  WATTS 

Los  Angeles  Long  Beach 

541   So.  Spring  Sf.  3745  Atlantic  Avenue 

MAdijon  5-2551  L.B.  407-907 

There  has  been  considerable  atten- 

tion during  recent  years  to  the  science 

of  sub-liminal  learning,  the  science  of 

"learning  by  indirection."  Although 
the  results  of  the  discoveries  of  this 

science  ma\  not  be  directlv  applicable 

to  radio,  its  principal  finding  —  that 
the  learning  process  continues  even 
without  direct  attention  —  is  certainly 
some  evidence  of  the  effectiveness  of 

radio  commercials,  even  when  direct 
attention  is  at  its  lowest  ebb. 

Another  point  must  be  made.  There 
are  different  levels  of  inattention.  There 

is  the  inattention  involved  when  the 

listener  sits  before  the  radio  darning 

socks  or  knitting.  Since  the  task  itself 

involves  no  direct  attention,  her  re- 

sponse to  the  radio  program  and  com" 
mercial  may  actually  be  enhanced  by 
the  automatic  nature  of  her  other  job. 

This  "other  job"  permits  her  to  focus 
her  complete  attention  on  the  radio 

program  and  keeps  her  from  intellectu- ally wandering. 

At  the  other  extreme  may  be  an  in- 
tensely complex  task  which  will  absorb 

her  completely.  In  this  case,  the  direct 
effectiveness  of  commercials  may  be  at 

its  lowest  point.  Yet  here,  the  process 

of  "learning  by  indirection"  becomes 
most  important. 

DEPARTMENT  STORE  RADIO 

{Continued  from   page  37 1 

copy,  availabilities,  talent,  copy,  etc., 

pile  up  to  what  might  well  mean  a 
major  upheaval  in  the  accelerated,  high 

pie— me  operation  of  his  entire  mer- 
chandising-advertising   routine. 

It  is  not  only  the  prerogative  of  an 
advertising  executive  to  ask  if  this  is 

all  worth  his  time,  energy  and  monev  : 

it  is  his  job.  It  is  his  purpose  to  di- 
n-el hi-  store  to  successful  promotion 

and  he  alone  is  held  accountable. 

Obviously,  the  responsibility  for  con- 
viction lies  with  radio.  And  it  is  two- 

I  old.  First,  get  the  merchant  to  sign 
on  the  dotted  line.  Second,  deliver  the 

promised  results. 
Out  of  all  the  figures  and  facts  at  a 

-ale-man  -  disposal,  this  one  -lands 

out:  I  he  \Km  Point-of-Sale  Media 

le-ts  (see  SPONSOR,  23  February 
L953).  In  201  radio  vs.  newspaper 

tests,  customers  who  said  the)  came 

to  the  counter  through  radio  advertis- 

ing accounted  for  39.5%  of  the  dollar 
volume  of  tesi  merchandise.  Newspa- 

per accounted  for  23.5%  of  the  dollar 
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volume.  The  remaining  percentage  of 
dollar  volume,  in  these  tests,  was  from 
customers  who  came  to  the  counter 

without  any  advertising  influence 
(25$  I  and  customers  who  said  they 
learned  about  the  test  merchandise 

from  both  radio  and  newspaper. 
These  same  tests  illuminate  another 

startling  conclusion,  well  worth  ever) 

advertising  executive's  consideration. 
The  percentage  of  customers  who  both 
saw  and  heard  the  test  advertising  was 

onlj  7.7%.  A  very  small  overlap.  This 
strongly  suggests  that  a  merchant  who 
puts  all  his  eggs  in  one  basket,  misses 
a  share  of  his  customers.  The  know- 

ing merchant  uses  both  radio  and 

newspaper,  and  by  doing  so,  enlarges 
the  scope  of  each.  \\  here  radio  and 

newspaper  have  been  used  to  comple- 
ment each  other,  results  have  been 

overwhelmingly  effective. 
The  task  of  converting  the  merchant 

to  radio  takes  intelligence,  initiative, 

perseverance  and  patience;  and  crea- 
tive selling  is  certainly  more  effective 

than  any  cost-per-1,000  figure. 
The  salesman  who  follows  the 

NRDGA  yearly  calendar  of  sales 

events,  who  learns  to  anticipate  de- 
partmental and  store-wide  promotions 

is  in  a  position  for  creative  selling.  He 
can  suggest  a  timely  campaign  for 
spot  saturation,  or  turn  up  with  an 
idea  for  boosting  traffic  at  a  given  time. 

He  most  likely  will  be  on  the  spot  and 

on  the  ball  in  displaying  one  of  radio's 
greatest  assets  to  retailing:  its  flexi- 

bility and  singular  ability  to  produce 
and  deliver  an  advertising  message  in 
less  than  an  hour,  if  demanded. 

While  this  salesman's  ideas  may  nev- 
er be  completely  usable  from  the  mer- 

chant's side  of  the  desk,  he  is  begin- 

ning to  speak  this  man's  language.  His 
positive  sales  approach  is  widening 
that  crack  in  the  door. 

More  important  to  the  merchant 
than  cost,  is  result.  The  salesman  who 
cuts  rates  and  offers  involved  low-cost 

package  deals  shows  little  faith  in  his 

own  medium.  He  can  hardly  expect  an 

exacting  merchant  to  go  his  way,  nor 
sell  the  product  he  is  so  willing  to  give 

away.  No  merchant-advertiser  ever 
bought  a  medium  because  it  was  cheap. 
No  merchant-advertiser  is  interested  in 
a    weak  medium. 

By  the  same  token,  the  broadcaster 
should  not  be  interested  in  the  mer- 

chant as  a  weak  sponsor.  Certainly  not 
when  he  controls  and  spends  10  times 

more  daily  than  any  other  business- 
man   in   local   advertising. 

Broadcasters  arc  iui>takciil\  -atislied 

with  token  contracts  from  department 

stores.  Eager  for  thi>  prestige  account, 

they  are  content  with  a  meager  portion 

of  co-op  mone\.  wheedled  from  a  dis- 
tributor or  manufacturer  of  one  of  the 

store's  brand  name  products.  The) 
have  not  sold  the  merchant,  they  have 

only  placed  themselves  in  a  critica 

situation.  Co-op  accounts  rarely  re- 
ceive the  needed  attention  from  the 

stores  advertising  department  or  the 

personnel  of  the  radio  station.  \ml 

for  that  reason  they  fail  to  show  ap- 
preciable results.  They  only  drift  along 

until  the  merchant  suddenly  realizes 

that  his  precious  co-op  money  is  going 

down  the  drain,  ami  the  co-op  contract 

becomes  nothing  more  than  a  "kiss  of 

death." 

While  co-op  money  may  place  ra- 

dio's foot  in  the  door,  it  may  also  be 
instrumental  in  giving  a  broadcaster 
the  well  known  boot,  out  the  same 
door.  Until  the  merchant  is  convinced 

to  the  point  of  spending  an  adequate 
budget  and  expending  his  energy  and 
talent  in  the  direction  of  sound  broad- 

cast advertising,  he  can  never  realize 
the  full  benefits  of  this  medium. 

Broadcasters  have  learned  that  it  is 

easier  to  sign  this  merchant  than  it  is 
to  keep  him  on  the  air.  Yet  they  are 
slow  to  realize  that  a  great  share  of  the 

responsibility  for  successful  retail  ad- 
vertising is  the  burden  of  the  entire 

personnel  of  the  radio  station. 

For  example,  when  a  merchant  pro- 
duces a  newspaper  ad,  he  employs  and 

controls  a  complete  staff  of  experts: 

copy-writers,  artists,  production  peo- 
ple, even  coordinators.  There  is  no 

word  of  copy,  no  line  in  the  art,  no 

part  of  the  ad's  white  space  that  is 
not  analyzed,  rewritten  or  redrawn  un- 

til it  satisfies  the  expert  responsible. 

Yet,  when  this  same  merchant  uses 

radio  he  must  rely  upon  the  personnel 

of  the  station  for  the  same  perfection 

and  intelligence  he  demands  of  his  im- 
mediate, in-the-store  staff.  Sales,  con- 

tinuity, traffic  and  talent  contribute  to 
his  success  or  failure  but  their  people 

are  far  removed  from  the  daily  habits 
and  facts  of  retailing.  The  merchant 
has  no  way  of  controlling  them. 

On  the  day  of  his  big  sale,  he  may 

tune  in  to  hear  his  sponsored  half  hour 

and  catch  a  thoughtless  announcer  ad- 

\  i-ing  all  listeners  to  stay  at  home  be- 
cause the  weather  is  poor.  His  own 

program  is  working  against  him.  (The 

newspaper  only  states  the  weather  re- 
l\ing  on  the  intelligence  of  its  readers 
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for  their  personal  conclusions.)  He 

may  hear  the  most  important  part  of 
his  sales  pitch  mutilated  by  a  d.j.  who 

is  more  interested  in  selling  hi-  own 

personality  than  the  product  and  store 
lie  represents.  He  may  even  hear  his 

copy  turned  senseless  and  comical  as 

tiled  "radio  talent"  dives  into  a 
commercial  with  no  previous  attempt 
to  understand  and  deliver  it   properl)  , 

And  what  about  this  cop\  ?  What 

about  the  sales  message  which  cannot 

be  overestimated  in  importance?  Is 

the  continuity  department  of  the  aver- 
age radio  station  really  equipped  to 

write   this  specialized   pitch? 

Is  the  average  advertising  agency 

any  closer  to  a  knowledge  of  the  store's needs  and  between-tbe-lines  schemes? 

\m-  the  copy  points  which  are  so  care- 
fully worked  out  and  stressed,  in  the 

merchant's  newspaper  ads,  ever  really 

analyzed  and  adapted  to  broadcast  sell- 
ing?  No.  they  are  not.  And  until  the 
broadcaster  can  find  a  way  to  use  these 
same  successful  tricks  and  tools,  he 

cannot  hold  the  retailer.  Inevitably, 
radio  must  find  the  wa\ . 

Every  radio  station,  interested  in 
the  department  store  advertiser,  would 
be  wise  to  employ  at  least  one  person 
with    substantial    experience    in    retail 

SELL  The 
Tremendous 

NEGRO 
Market    Of 

DURHAM       RALEIGH 
And 

Eastern  North  Carolina 

i  America's  Most  Fabulous 

Negro  Market) 
With 

WSRC 
Durham,  N.  C. 

1410  Kc.  *  1000  W  ttl 

"Only    station     in    Eastern    North 
Carolina    Programming    exclusively 

to  this  great  Negro  Market." 
0.5    M\    M  138,750  Negroes 

O.I    M\     M  187,350   Negroes 

*1950  Census 

For  the  complete  WSRC  Story  call 
RAMBEAU 

Southeastern  Dora-Clayton 

advertising. 

There  is  a  crying  need  for  co-ordi- 
nation, inside  the  radio  station,  on  be- 

half of  the  department  store  sponsor. 
There  is  need  for  liaison  between  the 
retailer  and  broadcaster,  at  a  level 

where  mutual  understanding  and  re- 

spect  is  possible;  where  resultant,  suc- 
i  essful  broadcast  advertising  is  prob- 
able. 

The  department  store  account  is  a 

specialized,  full-time  job  for  radio,  and 
should  be  approached  as  such. 

The  time  is  ripe  for  radio.  In  this 

highly  competitive  era  of  far-flung 
shopping  centers  and  customers  who 
use  an  automobile  as  a  flying  carpet, 
the  merchant  looks  for  new  ways  to 

beam  his  message  to  an  elusive,  selec- 
tive shopper. 

In  this  day  of  high  operating  costs 

and  diminished  profits,  the  merchant 
i (examines  his  newspaper  rates  and 

engraving  costs.  He  is  anxious  to  make 
his  advertising  dollar  stretch  to  cover 

all  requirements. 
The  time  is  ripe  for  radio  to  show  a 

new7  facet  of  understanding,  salesman- 

ship, and  follow  through.  The  time  is 
ripe  for  a  successful  alliance  between 
the  department  store  merchant  and  the 
radio  broadcaster.  It  is  not  likely  that 

either  one  will  miss  the  boat.         *  *  ■* 

CHOOSING  AN  AGENCY 
(Continued  from  page  29) 

First,  it  formed  a  committee  con- 
sisting of  Clarence  Kldridge.  executive 

v. p.;  Rex  Budd,  director  of  advertis- 
ing: Henry  Stevens,  product  market- 

ing manager  of  the  heaviest  product 

advertising  division  of  Campbell's, and  l!;i\  llubicani.  called  in  as  an 

outside  consultant. 

From  that  point  on.  the  committee 

followed  a  systematic,  thorough  ver- 

sion of  the  steps  outlined  b\  si'onsoh 
above.  Each  committee  member  sug- 

gested five  agencies,  until  a  prelimi- 
nary list  of  12  unduplicated  possibili- 

ties was  arrived  at.  Then  the  lour  men 

visited  the  agencies,  eliminated  some, 
re\  isited  the  remainder.  Alter  thor- 

ough study,  four  agencies,  each  one 
with  a  long  t\  traek  record,  got  the 

i  ampbell  Soup  a<  count. 

I  h-Mi  j  Stevens,  product  manage   

hot  soups,  recalls  the  numerous  in- 
ter: iews  the  selection  committee  had 

with  the  agencies.  "We  knew  man) 
people  mi  each  agencj  anyhow,  and 
i  loii    ac<  ounts.     Nonetheless,    we    m«l 

the  key  men,  let  them  tell  their  own 

story.  Then  we'd  go  back  for  a  second 

lime." 

This  spring,  after  the  agencies  had 
a  chance  to  prove  themselves,  Camp- 

bell President  William  Murphy  said 

that  the  multiple  agency  set-up  is  giv- 
ing the  company  a  greater  degree  of 

creative  work  and  better  advertising 
than  ever  before. 

Block  Drug  Co.'s  approach  to  agen- 
i  \  -witching  this  past  summer  was  vir- 

tually the  opposite  of  the  Campbell 

technique.  For  one  thing,  Advertis- 

ing Manager  George  Abrams  did  most 

of  the  scouting  and  deciding  by  him- 
self, without  aid  of  a  management 

committee.  Furthermore,  when  the  li-l 
of  potentials  had  been  narrowed  from 
1 1  in  to  six,  the  final  selection  was  made 

on  the  basis  of  presentations.  Harrv 
B.  Cohen  created  a  tv  film  commer- 

cial in  four  days  as  part  of  its  presen- 

tation. 

It's  interesting  that  the  size  of  the 
agenc\  was  a  big  factor  with  Block. 

As  George  Abrams  put  it  to  SPONSOR: 
"We  wouldn't  want  our  products  to 
have  to  fight  for  attention.  In  a 

medium-sized  shop  the  agency's  ke\ 

people  are  our  people." The  television  departments  of  the 

potential  agencies  were  studied  with 
particular  care.  Block  was  looking  for 

an  agency  that  could  take  over  the 
writing  and  production  of  its  network 

shows  and  the  buying  for  its  spot  cam- 

paigns. 

Within  a  month  of  beginning  the 
-earch  for  a  new  agency,  Block  Drug 

Co.  assigned  Amm-i-dent,  Green  Mint 

and  Pycopay  to  Harry  B.  Cohen  Ad- vertising Co. 

"Sorry,  ma  am,  we're  completely 
sold  out  of  KRIZ  Phoenix  basement 

specials." 
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Specula  tirt*  presentations:  \<tual- 

ly  the  speculative  presentation  is  used 
irery  rarely  in  these  days  of  television 
as  a  basis  for  choosing  an  agency.  For 

one  thing,  the  majority  of  advertising 

directors  feel  that  it's  impossible  for 
an  "outsider" — which  the  agency  mak- 

ing the  pitch  certainly  is — to  give  a 
sufficiently  intelligent  analysis  of  the 
distribution,  sales  and  advertising 

problems  to  come  up  with  effective 

•  ampaign  ideas.  Furthermore,  t  h<  -\ 

feel  it's  unfair  to  request  such  an  ex- 
pensive  procedure  from  an  agency, 
particularly  since  the  presentations 
are  rarely  considered  conclusive.  And 

last,  but  far  from  least  important,  is 

the  difficulty,  expense  and  time  in- 
volved in  showing  adequately  what  the 

agency  could  do  for  the  client  in  tv. 

Nor  are  decisions  about  agencies 

always  made  on  the  basis  of  tv  track 

record,  or  billing  factors.  Very  re- 
cently, a  major  drug  firm  switched 

agencies  because  a  new  executive  at 

the  current  agency  has  a  hold  on  a 

valuable  tv  property  that  the  firm 
wanted  to  buy. 

A  multi-million  dollar  insurance  ac- 

\  count  followed  its  account  executive 

to  a  shop  in  which  he  became  a  part- 
ner a  few  years  ago.  This  type  of 

agency  change,  however,  has  become 

somewhat  rare  among  air  advertisers 

because  of  the  vast  expenditures  neces- 
sary to  set  up  or  revamp  an  agency 

capable  of  servicing  a  major  television 
advertiser. 

The  criteria  for  choosing  a  certain 

advertising  agency  vary  almost  as 
much  as  do  the  methods  and  reason- 

behind  a  change.  But  if  there  was 

one  general  rule  that  all  advertising 

directors  seem  to  agree  upon  it  is  the 

need  to  pick  "an  agency  that  fits  the 
size  and  requirements  of  your  prod- 

ucts."' 

Case  for  big  shops:  Said  the  adver- 
tising director  of  one  of  the  top  pack- 

age goods  firms:  "After  you've  gotten 
into  one  of  the  top  10  or  15  radio-tv 

agencies,  there's  not  much  difference 
between  one  or  another.  Virtually  no 
agency  today  produces  its  own  show, 
but   the  bigger  shops   have   more   ex- 

'  perience,  better  staffs  and  can  do  a 
better  job.   When  an  agency  has  more 

i  tv  billings  and  various  different  tv 

clients,  its  personnel  automatically  be- 
|  comes  more  knowledgeable  about   the 
'  medium." 

The  advertising  director  of  a  majoi 

tobacco  coinpanv  also  leaned  toward 

large  agencies.  "Winn  \<>u  need  sharp 
action  in  network  tv.  vou  re  prett)  well 

limited  to  the  bigger  agencies." 
Said  the  advertising  director  of  a 

Luge  oil  company:  "We  got  into  tv 
when  no  one  knew  anything  about  the 

medium,  but  since  then  it's  become  a 
lot  more  expensive  and  more  competi- 

tive. You  need  a  lot  of  services  besides 

the  skeleton  tv  staff  a  small  agenc) 

can  afford.  The  agency  that  handles 

our  network  show  has  greater  research 
facilities,  more  personnel  resources, 

and,  let's  face  it.  it's  got  a  definite  ad- 
vantage in  network  negotiations  be- 

cause it  buys  time  for  many  clients." 

.Smaller  agencies:   The    advertising 

director  of  one  of  the  food  product 

giants  felt  that  large  agencies  have  no 

advantage  over  medium-sized  shops: 

"It  depends  what  you're  talking  about 
— in  network,  the  small  shops  at  a 
disadvantage.  But  smaller  shops  are 

more  creative  often.  Tracy-Locke  in 
Texas  have  done  some  of  the  best 

eight-  and  20-second  tv  spots  on  a 

regional  basis  that  I've  ever  seen. 

"Largeness  is  no  insurance  of  serv- 

ice.  On  "in  products  I  want  to  be  sure 
we  have  an  established  timebuyei 

who's  had  broad  client  experience,  and 
that's  more  likely  in  a  large  agency. 
But  a  smaller  agency  may  combat  this 

by  going  into  the  field  and  developing 

personal  contacts  among  station  man- 

ager?.." 

The  advertising  executive  of  a  larg< 

drug  company  is  a  strong  advocate  of 
matching  the  size  of  the  account  to  the 

size  of  the  agency.  "At  a  giant  shop, 

you'd  be  at  a  disadvantage  if  you're 
not  one  of  the  large  accounts.  A  new 
show  or  time  period,  for  example, 
would  be  offered  to  the  big  boys,  not 

to  you." 

A  soap  company  advertising  execu- 
tive felt  that  tv  time  franchises  have 

put  small  shops  out  of  the  running. 

"Tv  has  eliminated  most  small  agen- 
cies. Ten  or  15  big  agencies  have  the 

inside  track  and  that's  why  they  at- 
tract accounts.  Look  at  the  growth 

of  some  agencies  lately — you  can  al- 
ways trace  it  to  their  television,  like 

McCann-Erickson  and  Leo  Burnett. 

"Personally,  I  feel  an  agency  must 
have  two  qualifications:  (1)  a  normal 

amount    of    creative    tv    ability — pro- 

1/KOW  County... 
Bigger  than  St.  Louis! 
The  50  county  market  covered  by  Wis- 

consin's most  powerful  radio  station  is 
bigger  than  St.  Louis  in  retail  sales, 
more  than  twice  as  big  as  Milwaukee. 
Like  these  metropolitan  areas,  wKOW 

COUNTBY  is  a  group  of  shopping  cen- 
ters. Unlike  them,  however,  the  land 

between  one  rich  wKOW  COUNTRY 

shopping  area  and  the  next  produces 
valuable  farm  products  and  an  aver- 

age annual  family  income  of  $6,921 
for  the  producers.  Madison,  the  capital 
of  wKOW  COUNTRY,  with  over 

105,000  population,  has  an  average 
spendable  income  per  household  of 
$S,067.  You  can  sell  it  all  at  bargain 
rates  on  WKOW  at  one-fifth  the  mice 

you  pay  for  St.  Louis,  one-half  the 

price  for  Milwaukee. 

WKOW 
MADISON,  WIS 

CDS 

Affiliate 

Represented  by 

HEADLEY  REED  CO. 
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gram  ideas  and  commercial  technique; 

an  agenc)  mu-t  be  in  position  to 
negotiate  with  stations  and  networks 
fast :  it  must  have  a  hep  media  depart- 

ment, good  timebuyers.  In  fact,  if  an 

agenc)  today  can  negotiate  for  time, 

you  don't  give  a  damn  whether  the) 

know  tv  production  or  not." 
The  advertising  director  <>f  a  watch 

companj  favors  big  agencies  for  time 

buying.  "It's  the  big  agencv  that  can 
M  ield  important  influence  with  the 

stations,  because  it  controls  so  much 

business.  It  can  buy  bettei  for  us.  be- 
cause the  stations  rush  to  it  with  new 

availabilities,  if  any  open  up." 
Says  the  advertising  director  of  a 

large  drug  firm:  "Some  accounts, 
cosmetics,  for  instance,  demand  a  lot 

of  special  detail  work  from  the  agencj 

because  of  co-op.  special  store  ads,  the 
number  of  varied  tv  commercials.  Ac- 

counts in  the  proprietary  field  need 
less  detail.  This  is  the  sort  of  thing 

that  determines  what  size  of  agency  is 

best.  A  small  agency,  for  example,  is 
hitter  on  detail  work. 

"Occasionally,  advertisers  make  the 
mistake  of  rushing  to  the  so-called 

'hot'  agency,  and  it  strikes  them  as  a 

w- 

Covering  the  entire 
Northwest  Irom  Spokane 

MRS. 

CONSUMER 
wrote  a  letter  .  .  . 

12,533  of  them! 
As  KCA's  fabulous  Kash  Box  last 
week  grew  to  $1,056,  there  came 
a  deluge  ot  mail  to  KCA.  Each  one 
a  Kash  Box  entry  .  .  .  each  one 

bearing  a  sponsor's  label. 
Here's  the  breakdown: 

DARICOLD    EVAPORATED 
MILK 

7,269 BROWNIE COOKIES 
2,890 DR.    ROSS DOC   FOOD 
1,393 FOLCER  S INSTANT 

COFFEE 

506 

NO  LABEL 

475 

TOTAL 12,533 

Mail  Count  to  date: 41,748 

Each   day's  broadcast   of   the   Kash 
Box  R  in  ever-increasing 

g    your 

commercial    message,    buying    your 

ALL  ABOARD! 
Write,    call   or  wire 

Reps.:  Everett  McKinney,  I nc | 

New  York,  Chicago, 

Los  Angeles,  San  Francisco 

Box  141      Spokane,  Wash. 

prestige  factor  to  have  the  account 
handled  by  an  agency  with  that  repu- 

tation. Personally,  I'd  shy  away  from 
an  agency  that  had  been  adding  a  lot 
of  extra  television  billing  within  a 

short  time.  The  necessary  reorganiza- 
tion within  the  agency  would  prob- 

ably deprive  us  of  attention." 

Splitting  the  account:  After  the  ad- 

vertiser has  chosen  an  agencv  he  often 

still  has  to  decide  whether  to  split  the 

account  among  two  or  more  agencies. 

Sometimes  a  split  b\  products  is  neces- 
sary because  of  competitive  reasons. 

Among  the  giant  package  food  firms 
with  their  lines  of  dozens  of  products, 

such  a  situation  is  virtually  inevitable. 

However,  various  other  factors 
cause  advertisers  to  assign  different 

products  to  different  agencies. 

"We  have  a  men's  line  and  a  wom- 

en's line,"  one  drug  advertiser  told 
sponsor.  "And  actually,  one  agencj 

is  particularly  clever  in  male-appeal 

cosmetics  commercials.  Our  women's 
line  of  proprietaries  is  older,  and  has 
been  handled  by  the  other  agency  for 

many  years  now.    It  does  a  fine  job." 
A  cigarette  advertising  executive 

favors  split  accounts  for  competitive 

reasons:  "We  have  three  competitive 

cigarette  brands.  Each  requires  a  cam- 
paign of  its  own,  and  each  competes 

with  the  other  brands.  It's  natural  that 
they  should  be  handled  by  different 

agencies.  Besides,  frankly,  I  feel  split- 
ling  the  account  keeps  the  agencies  on 

their  toes." The  advertising  director  of  a  firm 
making  shaving  products  favors  a  split 
account  from  hitter  experience: 

"'Twice  we,  were  caught  by  having 

agencies  collapse,  and  I  ended  up  hav- 
ing to  write  tv  commercials  myself. 

That's  just  one  reason  I  like  to  have 
the  load  shared  by  two  or  more  agen- 

cies. But  I  also  keep  in  touch  with 

four  or  five  other  agencies  on  an  in- 
formal basis,  just  to  insure  against 

mishap,  and  to  make  sure  our  agencies 

keep  doing  a  good  job." 
Said  a  food  products  advertiser: 

•  \\  e  split  oin  .ii  counl  parti)  because 
ihrie'd  he  an  unhealthy  tendencj  to 
concentrate  on  the  large-spending 
product,  il  our  entire  line  went 
through   one  agencj . 

Most  advertisers  objected  to  split- 

ting   an    aCCOUnl     b\     media,    although 
ihe\  each  <  ited  instances  where  it 

might  be  necessar) .  I  he  disadv  an- 
tages,  ili'v    felt,  were  in  a  tendency   to 

destroy  the  unity  of  theme  which  gen- 
erally makes  an  advertising  campaign 

a  success. 

Several  advertising  directors  of  cer- 
tain food  and  cigarette  concerns 

-pending  main  million-  each  vear 

mentioned  that  they  tend  to  split  their 

account  along  institutional  and  con- 
sumer advertising  lines.  International 

advertising,  too,  is  mostly  handled  bv 

specialized  export  agencies.  But  the 

majority  of  advertising  executives 

were  leery  of  splitting  accounts  be- 
tween print  and  air. 

"There  are  advantages,"  says  the 
top  advertising  executive  of  a  food 

products  firm.  "You  get  two  agencies 
competing  on  the  same  line  of  prod- 
in  its,  and  better  thinking  results.  But 
the  shop  handling  print  may  come  up 

with  an  idea  that  can't  be  carried  into 
air  media.  Then  you  lose  some  carry- 

over on  your  sales  message,  and  in- 
evitably one  agencj  ends  up  dragging 

its  feet." 
\  big  soap  advertiser  feels  that  net- 

work tv  virtually  eliminates  splitting 

an  account.  "If  you  have  a  lot  of 
products  buying  into  a  network  tv 
show,  it's  much  better  if  one  agency 
rather  than  a  group  of  agencies  super- 

\  i.-e-  I  he  show  .  I  hal  doesn't  mean  lliat 

you  don't  benefit  by  splitting  the  ac- 

count by  products,  other  than  in  tv." 
The  most  unusual  split  bj  product-; 

as  well  as  by  media  is  the  one  that  has 

evolved  for  the  Mennen  Co.,  via  Ken- 

yon  ̂   Eckhardt  and  McCann-Erickson. 

lurch  agency  handles  a  certain  num- 

ber of  products.  However,  McCann- 
Erickson  buys  all  the  spot  tv  for  all 
the  products  and  K.&E  buys  all  the  spot 

radio  for  all  the  products.  The  pro- 
duction of  commercials  is  handled  by 

the  agencv  handling  the  particular 

products,  and  the  agencies  cross-bill 
each  other  on  the  time  by  products 

also. 

Here's  how  Leonard  Colson.  Men- 
nen"- advertising  manager,  explains 

the  system:  "This  way,  each  agency 

buys  a  biggei  schedule  and  therefore 
gets  better   franchises.    Besides,   K&E 
alreadv  had  radio  experience  for  our 

products,  whereas  McCann  is  lugger 

in  spot   tv ." 

Wlii/  accounts  moves  Touchiest  sub- 

jecl  in  advertising  is  "what  went 

w  rong  M  ilh  our  advertising  agencv .  " 
There  isn'l  an  advertising  director 

who'll  go  on  record  on  the  foibles  and 
weaknesses    of    the    agencj     just    re- 
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signed,  but  here's  a  run-down  on  the 
reasons  behind  some  of  the  headlines 

made  during  the  past  few  months. 

Personality  clash:  Over  $5  million 

in  jewelry  billings  flew  out  the  window 

after  a  quarrel  between  the  agency 
president  and  the  top  executive  of  the 

account.  Reason  for  the  quarrel?  It 

wasn't  business,  say  those  who  heard it. 

Sometimes  the  very  thing  that 

brought  an  account  into  an  agency — 
a  personal  friendship  between  the  top 

executives — can  hurt  the  relationship 

as  it  proceeds.  There's  a  tendency  for 
information  to  get  bottlenecked  on  the 

high  level;  ideas  spawned  at  South- 

ampton, somehow  don't  get  back  to  the 
department  heads  on  Madison  Avenue. 

Neither  the  agency  nor  the  companv 
advertising  manager  are  properly  in- 
formed. 

Poor  handling  of  television:  Just  a 

short  time  ago  a  multi-million  drug 
account  switched  agencies,  after  hav- 

ing spent  a  couple  of  million  dollars  in 

a  network  tv  show  that  never  got  its 
feet  off  the  ground.  The  situation 

comedy  never  pulled  adequate  ratings, 
even  though  the  agency  revamped  the 
show  twice  within  six  months.  Within 

weeks  of  its  arrival  in  the  new  agency, 
the  drug  account  announced  sponsor- 

ship of  a  new  network  film  buy. 
A  few  months  ago,  a  cosmetics  ad- 

vertiser split  his  billings,  giving  a  fair- 
sized  chunk  of  the  air  billings  to  a 
new  agency.  What  preceded  it  was 
months  of  skipping  from  one  network 
show  to  another,  never  sticking  for 
more  than  eight  weeks  with  any  of 
them.  The  problem:  the  agency  had 
an  inadequate  research  department, 

hadn't  gotten  the  facts  about  audience 
('(imposition. 

Poor  recommendations:  There's 

nothing  that  undermines  a  client's  con- 
fidence more  than  poorly  thought-out 

recommendations  whether  they  stem 
from  his  account  man  or  the  agency 
president. 

Said  a  drug  advertiser:  "Evaluating 
tv  is  harder  than  other  media.  And  by 
the  time  you  see  your  ratings,  you've 
already  spent  a  small  fortune.    Hence, 

THE  EASIEST  WAY 

TO  SELL  THE  BIG  NASHVILLE 

NEGRO  MARKET 
USE  ALL-NEGRO  STAFFED 

WSOK 

there's  a  tendency  in  tv  for  high  agen- 
cj  brass  to  pontificate,  even  when 
the)  re  not  well-versed  tv  men.  The 

tv  specialists  within  the  agencj  don'l 
dare  contradict  the  president,  and  1 1 1« - 

harm's  done." 
One  drug  firm  paid  through  the 

nose  for  the  privilege  of  basing  one 

of  the  top  agencies.  The  agencj  had 

a  hard-to-handle  tv  star  with  a  stage- 
struck  family  member.  The  agency 
built  a  show  around  the  novice, 

palmed  it  off  on  the  relativel)  small 
advertiser.  The  show  flopped  and 
heads  rolled. 

Sales  set-hacks:  Advertising's  not 

always  to  blame,  but  it's  almost  always 
the  scapegoat.  When  sales  start  slip- 

ping, chances  are  the  client  will  start 

looking  around,  "to  get  some  fresh 

thinking."' 
Howr  can  advertisers  keep  agencies 

from  slipping? 

Rill  Hausberg  of  Lehn  &  Fink  sends 

the  agency  all  bulletins  to  salesmen 

and  memos  pertaining  to  advertising 

that  circulate  in  the  companv  to  keep 
his  agency  up  to  date. 

Harvey  Bond  of  Benrus  Watch  Co. 
likes  to  feel  that  he  can  call  on  the 

people  at  the  agency  who're  specialists, 
not  just  on  his  account  group,  to  get 
the  benefit  of  their  thinking. 

Al  Stevens  of  American  Tobacco 

Co.  channels  all  ideas  and  problems 
through  the  account  executives  to 

avoid  tangled  communications. 

Don  Stewart  of  the  Texas  Co.  main- 

tains regular  personal  contact  with  his 

account  man,  v.p.  of  radio-tv  and 

copywriter.  He  adds  that  it's  good  to 
have  the  writers  occasionally  attend- 

ing meetings  to  keep  them  well  in- 
formed about  new  product  develop- 

ments, sales  approaches. 

George  Oliva  of  Nabisco  works  with 
the  buyers  on  selecting  stations,  for 
fear  that  an  important  market  might 
be  overlooked. 

Bill  Campbell  of  Borden  Co.  deals 

personally  with  such  tv  specialists  as 

programing  v.p.,  packager,  copy  su- 
pervisors, film  directors,  so  that  com- 

pany policy  will  be  translated  into 

every  Borden  program  and  commer- cial. 

Alden  James  of  P.  Lorillard  has  30 

people  in  his  advertising  department; 

including  brand  managers,  research- 
ers, media  men.  He  likes  to  have  them 

all  in  continuous  communication  with 

j  their  agency  counterpart-.  -k  -k  -k 

ROUND-UP 
i  Continued  from  pagi 

"  \  litniqui-t  n|  I  [.mi  e"  i-  the  new 

theme  on  \\  0\K*s  /  o  I  inn,  i  \\  uli 
Music  show  twice  a  week  from  New 

^  ork.  The  program  lias  been  on  tin- 
air  for  four  years  under  the  sponsor- 

ship of  Air  France  and  the  Fren<  li 
Government  Tourist  Office,  and  ea<  h 

-how    Italurcs  various  parts  of  France. 

Jacques  Fray  is  the  narrator,  and 
his  first-hand  description  of  the  scenic 
beauties  of  each  locale  is  coupled  with 
scattered  interviews  from  returned 

tourists  and  occasional  celebrities 

from  the  area.  The  show  is  on  Tues- 

day and  Thursday,  7:05  to  7:30  p.m. 
»        •        » 

A  tie-in  with  56  local  drug  stores  in 

the  Lansing,  Mich.,  area  has  been  an- 
nounced by  radio  station  WILS.  The 

station  sponsors  one  institutional  an- 

nouncement per  day  and  two  on  Sun- 
days to  promote  drug  purchases  in 

reciprocation  for  commercial  drug 

product  announcements. 
The  advertiser  is  guaranteed  one 

display  for  one  week  in  each  of  the 
stores  for  a  13-week  contract.  For  26- 

and  52-week  contracts  he  is  guaranteed 

three  and  eight  weeks  of  display  re- 

spectively. In  addition,  each  store  is 
supplied  with  a  decal  identifying  it  as 
a  member  of  the  group  plus  shelf 

talkers  and  counter  cards  reading  "As 
Advertised"  and  "Radio  Special"  to 
supplement  any  materials  supplied  by 
the  manufacturer. 

#  »        » 

The  Spanish  language  Sombrero 
Network  announced  that  it  now  has  a 

nine-station  coast-to-coast  operation 

that  reaches  2,500,000  Spanish  speak- 

ing people  in  the  U.S.  The  "flagship 
station,"  KCOR,  San  Antonio,  will  sup- 

ply soap  operas  and  other  taped  fea- tures to  the  members  of  the  network. 

Clients  already  using  the  full  net- 
work include  the  American  Tobacco 

Co.,  Ex-Lax,  Falstaff  Reer,  Lydia 
Pinkham  and  Old  Gold. 

#  ♦       ♦ 

Boston's  WHDH  has  charted  a  food 

survey  specially  for  the  advertising 
and  food  executi\r.  The  sur\c\  i- 

presented  in  a  graphic  manner  which 
indicates  the  annual  gross  food  sales 
for  each  of  the  25  counties  i  overed  b) 
the  station.  Rrochure  is  available  on 

request  to  the  station.  *  +  * 
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FT.  WORTH- 
DALLAS 

formerly  KWBC 

HOUSTON 

J  order 

delivers 

the  Negro 

Population 
of  the 

Souths 

Largest  Markets 
...cuts  cost,  too! 

negro  radio 

Gill-Perna,   Inc.,  Nat'l  Representatives 

Lee  F.  O'Connell.  Wett  Coait 

>f(iri«>ii  Harper  Jr.,  president  of  McCann- 
Erickson,  will  see  his  agency  acquire  all  of  Westing- 

house'  $3,000,000  consumer  products  account  from 
Fuller  &  Smith  &  Ross  effective  15  July  1955.    This 

will  leave  F&S&R   with    Westinghouse's  industrial 
advertising  only.    McCann-Erickson   has    been 
handling  W  estinghou.se  air  billings  only   {network 
Iv  spearheads:  Studio  One,  Best  of  Broadway,  both 

CBS  TV).   Agency  s  strong  tv  know-how,  say  trade 

reports,   helped  win   rest  of  account's   billings. 

fiearae  If.  I'reu,  NBC  vice  president  in  charge 
of  tv  network  sales,  last  month  announced  new 

"color  spread"  plan  for  tv  advertising  to  start  next 
fall.    Flan  brings  magazine  concept  to  the  spectacu- 

lars, enables  advertisers  to  buy  90-second  commer- 
cials in  the  Sunday  night  7:30-9:00  p.m.  specs  on  a 

one-time  (or  more)   basis  at  $70,000  each   ($48,000 
each  for  the  summer  series) .    Each  spec  offers  six 
such  availabilities.    First  advertiser  buying  into  plan 

is  Sunbeam  Corp.    (through   Perrin-Paus) . 

M  nil  Disney,  who  together  with  ABC,  boldh 
married  tv  and  Hollywood,  is  seeing  frails  of  this 

marriage   in  the  recently-anounced    Warner  Bros.- 
ABC  tieup.   Studio  will  make  film  for  tv  web  in 

format  like  Disneyland.    Meanwhile,  Disney's  late 
afternoon  hour  strip  on  ABC  TV,  The  Mickey  .Mouse 

Club,  has  corralled  four  sponsors,  General  Mills, 
through  Knox-Reeves:  Campbell,  via  Leo  Burnett; 
Bristol-Myers,  through  DCSS;  Armour,  via  Henri, 
Hurst  &    Mi  Donald.   Quarter  hours  are  still  available. 

Jtnnes  \Y.  Si'iler.  (top)  president  of  American 
Research  Bureau,  and  James  f>.  Kiiipc.  president 

of  C.  E.  Hooper  Inc.,  have  narrowed  the  competitive 
picture  in  the  broadcast  measurement  field.  They 
have  made  an  agreement  which  calls  for  ARB 
to  operate  in  tv  only,  Hoopei  to  concentrate  on  radio. 

As  of  31  March,  Hooper  suspended  publication  of 
local  television  Hooperatings  (65  cities),  will  furnish 
radio  measurements  in  105  cities  during  the  1955-56 

season  (local  only).  ARB  publishes  monthly  tv  re- 
ports in  70  cities,  is  preparing  a  stud}   of  140 

"  tbilene  to  Zanesville"  markets  to  give  current 
information  on  hitherto  neglected  small  markets. 
Hill  and  Hooper  will  continue  to   maintain   separate 

identics,  though  each   will  cross-sell   lor  the 
other.    And  both  Sciler  and  Knipe  will  serve 

on  the  other  company's  board  of  directors. 
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HERE'S  HOW  WTTV  AND  NBC-TV  STACK 
UP  IN  THE  INDIANAPOLIS  AREA 

Based  on  share  of  audience  study  for  91  night  time  quarter-hour 

NBC-TV  periods  in  42  counties  surveyed  by  ARB*,  January,  1955, 
WTTV  Grade  B. 

SHARE   OF 

AUDIENCE 

Star  of  the  PET  MILK-ARMOUR 

GEORGE  GOBEL  SHOW.  (Not 

represented  in  these  figures,  but 

he'll  be  included  in  the  next  ARB 
Survey) 

STATION   WTTV-NBC 

STATION   B   

STATION  C   

Mik  ohm,  Gwmil 

SUNDAY-SATURDAY   AVERAGE 

WTTV 
34.9 

STATION   B 

38.9 

STATION   C 
15.5 

INDIANAPOLIS 

TERRE    *WTTV 

HAUTE        
T°WER 

WTTV  Television  Serving  Indianapolis, 

Terre  Haute,  Bloomington  and  ALL  of 

the  great  HOOSIER  HEARTLAND 

WTTV hannel 
A     SARKES     TARZIAN     STATION 

BUSINESS   OFFICE:    Essex   House,    Indianapolis  6,  Indiana 

Represented  Nationally  by  MEEKER  TV,  Inc. 
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gives  you 

All: 

Market  •  •  • 

Coverage  • 

Contact  us 

at  tfff  youf      V 

John  Blah  man     \ 

70MY! 
890  KILOCYCLES  •  50,000  WATTS  •  ABC  NETWORK 

/Mas  Detalles/ 
(more   facts)* 

on    the 

L.A.    Mexican   American 
Market 

•  95%  of  homes  are  radio 
equipped 

•  23 '/;',  do  not  read  newspapers 
•  51%  do  not  read  magazines 

•  500,000  population 
KWKW  is  preferred  by  2  to  1  over 
second  best  station. 

Survey  covering  market,   audience  and  brand 
preferences   Is  available. 

Call   or  write — 

ADVERTISERS'    INDEX 

AWRT            9i 

Blair     66-67 
Broadcast    Music      104 

CBS    TV    Film       _  8,  9 
Eastman   Kodak           45 

Hollywood   TV   Service      84-85 
X  I  !C   Radio         60-61 

ro  Radio  South       102 
Pulse             74 

R<  'A    Equip.    .  .20-21 
RadiOzark             54 
Shelton     Hotel             104 
Storer     .14-15 

       62 
     BC 

TSSDN       

Adam    Young    ... 

CKLW,  Detroit  .. 

-■; 

KBET-TV.    Sacramento   _   __  88 
KBIG,    Hollywood       6 
KCEN-TV,   Temple,   Texas  ..  12 
KERG,    Eugene,    Ore.          102 
KERO-TV,    Bakersfield    _  7 
KEYD,    Minneapolis               90 
KPMB,  San  Diego  43 
KGA,    Spokane       100 
KGER,    Long    Beach           96 
KHOL-TV,    Kearney,   Nebr.            91 
KING,  Seattle       63 
KLAC,    Los    Angeles         BC 
KMBC-TV,  Kansas  City,  Mo.  ...  90 
KM.l-TV,   Fresno   ...     81 
KNAK,  Salt  Lake  Cit.  22 
KOA,    Denver                   n 

KOLN-TV,  Lincoln,  Nebr.  ...  4  7 
KPQ,  Wenatchee,  Wash.     10 
KPRC,   Houston     78-79 
KRiz,  Phoenix       93,   93 

KSBW-TV,   Salinas     '    24 KSD     St.    Louis,    Mo.    _.  3 

KTRK-TV,    Houston  ..  106 
KWKW,  Pasadena       104 
KXLY,   Spokane          _.      87 

WABT-WAPI,   Birmingham   _____  4  8 
WAVE,    Louisville  ._  57 
WBAY,   Green   Bay,   Wis.      88 
WBXS,   Columbus,   Ohio   _  59 
WBNS-TV,    Columbus,    Ohio    ..  83 
U  BRZ,    Baton   Rouge  ...  13 
WBT,   Charlotte,  N.   C.   ..  26 

WBZ,  WBZ-TV,  Boston,  Mass.  „ 
WCOP,    Boston                                     25 
WCUE,    Akron.    Ohio    ..  95 
U'l ...  v,  Fargo,  N.  D.  49 
v.  I  lEF,    Chattanooga    _  93 

WDIA,    Memphis  fc  ■ 
WEHT-TV,   Henderson,  Ky.  ..  92 
WEMP,    Milwaukee           _    f, 

WGN-TV,  Chicago  82 
v,  i  1 1.1.   Hemp:  lead,   N    v.        94 
W  HO,   I  ics  Moines  19 
WITH,     Baltimore    .  [FC 

v.  .1  _.(  '  TV,   Johnstown,   Pa.  .6 
w  .1  \  1:  r  \     Pi  o\  ld<  m  e,    R.   I.  89 

w  JBK-TV,    Detroit   .. 
V.  .1  iir  t\     Jacksonville,   Pla. 

WKOW,    .Madison,    Wis. 
wi.s,    Chii  iii 
w  '  'I  TV,    Ames,    Iowa  69 
W   ,  Grand   Rapids,   Mic!   1,1  ,d,e) 
w  LAC  T\  .    Nashville   ..  [BC 

WMBV-TV,     Marini  tti  77 
WMCT,   Memphis  1  6 
WMGT,  Greenfield,  -Mass.  70 
\\  \  \.\.    Yankton,   S.   D.   .. 
w  1:1:1.  TV,  Columbus,  Ga 

ws.is.    Winston-Salem  SO 
\\  S<  »K,    Nashville  LO. 

WSRC,   i  "urharn,  N  .C  98 
WTRF  t\  .   w  h<  eling  73 

WTTV,    Bloomii  :                                       ..  103 
i.w,    Indianapolis  97 

BMI 
"Meet   the   Artist" 

BMI  introduces  another 

complete  continuity  pack- 

age as  part  of  its  regular 
Station  Service. 

"Meet  the  Artist"  comes 

to    you    as    a    1 -.-minute — three-per-weck      series      of 
•.criiits  highlighting  behind 

the    scenes    glimpses    into the  music  business  .  .  .  the 

stories  of  America's  favor- ite     musical      personalities 
and   their   song   hits.      The 
material    is    factual,    up-to- 
the-minute    and    presented 

in  an  easy,  informal  style. 
Disc     jockeys     will     enjoy 
lining  it   listeners   will  ap- 

preciate hearing  it. 

"Meet  the  Artist"  fills  a 

special  need  in  areas  where such  data  is  not  easily 

available  .  .  .  highly  com- 
mercial. 

BROADCAST  MUSIC,  INC. 
NEW  YORK  •  CHICAGO  •  HOLLYWOOD 

TORONTO  •  MONTREAL 

w«r  side 

.OUND 

NEW  YORK 
ALL  'ROUND 

SHELTON 

ABBEY  HOT.l 

S 
Q 
U 

A 

R 

E 

"Call  your  local 

travel  agent  for 
reservations,  or 

write  hotel  direct". 
• 

Teletype  NY  1-3601 
*   *    * 

Comfortable  Rooms 
Sensible  Rates 

TV  Available 
Air  Conditioning 

Central  Locations 
Fine  Food 

Friendly  Hospitality 
Conventions 

r-  "AAA' 

Oarage  ««m 

(At  the  Shelton 

Enjoy  the  Free Pool  and 

Monte  Proser's 

"La  Vie") 

KING  EDWARD 

BE  SURE  TO^ 
ROYAL  CREST 

104 

STOP  AT 

HOTELS 
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ANNOUNCING 
1955  EDITION  OF 

TELEVISION 
DICTIONARY/HANDBOOK 

FOR  SPONSORS 

'1000  more  definitions  than 

ever  before — 2200  in  all! 

*  All  the  new  color  tv  terms. 

Special    sections   covering 

painting  technique,  art  work,  tv  moving  displays. 

"A  Complete  Education  in  Television 

for    Only    $2." 
The  2200  television  terms  defined  in 

the  brand-new  edition  of  Television 

Dictionary/Handbook  graphically  measures 

tv's   phenomenal   growth.     The   first   TV 
Dictionary  published  in  1950  contained 

only  300  terms. 

Compiled    by    Herbert    True    of    Notre    Dame 

University — in  consultation  with  37  tv 

experts  —  the  1955  Dictionary  is  a  "must" 
for  any  professional  associated  with  any 

part  of  the  television  industry! 

No  more  wondering  what  the  other  fellow's 
talking  about.    No  more  grasping  for  the 

right  word  in  your  letters!    Your  conversation 

and  correspondence  take  on  new  sparkle, 
new  authoritativeness. 

First   Editions   Sold   Out   Completely 

The  195]  and  1953  editions  sold  out  almost 

immediately.    The  same   will   no  doubt  hold 

true  of  the  1955  edition — only  quicker.    Don't 
be  disappointed.    Send  for  your  copy  today! 

TELEVISION 

DICTIONARY/  HANDBOOK       i 

"<<r 

FOR  SPONSORS 

t 

CONTRIBUTORS  AND 

CONSULTANTS 

DR.  CHARLES  ALLEN.  Research  Dir..  Medlll  School  of  Journalism. 
Northwestern    U..    Evanston,    111. 

JOHN    W.   ANOERSON.   Fiber  Glass   Corp..    New   York 

BILL    BALLINGER.    Tv    Prod.,    Campbell-Ewald,    New    York 
BOB    BANNER,  Dir.,   Fred  Waring  Tv  Show,  CBS  TV.  New  York 

GEORGE    M.     BENSON.    Dir      Sales    &    Research,    Tv    Workshop, 
Ford  Foundation,  New  York 

RALPH   S.   BING,   Ralph  King  Co.,   Cleveland 

JAMES     M.     BO  ERST,     Publisher,     Executives     Itadlo-Tv     Service. Larchmont,  N.Y. 

WM.    J.     BREWER.    Radio    &    Tv    Dir.,    It     .1     Potts,    Calkins    & 
B      len,    Kansas  City 

FRANK    BURKE.    Editor,   Radio  &  Tv  Daily.  New   York 

EDDIE    DAVID,   Prod. -Dir.,   Zlv  Tv  Programs.   Eos  Angeles 
HARRY    DIETER,  Tv  Mgr..   Foote.   Cone  &  Beldlng,   Chicago 

ORRIN    E.   DUNLAP  JR..   V  P.,   Radio  Corp.  of  Amer..  New  York 

HUDSON    FAUSSETT,  Dir.,  Armstrong  Theatre,  NBC  TV.   NY. 

WM.    D.    FISHER,  V.P..  Gardner  Advertising,   St.   Louis 
DON    FORBES,  Mgr.   Studio  Programs,  KC0P.  Los  Angeles 

MAURY    FRINK,    Pres ..    Prink  Film  Studios,   Elkart 

NORM    GRANT.    Scenic  Dir.,   NliO  TV.   New  York 

KEITH    GUNTHER.   Prod. -Dir.,   KSD-TV.   Kansas   City 

R.    B.    HANNA,   Mgr.,   WIIGB -TV,   Schenectady 
SHERMAN    K.    HEADLEY,    Asst.    Mgr.,   WCCO.    Minneapolis 
GEORGE    HEINEMANN.    Dir.   Tv  Prog.,   NBC  TV.   Chicago 

BERNARD    HOWARD,   Academj    Film   Prod.,   Chicago 

DOUG    JOHNSON,    Author,   TV   Writer,    CBS  TV,   NBC   TV,   N.Y. 

BILL    LADISH.    Prod.-Dlr.,    \VI>AF  TV,   Kansas  City 
ROBERT    L.   S.    LEEDY,    A     i      i  1       Mgr.,   Communications   Prods. 

DiV.,    Du    Mont    Labs.    Clifton,    N.J. 

CHESTER  MacCRACKEN,  VI'    Radio-Tv,  Doherty,  Clifford,  Steers 
&  Shenfleld,   New  York 

DON    McCLURE,  Sales  Mgr.,  Bonded  Tv  Film  Service,  New  York 

HARRY   McMAHAN.   VI'.  Charge   Ra  lio-TV  Commercials,    ' 
Brickson,    New   York 

RAY    MERCER.   Kay   Mercer  Prodns.,   Hollywood 

HOWARD   NEUMANN,  Tv  Dir..  Lowe  llunkle,  Oklahoma  City 

BERNARD    F.    OSBAHR,    Editor,    Tele-Tech    &    Electronic    Indus- 
tries,  New  York 

LEE    RUWITCH,    V.P.    &   Gen.    Mgr.,    WTY.I,    Miami 
OR.    DIK    TWEDT,    Research    Supvr.,    Nccdham.    Louis    &    Brorby. Chicago 

WALTER   WARE,   Scheldeler,  Beck  &  Werner.  New  York 
JACK   WEBB.  Tv  Actor;  Prod.  Dragnet.  Mark  VII  Prodns.,  Hywd. 
ADRIAN    WEISS,   Louis   Weiss  &  Co..   Los  Angeles 

BEULAH    ZACHARY.    Pr od  .    Kukla,    Fran   &   Olllc.   NBC  TV.   Chi. 

C3    >- 

i    b    m    m    m    m    Order   Now   m  We'll   Bill   You   Later    m    ■ 

Please  send      copies  of  TV  Dictionary/Handbook  as  checked  below: 

□    1-9  copies — $2  each  □    10-49  copies — $1.50  each ]    50  or  more — $1.25  ea. 
C/9 
UJ 
o Name .Title 

GO    OO 

C/O 

OS 

Company 

Address   

OO    ̂ -  ]    Payment  enclosed 
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  Zone 

□    Bill  me  later 

State 

]    Bill  company 
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SRA  suggests 

cut-in   policy 

More  B'way 
shows   on    tv? 

CARTB  hears 

O'Neil,  Karol 

More  retail 

$$  to  radio 

Dep't  stores 
and  air  media 

More  concert 

music  on  radio 

KEPOKT  TO  SPONSORS  tor   I  April   1955 

f  Continued  from  page  2) 

Station  Representatives  Association  is  urging  stations  to  charge  one- 
time announcement  rate  for  network  cut-ins.   SRA  stand  is  result  of 

growth  in  use  of  cut-ins  plus  lack  of  standard  pricing  and  servicing 
practices  among  tv  stations,  webs.   Most  common  station  charge  now 

for  cut-ins  is  7Y2-10%   of  Class  "A"  hour  rate — which  is  about  half  of 
usual  one-minute  or  20-second  announcement  rate.   SRA  takes  position 
that  cut-in  is  same  as  any  station-originated  announcement,  hence 
regular  station  rate  should  apply. 

-SR- 

Telecasting  of  "Peter  Pan"  spectacular  and  then  "Southwest  Corner"  on 
NBC  Kraft  Theatre  30  March  does  not  necessarily  point  to  rash  of  tv 

exposure  for  short-run  Broadway  shows.   Broadwayites  point  out  not 
only  are  short-runs  rarer  this  season  but  successful  shows  are  get- 

ting into  black  quicker — thus  indicating  less  need  for  tv  cash.   Case 

in  point  is  "Bus  Stop,"  which  recouped  investment  in  three  weeks,  big 
reason  being  sale  of  film  rights. 

-SR- 

Canadian  Association  of  Radio  &  Television  Broadcasters,  which  held 

30th  annual  meeting  in  Quebec,  heard  prominent  U.S.  broadcasters  out- 

line U.S.  (am)  trends.   MBS  president  Thomas  F.  O'Neil  pointed  to  (1) 
use  of  smaller  time  segments  on  stateside  networks,  (2)  increased 

number  of  web  clients,  (3)  scatter-type  buying.   CBS  Radio  sales  vice 
president  John  Karol  cited  the  flexibility  of  strip  programing  and 
duplicating  of  nighttime  shows  in  afternoon. 

-SR- 

Increase  in  share  of  retail  ad  dollars  going  to  radio  is  spotlighted 

by  super  markets'  use  of  am  medium.   In  1954,  53%  of  supers  used 
radio.   Year  before,  figure  was  49%.   RAB  president  Kevin  Sweeney 

told  Washington  admen  recently  supers  are  now  radio's  largest  retail 
customer.   Sweeney  predicted  within  2  years  radio  will  have  15-20% 
of  retail  ad  budgets  compared  with  less  than  5%  in  1953. 

-SR- 

While  department  stores  are  joining  other  retailers  in  putting  more 
dollars  into  radio  (RAB  alone  signed  up  $1  million  in  new  department 
store  radio  business  last  year),  wide  gulf  still  exists  between  air 
media  and  department  stores.   Among  department  stores  who  do  $1 
million  or  more  in  business  annually,  share  of  ad  budget  going  to 

radio  ranges  from  1.8  to  5.3%,  according  to  RAB.   Smaller  department 
stores  use  higher  share  of  ad  dollars  for  radio  than  larger  ones. 

How  gulf  between  air  media  and  stores  can  be  bridged  is  treated  in 
2  articles  this  issue.   (See  articles  starting  on  pages  34  and  36.) 

-SR- 

Substantial  increases  in  concert  and  religious  programing  on  radio 

are  shown  in  forthcoming  "Buyer's  Guide  to  Station  Programing,"  to 
be  published  by  Sponsor  Services,  Inc.,  this  month.   About  100  am  out- 

lets had  10  or  more  hours  weekly  of  concert  music,  according  to  last 

year's  "Buyer's  Guide."   This  year  figure  is  over  420.   New  Guide 
will  have  listings  for  2,158  radio  stations,  compared  with  1,568  in 
1953  Guide.   Tv  stations  listed  are  88%  of  video  outlets  on  air. 

4  APRIL  1955 
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Tv  needs  a  circulation  study 

Ask  most  advertisers  with  a  heavy 

stake  in  television  what  their  greatest 

need  todav  is  and  you'll  get  this  an- 
swer: a  circulation  study. 

Today  advertisers  are  flying  blind 

when  it  comes  to  calculating  their  tele- 
vision coverage.  Estimating  how  far 

out  the  signal  from  a  station  is  effec- 
tive or  how  many  sets  there  are  to 

reach  in  wmr  television  markets  has 

to  be  done  by  guess-work  processes. 
The  ray  of  hope  on  the  horizon  is 

that  the  NARTB  is  hard  at  work  de- 

veloping an  official  industry  circulation 
measurement.  A  careful  stud)  designed 

to  test  the  NARTB's  method  of  mea- 
surement is  now  in  progress  with  re- 

sults expected  by  late  spring. 

sponsor,  speaking  for  tbe  hundreds 
of  advertisers  who  want  a  circulation 

study  so  that  they  can  make  more  sci- 
entific    use    of    television,    urges    the 

\  \RTB  to  pu>li  its  measurement  studs 

with  all  possible  speed.  In  the  inevita- 
ble interim,  however,  between  this 

spring  and  first  appearance  of  official 
NARTB  figures,  sponsor  is  studying 

ways  to  provide  raw  material  for  set 
estimates — but  merely  as  a  stopgap. 

It's  through  an  official  industry  mea- 
sure of  circulation  that  the  advertiser 

and  agencv    will  be  best  served. 

'Full-strength'  spot  radio 

The  advertiser  who  hasn't  used  spot 
radio  recently  ought  to  sit  down  and 
talk  with  Garrett  &  Co.,  manufacturers 

of  Virginia  Dare  Wine.  Garrett  re- 
centlv  returned  to  spot  radio  after 

several  seasons  of  spot  television.  This 

is  Garrett's  verdict: 
Spot  radio  today  is  as  powerful  as 

ever  before — if  used  at  "full  strength.'' Garrett  is  a  veteran  air  advertiser. 

Its  "Say  it  again,  Virginia  Dare"  jin- 
gle built  sales  steadily  over  many  years 

ul  spot  radio  campaigning  through  the 

' ■!<)'*  and  early  '50's.  It  has  a  basis  for 
comparison  when  it  reports  that  the 
mediums  power  to  sell  is  as  dynamic 
now  as  it  was  before  television. 

But.  Garrett  points  out,  you  must 

use  greater  frequency  today.  This  is 
what  the  company  means  when  it  says 

spnt  radio  should  be  used  at  "full 
strength."  Where  once  Garrett  and  its 
agency.  David  Mahoney  Inc.,  might 
have  considered  35  announcements 

weekl)  as  saturation,  today  the  figures 

range  up  to  100. 
Used  this  way  so  as  to  blanket  a 

m  ide  variety  of  audiences,  the  company 

finds  radio  is  its  most  productive  bu\. 

dollar  for  dollar.  ̂   ou'd  come  awa\ from  conversation  with  Garrett  and 

David  Mahoney  executives  with  valu- 
able insight  into  the  way  radio  can  be 

used  best  today.  But  the  next  best 

thing  to  talking  with  them  is  the  article 
on  the  Virginia  Dare  campaign  in  this 
issue  of  sponsor  (see  page  31). 

SPONSOR  is  particularly  anxious  to 

see  the  philosophy  of  Garrett  and  other 
users  of  full-strength  spot  radio  widely 
understood  because  there  remains  to- 

day too  little  clear  recognition  of  what 

spot  radio  can  do.  It  cant  be  said  too 

often  that  television's  glamor  has  mag- 
nitized  many  an  advertiser  to  the  point 

where  radios  power  to  sell  at  low  cost 
is  overlooked. 

*        *        * 

Welcome  for  visiting  ad  men 

The  agency  executive  who  doesn't 
get  out  from  behind  his  or  her  desk 
and  visit  stations  around  the  countrv 

is  missing  something.  Look  at  what 

happened  to  Ruth  Jones  and  John 
Eagan  of  Compton  when  they  visited 
WBRC-TV,  Birmingham,  recently. 

They  were  greeted  at  the  airport  1>\ 
a  fellow  dressed  as  a  cave  man;  a  mo- 

bile unit  with  tv  cameras;  and  Mr. 

and  Mrs.  J.  Robert  Kerns  (he's  WBRC- 
TV  v.p.  and  managing  director). 

But  more  important  Ruth  and  John 

got  a  terrific  opportunity  to  study  the 

local  scene.  It  was  all  part  of  a  look- 

see  into  the  station's  Joan  and  1  ou 
kitchen  show.  For  getting  the  facts 

nothing  beats  being  on  the  spot — be- 
side all  the  fun  that  comes  with  that 

warm   station   welcome. 

1 pp I a  use 

ANA's  ad  management  study 
During  decades  past  the  big  focus 

in  the  American  economy  was  on  pro- 

duction methods.  I'mlas  the  \inei  ican 
battle  "I  production  i-  won:  We  can 
make  virtuall)  anything  in  an)  quanti- 

ty. Now  the  question  is:  How  much 
can  we  sell? 

It'-  the  advei tising  men  and  women 
of  1955  who  an-  bus)  finding  the  an- 
swei  to  thai  question.  They  have  at 

their  command  the  powerful  persua- 
sive forces  of  media  like  radio  and 

te|e\  ision.  Bui  there  -  more  to  the 

battle  I'n  .i  high  level  of  selling  than 
how  media    ire  used.    I  here  is  also  the 

vital  matter  of  how  Xmerica's  advertis- 
ing executives  use  themselves.  It  s  in 

this  area  of  advertising  management 

thai  the  Association  "I  National  Ad- 
vertising has  launched  a  projecl  ol 

importance  to  our  entire  economy. 

The  \N  \  project  i-  designed  to  help 

advertising  managers  become  belter 
management  executives  so  thai  the) 
can     more     effectivelv     mar-hall     their 

own   departments   and    their   agencies 

for  the  besl    in  selling   efforts.     \-  pari 
of  the  attempl  to  raise  managemenl 
standards,  \\  \  has  begun  compiling 
.i  -i-i  ies  ol  •  ase  histoi  ies  on  how  a 

cross-section   group   of  companies   or- 

ganize their  advertising  departments. 
Many  of  the  companies  under  survey 

are  major  air  advert i-er-  and  the  proj- 
ril  should  be  of  special  benefit  to  the 

sponsor  firm.  Nowhere  is  good  man- 
agemenl technique  more  important 

than  in  handling  television  and  radio 

with  their  inherent  need  for  flexible 
control  on  an  almosl  day-to-da)  basis. 

The  ANA  merits  more  than  Bp 

plause.  Ii  should  receive  eager  cooper- 
ation everywhere  it  goes  in  gathering 

the  facts  on  how  to  manage  advertis- 

ing with  the  maximum  ol  modern  tech- 
nique and  the  minimum  of  wasteful 

straining  on  a  treadmill. 
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NOT  THE    CHORUS. 

^^-When  Adam  J.  Young  Jr.  Inc.  represents  your  station,  you  get  * 

concentration  on  YOU  exclusively.  ' 

In  talking  to  advertisers,  we're  not  selling  a  long  list  of  stations—  ; 
we  concentrate  on  YOU  and  the  market  YOU  serve.  ! 

We  represent  only  20  top  radio  stations . . .  each  in  a  widely 

separate  and  distinct  market. 

This  policy  of  exclusivity  of  concentration  gets  such  impressive  results      • 
that  we  can  afford  to  concentrate  on  the  star . . .  not  the  chorus. 

Adam  J.  Young  Jr.  Inc. 
S    T    A    T    I E    S    E    N    T    A    T    I 

York     •     Boston     •     Chicago     •     St.    Louis     •     Los   Angeles     • 
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ere's  unanimity  in  Kansas  City: 

MATTER    HOW    YOU   COUNT   THE 

[ENCE   THE    X(>     1    STATION    IS 

THE  WHB  LEADERSHIP  LINE-UP: 

>CE—  HOOPER  Average    share    of    audi 

in.  ('.  p.m.    Mon.  Sat..  Jan.  Feb.,  1955 
>CE— TRENDEX   Average    share   of   audi 
.in.  t>  p.m.  Mon.  Fri..  Jan.  Feb.,   L955 

vCE — PULSE  Average  share  of  audience, 
ii.  Mon.-Sat.,  Jan.  Feb.,   L955 

TOP  TIMEBUYERS 

GIVE  BUYING  TIPS 

page  29 

Johnson  &  Johnson: 

big-time  tv  on  a  bi 
of  only  $600,000 

page  32 

Woolworth  moves  into 
network  radio  with 

Sunday  extravaganza 

page  34 

10,000  WATTS,   710  KC 

This  is  whal  Mid-Continenl  programming,  ideas  and  ex 
eitemenl  have  achieved  for  Will'.:  All  three  national 
surveys  PULSE,  HOOPER,  TRENDEX  give  Will: 

the  top  daytime  spol  with  ratings  as  high  as  I-'1'. (Hooper).  So  no  matter  which  ratings  you  buj  by, 
your  besl  Kansas  City  buy  is  WHB.  Talk  to  the  man 
from  Blair  or  WHB  General  Manager,  Geobqi  W.  A.rm 
strong 

Tv  test:  in  week  no 

beans  and  brown  bread 
sales  are  accelerating 

page  36 

Can  tv  soap  opera 

be  put  on  film? 

page  38 

••-CONTINENT  BROADCASTING  COMPANY 

president:  Todd  Storz 
KOWH,  Omaha 

Represented  by 
H-R,  Reps,  Inc. 

WTIX,  New  Orleans 
Represented  by 

Adam  J.  Young,  Jr. 

WHB,  Kansas  City 
Represented  by 
John  Blair  &  Co. 

NSI:  CAN  IT 

MEASURE  RADIO' 

page  40 

Autorama:  commercial 

use  of  telethon  idea 

page  43 



THE  PROCTER  &  GAMBLE  CO. 

^Jraditionallu    in    the   [   ubiic    \^onficii 
ence 

Consumer  confidence  in  Ivor)  So;i|>  is  wide-range  .  .  .  from 

Mothers  who  choose  Ivory  for  baby  skin  (arc  to  that  <>t  Doctors  who  recommend 

Ivor)  more  than  an)  othei  soap.   Confidence  oi  advertisers  in  the  Havens  v 

Martin,  Inc.,  Stations,  is  equall)  wide-range  .  .  .  from  drug  products    j 

to  gasolines  .  .  .  from  soups  to  automobiles.    Big  and  small,  advertisers  us* 

WMBG-AM,   WCODFM   and  WTYR-TY.     bc<  a  use  1 1  a\  ens  &  Martin  experience  and 

program  pioneering  have  earned  a  loyal  and  responsive  audience  in  one  ol 

the  South's  richest  anas.    Join  with  confidence  the  growing  list  ol 

advertisers  using  the  First  Stations  ol   Virginia — 

Richmond's  onl)  complete  broadcasting  institution. 

PIONEER      NBC      OUTLETS      FOR      VIRGINIAS      FIRST      MARKET 

WMBG  am  WCOD  ™  WTVR 
MAXIMUM   POWER   100,000  WATTS  •   MAXIMUM  HEIGHT   1049  FEET 

\\  l\  It   Represented   National!)    bj    BLAIR    IN.    IN(. 

WMBG  Repri-M-iitf-d  Viii..n;.ll<    l..    Mil    I'.OU.IM;  CO. 
he  souths  first  television  station 



"Monitor"  seeks 

"cume"    audience 

'Monitor's" 
sales  plan 

Another  movie, 

tv  tie-in 

Magazine 
trend  grows 

Webs  watch  CM 

negotiations 

Cumulative  audience  concept  will  be  given  fillip  by  NBC  Radio's  revo- 
lutionary weekend  show,  "Monitor."   Web  feels,  however,  that  current 

cume  data,  as  shown  by  Nielsen,  is  out-dated  by  new  show  as  well  as 
by  such  offerings  as  news  packages  on  other  networks.   Conventional 

cume  data  is  "horizontal,"  totes  up  audience  in  same  time  slot  during 
5-day  or  4-week  period.   NBC  says  need  is  for  "vertical"  cume  data, 
which  would  show  unduplicated  homes  corralled  by  sponsors  who  buy 
scattered  announcements  at  different  times  of  day  over  one  or  2  days. 

-SR- 

"Monitor"  sales  plan  is  set  up  to  induce  clients  to  take  advantage  of 

radio's  cumulative  audience.   Though  NBC  doesn't  know  what  "Monitor's" 
cume  will  be,  it  points  out  NBC  has  reached,  according  to  Nielsen, 

29.6%  of  all  homes  on  Saturday  and  Sunday  between  10:00  a.m.  and 

10:00  p.m.  and  estimates  out-of-hojie  audience  would  add  another  30% 
of  homes.   Special  Introductory  Dividend  Plan  will  be  offered  from  12 
June  to  1  October.   For  advertisers  who  buy  20  minutes  or  more  of 

announcements,  one  free  minute's  worth  will  be  given  for  every  2 
bought.   After  1  October  regular  discounts  will  run  up  to  30%,  fig- 

ured on  both  weekly  and  annual  dollar  volume  basis. -SR- 

Continuing  trend  toward  making  movies  from  successful  tv  shows  is 

evidence  of  movie  industry's  if-you-can' t-beat- ' em-j  oin-' em  attitude. 
Similar  attitude  on  part  of  tv  is  shown  by  frequent  tv  tie-ins  with 
movies  and  movie  stars,  though  soma  admen  deplore  giving  Hollywood 

free  publicity.   Now  slated  to  be  converted  to  movie  is  "Our  Miss 
Brooks,"  which  Warner  Bros,  will  produce  with  Eve  Arden  starring. 
Lucille  Ball,  Desi  Arnaz,  Jack  Webb  have  already  appeared  in  movies 
based  on  their  tv  shows. 

-SR- 

Growing  acceptance  by  advertisers  and  agencies  of  magazine  concept 

as  inescapable  due  to  tv's  rising  costs  is  illustrated  by  thinking 
going  on  at  Y&R,  biggest  air  agency  in  U.S.   Agency  feels  single- 
brand  sponsorship  is  impractical  for  all  but  top  spenders,  points  out 

that  only  about  15%  of  nighttime  web  tv  shows  are  single-brand  shows. 

Fact  that  magazine-type  advertising  is  effective  even  for  rela- 
tively small  web  tv  sponsor  is  shown  in  story  of  BAND-AID.   (See 

"Johnson  &  Johnson:  big-time  tv  on  §600, 000  budget,"  page  32.) 
-SR- 

Networks  are  playing  role  of  anxious  onlookers  in  current  negotia- 
tions between  General  Motors,  United  Auto  Workers.   CIO  union  has 

made  clear  it  will  strike  if  it  does  not  win  some  form  of  guaranteed 

annual  wage.   Walkout  would  probably  affect  radio,  tv  network  invest- 
ments of  GM  next  season,  would  have  some  impact,  one  way  or  another, 

on  other  auto  makers,  too.   PIB  network  gross  billing  figures  for 
January  show  auto  makers  are  3rd  largest  industry  category  in  tv, 

6th  largest  in  radio.   Auto  makers  are  running  against  current  net- 
work radio  trend  by  increasing  spending. 
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REPORT  TO  SPONSORS  for   18  April    1  ».">:> 

Tv  franchises 
affected 

Two  soapers 
to  be  filmed 

Film  vs.  live 
tv  shows 

Outlets  differ 
in  film  use 

Tv  plus  radio 
found  potent 

Client  contest 
trend  continues 

Plans  to  revamp  tv  network  lineups  next  season  are  renewing  concern 

among  sponsors  about  their  "rights"  to  time  slots.   Longines-Wittnauer 
protested  when  informed  by  CBS  its  11:00-11:15  p.m.  thrice-weekly  time 
slot  will  not  be  available  after  13  May.   Big  show  switch  will  take 

place  in  CBS'  7:30-8:00  p.m.  weekday  periods  with  half-hour  family 
shows  scheduled  to  replace  current  15-minute  programs.   Six  CBS  spon- 

sors will  be  "bounced,"  as  web  seeks  to  lure  ABC  shows  and  clients. 
-SR- 

As  evidence  of  thinking  among  syndicators,  that  the  answer  to  putting 

soap  operas  on  film  is  the  self-contained  drama,  new  Station  Film 
Library  firm  is  planning  to  shoot  2  such  dramas  shortly.   SFL  Presi- 

dent Harry  Trenner  has  plans  for  putting  520  quarter-hour  episodes  on 
film,  involving  $2.5  million  investment.   Trenner  said  stations  can 

buy  films  outright  or  residuals  only.   (See:  Tv  dilemma;  how  to  put 

soap  opera  on  film,"  page  38.) 
-SR- 

Fact  that  tv  stations  depend  more  on  film  than  live  shows  for  local 

programing  is  indicated  in  NARTB's  1955  Film  Manual,  out  today  (18 
April).   But  study  of  station  programing  showed  that  live  programing 
has  slight  edge  on  film  in  number  of  sponsored  hours.   Study  was 
based  on  answers  from  47%  of  NARTB  membership,  or  27%  of  all  U.S.  tv 

stations  operating  prior  to  1  May  1954. 

-SR- 
Variation  in  extent  to  which  small  and  large  video  outlets  depend  on 
film  as  compared  with  live  programing  locally  is  highlighted  in  NARTB 
Film  Manual  study.   In  markets  of  up  to  50,000  tv  families,  study 
showed,  stations  devoted  26  hours,  23  minutes  to  film  shows,  16  hours, 
17  minutes  to  live  shows  weekly.   In  markets  of  between  50,000  and 

150,000  tv  families  the  figures  were  30:49  and  12:07;  in  the  150,000- 

500,000  tv  family  group,  27:24  and  18:34;  in  the  500,000-1,000,000  tv 
family  group,  29:52  and  24:00;  in  the  over-1, 000, 000  tv  family  group, 
36:57  and  23:15.   The  above  figures  are  based  on  local  film  and  live 

programing  during  the  week  of  6-12  June  1954. 
-SR- 

Belief  among  many  admen  that  radio  and  tv — when  used  together — have 
more  sales  potency  than  either  medium  used  separately  is  bolstered  by 

figures  in  recently  released  Nielsen  booklet  on  "Tomorrow's  Grocery 
Market."   Figures  show  sales  progress  of  30  grocery  commodities  from 
1949  through  1953.   Those  products  using  both  network  radio  and  tv 
showed  average  sales  increase  of  54%;  those  using  tv  with  little  or 
no  radio  went  up  31%,  those  using  radio  with  little  or  no  tv  up  25%. 

-SR- 

Trend  to  launch  new  tv  series  with  big  client-created  promotion  con- 

test continues.   Latest  one:  "The  Lucy  Show"  (reruns  of  "I  Love 
Lucy")  on  CBS  TV  Sundays  for  Lehn  &  Fink  and  Dorothy  Gray.   Contest 
started  yesterday,  17  April,  with  premiere  of  show.   Prizes  (up  to 

$600)  are  awarded  on  2  levels:  best  station  promotions  for  the  show; 
best  merchandising  of  products  sold  on  the  show.   Winners  will  be 

announced  by  1  July.   Judges  include:  Charles  Sinclair,  SPONSOR 
Senior  Editor;  James  Gagin,  Drug  Editor  of  Chain  Store  Age;  Ferd 

Ziegler,  Director  of  Sales  Promotion,  McCann-Erickson. 

(.Sponsor  Reports  continues  !»«?;«•  1-7) 
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Repretentatives: 

EEKER  TV,  INC. 

WGAL-TV  is  a  marvelous,  rejuvenating 

sales  elixir!  This  super-powered  station 

gives  your  selling  tremendous  new  im- 
petus because  it  has  a  potent  effect  on 

the  spending  habits  of  more  than  three 

million  people  who  have  an  effective 

annual  buying  income  of  $5  billion, 

who  spend  $3  billion  every  year. 

WGAL-TV  is  theone  station  that  reaches 

this  vast,  responsive  audience.  Buy  your 

Channel    8    spring    sales    tonic  —  now.' 

Lancaster,  Pa. 

NBC    •    CBS   •    DuMont 
Channel  8  Mighty 

Market  Place 
Harrisburg 

Reading 

York Lebanon 

Hanover Pottsville 
Gettysburg 

Hazleton 

Chambersburg 
Shamokin 

Waynesboro Mount  Carmel 

Frederick 
Bloomsburg 

Westminster 
Lewisburg 

Carlisle Lewistown Sunbury 

Lock  Haven Martinsburg 

Hagerstown 

New  York 

Los  Angeles 

Chicago 

San  Francisco 

ST  E  I  N  M  A  N     STAT  I  ON 

CLAIR      McCOLLOUGH,     PRES. 

18  APRIL  1955 
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I 
ARTICLES DEPARTMENTS 

I  he  nation's  top  iimebuyers 
A  group  of  the  nation's  most  prominent  timebuyers,  as  named  by  station  reps, 
state  their  buying  philosophy  and  offer  advice  to  advertisers  for  getting  the 
most     out    of    their    radio     and     television     dollars 

Johnson  A.  Johnson:  biy-time  tv  on  only  SfiOO.OOO 
The  well-known  boiled  egg  Band-Aid  commercial  has  reached  almost  every  tv 
home  in  the  country  in  the  year  and  a  half  it  s  been  on  tv,  believes  Johnson  & 

Johnson.     High   believability   and   impact   are    important  factors   in    success 

W  fii;  II  oohrorffi  <*fio.s-<*  network  radio 
Network  radio  was  chosen  as  the  medium  that  would  enable  the  big  5  &  10c 

chain   to   reach    "more    people    more   frequently   more   economically" 

Blow-by-blow  account  of  a  tv  test:  Week  9 
Sales  for  the  last  two  weeks  of  March  are  up  66'f  from  the  same  period  last 

year.  Sales  for  the  entire  nine-week  tv-only  test  are  up  51%  over  the 
same    nine   weeks   in    1954   when    no    television    advertising    was   used 

('tin  yon  pat  soap  operas  on  film? 
Because  film  costs  are  higher  than  live  shows,  the  soap  operas  must  be  rerun 

to    keep   costs   reasonable.      But   filming    episodic    series    poses    problems 

VSI;  van   it   measure  totlay's  ratlio  audience? 
SPONSOR  airs  some  of  the  questions  that  are  being  asked  throughout  the 

radio-tv  industry,  together  with  Nielsen's  answers.  Critics  question  the  tech- 
nique  of   sampling,    conflict    between    NSI    findings    and    those    of    other   services 

Autorama  makes  commercial  use  of  telethon  Ulea 

A  Miami  used-car  dealer  raised  week  end  sales  nearly  300rr  using  a  seven- 
hour   tv   stint.      He   grossed   $261,880   with   an   Investment   of   only   $4,780      , 

COM  I NC 

It  All  beans  tv  test:  Week   II 

SPONSOR'S  series  on  a  tv-only  B&M  campaign  in  a  new  market  will  continue 
with  the  results  reported  after  I  I  weeks.  The  six-month  test  has  already  kicked 
sales  of  B&M   beans  and   brown   brood   up   by  one-half  over  this   period   last  year 

Spot  radio  helps  bnihl  an  airline 
North  American  Airiines  has  been  built  to  leading  position  among  non- 
scheduled    airlines    using    saturation    spot    radio    as    advertising    keystone 

Trend*  In  local  programing 
Second    issue    of    SPONSOR    Services    Inc.    guide    to    local    programing    reveals 

:elorat,on    in    music   and    news   and    specialization    by    stations    all    over    U.S. 
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KWKH (SHREVEPORT) 

EVEN  FLOODS  INTO Wotii  PmoQI I 

LATEST  Hoopers  show  KWKH  favored  over  the 

second  station  .  .  .  morning,  noon  and  night 

—  up  to  104%!  Yet,  the  50,000-watt  power 

of  KWKH  gives  you  tremendously  more 

than   Metropolitan  Shreveport  .  .  . 

Nearly  85%  of  our  coverage  is  in  places  like  Water 

Proof,  Louisiana  (pop.  420)  — just  one  of 

hundreds  of  towns  and  villages  in  our  80- 

county  daytime  SAMS  area.  Actually, 

KWKH  delivers  22.3%  more  daytime 

homes  than  all  six  other  Shreveport  sta- 
tions  combined! 

Get  all  the  facts  from  The  Branham  Company. 

KWKH 
A  Shreveport  Times  Station 

I  TEXAS 

SHREVEPORT,  LOUISIANA 

Nearly  2  million  people  live  within  the  KWKH  <l.iytime  SAMS 
area.  (The  area  includes  additional  countiei  In  Texas. 
Oklahoma.    New   Mexico  and   Mississippi   not   shown   on   map.) 

ARKANSAS 
50,000  Watts   •   CBS  Radio 
The  Branham  Co. 

Reoresentatives 

Henry  Clay 

General  Manager 

Fred  Watkins 
Commorcial   Manager 



MORNING 
MONDAY    THROUGH    FRIDAY 

Ken  Church 
National  Sales  Manager 

Don  Chapin 

Afgr.  New  York  Office,  550  Fifth  Avenue 
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FALL-WINTER 

COMPARISON 

CINCINNATI    HOOPER  SHARE  OF  AUDIENCE 

(October  1 94 1 -February  1942)  to  (October  1954-January  1955) 
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Stretch  Your  Advertising  Dollars  with  WKRC -Radio 

Contingent  on  length  and  size  of  advertising  expenditures, 

w/i/d/-     i                 l                                i-i       r-        -„*•  i   :i:.<      WKRC-Radio  offers  merchandising  support  comparable  to 
WKRC  alone  reaches  more  metropolitan  Cincinnati  tamihes                          . 
.i         .i              l •      x-          t           t.'         il        ci              j            al        other  Cincinnati   Stations. than  the  combination  of  any  two   other    Motions  during  the 
day. 
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KBIG  RADIO  IS  THE  "STURDY" 

FOUNDATION  OF  "STURDY"  SALES 

In  L954  the  Sturd)  Dog  Food  Compam 
oj  Burbank,  California  changed  from 

multiple  media  to  the  one  medium 
which  matched  il-  Southern  <  ialifornia- 
wide  distribution  I!  \IM< ).  I  hrough 
the  Mogge-Pi  ivetl  ̂ genc) .  the  Sturd) 
Co.  selected  a  mid-morning  KBIG  News 
Broadcast  l>\  Man  Lisser,  the  Catalina 

Station's  Program  Director  and  award 
winning  newscaster,  as  theii  Advertis- 

ing Foundation.  Ilii-  gave  blanket 
,  overage  at  low  i  osl  \\  hich  was  sup- 

plemented l>\  spot  announcement  cam- 

paigns. 

One  year  later  Craig  Sandford,  Sturd) 

I'll  sident,  w  i  ites  Mill,:  "\\  e  showed  a 

IT1-'  ,  gain  in  sales  for  the  year.  'I  he last  -i\  months  and  the  fii  si  two  months 

of  ihi-  year  show  a  221;',  increase. 
Our  KBIG  newscast  was  the  onlj  adver- 

tising  we  ran  consistentl)    throughout 

Sturd)  i  ontra<  t  renewal  <>n  KBIG  foi 

l(>.").~)  i-  the  most  eloquent  testimonial 
possible.  \\  hether  its  <l < >^  food  nr 

cement,  men's  clothes  or  groceries, 
Hum  wax  or  real  eat  ite,  j  oui  K  BIG  ac- 

count executive  <>r  Robert  Meeker  man 

<  an  show  you  case  histories  which  ma) 
be  helpful  in  )  out  Southei  n  ( California 
advertising  problems. 

JOHN  POOLE  BROADCASTING  CO. 

6540   Sunset    Blvd.,   Hollywood    28,  California 

Telephone:   Hollywood  3-3205 

Not.  Rep.  Robert  rshttVtr  &  Assoc.  Inc. 

It  nth  I  allc.  Hege,   Middleton  &  Seal.  Greensboro, 

\.  (',..  contends  that,  "One  way   to  makt   radio  or 

tv  lime  pay  off  for  a  client  is  to  tie-in  with  programs 
that  stimulate  interest  in   his  product.    For  instance, 

one  of  our  clients,  Brick  and  Tile  Service,  an 
association  of  brick   manufacturers,  offers  a  free 

booklet  entitled  Carolina  Homes  to  home  builders. 

Where  possible,  we  are  spotting  this  booklet  be- 
fore and  after  an  industrial  film  program  called 

Building  Dreams  which  is  currently   being  offered 

to  tv  stations  in  the  South.   These  live  spot  announce- 
ments, when  tied  in  with  the  brick  industry  film, 

produce  outstanding  results  in   requests  for  the 
booklet.   And,  most  important,  result  in  more  interest 

in  the  use  of  brick  and  other  clay   products." 

Jean  Simpson,  Doyle,  Dane  &  Bernbach,    Veto 

)  ork,  says  realistic  pricing  of  am  saturation  plans  is 
making  the  medium  increasingly   valuable  today. 

'Radio  saturation  plans,"  says  she.  "arc'  enabling  the 
advertiser  to  go  in  and  out  of  a  market  quickly 

without  being  penalized  pricewise.     idvertisers 

arc-  using  this  medium  most  effectively   by    (1)    co- 

ordinating intensiie  promotions  with  peal   sales 

periods.    An  advertiser  can't  buck  the  consumer   buy- 
ing tide.   He  can  lift  sales  valleys  slightly,  but  is 

much    better  off  if  he   can   lilt   the  Sales  peaks.     (2) 

He   can    USe   radio   saturations    to    introduce    neic 

products  or  to  put  across  a  changed  sales  or  product 

story.    (3)   It's  effective  tor  hitting  problem  sales 
areas  and    (4)    to  promote'    seasonal   products. 

I*«nl  J.   Firing.   CampbeU-Mithun,    Minneapolis, 

has  suggestions   lor  smoother  agency  ■station  relation- 

ships.   "It  has   always  been   out    feeling   that    when 
an  advertiser  is  willing  to  schedule  several  spots 

pei  week,  on  say,  a  26-  or  39-week  basis,  the  radio 
stations  might  welcome  this  with  a  good  package 

rate-.    In   buying  for  one  of  our  clients   lor  the 

coming  summer  months.   I    found  almost   unbeliev- 
able- the  small  number  of  stations   who   are   set   up 

to   oiler    a    iiinol  schedule   pa, /.arc-    when    ashed   for 
it.     This   situation    does    not   apply    to   the   power 

stations  only,  but  to  stations  in  markets  at  all 
sizes.  If  an  advertiser  is  willing  to  leave  the 

placement  of  the  spots  up  to  the  station  on  a  run- 

of-schedule    basis,    the-    station    should    come    through 

with  a  published  rate  lower  than  the  fixed  cost." 

SPONSOR 



Like 

brick   sidewalks   on 

Beacon    Hill 

WHDH 
is   a 

habit   in 
Boston 

Boston's  peculiar  paving  problem  provided  the 
nation's  newspaper  readers  with  plenty  of  laughs. 
But  the  over  $5,000,000,000  annual  purchasing 
power  of  Bostonians  is  no  laughing  matter. 

As  a  powerful  independent  station,  WHDH  is  in 

a  perfect  position  to  program  to  Boston's 
peculiar  tastes.  It  does  .  .  .  and  so  successfully 
that  WHDH  is  a  habit  in  Boston. 

Next  time  you  have  a  product  or  service  to  sell, 

buy  time  on  the  one  station  that's  a  habit in  Boston  .  .  .  WHDH! 

■ 

REPRESENTED    NATIONALLY    BY   JOHN    BLAIR   AND    COMPANY 

WH 
50,000    •    BOSTON    •    850    ON    THE    DIAL 

WATTS  Owned   and   operated   by  The   Boston   Herald -Traveler  Corporation 



Whether  you're  selling  panties  or 

peanuts  — dog  food  or  dishwashers  .  .  . 

KSDO  tells  the  most  people  all 

about  it  in  San  Diego's 
billion  dollar  market. 

Measured  by  the  HOOPER  yardstick... 

KSDO  is  first  in  San  Diego 

.  .  .  delivers  the  most  audience. 

May  we  prove  we  can  sell  something 

for  you  in  San  Diego? 

I^^TlTwM^ 

U30  *< 5000  Yl
MI* 

Representat
ive^ r    Pearson  Co     Minr.capol>* 1°hn  t;n  l.  Dal*35  "til  f  ranosco 

6j  5o6  Foreman 

Two  tv  trends:  mlu It  westerns,  kiddie  .shotrs 

By  some  strange  coincidence,  the  trout  season  opens  in  our 
fair  state  at  just  about  the  same  time  when  most  pilot  films 
are  also  released  (for  the  tv  year  ahead).  Whether  there  is 
a  more  sinister  relationship  than  the  temporal  one  between 
the  netting  of  a  plump  trout  and  of  a  satisfying  tv  property, 
I  cannot  say. 

However,  the  methods  employed  in  obtaining  both  are 
quite  equivalent,  interesting  and  difficult.  Also,  by  making 
the  wrong  move,  it  is  possible  to  get  into  very  deep  water. 

Since  I  see  far  more  pilots,  plots  and  people-with-ideas 
than  I  do  trout,  it  might  be  worth  while  for  me  to  point  out 

what  appear  to  be  two  very  definite  developments  in  our 

business.  For  this  is  the  season — tv  season,  that  is — which 
reveals  the  trends  that  will  be  with  us  in  the  fall. 

Trend  Number  One  is  caused  by  tv's  discovery  of  (for 
want  of  a  better  name)  the  Adult  Western.  Coming  several 

years  after  the  release  of  the  motion  pictures  High  Noon 
and  Shane,  the  number  of  adult  western  dramas  in  the  pilot 

film  or  active  plan  stage  is  hardly  less  than  amazing. 

Some  already  have  their  time  slots.  Others  are  coiled  in 

the  can,  waiting  for  a  juicy  thirty-minutes  with  minor  com- 

petition and  a  big  feed-in. 

ABC's  Warner  Bros,  epic  will.  I  understand,  have  a  sub- 
stantial amount  of  its  drama  peppered  with  Cheyenne-type 

characters  and  locales.  In  addition,  they  have  a  well-done 

film  about  Wyatt  Earp,  the  gun-totin'  marshal. 
CBS  has  already  cleared  tv  time  for  its  radio  show  Gun- 

smoke  and  expects  this  series  to  make  definite  inroads  against 

some  of  the  medium's  toughest  competition  on  NBC  Thurs- ila\    nights. 

As  for  NBC,  it  has  a  pilot  in  the  making  which  will  be  the 
forerunner  of  a  series  called  Frontier  and  Script  One  is  an 

exciting  as  well  as  mature  slic<  of  outdoor  drama.  It  will  be 
produced  by  Tony  Miner. 

Then  come  the  packagers  themselves.  I  couldn't  possibly 
lisl  all  the  westerns  the)  are  trying  to  sandwich  into  this 

already  crowded  medium.  I've  seen  no  le-s  than  six  so  far- 
each  pie-enled  with  the  -ame  prologue  about  how  the  medi- 

um is  crying  for  an  adull  western,  how  box  office  suet-ess  is 
assured  with  thi^  type  of  stor)   and  how   the  virtues  of  the 

I  Please  turn   It)  page  60 1 
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Good  news 
travels  far. 

Neivsfilm,  the  only  syndicated  news  service  specially  tailored 

for  television,  has  more  than  doubled  its  list  of  subscribing 

stations  in  six  months.  Here's  why . . . 
Neivsfilm  is  produced  to  famed  CBS  News  standards,  but 

is  available  to  all  stations  regardless  of  affiliation.  Newsfilm 

brings  you  news-in-depth  reported  by  such  newsmen  as 

Howard  K.  Smith  in  London  . . .  David  Schoenbrun  in  Paris . . . 

Griffing  Bancroft  in  Washington  and  Robert  Pierpoint  in 

Tokyo,  plus  some  250  camera  correspondents  around  the 

globe.  Neivsfilm  gets  to  stations  fast  from  four  major  process- 

ing centers,  prepared  and  speeded  by  a  staff  of  more  than 

100  full-time  writers  and  editors,  technicians  and  dispatchers. 

Newsfilm  offers  exclusive  extras:  custom-made  opening  and 

closing  titles . . .  special-order  coverage . . .  all  footage  classified 

for  easy  re-use. .  .weekend  news  analysis ...  newsquiz ...  spe- 

cial maps  and  charts. 

And  the  good  news  lias  gotten  around  that  .Y<  wsfilm 

news  programs  are  winning  the  biggesl  audiences  in  their 

time  periods  in  such  major  markets  as  Philadelphia,  Wash- 

ington, Buffalo,  Seattle  and  Portland.  To  find  out  how  X<  ws- 

film can  boost  the  ratings  of  your  news  shows,  contact... 

CBS  TELEVISION  FILM  SALES,  INC. 
\  .  u>    York,   ( 'h  iea  g 
Detroit  and  St.  Louis.  Distributor  in  Canada:  S.  II'.  Caldwell  Ltd.,  Toronto 
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MADISON 
sponsor  invites  letters  to  the  editor. 
Address  40  E.  49  St.,  New  York  17. 

TV   IN  AUSTRALIA 

\>  you  undoubtedly  know,  commer- 
cial  television    in   Australia   is   on  the 

i     of   opening   up.     In   connection 

with   this,   we   recentl)    received  a  re- 

quest   from    our    associate    agency    in 

Melbourne  asking  that  we  furnish  them 

with   copies   of   every   trade  magazine 

published    for   the   tv   industry   in   the 

I  nited  States.    We  did  this,  and  have 

just    received    an    answer,    which,    I 

thought,  might  be  of  interest  to  you. 

In   his   letter,   Mr.   K.   Martin   Doe, 

Dins-tor  of  the  Paton  Advertising  Ser- 
vice   Ltd.    in    Melbourne,    states    .    .    . 

"In    our    opinion    we    have   concluded 

that  sponsor  is  best  suited  for  our  im- 

mediate requirements,  and  we  are  ne- 

gotiating here  with  the  object  of  sub- 

scribing." 
Have  you  considered  the  possibility 

of  starting  an  Australian  edition? 
Andrew  N.  Vladimir 

Radio  &  Tv  Department 
Irwin  Vladimir  &  Co.,  lnc 
New  York 

LOCAL  &  NATIONAL  RATES 

I  read  with  great  interest  your  arti- 
cle "Should  radio  have  both  national 

and  local  rates?"  (21  February  1955, 
p.  38).  It  appears  that  agencies  and 

reps  are  losing  a  lot  of  commissions 

that  legitimately  belong  to  them.  Sta- 
tions appear  to  favor  two  rates  to  make 

cooperative  a«l\  ertising  more  advan- 
tageous to  the  local  advertiser. 

\n\  advertising  that  is  to  be  paid 
I  mi  \,\  an  agency  should  be  billed  to 

the  agency.  When  ad\niising  is  placed 

on  a  50-50  basis,  the  local  advertiser 

would  be  billed  at  one-half  the  local 

rat  and  the  agency  would  be  billed 
at  one-half  the  national  rate.  This 

same  formula  would  work  when  a  dif- 
ferent basis  is  used.  If  the  national 

advertisers  will  onl\  pay  one-quarter 
,,|  t lie  < -o-l.  it  would  I"-  one-quarter 

of  the  national  rate,  and  the  local  ad- 
vertise! would  be  billed  for  three-quar- 

tei  -  of  the  local  rate. 

I  he  reason  we  have  two  rates  is  be- 

{Please  turn  to  page  17) 
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WLW  seasons  your  Radio  dollar  with  an  extra  amount 

of  powerful  promotion  and  merchandising.  So  you  get 

double  your  money's  worth.  Only  WLW's  Radio  two  for 
one  plan  guarantees  you  an  additional  dollar  or  more 

in  big-time  merchandising  for  every  advertising  dollar 

you  spend.  Nobody  else  doubles  your  dollars  like  WLW. 

So  how  about  trying  our  Radio  recipe  featuring  your 

product.  We'll  trade  two  dollars  of  ours  for  every  one 

dollar  of  yours!  You'll  like  the  results  when  . . . 

--W-C 
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one  equals  two  011WFVW RADIO 
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a  distinguished  number  of  the 

^ 

WLW 

WLW'A 
CROSLEY  GROUP      wi.w-c 

WL.W-D 
WLWT 

  Jfe_ 

- 
Exclusive  Sales  Offices: 

Neu  York,  Cincinnati, 

Dayton,  Columbus,  Atlanta, 

Radio 
Atlanta 
Columbus 

Dayton 

Cincinnati        Chicago,  Miami. 
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There's  a  neiST  look 
to  the  Scranton- 

Hazleton  Martlet 
Look  at  your  latest  ARB  ratings  and  you'll see  a  most  amazing  switch  in  the  great 

Northeastern  Pennsylvania  area.  You'll  see 
how  overwhelmingly  the  lead  has  shifted  to 
WGBI-TV. 

WGBI-TV  presents  the  highest  rated  show 
in  the  entire  market. 

WGBI-TV  is  first  in  total  quarter  hours  of 
viewing  9  A.M.  to  sign  off. 

WGBI-TV  is  ahead  of  the  second  station 
during  this  same  period  by  43 
quarter  hours  (while  on  the  air) 
and  leads  all  of  the  remaining 
stations  combined. 

WGBI-TV  carries  five  out  of  the  top  10 
shows  and  also  has  the  highest 
rated  local  newscast  and  late 
film  theatre. 

In  any  category  WGBI-TV's  leadership  is 
impressive. 

If  you  want  to  sell  in  Northeastern  Penn- 
sylvania, you  had  better  be  on 

Dominating  the  Scranton-Wilkcs-Barre- 
Hazleton  market.  And  soon  to  be  the  Highest 
Powered  Station  on  the  CBS  Network  with  1 
million  watts. 

Represented  exclusively  by  BLAIR  TV,  Inc. 
16 
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cause  we  feel  the  national  advertiser 

with  mam  outlets  should  not  be  en- 
titled to  the  same  rate  as  the  local  ad- 

vertiser who  <>nl\  has  a  few  outlets  or 

even  a  single  outlet.  \\  e  also  feel  that 
the  national  advertiser  is  not  entitled 

to  the  frequency  discounts  that  are 

earned  bj  the  local  advertiser. 

I  nder  the  50-50  basis  the  national 

advertiser  could  get  twice  as  much 

advertising  as  he  does  when  it  is  placed 
Oil  the  regular  national  rate.  The  local 
advertiser  would  also  benefit  h\  Inn- 

ing his  advertising  at  one-half  the  lo- 
cal rate. 

The  portion  of  the  cost  paid  for  by 
the  national  client  would  be  COmmis- 

sionable  to  the  agency  and  the  agenc) 

would  be  able  to  supplv  suitable  cop) 
and  could  recommend  markets  and 

availabilities.  The  stations  would  pa) 
their  reps  on  the  same  amount. 

Everyone  is  happv   in  this  set-up: 
The  local  advertiser  saves  50'V  on 

his  normal  local  rate. 

The  national  advertiser  saves  50' «  . 
The  agency  controls  the  account  and 

earns  his  commission. 

The  rep  gets  his  regular  sales  com- 
mission. 

The  radio  station  is  happv  to  pay 

commissions  to  agency  and  sales  com- 
mission to  his  rep. 

I  be  agency  cannot  lose  even  if  one 

of  his  clients  places  all  his  advertising 
cooperatively,  because  ever)  cent  spent 
is  commissionable. 

The  rep  can  afford  to  spend  a  lot 
of  effort  when  he  gets  paid  on  this 

basis  instead  of  losing  his  commission 

when  he  is  by-passed. 
Our  local  rate  is  onlv  2.V  <   less  than 

our   national    rate,    which    doesn't   net 
us  our  local  rate  after  commissions. 

Kkith  S.  Field 

Manager 

WARA,   Attlehoro.   Mass. 

TV   SOAP   OPERAS 

Would  you  be  good  enough  to  get 
for  me  whatever  information  vou  niav 

have  available  re:  U.S.  Television  soap 

operas,  their  success,  if  any,  and  am 
rating  report-  which  vou  mav  have 
available   in    your   files. 

Gordon  Allen 

Radio-Tv  Director 

V ickers   &   Benson   Advertising 
Toronto.  Ontario 

Sffrff 

•       SPONSOR    carried 
the    7    April     195:2    issn, 

this    issue    puht'     '.IH. 

>         Oil        S€U||I        (||HTil! 

other    article    appi 

(Please  turn  to  page  119i 
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Just  how  much  territory  does  the 
KENS  50,000  watt  voice  cover? 

v^^  105     counties    in    the    .5 
Millivolt  area  of  KENS 

v^""4,271,40Q  people  within  the 
KENS  coverage 

v^  1,171,100  families  earn 

their  living  within  KENS' 
range 

V^  $5,845,696,000  is  the  an- 
nual buying  power  for 

the   KENS   audience 

The  powerful  daytime  voice  of 
KENS  680  Kc.  dominates  the 

109,737  square  mile  area  lying 
between  Houston  .  .  .  Waco  .  .  .  San 

Angelo  .  .  .  Del  Rio  and  Brownsville. 
All  that  land  .  .  .  with  all  of  its  cities 

and  all  of  its  people  with  all  of  that 

money  gives  the  KENS  advertiser 
amazingly  low  cost  per  thousand, 

astonishingly  low  cost  per  sale. 
Free    &    Peters    has    full    information. 

Express   Niwi   Station 

SAN    ANTONIO,  TEXAS 

Ask  FREE  &  PETERS,  Inc.  for  details 

18 
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J\ew  and  renew APRIL      1955 

1.    New  on  Television  Networks 
SPONSOR 

CBS-Columbia 
CBS-Columbia 

Dixie    Cup,    Easton,    Pa 

Eastman    Kodak,    Rochester,    NY 

Ccneral  Foods,   Instant  Maxwell  House 
Coffee   Div 

Ceneral    Foods,    Walter    Baker   Choc    & 
Cocoa  &  Post  Cereals 

Hoover   Co,    North   Canton,   Ohio 

Liggett    &    Myers.    NY,    for    L&M 
filter    cigarettes 

Procter  &   Camble,   Cinn 

Procter  &   Camble,   Cinn 

Revlon    Prods,    NY 

US   Steel,    NY 

AGENCY 

Ted    Bates,    NY 
Ted    Bates,    NY 

Hicks  &  Creist,   NY 

JWT,    NY 
Benton    &    Bowles,    NY 

Benton    &    Bowles,    NY 

Leo   Burnett,    Chi 

Cunningham  &  Walsh,   NY 

Y&R,    NY 

Y&R,    NY 

William    Weintraub.     NY 

BBDO.    NY 

STATIONS 

CBS    91 
CBS    60 

ABC   57 

NBC  78 

CBS    165 

CBS 

CBS    55 

ABC  73 

CBS    70 

CBS    145 

CBS    67 
CBS 

PROGRAM,  time,  start,   duration 

Willy;  alt  Th    10:30-11:00   pm;  7   Apr:   52  wks 

Arthur  Codfrcy's  Talent  Scouts;  alt  M  8:30-9:00 

pm;   27    June Super  Circus;  sec  half-hr  scg;  Sun  5:30-6:00  pm; 10   Apr 

Kodak  Request  Performance;  W  8:00-8:30  pm; 
13    Apr 

Ethel  &  Albert:  M  9  30-10:00  pm;  20  June;  sum- 
mer  replacement    for    December    Bride 

Pantomime  Quiz:  F  8:00-8:30  pm;  8  July;  8  wks; 
summer   replacement   for    Mama 

The  Morning  Show  With  Jack  Paar;  partic  M-F 
7:00-9:00  am;   18  Apr;   1    wk 

Mr.   Citizen;   W   8:30-9:00  pm ;  20   Apr 

My  Favorite  Husband;  Sat  9:30-10:00  pm;  7   May; 

The    Line-Up;    alt    F    10:00-10:30    pm;    1    Apr;    26 
wks 

The     S64.000     Question;     T     10:00-10:30     pm;     7 

June;   88   wks United    States    Steel    Hour;    alt    W    10:00-11:00;    6 

July 

2.     Renewed  on  Television  Networks 
SPONSOR AGENCY 

Amer    Home,    NY 
Amer    Home,    NY 
Carter   Prods,    NY 
Ceneral    Foods,   White    Plains 
Ceneral    Mills,    Mnnpls 

Cerber    Foods,    Fremont,    Mich 

Pharmaceuticals,    Newark 

Biow-Beirn-Toigo,    NY 
Biow-Beirn-Toigo,   NY 
SSCB,    NY 
Y&R,    NY 

Tatham-Laird,  Chi 

D'Arcy,    NY 

Edward    Kletter  Assoc,   NY 

STATIONS 
FROGRAM,  time,  start,   duration 

CBS    119 
CBS    117 
CBS    122 
CBS    60 
NBC  66 

NBC  66 

CBS    96 

Secret  Storm;   M-F  4:15-4:30  pm:   2   May;   52  wks 
Love  of  Life;  M-F  12:15-12:30  pm :  2  May;  52  wks 
Meet  Millie:  alt  T  9:00-9:30  pm;  22  Mar;  52  wks 
The    Inner   Flame;   M-F    1-1:15;   4  Apr;   52  wks 
Ding    Dong   School;    M-F    10:00-10:30  am;   22  Apr; 

52   wks 
Ding   Dong   School:   M-F    10:00-10:30  am;   31    Mar: 

26   wks 
Meet   Millie;  alt  T  9:00-9:30  pm;   15  Mar;  52  wks 

Marsich    '31 

John    F. 

Reeder    (3) 

3.    Advertising  Agency  Personnel  Changes 
NAME FORMER  AFFILIATION NEW  AFFILIATION 

Norman   R.   Anderson John   W.    Shaw   Adv,    Chi,    acct   exec Same,    also    vp 
Myles   E.    Baker Lennen    &    Newell,    NY,    scrv    drpt    hd Same,    also    vp    in    chg   of   serv 
Frank    A.    Berend NBC.    LA,   asst   to   vp   in   chg  western   div Warwick    &    Legler,    LA,    exec 
David    Bradshaw Y&R,   NY,   dir  of   opers  of  r-tv  dept Same,   mgr  of  r-tv  dept Donald   W.    Brown KVTV.    Sioux    City,    continuity   dir Allen    &    Reynolds,    Omaha,    r-tv    copywriter 
Kenneth    F.    Browning Grant  Adv.   Chi,   acct  exec Tracy-Locke,   New  Orleans,   vp  &  gen   mgr 
N.    Elena    Cadiz Reed    Adv,    NY Allan  Assoc,   NY,  publ  &  pub  rels  dir 
Ruth    J.    Cerrone Lennen   &    Newell,    NY,   copy   group   hd Same,    also    vp 
Chester  V.   Cheek Robert    Monroe    Prods,    NY,    natl    sis   mgr Michcner  &  O'Connor,   Harrisburg,   sis  mgr,   motion   pic div 

Erwin,    Wasey.    Okla    City,    r-tv    dept Al  Fiegel KTVQ,   Okla   City,    prom    mgr 
Edward    F.    Flynn Lennen   &   Newell,    NY,    copy   group   hd Same,    also    vp 
Emile    Frisard Biow-B^irn-Toigo,    NY,    copy   writer Same    copy   group    hd 
Ben  ].  Gibson Cary-Hill   Adv.    Des   Moines,  acct  exec 

Same,    also    vp 

fames    Hausman Lennen  &    Newell.   NY,  copy  group  hd Same,    also    vp 
John    F.    Henry Geyer   Adv,    NY,    acct   exec Same,    also    vp 
Robert   Hunter  Higgons Hicks  &   Creist,    NY,   acct  exec Biow-Beirn-Toigo,    NY,    acct   exec 
L.   J.   Hubbard DCSS.   NY,  dir  of  res Same,    also    vp 
Fred    Irwin Alcea.    Pittsburgh Ceer,    DuBois,    NY,    asst    acct    exec 
Laurence    I     |affc McCann-Erkkson.    NY,    acct   res    mgr Erwin,    Wasey,    NY,   dir   of   res 
Charles  D.   Kashcr Charles   Antell,    Bait,    pres TAA,    NY.    owner 
Robert  Kroll BBDO.    NY Warwick    &    Legler,    NY,    tv    copy    supvr 
loseph  A.    LaCava Cary-Hill    Adv.    Des    Moines Same,    asst    mgr 
Thomas   A.    Lane McCann-Erickson,   NY,   vp  and  dir Lennen   &   Newell,   NY,  sr  vp  &  mgmt  acct  supvr 
Robert  Laws Own    Agcy,    Hollywood Hal   Stebbins,    LA,   vp  &   acct  supvr 
John    F.    MacKay Anderson   &   Cairns,    NY,   creative  dir Same,    also    vp 
John    P.    Marsich Kudner,    NY,    hd    r-tv    timebuyer Same,  asst  dir  of  media   in   chg  of  time  buying 
|ohn    F.    W.    McClure McCann-Erickson,   asst  acct   group  supvr Same,    also    vp 

Frank    McCullough Y&R,    NY Morcy.   Humm   &   lohnstone  Adv.   NY,   dir  of  mktg 
William   W.    Morgan KIOA.    Des   Moines,    sis  stf Roger  Johnson  Adv,   Des  Moines,  gen  mgr  &  acct  exec 
Ben    Morris Lever    Bros.    NY,    prom   spec Crey   Adv,    NY,    mktg   &   sis   dev   dir 
William   W.    Mulvey Maxon.    NY.  acct  exec Cunningham  &   Walsh.   NY,   acct  exec 
Paul  E.  Nelson Gardner    Adv.    St    Louis,    regl    acct    exec Same,    farm   r-tv  mgr 
E.   Craham    Nickerson Compton    Adv,    NY,    creative    consultant Same,   vp  &  asst   to   pres 
S.   |.    Niefeld Henri,  Hurst  &  McDonald,  Chi,  in  chg  of  spec  res  projects Same,  res  dir Frank    P.    Noto Assoc     Adv,    Harrisburg,   acct   exec Same,    r-tv  dir 
Neal  Nyland R     L.    Polk.    Det,   sr  acct  exec Ceyer   Adv,    Det.    vp   &   acct   exec 
David   Palmer Morse    International Erwin.   Wasey,    NY,    mdsg   dir 
Alfred    L.    Plant Grey   Adv,    NY Warwick   &    Legler,    NY.   acct   exec 
John    F.    Reeder Benton    &    Bowles.    NY,    acct    supvr Same,  also  member,   bd  of  dirs 

Walter   C. 

Smith    '3' 

William   W. 
Mulvey    <3) 

Thomas    A. 

l.lru 

In    next    issue:    New    and    Renewed    on    Radio    Networks,    National    Broadcast    Sales 

Executives,   New  Firms,  New  Offices,  Changes  of  Address 
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3.    Advertising  Agency  Personnel  Changes  (cont'd) 
NAME FORMER  AFFILIATION NEW  AFFILIATION 

Elliott    W.    Rccd Free   &    Peters,    NY,    acct    exec Needhani,    Louis  &   Brorby,    NY,   acct   exec 
Sol    Sackel Bolta    Products,    dir    of    adv,    mdsg,    publ Sackel   Adv,    Boston,   pres 
Robert    Schiels Wm.    Esty,    NY Paris   &    Peart    NY,    copy   chief 

Justin  M.   Schuchat St    Louis    Post    Dispatch,    copy    supvr    in    chg    of    retail 
creative   adv 

Warner  Cr  Todd,  St  Louis,  creative  stf 

Walter  C.   Smith Biow  Co,   NY,   vo  &  dir  of  media   planning William    Esty.    NY,   vp 
Frederick  C.  Stakel Alcoa,    Pittsburgh,  adv  mgr BBDO,    Boston,    acct    group    supvr 
Dick  Stevens WCCO-TV,    Minnpls,   dir Campbell-Mithun    Adv,    Minnpls,    tv    dept    prodcr 
Hugh    Sutherland 

|WT,    LA 

Same,    media    supvr 
Mai  Thompson Transfilm,    NY,    prod    supvr BBDO.    NY,   tv  prodcr 
Robert    H.    Thurmond |WT,    LA,    media    dir Same,    Chi,    assoc   media    dir 
Maurice    Umans Paris    &    Peart,    NY Same,    creative    dir 
Robert   E.   Walsh Metropolitan    Croup Paris   &    Peart,    NY,   acct   exec 

Joe   S.   Watkins Zimmcr-Kcller-Calvcrt,    Det Bonsib  Adv,  Fort  Wayne,  Ind,  creative  and  contact 

Stf 

Al   Weinthal CFCF,   Montreal,   prom   mgr Harold   F.   Stanfeld   Ltd,    Montreal,  r-tv  dept 
Thomas  Pearse  Wheel- Chrysler  Corp,    Det,    sis   prom    mgr,    parts   div Ruthrauff  &   Ryan,  Det,   mdsg  group  contact  man 

wright 

4.     Sponsor  Personnel  Changes 
NAME 

lack  S.   Beldon 

Robert    Champion 
C.    C.    Coburn 
Charles   F.    Dunn 
Harold    R.    Fagerson 
T.    E.    Hicks 
Martin    R.    King 
Albert    ).    Power 

Jay   M.    Sharp 
William    H.    Shriver 
Ccorge    W.    Sutton 
Donald    E.    West 

(arnes  C.    Zeder 

FORMER  AFFILIATION NEW  AFFILIATION 

General    Electric,    Bloomfield,    NJ,    air    conditioning    div, mktg   mgr 

Borg-Warner   Corp,    Chi,    Norge    Div,    regl   sis   mgr 
|WT,    NY,    sr    publ    rels    acct    supvr 
Motor   Prods  Con),   North   Chi,   Deep   Freeze   Appliance   Div 

Borden's,    Chi,    Milk    Div,    vp    in   chg    of    sis 
Julius    Schmid,    NY 
General    Electric,   NY,   publ   rels  manpower   dev  program 
Remington     Rand,     NY,    exec 

Van    Sant,    Dugdale.    Bait,    r-tv   dept 
Schenlcy   Internatl    NY,   asst  adv   mgr 
Ogilvy,    Benson    tj    Mather,    NY,    in    chg    of    mdsg 
Chrysler    Corp,    Plymouth    Div,    Det,    asst    to    adv    dir 

Same    Syracuse,    mgr    mktg    for   r-tv   dept 

Whirlpool   Corp,    St    Joseph,    Mich,    west    central    sis 
Pan-Amer   Coffee    Bureau,    NY,    dir   of    publ    rels 
Autoyre,    Oakville,    Conn,    NJ    sis   rep 
Same,   Chi   Central    District,   sis  dir 
Lever   Bros.    Pepsodcnt    Div,    NY,   mktg  vp 
Same,   Clove,    adv   mgr   for   Lamp    Div 
Zotox    Pharmacal,    Stamford,    vp    &    gen    mgr 
Alcoa,   Pittsburgh,  adv  mgr 

Amer  Brewery,   Bait,   dir  of  adv 
Same,  adv  mgr 

Rockwood,  Bklyn.  vp  in  chg  of  mktg  for  consumer  pre 
Same,   r-tv  adv   mgr 

5.     New  Agency  Appointments 
SPONSOR 

Alcoa,    Pittsburgh 
Buitoni   Foods,   S.    Hackcnsack,    N) 
Cinch    Prods,    LA 

Crosley  Appliances,   Cinn 
Robert  Hall  Clothes,  NY,   Div  of  United  Merchants 
&  Mfrs 

Hudnut   Sales.    NY 
Lee   Ltd,    Beverly   Hills 
Louis   L    Libby.    LIC,   NY 
Lucky   Tiger    Mfg,    Kansas  City 
Miami    High   Life 
Pacific    Salmon    Assoc.    Seattle 
Parker    Pen,    Janesville,    Wis 

Phila.   Gas  Works 
Procter   &    Camble.    Cinn 
Shirtcraft,    NY 
Trico    Prods,    Buffalo 
Wcstinghousc   Elcc,   Pittsburgh 
Zotox   Pharmacal,  Stamford,   Conn 

PRODUCT    (or   service) 
AGENCY 

Aluminum    screening Ketchum.  MacLeod  &  Grove.  Pittsbuc| 
Macaroni    products 

JWT,   NY 

Cake   &   other   ready-mix   prods Huson    &    Jorgenson,    LA 
Home    appliances Earle    Luagin.    Chi 

Ready-wear Carl   Ruff  Assoc,   NY 

DuBarry    Beauty    Preparations Al    Paul    Lefton,    NY 
Dri-Mist,    deodorant Erwin.    Wasey,    La 

Frozen   foods Hilton    &    Riggio,    NY 

Lucky  Tiger   Hair  Tonic,  Shampoo Erwin,    Wasey,    NY 

Miller    High    Life    Beer Charles   Anthony   Cross   Adv,    Miami 
Pugct   Sound   &    Alaska    salmon 

Erwin,   Wasey.    LA 

Parker   51-21,   (otter   ball   point   pen,   pencils, Tatham-Laird,   Chi 
desk    sets 

Gas  Works W.    S     Roberts,    Phila 

Crest    toothpaste    containing    fluoristan Benton    &    Bowles.    NY 
Shirts    &     sportswear Friend-Rciss   Adv,    NY 
Windshield   wipers 

|WT.    NY 

Electrical  appliinces McCann-Erickson,    NY 
Zotox.    Triocin,    Hydrotox Erwin.   Wasey.    Toronto 

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

David 
Bradshaw    '  3 » 

CKNW.   Vancouver,  sold  by  William   Rea,   pres  of   International 
Broadcasting    Co.    to    Southam    Co,    Ltd,    21     March,    subject 
to    approval    by    Board    of    Governors,    15    April 

KAKE,   Wichita,   appoints  (oscph   Hcrshey   McCillvra   natl   rep 
KfSET   TV    Sacramento,  Calif,  became  CBS  affil  20  March,   1955 

KCMO-TV.    Kansas  City,    started    broadcasting   color    test    pat- 
tern   23    March 

KERO  TV    Bakersfield,    Calif,    appoints    Ceorge    P.    Hollingbery nail    rep 

KROY,   Sacramento,  appointed  Ccorge   P.   Hollingbery  natl  rep 
KTHT     Houston,    appointed    Paul    H.    Raymer    natl    rep 
KTVW     Stattlc-Tacoma.    appoints    Adam    Young    natl    rep 
WBUF-TV.   Buffalo.   NY.  uhf,   bought  by  NBC.    11    March,  sub- 

ject   to    FCC    approval 
WDSU-TV.    New    Orleans,    began    broadcasting    local    programs 

in    color    from    its    new    color    studio,    22    March 
WEBB,    Dundalk,    Md,    begins    broadcasting    2    April    on    1360, 

1,000    watts 
WEMP,  Milwaukee,  began  broadcasting  on  1250  kilocycles 

28    March    (previously    broadcast    at    1340) 
WLVA-TV,    Lynchburg,    Va,    increased    to    50    kw 
WNDU   TV.    Notre    Dame,    appoints    Meeker   TV    natl    reps 
WOW.   Omaha,  will  become   CBS  affil    19  |une 
WNOE.  New  Orleans,  became  independent  19  March  (was MBS  affil) 

WTPS,  New  Orleans,  became  MBS  affil  16  March,  replacing 
WNOE 

WTVY,  Dothan,  Ala,  became  CBS  affil  30  March  under  Ex- 
tended   Market   Plan 

WTVT,    Tampa.    Fla.    became   CBS   affil    1    April 
WXIX  Milwaukee,  started  beaming  263,000  watts  with  addi- 

tion   of   51    ft   to   antenna,    13    March 
WXYZ  TV.  Det.  boosts  power:  316.000  video;  158.000  audio 

with    addition   of    new   50,000   watt    transmitter.    1    April 
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Getting  bigger 

and  BIGGER! 

B ACK  in  March,  1954,  when  the  Iowa  Radio-Television 
Audience  Survey  was  taken,  56.9%  of  all  homes  in 

this  State  had  television  sets  —  one-fourth  of  which 

had  been  purchased  less  than  six  months  previously. 

Today,  we  estimate  that  WHO-TV  has  coverage 

of  a  minimum  of  302,000  sets  in  Central  Iowa  — 

owned  by  566,300  city  people,  545,100  rural  people. 

WHO-TV's  Audience  is  getting  bigger  and  bigger. 
Free  &  Peters  have  latest  facts. 

18  APRIL  1955 

WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 

|WHO 
WHO 
(WHO 

WHO 
WHO 
<WHO 

WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO <«^WHO 

— WHO 

WHO-TV 
Channel  13  •  Des  Moines  •  nbc 

Col.   B.  J.   Palmer,   President 
P.  A.  Loyet,  Resident  Manage! 

Free  &  Peters,  Inc. 
National  Representatives 
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WEMP 
MILWAUKEE 

Nowl 

MILWAUKEE'S 

MOST   POWERFUL 

INDEPENDENT 

5000 
WATTS  on 

1250 
MILWAUKEE'S 

BEST   BUY 

Second   Highest   Ratings* 

mornings   and   afternoons 

in    7   station    market 

LOWEST  COST 

PER   THOUSAND 

Pulse — Jan.-Feb.    I955 

WEMP  WEMP 
MILWAUKEE 

HUGH  BOICE,  JR..  Gen.  Mqr. 

HEADLEY-REED,  Natl.  R.p. 

HOURS  OF  MUSIC.  NIWS,  SPORTS 

IripiiF Jesse  Shtcuytlvi' 

22 

President 

Shwayder  Bros.,  Denver 

"The  Golden  Rule  has  more  power  than  the  atom  bomb,  si\- 

Jesse  Shwayder,  president  of  Shwayder  Bros.  And  he's  gol  good 
reasons  lor  his  belief:  Some  44  \ears  ago  he  got  together  $3,500, 

hoirowed  the  name  Samson  from  the  Bible  for  his  trade  mark,  t<»>k 

the  Golden  Rule  for  his  policj  and  began  building  what  has  be- 

come the  country's  largest  luggage  manufacturer. 
Ilii*-  year  Shwayder  Bros,  will  spend  about  $1.5  million  in  adver- 

tising, more  than  half  of  it  in  tv.  Grey  Advertising  is  Shwayder's 

agency.  During  the  past  year,  the  firm  sponsored  Xi\  Tv's  Mr. 
District  tttorney  in  33  major  markets  mi  an  alternate-week  basis, 
and  al  an  estimated  $900,000  cost. 

In  the  earliest  da\s.  the  Samsonite  trade  mark  showed  the  five 

Shwayder  brothers  standing  on  a  piece  of  luggage  to  demonstrate 

its  strength.  T\  has  put  glamor  into  thai  concept:  commercials  on 
Mr.  District  ittorney  show  three  prettj  I  nited  Airline  hostesses 

perched  on  a  piece  of  the  firm's  new   I  Itralite  Samsonite  lugsiajie. 
Shwayder  Minis  up  the  reasons  For  his  company's  success  this 

way:  "We  bring  our  product  to  the  attention  of  the  people  with  as 
broad  an  advertising  campaign  as  we  can  afford  and  we  follow 

throughoul  our  organization  the  principle  of  the  Golden  Rule  '!)<> 
I  nto  Others    \-  ̂   ou  \\  ould  Have  Others  Do  I  nto   i  mi.'  " 

'Ihis  inscription,  Incidentally,  is  on  a  golden  hand  around  a  marble 
which  Shwayder  always  carries  with  him.    Here's  a  storj  he  tells: 

"Some  time  ago,  a  multi-million  dollar  chain  asked  us  if  we  would 
sell    them   an   extra-large   volume   al    a   special   cut    price.      \s    we    met 
around  a  conference  table  to   analyze  the  fads.   I    reached   in   m\ 
pocket,  pulled  oul  the  marble,  and   rolled  it  across  the  table. 

How  does  this  |n oposition  affect  our  basic  policy?'  I  asked. 
'The  lettering  on  the  marble  was  the  most  powerful  voice  in  the 

room.  We  wrote  a  letter  to  the  multi-million  dollai  organization 

explaining  we  could  nol  make  special  price  arrangements." 
roday,  the  i  ompanj  which  started  in  a  little  Denver  store  employs 

core  than    I. (miii  people.    Expected  volume  For  L955  is  v<'i>  million, 
and  ili   mpanj    sells  more  than  2.V  ,    of  all  I  .  S.  Iuii«aim.    Jesse 
Shwaydei  believes  the  Golden  Rule  can  do  For  others  what  it  has 

done  for  him  i  nd  wherevei  he  goes,  he  distributes  marbles  with  the 

( lolden  Rule  inscription.  *  *  * 
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FAITHFUL 

Hundreds  of  thousands  of 

people  faithful  to  radio 

(and  radio's  sales  message) 

in  the  rich  Detroit  area, 

consistently  tune  their  home 

and  car  sets  to 

m 

!  **? 

N 

WJBK  Radio 

for  the  best  in 

news,  music  and  sports 

,»',* 

V 

^  - 'ZS2* 

Represented  Nationally  by 

1HI  KATZ  AGENCY 

^&/jJ      National  Sales  Director,  TOM  HARKER,    118  E.  57th.  New  York  22,  ELDORADO  5-7690 
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44.8 

GUY 
LOMBARDO 
W  ROYAL  CANADIANS 

First  rating  in  Pittsburgh  (nation's  7th 
biggest  consumer  market)  —  a  lyrical 
44.8,  knocking  off  2nd  highest  rating 
there ...  for  Iron  City  Beer.  In  New 

York,  13.8  first  rating**  wins  4th  high- 
est spot  among  all  non-network  Vfe-hour 

film  shows.  39  sparkling  films. 
•ARB,  Jan.  1955  —  Pittsburgh 
••  ARB,   Feb.    1955  — New   York 

29.1 * 

LOUIS  HAYWARD 

THE 
LONE 
WOLF 

The  2nd  highest  rating  of  any  non- 
network  '/i-hour  film  show  in  Milwaukee 

(nation's  14th  biggest  consumer  mar- 
ket)... where  it's  heating  up  sales  for 

Wisco  Gas.  39  thriller-dillers  with 
thrilling  ratings  in  market  after  market. 
•ARB,   Jon.    1955  —  Milwoukee 

WIRE,  PHONE  OR  WRITE  YOUR 
NEAREST  MCA-TV  OFFICE  TODAK 

FOR  AUDITION  PRINTS 



LOOK ATTHESE  TOP  RATINGS  FOR  MCA-TV  SHOWS ! 
And  we've  got  a  score  more  just  like  these — syndicated  film  hits 

that  are  snaring  No.  1  ratings  wherever  played.  For  fop  ratings, 

big-time  stars,  solid  merchandising  support,  you  can't  beat 

MCA-TV  shows.. .  because  they're  beating  everything  in  sight! 

* 

ROCKY  JONES 

SPACE 
RANGER 
Among  the  highest-rated  kid  shows  in 

St.  Louis  (nation's  8th  biggest  market). 
"One  of  the  greatest  merchandising 
shows  on  TV,"  says  a  sponsor,  Dr. 
Pepper  Co.  39  fascinating  science-fic- 

tion films  getting  top  ratings  everywhere. 
•  ARB,  Jon.  1955  —  St.  Louis 

THERE'S  AN  MCA-TV  SHOW  FOR  EVERY  PRODUCT, 
EVERY  MARKET,  EVERY  BUDGET  .  .  . 

ABBOTT  AND  COSTELLO 
BIFF  BAKER  U.S.A. 

CITY  DETECTIVE 
CURTAIN  CALL 
FAMOUS  PLAYHOUSE 
FOLLOW  THAT  MAN 
HEART  OF  THE  CITY 

HOLLYWOOD  OFF-BEAT 
I'M  THE  LAW 

MAN  BEHIND  THE  BADGE 

MAYOR  OF  THE  TOWN 
PLAYHOUSE   15 

PRIDE  OF  THE  FAMILY 
ROYAL  PLAYHOUSE 

AND  COUNTERPOINT 

SOLDIERS  OF  FORTUNE 
TELESPORTS  DIGEST 
TOUCHDOWN 
WATERFRONT 
WHERE  WERE  YOU? 

ULDm 
AMERICA'S  NO.  1  DISTRIBUTOR  OF  TELEVISION  FILM  PROGRAMS 

fifaSfy/tdcctfcbfc 



"Y'allJ 

COME' 

'n  they're  all  doing  h  !  Borden's 
with  "Life  of  Riley",  Olynipia 
Beer  and  White  King  Soap  with 

"Science  Fiction  Theatre",  Lang- 
endorf  Bread  with  "Western 

Marshall",  Burgermeister  with 
the  "Eddie  Cantor  Show"  these 
national  spot  programs  plus  seven- 

teen national  announcement  sched- 
ules ;ill  brand  new  within  the  last 

thirty   days! 

The  networks  ( all  four  of  'em) 
arc  here  too.  Within  thai  same 

thirty  day  period,  sponsors  of 

"Dragnet",  "Lux  Video  Theatre", 
"George  Gobel",  "I've  Got  A 
Secret",  "Bob  Cummings  Show", 
"Life  With  Father",  and  "It's  A 
Greal     Life"    have    come    to    our 
party     anxious  for  son   f  those 
refreshments  served  ii|>  by  Cal 
Sales  in  the  form  of  303  million 

dollars  in  spendable  income.  It's 
;ill  gravy,  too,  becau  e  i  i  of  the 

98,600  TV  hoiues  in  Cal  Sales' 
coverage  area  can  receive  only 
KsliW   TV. 

'i  'ALL  COME!  Gel  in  the  swing 
and  make  your  cash  registers     ing 
with   Channel   8! 

ASK    IIOLLINGBERY 

CBS,  NBC,  ABC,  DuMONT 

By  Joe  Csida 

'I' inlay's  tv  slur  should  sell 

The  door  I x'li i t id  nic  in  the  KC  A  \  iclor  recording  control 
room  opened  and  Perry  Como  walked  in.  His  greeting  was 

as  warin  as  ever.  It  wasn't  until  lie  had  half  removed  his  bright 
red  coat  that  his  eyes  Eel)  upon  the  pack  of  Old  Golds  on  the 
table  at  my  elbow,  lie  slipped  hack  into  the  coat,  picked  up 

my  pack  ol  Old  Golds,  hurled  it  across  the  room,  reached  into 
his  pocket  and  placed  a  pack  of  Chesterfields  on  the  table. 
Then  he  removed  his  coat. 

All  this,  of  course,  was  done  in  a  completel}  good  humored 

fashion,  and  I  relate  this  -mall  episode  from  the  days  when  1 

was  RCA  Victor's  director  of  artists  and  repertoire  onl}  to 
set  the  scene  for  a  few  remarks  on  a  subjeel  which  sponsors, 

their  agencies  and  the  performers  who  work  for  them  have 
kicked  around  for  some  time.  The  subject:  How  much  selling 
should  a  performer  do  for  his  sponsor? 

I  can  put  my  own  opinion  on  the  record  quickly  and  briefly. 

Plenty!  In  one  fashion  or  another  I  have  worked  with  enter- 

tainers, nondescript  and  highly  talented,  big  name-  and  no- 
naincs.  from  lent  shows  to  t\  for  a  little  better  than  20  years.  I 
still  work  with  them,  and  I  have  found  and  continue  to  find 

— even  today  many  artists  have  a  complete!}  cockeyed  atti- 
tude concerning  their  function  in  l\.  and  radio  for  that  matter. 

The  Como  incident  demonstrates,  I  think,  the  perfect  basic 

attitude.  The  relation-hip  between  Como  and  Liggett  \  Myers 

and  Cunningham  &  Walsh  i-  without  doubt  one  of  the  mosl 

successful,  long  term  sponsor-agency-artist  relation-hip-  in 
the  industry.  And  I  am  quite  convinced  thai  a  good  measure 

of  the  success  of  litis  combination  lies  in  Mr.  Como"-  basic 
at  I  it  tide.  He  isnotonl)  willing  to  tell  his  viewers  and  listeners 

thai  he  likes  Chesterfield  cigarettes  and  -moke-  them  himself. 

lie  actnalK  does  like  Chesterfields  and  smokes  them.  I  be- 

lieve Perry's  soft  sell  recommendation  to  his  viewers  thai  the) 
smoke  the  cigarette  is  largely  responsible  for  the  success  ol 
the  show  .i-  .i  commercial  vehicle. 

I  have  sal  in  on  several  sessions  where  an  agenc)  and/or  a 

sponsor  man  was  broaching  the  subjeel  oi  doing  a  commercial 

pilch  to  a  star  or  -eini--lar  performer.  The  delicacx  with 

which   mosl   of  such   advertising  and   business   men   approach 

the  subjeel  when  tossing  it  al  a  performer  always  amused  me. 

"Now.  look.  Hamlet,"  ii  generall)  goes,  "We  don'i  reall) 

u.ini  you  to  read  the  commercial-,  but      er.  ah.      thai  IS,  er — i  Please  turn   to  page  66) 
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AROUND  FARGO, 

irs  WDAY-TV 
BY  A  COUNTRY  MILE! 

HOOPER   TELEVISION    AUDIENCE   INDEX 

Fargo,  N.  D.  -  Moorhead,  Minn.  — Nov.,  1954 

AFTERNOON  (Mon.  thru  Frl.) 
1  2  noon  —  5  p.m. 

TV-SETS- 

In-Use 
Shore  of 

Television  Audience 

WDAY-TV 

Station  B 

28 86 

14 

5  p.m.  —  6:30  p.m. 

48 

88 

13 

EVENING  (Sun.  thru  Sal.l 

6  p.m.  —  12  midnight 

65 

85* 

17* 

(♦Adjusted  to  compensate   for   fact   stations 
were   not   telecasting   all    houri) 

E 
\KGO-MOOKIIKAI>  Honp.-rs  prove  that 

WDAY-TV  outruns  all  television  competition, 

1>\  a  comfortable  country  mile.  Day  and  night, 

WDAY-TV  gets  5  to  6  times  as  many  W>in>- 

politan   Fargo   viewers   as   the   next    station.' 

Look  at  theTV  sets-in-use   65%  at  niglit! 

With  the  next  nearest  stations  50,  185  and 

200  miles  away,  you  can  be  sure  \\  I)AY-T\ 

is  amazingly  popular  throughout  the  heavily- 

saturated  Red  River  Valley.  Lei  Free  &  Peters 

give  you  the  whole  story  —  it's  really  some- 
thing! 

WDAY-TV 
FARGO,  N.  D.     •     CHANNEL  6 

Affiliated  with  NBC     •     ABC 

4, 

I  i;i  |    s  I'l  M  RS,  IN< '..  Exclusive  National  Representtuwet 



SfObq  ofr  Sluue .' 
WE'RE  PROUD  OF  OUR  SHARE 
IN  THE  TEXAS  GULF  COAST 

and  too  —  we're 

proud  that 
KGULTVs 

audience  grows 

and  grows 

The  Houston -Galveston  Area 
A.  R.  B.  for  February  1955 
also  shows  that  KGUL-TV  is 

consistently  increasing  its  au- 
dience for  more  programs 

than  either  of  the  other  two 
stations  in  the  area. 

Comparison  of  February  1955 

Quarter  Hour  Increaiei  (5  p  m  -12:00  p.m.) 

with 

October    '54 

140 

K 
G 
U 
L 

105 

Station 

with 

January    '55 

138 
K 
G 
U 
L 

80 Station 

KGUL-TV    and     only    one    other 

ilolion     on     the     air 

in    October 

for  example 
BETWEEN 

6  AND  6:30  P.M. 

KGUL-TV  HAS  64.4% 

OF  THE  AUDIENCE 
MONDAY  THRU   SATURDAY 

(A.R.B.    February    1955 

For    Houston-Galveston    Area) 

j      HOUSTON 

•  GALVESTON 

Bast  Bu-if  trvo"7exa4 

GULF   TELEVISION    COMPANY 

FOR    THE    GULF    COAST    AREA 

GALVESTON 

CHANNEL  11 

REPRESENTED    NATIONALLY    BY    CBS    TELEVISION    SPOT    SALES 
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18    APRIL    1955 

//  (i  sponsor  could  sit  down  at  one  table  with  a  pnnel 

of  top  V.  S.  timebuyers,  article  tells  what  he'll  he<ir 

sponsor's  panel  of  top  buyers  was  selected  through 
a  poll  oj   n    and  radio  station   reps.    Readers  are 
invited   to   suggest   other   buyers  whose   virus   should 
be   sought    for    future    articles.     Fur    advice    from 
timebuyers  to  sponsors  see  article  and  box  next  page 

TOP  TIUBl'MS : 
SI  our  thvy  I  It  ink  sponsors  ronhl  in t tin*  b<>ii*>r 

ets<>  of  air  mt>diti—nnd  tho  timehu,yer9s  skills 

18  APRIL  1955 

^advertisers  are  making  better  use  of  the  timebuyer's  skill-  than  at  any  other  stage  in 
broadcast  history.  Yet  timebuyers  still  feel  advertisers  can  do  more  to  use  their  knowl- 

edge productively. 
These  two  conclusions  emerge  from  a  series  of  intensive  interviews  with  timebuyers 

who  are  among  the  most  experienced  and  active  in  the  nation.  Also  revealed  is  a  wide- 
spread feeling  on  the  part  of  top  buyers  that  today  the  timebuyer  has  more  and  more 

emerged  at  many  agencies  as  an  executive. 

Before  choosing  top  timebuyers  for  inclusion  in  tlii-  study,  SPONSOR  went  to  radio 

and  tv  station  representatives  who  have  wide  acquaintance  among  buyers,  asking:  "Who 
are  the  top  buyers  in  terms  of  billings  handled  and  experience?"  The  lisl  compiled  from 
representatives  formed  the  basis  for  selection  of  the  buyers  whose  collective  thinking  is 

summarized  here.  While  many  other  name-  could  be  added  to  the  list,  representatives 

surveyed  felt  that  these  buyers  could  give  well-balanced  expression  ol  the  best  in  agencj 
thinking  on  time  buying. 

The  panel  includes,  alphabetically:  Paul  Benson,  Benton  &  Bowles;  Jerome  Feniger, 

Cunningham  &  Walsh;  Thaddeus  Kelly,  McCann-Erickson ;  Bill  Kennedy,  Ted  Bates; 
Phil  Kcnney,  Kenyon  &  Eckhardt;  Mary  Elizabeth  Loeber,  Brisacher,  Wheeler  &  Staff, 
San   Francisco;  John  Marsich,  Kudner;  Martin  Murphy,  Young  \  Rubicam;  Louis  .1. 
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TOP  TIMEBUYERS 

pictures  of  13  members  of 
-  timebuyer  panel.    Included  in 
but  not  pictured  are:  Jerome 

C&Ji   ;    Martin  Murphy.   )  &R; 

l  anderploeg,  Arthur  Meyer- 
A   (  o.;  Charles  II  ilds.  V.  W.  Ayer; 

Anne    II  right,  .1 .    II  alter   Thompson 

Paul   Benson.   B&B 

"lie  ask   for   availabili- 
ties   from  all  radio  and 

If    stations    in    a    market 

to  insure  getting  best  Inn. 

Thaddeus    Kelly, 

McCann-Erickson 

"At   the  actual  Inning 
lei  el.  this  agency   still 

believes   in    specialists 

in    print,    air.    outdoor." 

Bill  Kennedy,  Bates 

there's    no    set     tor  in  II I II 
for  covering  a   market, 

hut   "the   shorter   the   cam- 
paign,  the   more   intensive. 

Phil  Kenney,  K&E 

II  i-    a  si.     to   get   full 

responsibility   in    buy- 
ing,   without    clearing 

eat  h    spot    with    clients." 

Nelson,  Geoffrej  Wade  Vdvertising, 

Chicago;  Fred  Norman,  (.rant  Adver- 
tising, Chicago;  Vrthur  Pardoll,  Foote, 

Cone  &  Belding,  New  ̂ <>ik:  George 
Polk,  BBDO;  Helen  Stenson,  Foote, 

Cone  &  Belding,  San  Francisco;  Evelyn 

Vanderploeg,  Arthur  Meyerhofi  &  Co., 
Chicago;  Charles  Wilds.  N.  W.  Ayer; 

\ubrej  Williams,  Fitzgerald  Advertis- 
ing, New  Orleans;  Anne  Wright.  J. 

Waller  Thompson:  Robert  Wulfhorst, 

Dancer-Fitzgerald-Sample. 
SPONSOR  asked  these  buyers  what 

guidance  the)  would  wish  to  see  passed 
on  to  the  nations  air  advertisers.  Here, 

point  b\   point,  is  their  thinking: 
••  /  isil  stations  on  your  trips  to 

local  distributors  and  salesmen,  and 

see  media  representatives  whenever  you 

gel  a  chance  to. 

"Clients  should  know  the  mechanics 
of  media.  says  Dancer-Fitzgerald- 

Sample's  Robert  Wulfhorst.  "The  more 
informed  the\  are  about  the  competi- 
tive  pieture  in  radio  and  tv,  the  more 

flexible  is  their  thinking  about  the  air 

media."' 

"In  the  case  ol  big  clients,  the  me- 
dia reps  Frequently  make  contact  with 

the  advertisers  directb."  sav-  k.\K- 
Phil  Kenney.  "Generally,  this  is  fine 
with  the  agene\.  because  the  reps  can 

presell  the  client  on  certain  concepts 
and  uses  <il  media.  The  only  time  it 

due-  more  harm  than  good  i-  when  the 

rep's    idea    i-    in   conflict    with   current 

campaign  plans. 
All  the  buyers  interviewed  agreed 

that  they  find  it  easiest  to  work  witli 
a  client  who  is  well  versed  in  the  tech- 

nical aspects  of  radio  and  television, 

knows  stations,  program  trends.  "In 
that  way.  we  don't  have  to  sell  them 
the  medium  before  selling  them  on  a 

campaign."'  said  one  buyer. 
"Our  agency  used  to  have  a  rough 

time  with  the  chairman  of  the  hoard 

of  a  company,  because  he  insisted  on 
personally  approving  even  single  an- 

nouncement buy.'"  another  buyer  told 
SPONSOR.  "One  day  I  sort  of  took  m\ 
life  in  my  hands,  and  started  talking 
to  him  about  time  buying,  how  one 

evaluates  a  station,  what  ratings  and 
research  services  are  available  and  how 

the  buyer  uses  them.  In  other  words. 

1  gave  him  a  short  course  in  time  bus- 
ing. When  I  got  through,  (and  it 

took  six  hours)  he  put  his  arm  around 

my  shoulders,  and  said,  'My  bov,  you 

just  put  me  through  college."  And  from that  day  on  he  was  a  doll  to  work 

with." 

2.  Don't  hop  on  the  bandwagon  of 
popular  time  periods.  Often  you  buy 
expensively,  when  you  buy  a  fad,  so 

don't  go  on  an  "early-morning  onl\" or  "Class  A  tv"  jag  without  shopping 
around. 

"Occasionally,  clients  are  blinded  by 

certain  time  period-."'  sa\s  N.  \\  .  Ay- 

Timebuyers'  tips  to  advertisers 

on  getting  most  out  of  radio-tv 

Mar\   Elizabeth  Loeber, 
BrisnrbiT.    WIwvUt 

"Rulings    are    used    only 
u\    an    indication    of    the 

relative    standing    of    sta- 
tions   in    a    mm 

John    Mamich.  Kudner 

'"there's    no    best    sta- 

tion   and   no    best    time." 
lie    relates    lillie    bu  | 

tO    pmdui  tS,    problems. 

1.  LEARN  AIR  MEDIA  AT  FIRST  HAND.  Visit  stations  ■ 

you]  sales  trips,  talk  to  reps,  keep  up  on  programing  trend-.  II! 
more  yon  know  about  the  mechanics  oJ  fad  io-t\ .  tin-  more  efhcientj 
will  \  on  guide  \  our  l>u\  ers. 

2.  DON'T  HOP  ON  "POPULAR  TIME"  HWDW  \GON.  iJ 

audience  doesn'l  necessarily  mean  right  audience  for  you.  ̂   J 
ma)  be  better  oil"  with  a  le--ei  -i  aled  time,  than  being  wedg{ 
among  five  other  advertisers  in  the  high-rated  slot. 

no  -ingle  yardsti 
3.  DON'T  HI  ̂   in  FORM!  LA.  Then 
for  judging  stations  in  even  market.  ̂ 1  ou  hamper  a  buyer  if  y 
don't  let  him  evaluate  stations  b\  their  place  in  the  market,  ch; 
acter  of  management,  general  programing  pull. 
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er's  Clunk  Willi-.  "But  it  so,  it's  the 

agency's  fault,  because  it's  up  to  the 
agency  to  pre-sell  them  and  convince 

them  of  the  wisest  buj  -." 
"Sometimes  I  actuall)  staj  away 

from  high-rated  spots  be<  ause  I'm 
more  interested  in  memorability,"  - 
Foote.  Cone  &  Belding's  \rt  Pardoll. 
"The  top-rated  time-  are  as  popular  as 
Southern  belles.  I!u\  them,  and  you 
ma\  get  wedged  in  between  three  oi 

four  other  advertisers." 

"Available  rating  services  still  do 
not  furnish  the  ultimate  in  reporting 

program  popularity — they  are  just  in- 

dicator-, says  I- rt'd  Norman  of  Grant 

Advertising,  Chicago.  "  'Whom  do  you 

want  to  reach"  is  paramount.  There- 
fore it  follows  that  time  purchases  are 

dependent  upon  the  audience  desired." 
"In  radio  today  you  re  dealing  with 

more  specialized  audience  segments," 
says  I.  Walter  Thompson's  Anne 
Wright.  "For  example,  if  \ou  l>u\ 

early-morning  radio,  you're  getting  an 
audience  loyal  to  the  early-morning 

personalities — you  have  a  Tan  audi- 

ence.' Therefore,  in  order  to  reach  a 
broader  listenership,  it  is  sometimes 

advisable  to  consider  splitting  the 

schedule  to  take  advantage  of  the  loy- 
alty to  different  personalities. 

"It  used  to  be  possible  to  get  30rc 
of  the  audience  with  one  evening  pro- 

gram announcement.  To  reach  the 
same  share  of  audience  today,  vou  mav 

have  to  l>u\  ar-  mam  as  six  announce- 

ments." •I-  Don't  impose  formulas  upon 
your  timebuyers.  There-  no  formula 
for  covering  one  particular  market,  and 

there  certain!)  isn't  tor  the  entire  coun- 
try.   Sliderule    yardsticks   tend    to    be 

-  ictive  upon  i  native  thinking, 

stiffle  the  best  use  of  the  Inner'.-  judg- 
ment and  knowledge  of  a  specific  mar- 

ket. 

"There's  realU  no  1  est  station  and 

no  best  tin*  -  -  Kudner's  John 

Marsich.  "Some  stations  have  higher 
circulation,  but  that's  offset  b\  highei 
rates.  Furthermore,  there  are  other 

factors  to  consider  besides  cost-per- 
1,000  and  circulation.  Type  of  audi- 

ence, programing  appeal  and  the  place 
of  the  station  in  the  market  may  be 
undefinable  mathematically,  but  the) 

do  affect  sale-. 

tcI  ou  might  get  a  high  rating  on  one 

station."  says  BBDO's  George  Polk, 
"but  how  effective  your  announcement 
would  be  crammed  in  with  lots  of 

others  is  the  question.  A  buyer  gets  to 
know  the  caliber  and  character  of  sta- 

tion management  and  therefore  makes 
a  more  valid  decision.  In  radio,  of 

course,  there's  more  local  programing, 
therefore  the  medium  requires  more 

knowledge  of  local  situations — market, 

station  personnel,  etc.  \  t\  l>u\  i- 
I'lease  turn  to  page  114i 

/  <nn*     N.  /«<»M.     II   mil- 

<nailtibili- 

lies    should    /■ to    current    a 

no! 

Fred   Vormon,  Grant 

"Ser 

who  visits.    
The  i 

stem  from  station    men 
and  re/>   I 

Art  Pardoll,  /  I  &  B 

"I  look  for  memora- 

bility,   not    ratings. 

Popular  time   slots 

pet   too  crowded." 

George  Polk,  BRDO 

The  better  buyers  know 
a  market,  says  he,  the 

better  they  can   evaluate 

a  station's  status  there. 

* 

,  DON'T  FAVOR  ANY  ONE  MEDIUM.  Before  every  cam- 
ign,  consider  all  media,  think  in  terms  of  various  combinations 

media — radio  and  tv.  -pot  and  network — to  make  sure  you're 
t  overlooking  am  way  to  stretch  ad  dollars. 

,  MAKE  FILM  COMMERCIALS  IN  THREE  LENGTH-. 

)od  tv  availabilities  often  have  to  be  -napped  up  quickly,  i-  our 
nebuyer  can  do  just  that,  if  he"-  not  bound  to  a  certain  time 
ngth  by  the  film  commercial-  you've  provided  for  him. 

.  EXPLORE  LOCAL  TV  PROGRAMS.  SYNDICATED 

LMS.  You  may  get  added  sale-  impact  by  being  identified  with 
show  rather  than  buying  announcement-  only — and  at  com- 
uable  cost.    Consider  combining  programs  and  announcements. 

.  CONSIDER  ALL  STATIONS  IN  A  MARKET.  There'-  no 
)est  station"  in  a  market,  be  it  by  power  or  network  affiliation. 
ny  station  may  be  best  for  your  campaign  if  it  has  schedules 
Evering  the  right  audience  for  you. 

Hi  li  n  Stenson.  FL&R 

"Meeting  station   managers 

at  conventions  makes 

for  better  station- 

agency  relat:- 

Aubrej    Williams,  Fitzgerald 

'So  man  can  know  enough 

about  all  media  to  buy- 
intelligently.    Speciali- 

zation leads  to  new  ideas." 

Bob   Wulfhorst.   D-F-S 

(    - 

ship   with    reps   and 

i   men  car.  hard- 
^et  time   i  he. 
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Johnson  &  Johnson: 

big-time  I  v  on  a 
$600,000  budget 
Magazine*  plan  brings  nighttime  network 

within  means  of  BAND-AID  advertiser 

J&J  dramatise*  sticking  power  of  BAND-  III)  Plastic  Strips 
uiili  Supet  Stick  by  holding  egg  with  bandage  in  boiling 
uiiiii.  Six  out  nl  ever)  10  consumer  letters  received  /m 
firm  mention  demonstration.  How  long  ran  a  commercial  re- 

main    effective'.'1      This     one's     been     going     strong     18     months. 

0  I  the  Johnson  &  Johnson  Co.  analy- 
sis  is  correct,  just  about  ever)  l\  home 

in  the  United  State-  ha-  »een  the  boiled 

egg  BAND-  \ID  Plastic  Strips  commer- 
cial  illustrated   below  at  least   once. 

Ii  is  a  year  and  a  half  since  the  plas- 
tic  strip  first  lifted  the  egg  and  clipped 

it  into  the  water  on  )  our  Slum  nl 

Shows,  i  his  season  it  has  been  repeat- 

in-  the  performance  twice  a  month  on 
the  Imogene  Coca  Shan,  carried  over 

95  NBC  T\  stations. 

I  In'  commercial  is  \irtuall\  the  en- 

tire  t\  campaign  for  BAND-AID  Plas- 
tic Strips  with  Super-Stick.  Even  the 

program  is  a  secondary   consideration. 

Johnson  \  Johnson's  t\  experience 
is  notewoiiln  a~  e\  idence  of  the  trend 

Inward  growing  acceptance  of  the 

"magazine  concept"  in  television: 
In  addition,  the  egg  commercial  is 

significant  because: 
•  It  illustrates  how  big-time  telc\  i- 
sion  is  possible  on  a  relatively  low  t\ 

budget  sooo.OOO  i-  sponsor's  esti- 

mate; 

•  It  reflects  a  shift  from  reliance  on 

individual   show    ratings   to  considera- 



tion  of  ihe  cumulative,  unduplii  ated 
audience; 

•  It  strengthens  the  views  of  those 

who  hold  that  program-commercial  in- 

tegration is  not  important: 

•  It  proves  tv's  unique  powei  to  <  on- vince. 

The  egg  commercial  is  one  of  the 

medium's  outstanding  demonstration 
pitches.  Six  out  of  10  consumer  letters 

received  at  the  multiple-plant  J&J  head- 

quarters in  New  Brunswick,  N.  J., 

make  specific  reference  to  it.  Ding 

-lores  report  endlessly  how  customers 

ask  "for  the  plastic  strip  that  pick- 

up the  egg." 
I  hat  it  is  one  of  the  most  convinc- 

ing commercials  around  is  the  firm 

helief  of  Johnson  &  Johnson  Educa- 

tional Director.  Monroe  D.  Schackner. 

R.  J.  Shaw,  Product  Director  of  BAND- 

AID  Plastic  Strips,  states  that  sales 

showed  a  sharp  rise  after  the  egg  dem- 
onstration started  its  tv  career.  It  is  a 

stopper,  too.  in  its  print  form,  the 

agency — Y&R — reports.  But  Shaw. 
along  with  others  at  Johnson  &  John- 

son, feels  that  qualitatively,  the  impact 

of  the  tv  version  is  of  far  greater 

< on-equence. 

In  part,  the  rapidly  rising  sales 

curve  reflects  a  similarly  steep  rise  in 

total  surgical  dressing  sales,  about 

40'  l  in  the  past  three  years.  By  its 
own  estimate,  Johnson  &  Johnson  does 

approximately  75%  of  the  total  bus- 
iness. 

Magazine  concept:  At  Young  &  Ru- 
bicam,  whose  air  billings  are  the  larg- 

est in  the  United  States,  Johnson  & 

Johnson  does  not  rate  as  a  big  tv  dol- 

lar account.  But  it  is  of  great  impor- 

tance as  a  symbol  of  the  changes  that 
are  coming  about  in  tv.  An  evaluation 

of  television  as  a  changing  advertising 
medium  seems  to  have  taken  place  in 
the  top  echelon  of  Y&R.  The  slotting 

of  the  egg  commercial  in  the  Imogene 
Coca  Show  illustrates  the  new  think- 

ing. It  is  explained  as  follows  l»\  Rod- 

ney Erickson,  v.p.  in  charge  of  account 
planning  for  television: 

1.  The  rising  cost  of  television  made 

single-brand  sponsorship  of  a  half-hour 
show  impractical  for  Johnson  &  John- 

son. Actually,  onlj  about  15%  of  all 

nighttime  shows  are  single-brand 
shows,  he  finds.  Erickson  estimates 

that  it  takes  between  three  and  four 

million  dollars  to  run  a  52-week  sched- 

ule. Even  the  top  cigarette  and  soap 

spenders  are  finding  the  going  too 

(Please  turn  to  page  72  i 

JCrJs   E.    C.    Cerbic.   V.P. 
Dir.    of   Adv.    &    Merch. 

J&J's    Monroe    D.    Schackner 
Educational    Director 

Y&R's  Milford   Baker,  V.P. 
Account    Supervisor 

Y&R's   Clifford    Smith 

Account    Executive 

This   is  ad   team    which    has   guided   destiny  oj   the    new   J&J 
plastit   bandage,  which  nou   does  TV ,   o)  total  dressings  business 

Why  J&J  bought  "Imogene  Coca"  show 
/.    Rising  tv  costs   make  singli  -brand   sponsor- 

ship impractical.    Even  top  -cap.  cigarette  spend 
.-I-  find  going  rich.    Y&R  agenc)   says  onlj 
of  all  nighttime  -lmn-  are  single-brand  programs 

2.  Nielsen  figures  show  thai  prog]  aa  av<  raging 
25  will  reach  90%  of  all  i\  homes  in  -i\  month 
period,  dm'  to  audience  turnover.  Top  ratings 
are    tliu-    nol    essential    for    a    broad    coverage 

3.  J&J  had  been  a  sponsor  of  )  our  Shou    ■" 
Shows.  \\i;!i  ii>  demise,  the  Imogene  Coca  Show 
offered  only  possibility  of  buying  one-minute  par- 

ticipations in   prime   NBC  or  CBS  llighl   pi,.   ■ 

4.  Real  choice  was  between  Coca  program  and 
addition    to    print    campaign.     Presence    of 

ed  commercial,   regarded   a-   on.    ot   raosl    power- 
ful around,   \\a-   a   (actor   in   final   media   choice 

JO  J  s    Robert    J.    Shaw 
Product    Director 

Y&R's    John    Swayzc,    Super 

visor   Tv   Commercials 

~jl 
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Traditionally  inactive  in  advertising  ijiholn 
slums  lust  store),  Woolworth  has  increased  ad 
effort   recently,    will   spend   largest   slice   in    radio 

Why  Woolworth  bought  net  radio 
Firm  gets  full  network  coverage  via  lavish  one-hour  musical  pr«»gram 

for  52  weeks  in  one  of  biggest  recent  net  radio  buys.    Cost:  S832.00U 

** g  hrough  radio  it  is  possible  to 
reach  more  people  more  frequently 
more  economicallj  than  through  any 
other  medium." 

This  forthright  declaration  l>\  it- 

agency  account  executive  neatl)  sums 
up  the  reasons  for  the  F.  \\  .  Wool- 

worth  <  lompan)  's  decision  to  I  tunch 
the  most  ambitious  radio  show  of  re- 

cenl  years  on  a  full  network  come  5 
June. 

I  he  show  i-  a  musical  extravaganza, 
The  it  oolworth  Hour,  featuring  Percj 
Faith  and  a  45-piece  orchestra,  screen 
?tai  M..  I  >onald  «  arej  ,>  hosl  and 
guesl  stars  from  the  musical  world.  It 

will  be  carried  on  the  full  206-station 

•  BS  Radio  network  Sundaj  after- 
noons.    I  ime-and-talenl   <  osl    pei    pro- 

'       >.    Vi   budgel   for  the 
52-week  period  is  $832,000. 

\  \\  oolworth  i-\t<  utive  told  spon- 

sor: '"  I  his  i-  the  most  important  3tep 
we  have  taken  in  oui  advertising.  It 
provides  u-  with  all-importanl  continu- 

ity in  all  seasons,  all  periods  "I  the 
I  irthermore,  the  number  of  peo- 

ple we  expect  to  reach  through  the  ra 
dio  Bhow  i-  In  greater  ih.ni  what  we 

i  oi  gel  for  the  -.iino  mone)   in  pi  int." 
How  important  the  ~te(l  i-  |,,,  the 

firm  i  in   he  9een   from  an   ad  budget 

l\ 

comparison.  Last  year,  PIB  showed 
the  company  spending  $531,468  in 
consumer  magazines  (a  large  amount 

in  addition  goes  for  Woolworth's  own 
in-store  publications).  This  year's 
magazine  budget  is  expected  to  be 
about  the  same  considerably  less  than 
the   radio   expenditure. 

Competition  for  the  Woolworth  bill- 

ings plum  was  keen  among  the  net- 
works. Excitement  in  network  corri- 

dors was  reminiscent  of  pre-tv  days. 
More  than  landing  an  account  was  in- 

volved. The  advent  of  The  Woolworth 

limn    is  significant   because: 

•  In  this  day  of  participations  and 

growing    use    of    h\e-niinute   segments. 

•  i  big  c   pan)  is  riding  with  a  big- 
time  hour  radio  show. 

•  I  be  choice  of  network  radio  was 

based  upon  a  comparative  analysis  of 

media  ability  to  combine  great  cover- 

age, glamor,  prestige  and  low  cost. 
•  Vdvertisei  and  agenc)  take  a  posi- 

tive approach  to  network  radio  as  a 

foremost  ad  medium,  look  upon  it  not 
as  a  declining,  but  a  grow  ing  medium. 

•  \\  oolworth  appears  to  be  among 
the  firsl  large  network  advertisers  to 
base  mil.  I,  ,,i  its  thinking  on  the  newei 

com  epts  "I  the  out-of-home  and  out-of- 
li\  inn  room  audience. 

OO  LW 

These  are  among 

reasons  Woolworth 

bought  net  radio  J 

nil 



•  The  program  is  deliberately  <!<•- 
signed  to  answer  what  main  today  Eee] 
are  the  program  requirements  for  easy 

listening   to   radio. 
•  Woolworth  intends  i<>  concentrate 

on  straight  product  sell,  as  well  as  in- 
stitutional advertising. 

•  Cooperative  advertising,   so   long    a 

feature  of  the  local  and  regional  scene, 
now  goes  national,  since  Woolvvorth 

suppliers  will  -hare  the  cost. 

•  Woolvvorth  i~  completer)  new  to 
network  radio.  The  sale  represent- 
progress  in  creation  of  new  accounts 
which  all  the  networks  have  been 

working  toward. 
The  Woolworth  venture  is  a  sign  of 

a  current  reevaluation  of  network  ra- 

dio now  stirring  in  some  ad  circles. 
CBS  reports  renewed  interest  among 

agencies,  which  are  beginning  to  take 
seriously  the  coverage  data  showing 

the  great  audience  represented  in  ears. 
parks,  beaches,  and  so  forth,  as  well 
as  the  newer  listening  habits  at  home. 

The  Woolworth  Hour  is  partly  a 

recognition  of  the  out-of-home  audi- 
ence.   A  recentlv  issued  Nielsen  studv 

Show  announcement   brings  smiles  to    (I.  to   r.)    CBS    Radio    president   Adrian    Murphy,    conductor 
Percy  Faith,  Woolworth  ad   mgr.  E.  C.  Burman,   p.r.  head   Rae  McClaren,  star  MacDonald   Carey 

shows  an  audience  of  over  3.000,000 

car  listeners  during  the  1:00-2:00  p.m. 
period  in  Felnuarv  :  it  is  expected  to 
increase  greatlv  in  the  wanner  months. 
According  to  the  company  the  new 
audience  figures  were  a  major  factor 
in  its  decision  to  Inn  network  radio. 

At  the  Lynn  Baker  agency,  which 
handles  the  Woolvvorth  account,  a 

spokesman  voiced  the  conviction  that 

"radio   will   come   back   stronger  than 

ever."  Vn  important  reason  l"i  this, 

the  agencv  says,  is  the  fact  that  "ra- 
dio lias  been  forced  to  -.-i  into  line 

•  -i  onomicail) .  " 

Coverage:  Network  radio  gives  Wool- 

worth  jusl  about  !<'<>' ,  ( overage  oi 
its  2,021  stores.  Last  January  each 

network  received  a  request  foi  a  coun- 

ty map  showing  the  store-cities  and 
I  Please  turn  to  page  7i!  i 

VERAGE 

rorth  network  of 
stores    requires 
al  coverage,  ob- 
most    efficient- 
network   radio. 

i>— PENETRATION 

Gig-antic  size  of  me- 
dium makes  it  unique 

in  firm's  eyes.  Over 
98-.  of  all  American 
homes    contain    radio. 

3— OUT-OF-HOME 

Millions  of  car  radios 

and  portables  repre- 
sent huge  audience 

potential,  which  is 
expected    to    increase. 

4— COST 

For  time  and  talent 
Woolworth's  paying 
$16,000  per  show,  less 
than  a  black-and- 

white   page   in   "Life." 

I.  I 
ttlKMI" 

5— EXCITEMENT 

Big  show,  guest  stars 
help  build  enthusiasm 
of  store  managers ; 

local  support's  vital 
to  success  of  ad  effort. 

^T 

I'M  [* 



IX   \J\J\J 

o 

a 
o 

6,000 

o 
Q 

J5      3,000 

V       ' L Ml'    ' Where  will  sales  be  after 

six  months  of  television  ? 

1  V'/^^V-M'tfl 

L  ̂   # 

r 

fc  * 

\ 
»Ml 

^^^*
 

-    < 

,k\£S ^jjjjjjMj, 

■Jg 

^m
 

A9SS 

gtflUl 

fif 
^**

*^*
 

*T 
A9S*

 ^#93
*^ 

- 

^ 

#e** 

£1** 
a^B^S^

^ 5F?,S*
9 

l^
* 

SB.-"
 

&**
 f&& 

&g*
 

i 

END    OF    WEEK     1 END    OF    WEEK     3 END    OF    WEEK     S END    OF    WEEK    7 END  OF  WEEK  9 

Blow-by-blow  story  of  a  tv  test 
S;th«s  for  second  half  of  March  rose  dramatically,  topping  last  year's 

by  (>6%.    Chart    (above)    traces  wcek-by-\veck  sales  during  tv  campaign 

For  the  first  time  in  telex  ision  and  trade  paper  history. 
sponsor  is  able  to  report  results  of  a  tv  test  campaign  as 

the1)  happen,  sponsor  recently  revealed  that  Burnham  & 
Mm, ill  Co.  had  launched  a  campaign  using  tr  only  in  a 

market  where  it  luul  never  advertised  before  and  where 

sales  uj  its  oven-baked  beans  and  brown  bread  were  low. 
Objective:  to  see  if  tv  alone  could  boost  Miles. 
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TEST  IN  A  NUT-SHELL 

products:    B&M    beans  and   brown  bread 

AGENCY:        BBDO,      Boston 

market:      100-mile   zone  ireen    Bay,    Wis. 

media    used-,     television    only 

past    advertisinc,  none   In   area 

success  yardstick:    sales,    Increased    <ii        I 

BUDGET:       $12,500 

DURATION:     Six     l   

schedule:    ''.-mm  anncts  wkly,   mosl    In  afternoi 

This  is  SPONSOR'S  second  major  series  on  media.  The 

first  was  sponsor's  two-year  Ill-Media  Evaluation  Study 
[recently  published  in  hook  form).  The  All-Media  Study 
i  xplored  the  role  of  each  major  advertising  medium,  urged 

advertisers  to  test  media.  The  present  HX  \l  campaign  is 
one  case  of  an  advertiser  turning  to  a  media  lest  in  the 

effort  in  solve  a  marketing  problem. 

f>  umiIm'ii  \  Mini  ill  sales  in  the  Green  Bay,  Wis.,  test 

area  arc  showing  dramatic  acceleration  after  nine  weeks 
df  television.  Sales  for  the  mosl  recent  period  reported  to 

sponsor,  the  second  half  "I  March,  shol  up  over  (■(>'. 
compared  with  the  same  period  last  year.  The  sales  in- 

crease Foi    the  first   half  nf  March   was  28%. 

In  the  phrase  <>f  \<l  Manager  \\  .  <>.  Northgraves,  the 

I 'AM  sales  climh  can  now  be  judged  as  the  "'well  seeded" 
result  of  the  television  campaign  rather  than  a  tnomentarj flurry. 

Ini.il  sales  l>>i  the  nine  weeks  <>f  television  reported  thus 
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far,  are  51%  ahead  of  the  same  period  lasl  year  when  no 
substantial  advertising  was  used. 

To  get  a  quick  picture  of  how  L955  volume  compares 
with  last  year,  glance  al  the  chart  at  left.  It  shows  total 

sales  of  ;ill  B&M  products  under  test  1>\  the  two-week  pe- 
riods which  are  reported  in  each  issue  of  SPONSOR. 

()nl\  television  advertising  is  being  used  by  B&M.  The 
campaign  consists  of  six  weekh  one-minute  t\  announce- 

ments over  WBAY-TV.  "And  remember  were  doing  no 

in-slorc  point-of-sale  merchandising."  point-  out  Man  in 
Bower,  ad  manager  of  the  Otto  L.  Kuehn  Co.  brokerage 
firm    in    Milwaukee. 

"We  had  explored  the  possibilit\  of  printing  and  dis- 
tributing point-of-sale  material  tying  the  tv  campaign  to 

the  product,"  he  told  sponsor.  "But  we  found  that  the 

large  chains  just  don't  want  that  stufT  cluttering  up  their 
stores.  This  is  a  frequent  reaction  today  to  merchandis- 

ing material.  So  we're  relying  on  the  tv  message  to  do 

the  job." 

Burnham  &  Morrill's  chief  competitor  in  the  market. 
Puritan,  has  apparenth  been  keeping  close  tabs  on  B&M 

tv  results.  Puritan  has  just  dropped  its  newspaper  co-op 

advertising  program  in  the  market,  it's  reported,  and 
launched  a  series  of  co-op  tv  announcements.  The  Puritan 

tv  messages  are  aired  over  WBAY-TV  in  a  Sunday  night 
feature  movie  program  sponsored  by  a  local  grocery 
chain,    Red   Owl. 
B&M  commercials  continue  to  use  testimonials  based 

on  quotes  from  area  housewives.  In  addition  there  are 

once  weekly  demonstration  commercials  which  suggest 
ways  housewives  can  serve  B&M  beans  and  brown  bread 

(see  picture   below). 

The  recipe  commercials  are  in  a  homemaker  show, 

What's  New  To  DAY,  m.c'd  by  station  personalis  Helen 
Day.  Miss  Day  was  just  launching  a  new  facet  of  the 

campaign  at  sponsor's  presstime.  She's  telling  listeners 
that  they  can  obtain  a  free  B&M  booklet  on  ways  to  serve 

beans  by  dropping  her  a  post  card.  Most  of  the  commer- 

cials, however,  are  done  in  a  late-afternoon  children's 

show  by  veteran  performer  Capt.  Hal  O'Halloran.      *  *  * 

9 TH  WEEK  OF  B&M  26-WEEK  TV  TEST 
This  is  (he  week-by-week  inside  report  «»/ 
what  happens  /<»  n  previously   unadvertised 
product  in  a  weak  market  when  only 
one  medium   is  used  <<>  stimulate  sates 

Results:  This  yeai  sales  for- all  B&M  test 
products  in  the  Green  Urn  area  totaled  1,390 

dozen  cans  during  the  second  half  oj  March. 

Sales  for  same  period  last  \><n  were  835 

dozen.  That's  a  jump  oj  66%.  B&M  brown 
bread,  whose  sales  were  <i  trickle  till  the  t> 

campaign,  is  showing  biggest  increases. 

Brown  bread  took  an  over  300' ,'  jump  the 
latter  half  of  March  compared  with  last  year. 

Competitions  B&M's  biggest  competitoi  in 
the  Green  Ba)   area,  Puritan,  is  nou   dipping 

a  toe  into  tv.  It  has  canceled  its  newspaper 

co-op  program,  according  to  reports,  and  is 
diverting  the  money  to  co-op  commercials  on 
ii  in  a  sIkih  sponsored  by  a  local  chain, 

Red  Owl.  Puritan,  it's  apparent,  has  been 
hearing  trade  reports  of  Burnham  A.  \lm- 

rill's    success    with    its    television    campaign. 

Giveaway:  As  part  of  commercials  on  a 

women's  program,  free  booklets  showing 
ways  to  serve  beans  and  brown  In  cad  are 
now    being    sent    to    women    who    write    in. 

Merchandising; :  No  point-of-sale  posters  nill 
be  used,  it  s  been  decided.  Stores  don  t  want 

them  so  tv  commercials  alone  must  do  the  job. 

DEMONSTRATION  COMMERCIALS  GIVE  IDEAS  FOR  SERVING  B&M   BEANS  AND  BROWN  BREAD.    LATTER  SHOWING  BIG  SALES  JUMP 
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ODUCTION     STAFF 

the-line  cost: . . . $5,000     |     LIVE  above-the-line  cost: . . . $5,000 

FILM  would  add  this  much:.  $7,500  FILM  would  add  this  much:.  $1,500 

THIS  LIVE  DAYTIME  SELF-CONTAINED  DRAMA  COST  $9,000  MORE  ON  FILM  BUT  COST  ISN'T  ONLY  PROBLEM 
Photo  shows  people  involved  in  "Modern  Romances,"  an  \BC  While  figures  are  considered  on  the  high  side,  they  point 
strip  packaged  In  Stark-Layton.  This  one  estimate  for  up  how  production  costs  arc  hiked  by  film.  The  method  of 
putting    shou     on    film    is    net,    before   agency    commission.  getting    back    this    extra    money    via    reruns    is    big    problem 

11 IV  dilemma:  how  to 

put  soap  opera  on  film 
One  big  question:  Can  yon  rerun  ;i  serial? 

The  answer  maj   be  no.  so  many  ntlmcii 

are  examining  Hie  self-contained  drama 

'At  presstime  sponsor  learned  Station  Film  Library  was  planning  to  syndicate  two ontained  daytime  drama  snips.  Se<    Report  to  Sponsors,  pat 

* 
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Wanted:  Bright  man  or  woman  with 
'A*  answer  to  problem  of  putting  soap 
ipera  on  film.  Cost  of  film  must  be 
almost  .i-  i  In  ap  as  live  -Inm .  yet  must 
look  better.  Must  convince  rv  stations 

and  others  thai  reruns  will  definitely 
gel  large  audiences.  Apply  to  almost 
any  advertiser,  agency,  network  or 
sj  ndi(  atoi .    Car   name  o\*  n   pi  ii  e, 

#        *        * 

/  here  are  a  nuiulici  ol  people  in  the 

[\  advertising  business  these  days  who 
are  sorely  tempted  to  run  such  an  ad. 

I  lie  (|iirstion  .ii  how  io  pul  a  soap 

opera  on  film  economical!)  has  been 
agitating  the  business  Eor  several  years. 
Some  of   these   who   have    pul    a    lot    of 
thought  lii  the  question  are  Eranklj 
baffled  and  bewildered.  Some  think 

the)  ma)  have  the  answer  but  are  still 
selling  the  idea  to  others. 

Everybod)  agrees,  however,  that 
soap  operas  or  some  kind  of  daytime 
t\    drama   will  he  put  on   film  and  sold 

possibl)  b)  next  season. 

SPONSOR 



The  problem  in  a  nutshell  is  this: 

Putting  a  soap  opera  on  film  costs 

more  money — in  some  cases,  a  lot 

more  money — than  producing  a  live 
show.  To  justify  this  additional  cost, 
the  film  would  ha\e  to  be  rerun  in 

some  form  or  other.  But  there  are  a 

number  "I  tough  problems  in  solve  in 
rerunning  serials,  not  least  among 

them  the  question  of  how  you  can  re- 
run a  story  that  goes  on  and  on. 

It  may  be  asked:  Why  put  a  soap 
opera  on  film  in  the  first  place?  There 
are  four  answers  to  this. 

1.  There  are  certain  obvious  advan- 

tages to  film.  The  sponsor  gets  a  more 
finished  product,  with  fluffs,  bad  stag- 

ing and  other  mistakes  corrected  1>\ 

retakes.  There  are  certain  optical  ef- 

fects which  can't  be  managed  with  a 
tv  camera.  In  the  event  an  actor  gets 
sick,  production  can  go  ahead  with 

scenes  in  which  he  does  not  appear. 
Film  also  offers  the  opportunity  to  take 
the  soap  opera  outdoors. 

2.  Among  those  most  interested  in 

filming  soap  operas  are  film  producers 

and  syndicators.  To  put  it  bluntly,  it 
offers  another  way  of  turning  over  a 
buck.  Moreover,  with  networks  ex- 

panding programs  into  periods  fore 

and  aft  of  their  nighttime  option  slots, 
the  syndicator  is  finding  it  more  diffi- 

cult to  do  without  daytime  shows. 

3.  Soap  operas  have  been  tradition- 

ally network  program  fare.  In  addi- 

tion, the  fact  they  are  called  soap  op- 
eras highlights  the  fact  that  certain 

types  of  sponsors  predominate.  The 
significant  fact,  however,  is  not  that 

soap  firms  are  the  biggest  sponsors  of 
soap  operas  but  that  the  soap  firms  are 
big  advertisers.  There  are  few  cor- 

porations selling  products  primarily  to 
women  who  can  afford  five  programs  a 

week,  52  weeks  a  year.  With  daytime 
dramas  on  film,  regional  advertisers, 
local  advertisers  and  national  adver- 

tisers who  cannot  use  networks  because 

of  big  holes  in  their  distribution  will 

be  able  to  tie  their  product  locally  to 
a  proven  program  vehicle. 

4.  The  fact  that  soap  operas,  rather 

than  some  other  type  of  daytime  tv 
programing,  are  candidates  for  film  is 
a  reflection  of  the  long  track  record 
they  have  chalked  up  on  radio  and 

the  top  ratings  they  have  registered  on 
tv.     (For  a  comparison   of  serial  and 

RATINGS  for  3  leading  daytime  tv  serials 
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I      Soap  operas  give  steadier  year-'round  audience  than  non-serials Two  charts  above  show  Nielsen  ratings  of  six  daytime  shows  for  past  year 
and  a  half.  Steadier  ratings  for  the  soapers  are  a  reflection  of  the  high 
frequency  of  viewing  during  the  week  by  their  loyal  housewife   audiences 

film 

non-serial  daytime  tv  ratings,  see  charts 
directly  above  on  this  page.) 

Though  the  daytime  serial's  appeal 
has  been  proven,  putting  one  on  film 
comes  smack  up  against  one  difficulty, 
in  the  opinion  of  some  close  to  the 

problem. 
According  to  I.  S.  "Zac"  Becker, 

president  of  Air  Features,  which  pro- 
duces eight  soapers  on  radio  and  is 

new  seeking  to  enter  the  tv  soap  field, 
the  difficulty  is  this: 

"When  you  put  a  serial  on  the  net- 
work and  then  syndicate  it  you  will 

come  up  against  a  situation  where  net- 
work stations  will  be  carrying  two  ver- 

sions of  the  same  serial.  I  don't  think 
the  viewers  will  like  that  and  the  spon- 

sor certainly  won't.  A  situation  like 
that  would  take  away  some  of  the 

value  of  the  sponsor's  network  pro- 
gram, not  to  mention  some  of  the  ef- 

fect on  ratings." It  has  been  pointed  out,  however, 

that  keeping  a  film  serial  out  of  the 

network  lineup  and  confining  it  to  syn- 
dication would  get  around  the  prob- 

lem of  simultaneous  exposure.  An  ex- 
ample of  this  approach  is  The  Henri 

of  Juliet  Jones,  pilots  of  which  were 
produced  last  year  by  Charles  Irving 
for  Motion  Pictures  for  Television. 

MPTV,  and  later  Official  Films,  tried 

to  sell  the  serial  but  reported  lack  of 
interest.  Official  lined  up  film  orders 
from  stations  in  seven  markets  bul  it 

was  fell  thai  about  five  times  as  man) 

orders  were  necessarj  l>efore  a  pro- 
diK  lion  investment  was  warranted. 

\\  hy  couldn't  The  Heart  of  Juliet 

Jones  be  syndicated?  Here's  what  Of- 
ficial's John  Newman,  director  of  ad- 

vertising and  publicity,  -ai<l  about  it: 
"We're  convinced  that  a  serial  can 

rerun.  Nielsen  figures  prove  that 

film  ivi  mi-  <  .in  get  e*  elleiit   ral 
in     some    CBSes    e\en     hinliei     than     tile 

first-run.   But  the  station-  told  us  that 

the    [Hdiiiam    w.i-    I.   \pen-r 
i  /'lease  turn  to  page  9  I 
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M:  Can  it  measure  today's  radi .. 
No,"  say  somo  critics.    Controversial  TVS!  methods  are  discussed,  pro  a 

Jl  eirtcA  debates  have  raged  within 

the  radio-tv  industr)  in  the  past  few 
weeks.  Their  topic:  the  new  Nielsen 
Station  Index. 

Some  radio  stations  and  their  rep- 

resentatives have  been  particularly  vo- 
cal in  their  objections  to  it.  slating  for 

the  most  part  that  \SI  "short-changed 

radio." \t    presstime,    the     Advertising    Re- 

h\  Charles  Sinclair 

search  Foundation  had  completed  the 
first  draft  of  a  report  on  the  techniques 

utilized  by  Nielsen  in  the  NSI.  But 
ARF  members  do  not  expect  the  final 

report  to  get  into  admen's  hands  for another  three  months.  Conferences 

and  decisions  by  ARF  committee  mem- 
bers will  take  up  the  interval. 

sponsor  is  seeking  to  air.  in  this  re- 

port, man)  of  the  questions  raised  con- 

cerning  the  methods  of  the  new  sen- 
ice.  These  questions  were  gathered 

through  exhaustive  probing  of  1  oth 
NSI  critics  and  NSI  supporters.  Some 

of  the  questions  are  brand  new:  some 
have  a  familiar  ring,  since  the  NSI 
methods  parallel  those  used  for  man) 

years  by  Nielsen  in  his  national  mea- surements. 

But  all  of  the  questions  are  interest- 

CRITICS:  "NSI  methods  short  change  radio" 
Opposition  in  in  u  Nielsen  Station  Index  centers  on  technique 

used  by  researcher  Nielsen  t<>  gather  radio-tv  audience  data. 

The  NSI  method,  most  critics  feel,  isn't  measuring  radio  and 
tv    properly,    and    is    particularly    harmful    to    radio. 

Principally.  NSI  critics  point  to  the  low  level  of  radio  sets- 

in-use  in  the  earliest  NSI  reports  and  state  that  they  just  don't 
make  sense.    Said   the  Station    Representatives    Association: 

"These  measurements  "I  radio  audience  are  not  at  all  con- 
sistent with  the  enormous  growth  of  radio  in  several  directions. 

such  as  the  increasing  number  oi  radio  stations  and  the  large 

current    sale   of    radio    sets,    including    new    varieties." 
Others  say  that  the  Nielsen  technique  of  using  data  from  a 

small  home  sample  projected  against  a  large  number  of  homes 

is  "short-changing  radio  to  a  serious  degree."  As  Main  Maiz- 
li-li  «>l   Los    Vngeles'  KFWB  told  sponsor: 

"It  is  ridiculous  for  Nielsen  to  base  his  conclusions  on  so  in- 

significant a  number  of  homes.  It's  time  to  get  the  real  answer. 
I  feel  the  responsibility  of  any  rating  service   is  so  great   thej 

have  no  right    i   me  out    with   any   findings  unless   they  give 

all   farts  and  how    tin  \    reached   those  conclusions  in  plain  and 

clear    words,    holding    nothing    back,  ' 
Still  another  ana  ol  criticism  of  NSI  renters  on  the  tendency 

today  for  ladio  lo  lie  •"dispersed"  around  the  house  in  a  multi- 
tude of  radio-,  plus  those  used  "iii  ol  the  home,  Stated  Ward 

Ingrira   of    I  l"ll\  wood's   K I  I.I : 

"Willi  the  increasing  tendenc)  toward  sets  which  are  smaller. 
more  portable,  and  in  use  wherevei  the  listener  maj  be,  it 

ai  -  mi  reasingl)  difficult  to  measure  radio  listening  l>> 
methods  which  involve  the  use  ol  equipment  which  must  be 

attached  to  the  set,  01  diaries  which  are  purported  to  reflect 

the  use  of  that   set." 

"1  claim  thai  Nielsen  nevei  pretested  In  r<  earching  for  a 
number  of  stations  involving  hundreds,  and  perhaps  thousands 

of  show-."  said  tin    m  i  I  tstern  radio  station. 
Added  the  radio-tv  n   earch   directoi   ol   a   maim    i;.  n.  \  : 

NSI  i-  intended  as  an  improvement  ovei  othei  existing  local 

But    the   industr)    hasn't   had   a   chant  e   to 

decide  if  the  whole  \>l  method     including  its  'qualitj   control' 

dl>,  I'm  not  yet  convinced  that  it's  sound." 

NIELSEN:  "NSI  outlines  true  depth  of  radio" 
A.  C.  Nielsen  replied  to  it-  critics  as  follows: 

"The  noisy  minority    (and  it  is  only  a  minority)    of  radio  sta- 
tions  and   their   representatives   who    feel    NSI    is   some   form   of 

plot   ajiain-!   radio  are  ignoring  an  increasingl)    obvious  fact: 

"NSI  Reports  hardly  short-change  radio;  they  do  more  to 
outline  the  true  dimensions  of  radio  and  tv — as  the  stations  who 

arc  n-in •!   it   will   tell  you     than  any  other  local   measurement. 

"The  very  critics  who  wail  that  NSI  hurts  radio  (because  sets- 

in-use  don't  match  their  preconceived  notions!  I  are  overlooking 
half  a  dozen  innovations  that  are  at  this  very  moment  helping 

radio  stations  with  facts  they  had  never  known  before.  These 

innovations  are  helping  to  give  the  selling  of  time — and  the 

buying,  as  well — a  New  Look : 
•  For  the  first  time,  misleading  percentage  ratings  have  been 

relegated  to  a  very  secondary  role.  Instead,  stress  has  been 

placed  on  truly  projectahle  counts  of  total  homes  reached.  That's 
what    the   advertiser   has   always  wanted! 

•  For  the  first  time,  stations  of  varying  power  in  the  same 

market  can  count  their  audience  in  the  immediate  Metropolitan 
\na.  in  the  highly  competitive  coverage  area,  and  far  beyond 

ii    as    well.    That    helps   all   stations    in    their   selling. 

•  For  the  first  time,  stations  have  as  a  sales  tool  realistic  data 

on  four-week  cumulative  audiences — the  number  of  differem 

families  (or  listeners)  catching  a  series  of  programs  in  the 

course  "I  lour  weeks.  That's  a  "third  dimension"  foi  time  selling. 
•  For  the  first  time,  figures  are  available  on  listening  fre- 

quency  the  number  of  times  the  average  home  tunes  to  the 

show  in  four  weeks — a  measme  of  listener  loyaltj  and  ol  the 
degree  ol   repetition  of  advertising  impressions. 

•  Foi  the  first  lime,  stations  have  regular  data  on  auto  radio 

usage  in  NSI's  "Auto-Plus."   That  is  a  plus  for  the  radio  medium. 

"Who'-  helping  the  cause  "I  radio?  Research  which  depends 
on  the  vagaries  ,Pf  prompted  memory,  on  measurements  of  only 

the  at-home  audience,  on  less  scientific  sampling?  Radio  men. 

who,  ostrich-like,  won't  concede  that  tv  has  made  inroads  on 
radio  in  a  seven-station  market?  Salesmen  who  can  sell  radio 

onl)    wiih   log   numbers? 

"Or,  is  radio  helped  most  h\  those  who,  for  the  first  time, 

report   ii-  true  size,  all  ii~  dimension-,  and  all  its  values?" 
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iidience? 
,  in  this   r«'|M>ri 

ing,  since  they  show  that  many  indus- 
try members  have  been  honestly  puz- 
zled by  much  of  what  they  find  in  NSI. 

Here's  a  sampling  of  those  questions 
that  will  be  taken  up — and  answered 

from  Nielsen's  own  point  of  view — 
later  in  this  report: 

"How  can  Nielsen  measure  radio 
and  tv  accurately  in  thousands  of 

homes  by  measuring  what  goes  on  in 

just  a  few  homes?" 

"I  thought  Nielsen  didn't  approve  of 
research  diaries.  How  can  he  now 

justify  their  use  in  the  Nielson  Station 

Index?" 
"Why  are  Nielsen's  radio  figures 

lower  and  his  tv  figures  higher  in  some 

markets  than  those  of  other  existing 

local  research  services?" 

"Can  any  research  service  possibly 
measure  all  the  radio  sets  dispersed 

around  a  multi-set  home  in  kitchens, 
workships,  bedrooms  and  even  bath- 
rooms  ( 

Realizing  the  novelty  of  the  NSI 
technique,  sponsor  asked  Nielsen  for 

an  opportunity  to  visit  homes  in  the 
NSI  sample  to  see,  at  first  hand,  how 

NSI  went  about  measuring  the  listen- 
ing and  viewing  to  all  of  the  sets  in 

a  multi-set  home.  Reason:  Most  of  the 

probings  of  Nielsen  radio-tv  research 
methods  to  date  have  been  in  the  realm 

of  theoretical  discussions,  rather  than 
actual  examination  of  how  the  tech- 

niques are  applied  in  the  field. 
Nielsen  officials  refused  permission, 

stating  that  it  was  the  research  firm's 
policy  not  to  reveal  the  identity  of 
homes  in  Nielsen  samples  and  that  they 
had  turned  down  a  similar  request 

from  the  Advertising  Research  Foun- 
dation. Principally,  said  Nielsen,  a 

visit  by  outsiders  would  "tend  to  cre- 
ate a  self-consciousness  about  the  mea- 

surement process  that  could  conceiv- 

ably affect  the  home's  usefulness  in  the 

NSI  sample." 
Discussions    of    local   and    national 

radio-tv    measurement    services — their 
methods  and  their  effects — are  a  famil- 

iar occurrence  in  the  broadcasting  in- 
(Article  continues   next  page) 

18  APRIL  1955 

BROADCASTERS: 

A.  ( ..  Sielsen  has 

signed  V>  station 
and  two  network 

\  SI  contra*  is,  but 

many    broadcasters, 

reps  oppose  use  oj 
new  local  ratings 

AGENCIES: 

Total  of  31  ad 

agencies  have  signed 

for   NSI.     Here,   Art 

Nielsen  shotvs  early 

Recordimeter  model 

to  Y&R's  radio-tv 
research    director 

James   English 

AUT0_  RADIO 
NSI  reports  on 

sets-in-use  level 

of  auto   radio   in 

new  service,  uses 

diaries   and   "Re- 

cordimeter"  (shown  on 

steering  column  ) 

to  gather  radio 

listening  data 



Justry.     SPONSOR   has   long  sought   to 
air    these    discussions    and    has    ap- 

proached   the   problem    frequently    in 

the    past     Among    the    sponsor    re- 

I  lie  ratings  muddle"   (29  No- 

vember L954,  p.  31  I;   "How  different 
rating  services  \ar\    in  the  same  mar- 

ket"     (25     Januarj      L954,     p.     34); 

""What's    wrong    with    the   rating   serv- 
i  mber    L953,   p.   34); 

""  \n-  better  Nielsen  ratings  coming?" 
January    1953.   p.  36 

Underlying    most    of   radio-tv's    re- 
search problems  is  one  major  factor — 

economics.  It's  agreed  in  the  research 
field  that  a  perfect  radio-tv  research 
service  would  be  so  expensive  that  the 

industry,  as  a  whole,  could  not  afford 
it.  Therefore,  each  research  firm  has 

to  design  and  perfect  its  technique  in 
an  area  circumscribed  by  the  amount 

of  money  people  can  conceivably  spend 
for  the  service. 

This  basic  problem  exists  for  all  the 
local-level  radio-tv  research  firms — 

Pulse,  Hooper,  ARB,  Trendex,  Video- 
dex.  It's  also  true  of  the  Nielsen  Sta- 

tion Index. 

So  far,  12  NSI  reports — six  radio 
and  six  tv,  covering  a  half-dozen  areas 
— have  been  issued.  The  broad  effects 

of  these  first  reports,  as  gathered  in 

discussions  with  buyers  and  sellers  of 

air  advertising,  seem  to  form  this  pat- tern: 

1.  They  will  be  wide  in  scope. 

Nearly  two-thirds  of  the  agencies 
whose  radio-tv  billings  place  them  in 
the  ranks  of  the  Top  20  told  SPONSOR 

they  had  bought  NSI  reports,  or  were 
soon  going  to.  The  list  of  advertisers, 

(Please  turn,  to  page  102) 

\iehen  vetoed  SPONSOR  request  to  visit  sample  homes: 
sponsor  wanted  to  see  at  first  hand  how  diaries  are  filled  out, 

whether    .ill    radios    in    homes    are    I   ked    up.     Hut    Nielsen    re- 

fused on  grounds  homes  might  be  made  "self-conscious."  To 
give  readi-is  some  idea  of  how  NSI  works,  here  are  instructions 
from    NSI    diary    together    with    a    sample    of    a    filled-in    diary 

HOW  TO  KEEP  AN  AUDIL0G-- 

(when  you  receive  thii  Audilog):  turn  on  reminder  switch  of  each  Recordi- 
meter®  in  your  home. 

Each  day,  as  you  do  your  first  listening,  record  the  meter- 
reading.    Also,  record  Time  of  Reading. 

3.  RECORD  SET  ON,  SET  OFF: 

a)  Starting  with  6  a.m.  each  day,  place  an  X  in  the  white  ON  column  for  each 

quarter-hour  the  set  is  on  more  than  5  minutes* 

b)  For  each  quarter-hour  the  set  is  off,   place  an  X  in  the  blue  OFF  column.* 

4.  RECORD  STATIONS: 

a)  Write  in  call-letters  of  stations  tuned  in  for  more  than  5  minutes.  Please  do 

this  for  each  quarter-hour.* 

b)  For  TV,  please  include  "—TV"  if  this  is  part  of  station's  coil-letters. 

c)  If  FM  station,  just  write  in  FM;  no  call-letters  are  needed. 

d)  If  stotion  can't  be  identified,  write  in  D.K.  (Don't  Know). 

e)  If  you  were  tuning  around  or  didn't  stay  with  a  station  more  than  5  minutes, 

please  write  in  MISC.  (Miscellaneous).  If  you  like,  explain  under  "Comments" on  that  page. 

5.  RECORD  WHO  LISTENS: 

a)  Write  in  number  of  persons  who  paid  some  attention  to  the  program  for  each 

quarter-hour  the  set  is  on*    Include  visitors  or  neighbors. 

b)  These  entries  should  include: 

Men  and  Women:  over   18 

Teen-Agers:   12  thru   18 
Children:  4  thru   11 

6.  COMMENTS       ,„  „         ,        .  .     .  _,  .         „..  .     . 
(Bottom  of  each  page):    Explain  anything   unusual   about  things 

that  have  affected  your  listening  or  set  usage— for  instance:   "No  one  home  today" 
—or— "Radio  out  of  order"— or— "Moved  set  to  bedroom,  home  with  a  cold",  etc. 

7.  FINAL  METER-READING:     0n  c„Utritnv  niflL,   „„„         ,       .  .    . (Jn    Saturday    night— otter   you  vo    done    your    last 

listening  for  the  week— write  in  the  Meter  Reading  in  the  space  at  the  bottom  of  Satur- 

day's page,  also  Time  of  Reading  and   Date. 

Be  sure  you  hove  !he  correct  time  when  you  moke  Audilog  entries. 

•kit  (he  onlriet  art  the  SAME  for  3  or  more  successive  quarter-hours,  just  write  in  the 
information  in  the  firit  ond  latt  quarter-hours,  and  join  them  with  a  variical  line. 
THIS  IS  A  TIME-SAVER  for  you. 

®- 

Please  write  in  Meter  Reading  each  day 

when  your  receiver  is  first  turned  ON. 

>  RECORDIMETER   

Meter  Reading         Time  of  reaty 

© — 

TIME 

ON 

6:00 

6  15 

2£ 

6:13 
6:30 

6:45 

6:45 00,&m> 

3fc 

2< 

8:00 8  15 
8:15 

8:30 

OFF, 

6.   3 

i:45 

7*0 
7:15 

7:13 
7:30 

7:30 

7:43 

7:43 

STATION 
:au  letters 

6)KKK KMJCOCjJ 

PERSONS 

OVER  IS 

mTw 

0 

fc<J>if  2) 

® — > 

©■
 

r~
 

w^V 

« m  v  ■  »*v<  i 

m^"^ 

•*+* 

iy*« 

T 

9:30 

9:45 i 9:45 1000 

10:00 

10:13 

AflsC 

& - 
— 

4^3X 

10:15 

10:30 

FM 

<b - 

10:30 
1045 

/JOS* 

1045 
11  00 

3d?9 

31 

IS 
11:00 11,15 

u)XK< 
- - P 

1 1 

i 
s 
in 

11:15 

11:30 

*>KKK 

1 1 1 
i 

o 

43 

11:30 

11:45 

K4JUJ* 

- 

<D 

L 
3 < 

11:45 
1200 

»< 

® € 

Comments: /0o*4oLo«M4r 

f***t<i>*7U
 

RECORDIMETER 

Meter  Reading 

Today's   dote 

t 

Time  of  reading 

I  □   Molina 
'  Freight 

On  Saturdays  only,  please  write  in  Meter 

Reading  when  you  last  turn  OFF  your  re- 
ceiver. Also  write  in  Time  of  Reading  and 

Date.    Then  turn  reminder  switch  OFF. 



SEVEN-HOUR    EVENT    GROSSED    $261,880    IN    SALES    FROM    $4,780    AD    OUTLAY,    DREW    2.500    PEOPLE 

All-night  II  Till!  Ill  I  sells  300  cars 
Car  dealer  scores  by  adapting  charity  "telethon"  idea  lo  auto  sales 

xl  11-night  "telethon*"  on  tv  to  raise 
money  for  charitable  causes  are  noth- 

ing new.  But  what  happens  when  a 

used-car  dealer  decides  to  adapt  the 
same  idea  to  his  business  and  runs 

an  all-night  "autorama"  in  order  to sell  cars? 

So  much  happened  when  Olin's,  a 
used-car  outlet  in  Miami,  did  this  re- 

cently on  WTVJ.  that  the  event  may 

well  set  a  pattern  for  future  automo- 
bile merchandising.  Or  merchandising 

of  other  products  adaptable  to  the  tech- 
nique. 

The  "autorama."  which  took  place 
11  March,  was  for  the  dual  purpose  of 

celebrating  the  opening  of  Olin's  new 

car  lot  and.  of  course,  to  sell  cars  in 

a   hotly-competitive   auto   market. 
The  big  night  was  a  Friday.  The 

entire  week  preceding,  advertising  and 

ballyhoo  on  local  radio  and  tv  stations 

and  in  newspapers  invited  people  t<> 

come  to  Olin's  Autorama  for  the  "wild- 

est trading  ever",  for  free  enter- 
tainment, free  refreshments,  and  the 

possibility  of  being  seen  on  tv.  The 

show  was  to  originate  at  Olin's  lot,  and 
Ed  Lane,  Olin's  general  manager,  was 
to  sell  cars  and  make  "deals"  with 
customers  right  in  front  of  the  tv  cam- 

eras. It  was  to  be  telecast  from  a  little 

after  midnight  on  Friday  to  7:00  a.m. 

Saturday    morning,  seven  solid  hours. 

Here  s  what  the  ■"autorama"  did: 
•  It  grossed  $261,880  in  sales  from 
an  investment  of  $4.7!  !0. 
•  It  boosted  sales  nearly  30093  that 

week  end  over  preceding   ones. 

•  It  attracted  over  2,500  persons  (ac- 
cording to  Miami  police  estimates)  to 

the  car  lot  in  the  course  of  the  seven- 
hour  telecast.  Some  customers  came 
from  over  100  miles  away. 

•  It  drew  kudos  from  -nine  of  Olin'- 
competitors;  new  and  used-car  deal- 

ers in  the  greatei  Miami  area  sent  20 

complimentary  telegrams,  several  in- 

dicating the)  might  develop  "auto- 
ramas"  of  their  own. 

i   Irticle  continues  next  pa 

ED    LANE,    OLIN'S    GENERAL    MANAGER,    "TRADED   WILD"    WITH    CUSTOMERS    BEFORE   TV    CAMERAS 



It  also  taught  Olin's  some  lessons  for 
application  to  future  autoramas,  chief 

among  which  is  to  give  closer  atten- 
tion to  telephone  facilities.  The\  feel 

whole  new  avenue  of  business 

could  have  been  developed  from  tele- 
phone leads  coming  in  during  the  event 

if  care  had  been  taken  to  record  the 

necessary  information  and  follow  it  up. 

Olin's  is  not  new  on  the  air,  has 
been  a  consistent  advertiser  on  WTVJ 

since  early  1953,  according  to  that  sta- 

tion's promotion  manager.  Burt  Top- 
pan.  The  client  uses  mainly  sports 
shows,  short  film  drama  features  and 

local  singing  personalities. 

Ed  Lane.  Olin's  general  manager 
since  January  1953.  personally  appears 

in  all  of  Olin's  air  commercials,  uses 
a  positive,  factual  hard  sell  approach. 
His  basic  video  commercial  consists  of 

showing  the  particular  car  he  is  sell- 
ing either  live  or  in  a  picture.  He 

gives  the  "blue  book"  I  authoritative 
trade  source)  juice  for  it.  writes  it  on 

a  blackboard,  then  slashes  that  price 

to  Olin's  sales  figure.  If  the  car  is  a 
late  model,  he  will  state  that  Olin's 

"100^5  Full  Year  Guarantee"  goes 
with  it  (compared  with  the  30-dav 

warrant)   given  by  many  dealers). 

It  is  Lane  who  sets  all  advertising 

polic)  for  Olin's.  He  operates  as  close- 
ly as  he  can  to  his  sales  philosophy, 

which  runs  as  follows: 

I  he  car  dealer  today  cannot  afford 

I"  stick  with  'tried-and-true'  sales 
methods.  Instead,  he  must  use  his  in- 

genuity to  come  up  with  something 
different.  The  dealer  must  interest  the 
customer  to  the  point  where  he  will 
leave  what  he  is  doing  and  come  in 

and    buy." 
W  ith  this  philosophy,  it  is  not  sur- 

prising that  Lane  was  immediatel)  in- 
terested when  John  S.  Allen.  WTVJ 

!l1  general  sales  manager,  and 
Marion  Davis,  WTVJ  account  execu- 

tive, approached  him  with  the  idea  of 

the  "autorama."  Thej  conceived  the 
id<-a  .i-  .i  result  ol  the  exceptional  suc- 

W   TV  I    has   had    with    it-   annual 

1  "ll"l  <  erebral  Pals)  telethon  I  -  108. 
000  in  cash  was  raised  at  last  Janu- 

ary's  event  I.  Mien  was  convin<  ed  thai 
this  type  ol  television  i  ould  be  equall) 

i  i  '  ommercial  sponsor. 
Lane  regarded  this  approach,  with 

ii-  spectacular  possibilities,  as  an  ideal 
wa)    to   open   Olin's   new    car    lot    on 
Y    \\ .   36th   St..    Miami's   aut   obile 
row.    His  purpose  was  not  only  to  sell 

but    tr,    establish    Olin's    as    the 
i  Please  turn  to  page  70  i 
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SPONSOR     FEATURETTE 

HOW  TO  GET  ONE-UP 

ON  THE  ANTI-TV  SNOB 
Kansas  City  agency  copy  director  satirizes 

the  kind  of  shows  longhairs  want  on   television 

//  \oii~ re  erer  been  frustrated  by  the  high-brow  friend  ivho  says  he  never 

Hatches  television  because  "there's  nothing  to  watch  on  tv,"  you'll  enjoy 
the  following  observations  by  Rm  Parmentcr,  copy  director  at  Carter 

Advertising  Agency,  Kansas  City.  Roy's  satirical  suggestions  for  tele- 
vision programing  to  please  the  anti-tr  snob  may  suggest  a  few  ripostes 

of  your  own  for  the  next  conversation  with  a  man  who  ''never  watches  tv" 
but  doesn't  like  what  he  sees. 

I  here  is  a  fair-sized  audience  of  Hooper-knows-how-many  people 

who  don't  never  watch  television.  Never.  Maybe  once  in  a  while, 

if  a  set  is  on  in  a  friend's  home  on  Sunday  afternoon,  the)  will  deign 
to  watch  Omnibus.  Sets  are  never  on  in  their  homes  because  they 

wouldn't  have  such  a  symbol  of  decadence  around. 
The>e  people  are  known  as  intellectuals.  II  you  don't  siait  pro- 

graming to  them  soon,  they  may  never  become  a  market  for  you. 

So,  let's  start.  Here  arc  a  few  suggested  program  titles  well  cal- 
culated  to  bring  the   intellectuals   hack   to   television: 

Jackie  Sartre   Presents 

Life  Can  Be  Ambivalent 

The  Kraft-Ebbing  Theater 

Make  Way  for  Dada 

Life   with    Father-Surrogate 

That's  not  all.    Are  you  overlooking  the 

Moslem  market?    Don't.    Just  program: 

Face  the  Place 

One  more.  This  television  program 

idea  is  an  inevitable  projection  of  the 

trend.  If  you  don't  work  this  one  out. 
someone  else   will.    It's  called: 

Face  the  Disgrace! 

Somehow  or  other  you  are  lured  into  a  studio  audience.  Then 

the  joll)  m.c.  calls  your  name  out.  Some  of  the  larger  hovs  drag 

you  kicking  and  screaming  up  to  the  stage.  There  the  most  humili- 
ating episodes  of  your  life  are  acted  out  by  professional  actors  and 

actresses,  before  \our  appalled  eves.  There  are  no  prizes  for  vou. 

Instead,  the  studio  audience  is  invited  to  your  home  and  told  to 

wandei  through  the  rooms,  taking  and  keeping  anything  that  ap- 

peals tn  them. 
I  hi  sc  send  me  absolutely  free.  Yes,  these  send  me  absolutely 

free.    I   hope  the)   do  you  too!  *  *  * 



PARTING  IS  SUCH  SWEET  SORROW, 

or  let's  keep  sediment  out  of  this 

PHE  road  to  a  cemetery  passed  a  golf  course 

near  a  tee  at  which  a  foursome  was  waiting 

its  turn  to  drive.  A  funeral  procession  came 

by;  one  old  member  of  the  group  rose,  re- 
moved his  sun  visor,  and  stood  with  head 

bowed  in  devout  attention  until  the  hearse  was 

out  of  sijilit. 

"Mac,  vou  old  coot,"  said  one  of  his  opponents. 

"we  been  playing  golf  together  for  twent\ 

years,  and  that's  the  first  time  I  ever  see  \'>n 

show  such  tender  feeling." 

Mac  teed  up  and  carefully  took  a  stance.  "I 
fi»iire  it  ain't  a  bit  too  much.    After  all.  next 

Tuesday  would  have  been  our  Silver  Anni- 

versary." 
•       •       • 

Nominations  are  now  open  for  a  wa\  in  which 

that  story  can  be  twisted  around  to  point  out 
that  the  Amarillo  area  is  firsl  in  the  nation, 

again,  in  retail  sales  per  household.  \\  inner 

gets  the  original  sun  visor. 

KGNC-am&tv 
\Amarillo 

NBC   and    DuMONT   AFFILIATE 

AM:    10,000  watts,  710  kc.  TV:   Channel  4    •    Represented  nationally  by  the  Katz  Agency 
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THESE    32    TS/LttN    SHOOT    IDsTETW 

Eddie  Gilrrun     Martin  Tailber  j  Bob  Kimball    Paul  Cougnl 

Boston  Boston  Boston  Boston 

These  32  men  cover  a  five-state  newsbeat  for 

WBZ-TV.  They're  film  reporters.  They're  on 

24-hour  call.  There's  one  within  thirty  minutes 
of  anything  that  can  happen  anywhere  in  WBZ- 

TV's  range.  They  feed  ten  news  shows  every  day 
with  fresh,  on-the-spot  local  news  film.  Their 
documentary,  The  Story  of  Hurricanes  Carol  and 

Edna,  won  the  top  TV  award  of  the  Radio 

News  Directors'  Association  last  year. 
This  is  the  aggressive  way  WBZ-TV  goes  a| 

the  news.  It's  typical  of  the  spirit  that  permei 

New  England's  first  TV  station.  It's  a  spirit  t 
moves  WBZ-TV  to  be  Number  One  in  everyl 

it  does.  So     WBZ-TV  shoots  the  works  on  m 



JHSTG-L-AJSTD    FCXR,  TArBZ-TV 

tfoolner   Harris  Cohen  Dave  Martin    Ernest  Blachman    Charles  Hoar      Alfred  Smilgis  Bob  Berman  James  Garvin         Gordon  Swan         John  Titchen       Dick  Hand       Dmny  Whitmarsh    Don  Flaherty         Bob  Rapelye  Don  Volkman  Eddie  Carr 

•shury        Sharon  Boston  Danveis  Boston  Boston  Belmont  Orono  Milton  Claremont        Manchester  Billenca  Reading  Providence  Boston  Boston 

[ramming.  WBZ-TV  news  gets  the  big  news 
ience.  Big  audiences  on  WBZ-TV  mean  big 

igs  for  advertisers  in  America's  big  sixth 
ket.  Tell  these  big  audiences  the  news  about 

•  products.  Call  Herb  Masse,  WBZ-TV  Sales 
lager,  at  ALgonquin  4-5670,  Boston — or  your 
est  Free  &  Peters  agent. 

©@ 

W 

WESTINGHOUSE     BROADCASTING    COMPANY,    INC. 
WBZ-TV  •  WBZ+WBZA,  Boston;  KYW  •  WPTZ,  Philadelphia;  KDKA  •  KDKA-TV,  Pittsburgh; 

WOWO.  Fort  Wayne;  KEX,  Portland;  KPIX,  San  Francisco 

KPIX  represented  by  The  Katz  Agency,  Inc. 
All  other  WBC  stations  represented  by  Free  &  Peters,  Inc. 
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Chart  covers   halt-hour   syndicated  film   progi 

Rant       Put* 
•*»        rank 

:»      « 

4   I  3 

7  |  3 
I 
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Top    10    shows   in    10   or   more   markets 

(Period     1-7    February     19S5) 

TITLE.    SYNOICATOR.    PRODUCER.    SHOW    TYPE 

f  Led  Three  Lives,      Ziv  (D) 

Cisco  Kid,  Ziv  (W) 

Wr.  IHsirivt  Attorney,  Ziv  (A) 

City   Detective,     MCA,    Revue   Prod.    (D) 

Badge  714,      NBC  Film   (D) 

Favorite  Story.  Ziv  (01 

Superman,    Flamingo,   R.  Maxwell    (K) 

Annie  Oakley,     CBS  Film,  Flying  A  (W) 

lAberace,    Guild  Films  (Mu.) 

Range  Riders,  CBS  Film,  Flying  "A"  (W) 

Average 
rating 

22.1 

21. 1 

21.2 

21.0 

20.1 

20.1 

lit. 8 

19.2 

19.2 

fft.f 

7-STATION 
MARKETS 

6.3      77.7 
w/abc  tv 10:00pm kttv 8:30pm 

74.4 

kttv 

6 :30pm 

75.4 knxt 

10:00pm 

9.2      73.2 
wpix 

9:30pm knxt 10:30pm 

7.6      78.4 
wur  Iv 9  :00pm kttv 7:30pm 

72.7      73.3 

wrca-tv 

6:00pm 

kttv 

7:00pm 

74.7      76.7 

webs-tv 
5:30pm 

kttv 7:00pm 

6.7        5.7 
wpix 6  :30pm 

kcop 

7:00pm 

6.8 

krea 

7:00pm 

5-STATION 

MARKETS 

Mnpls.    S.  Fran 

25.0     20.2 

kstp-tv 
9:30pra 

kron-tv 

10:30pm 

24.9     20.4 

weeo-tv 

4:30pm 

kron-tv 

6  :30pm 

79.5 

kstp-tv 

7:30pm 

73.7      74.5 
lln.i   tv 10:15pm 

kron-tv 

10:00pm 

23.0     28.9 

kstp-tv 

9:30pm 

kpix 
9 :00pm 

27.0       9.7 
weeo-tv 9:00pm 

kron-tv 

7:00pm 

72.5     22.5 
vmln :30pm 

kgo-tv 

6:30pm 

20.5      72.7 

wtcn-tv 

5:00pm 

kgo-tv 

6:30pm 

74.4     27.7 

WCCO-tV 
7:00pm 

kpix 

9:30pm 

28.2 

kpix 

7:00pm 

4-STATI0N    MARKETS 

Atlanta     Boston 

Seattle- 
Chicago     Detroit     Mlwkee.  Tacoma 

76.4     27.5     73.5     76.2      79.0    74.6      78.7 

wsb-tv 

10     0pm 

wnac-tv 

7  :00pm 

wgn-tv    wjbk  tv     tvtmj-tv  ktnt-tv 
9:30pm  10:30pm  10:30pm  7  :00pm 

WTC-tV 

10:30pm 

72.2     72.7     20.0    24.2     26.9    76.5 

waga-tv 

7  :00pm 

wnac-tv 

6:00pm 

wbkb 

5:00pm 

wkzy-tv 

6 :30pm 

wtmj-tv  komo-tv 
5:30pm    7:00pm 

27.3     22.2     73.9     74.0      79.2   22.7 

wsb-tv 
7:00pm 

wnac-tv 

10:30pm 

wbkb 
9:30pm 

UU'j     (v 

10:30pra wtmj-tv  king-tv 
10 :30pm  9 :00pm 

5.9 
rktw-tv 

7  :00pm 

22.4 

klng-tv 

8  :00pm 

72.5     76.4     77.9     20.4        7.9  23.8      76.5 

wlw-a 

9:30pm 

wnac-tv 

6  :30pm 

wgn-tv 

B  00pm 

WWJ-tT 

7  :00pm 

wtvw    klng-tv 8:30pm   9:30pm 
WTC-tV 

7:0Opm 

20.9        7.0     77.2     7  7.7 

waga-tv 

7  :00pm 

wjar 

10:00pm 
wnba 

9 :30pm 
wjbk-tv 

10  :30pm 
78.7 

klng-tv 

8:00pm 

20.9     77.5     77.9    24.2       8.7   24.0     20.5 

wsb-tv 7:00pm 

wnac-tv 

6:30pm 

wbkb 

5:00pm 

wxyz-tv 

6:30pm 

wtvw   klng-tv 6:30pm   6:00pm WTC-tV 

7:00pm 

77.4    22.5     78.4      73.0  24.8     70.5 

-iL 

whz-tv 

.,  OOpru 

wbkb 2:00pm 

wxyz-tv 

4:30pm 
wtvw    king-tv 

5:0Opm   6:00pm 

wttg 

7:00pm 

7.5     76.7       9.0       6.2      35.8  22.5        7.9 

wlw-a 

8:00pm 

wbz-'tv 

3:00pm 

wgn-tv 

9:30pm wwj-tv 

6:30pm 

wtmj-tv  king-tv 8:00pm   8:30pm 

wttg 

9:00pm 

28.7     7  7.8     7  7.4       5.2  24.3 

whz-tv 

7  :00pm 

wbbm-tv 

5:00pm 

ekHw-tv 

6:30pm 

wtrw  komo-tv 
10:30am  7:00pm 

3-STA1 
MARK 

75.9 
wbal-tv 

10:30pm 

23.5 

wbal-tv 

7:00pm 

75.7 

wbal-tv 

10:30pm 

73.2 

wbal-tv 

10:30pm 

24.9 

wbal-tt 

7:00pm 

37.5 

wbal-tv 

5:30pm 

73.0 

wbal-tv 

7:00pm 

Rank      Pact' 
•Iff*         no* Top    10    shows    in    4    to    9    markets ' 

1       2 Life  of  Riley,  NBC  Film,  Tom  McKnight  (C) 
19.4 

2       / Stories  of  Hip  Century.    Hollywood  Tv  (W) 

fiene   Autry.   CBS  Film   (W) 

lil.il 

17.9 

72.4 

kttv 

K   mi,,,, 

74.8 

kttv 

9  OOpto 

70.8 

knxt 7  :00pm 

20.4      77.9 

kstp-tv 

i     llll, ,,il 

kgo-tv 

7   i"i|.,n 

7.3 

kour-tv 

7  :00pm 

75.9 

wgn-tv 

S  00pm 

78.9   30.8 

wcan-tv  king-tv 
8:00pm   7  30pm 

74.5     75.2 

wsb-tv 

11:00pm 

wnac-tv 

  pm 

20.2 

wxyz-tv 

6:00pm 

78.4        8.2 

klng-tv 

9:30pm 

wtop  -  tv 

7   IHIimi 

23.2     79.6     70.2  27.9 

wnac-tv     wbbm-tv  wjbk-tv  kinc-tv 
6  :30pm     5 :30pm    6 :00pm  U  :00pm 

i     r, The    Whistler,      CBS   Film,   Joel    Malone    (M) 17.1 
8.5 

kttv 

iin,.iii 

25.5 

kron-tv 

In    Mi,,,, 

79.6 

king  tv 

10:00pm 

Kit    Carson,   MCA,    Revue   Prod.    (W) 
17.0 9.2        9.0 

wrca-tv       kttv 

6:00pm     5:30pm 

74.9 

wlw-a 

6 :00pm 
28.5 

wtmj-tv 
76.9 

wbal-H 

6:00pi 

«     :t Passport   to  Monger. ABC  Film,  Hal  Roach   (A) 
Iti.U 7.2 kcop 

8:00pm 
73.5      73.7 

koyd-tv 

7:30pm 

kron-tv 

10:30pm 

8.7 
in  nn,nn 

Secret    I  ;/<•.   I  .S.  1.,    Off.   Films,   A.   Dreifuss    (A) 

«        ti The  Falcon,  NBC  Film  (D) 

i  t.r. 

i  i.o 

6.3 

kttv 

s  00pm 9.2       2.5 
Kirn    tV 

10:00pm 

kour-tv 

9:30pm 

74.9 

tewj-tv 

10:30pm 

9.4 

knxt 
10:30pm 

5.2 7:00pm 

6.5 

9:30pm 

74.7      72.0 

king  tv 

wtop  -  tv 

10:30pm 

6.9 

waatn 10:30i  i 

U       7 

10 

Host  on  Btachle,  Ziv  (M) 12.9 
6.4 8  :30pm 6.9 

kgo-tv 

23.7     72.0     74.2      77.2 

wnac-tv      wgn-tv      rklvv-tv    wcan-tv 
"    :0pm    7:00pm     I 

Cowboy  G-lrlen,     Flamingo,    H.    B.    Donovan     (W) 
12.2 7.9 

WOt   tv 

7:00pm 

77.3 

5  :30pm 7.7      70.4 

ktvw 

   n 

wmal-tv 

6:00pm 

boli-    'A)    adventure;    (O)    comtdy;    (I)l    drama:    (K)    kids;    (M)    mystery;    (Mu) 
muskal;    (W|    Western.     Films   Mafd   arc   syndicated,    half  hour   length,    teleca«t    In   (our  or   more 

The  average  rating  la  an  unweighted  average  of  Individual  market  ratlnga  lilted  above. 

Illank   «pacc   Indicate*  fllrn  ■    in   tb.li  market   1-7    February.     While  network  shows  are 

fnlrly  stsblo  from  one  month  to  another  In  the  markets  In  which  thoy  are  shown,   thl 
much  lesser  extent  with  syndicated  shows.     This  should  be  borne   In   mind  when   amal>; 

trend*  from  one  month   to  another  In  this   chart.    •Refers   to   last  month's   chart.     If    if 
was   not   rated    at    all    In    last   chart   or    was    In   other    than    top    10.     Classification    as 



mill 
ally  made   for   tv 

-STATION    MARKETS 2-STATION  MARKETS 

Clove. Columbus  Phils. St.  L. Blrm. Charlotte  Dayton New.  Or. 

20.7 79.2 73.2 27.3 23.5 54.3  25.3 46.0 

wxel 
D  :30pm 

wbns-tv 
9:30pm 

72.9 

nrciu  tv 
7 :00pm kdt  iv 10:00pm 

23.7 

wabt 
9:30pm 

WbtV       whin    tv 
9:30pm   9:00pm wdsu-tv 

9:30pm 

33.8 33.3 
wlw-c 

6:00pm 
k<>!  iv 
.".  i   wbtv 

11:00am 
Ifdail   tv 5:30pm 

27.2 74.9 72.0 27.2 22.0 56.5    79.5 29.5 
wews 
:00pm 

wlw  c      wptz 
10:30pm  10:30pm ksd-tv 10 :00pm 

won 
  ira 

v  litv      wlw-d 
8:00pm  10:30pm 

wdsu-tv 10:30pm 

4.7 26.2 76.3 56.3 43.8 

wfll-tv 
7:00pm 

ks.l  tv 
9:45pm 

wabt 

9:30pm 

29.0 

wbtv 
8:00pm 

46.8  20.0 

u  In    .J 7:00pm 

23.2 22.9 79.5 27.0 

wnbk 
:00pm 

wlw-c 
7  :00pm wcaii  t  v 7:00pm ksd-tv 9:30pm wbre-tv 9:30pm 

Wbtv       Wilsu    tv 
10:00pm  1»  OOpn 

79.2 6.9 55.8 52.8 
wbna-tv      wptz 
10:00pm  ll:00pra wbtv 9:30pm wdsu-tv 9:30pm 

73.7 22.2 27.0 79.9 34.3   75.8 37.5 
vnbk 
:00pm 

ulnis    tv 
ti  :00pm 

wcau  -  tv 
7 :00pm ksd-tv i;  illlpin 

wbtv     n  hv  d 
5:30pm   6:00pm wdsu-tv 5:00pm 

25.5 76.0 76.7 32.8 23.5 
wnbk 
:30pm 

wtvn 
6:30pm 

k-d  iv 
12:30pm wbtv 2:00pm wdsu-tv 

12:0On 

25.2 24.0 77.7 20.9 26.0 29.0 52.3 

wews 
:00pm 

wbns-tv 
7:00pm 

wptz 
11:00pm ksd-tv 10:00pm 

wabt 

9:00pm whlo-tv 7 :30pm wdsu-tv 
9:30pm 

!7.5 78.2 37.8   76.3 

wews 
:00pm 

ksd-tv 11:30am 
wbtv      wlw-d 

5:30pm   6:00pm 

30.4 

ksd-tv 9:80pm 

44.8 

wdsu-tv 5:30pm 

75.8 

whlo-tv r  :00pm 

4.5 

vnbk 
:00pm 

76.3 

wdsu-tv 11:30pm 

23.5 

wlw-d 6:00pm 

72.9 

kwk-tv 10:30pm 

47.8 

wdsu-tv 5:0Opm 

24.5 

whio-tv 10:30pm 

29.5     7  7.0     78.7 

wbns-tv      wptz       kwk-tv 
9:30pm  10:30pm  10:00pm 

47.3 

wdsu-tv 10:00pm 

76.0 

wcau-tv 
7:00pm 

35.5 

wdsu-tv 5:30pm 

In  market  Is  Pulse's  own.  Pulse  determines  number  by  meuur- 
itattons  are  actually  received  by  homes  In  the  metropolitan 

tlven  market  even  though  station  Itself  may  be  outside  mctro- 

i  of  the   maiket.  March  i  hurl  will  appear  in  next  issue 
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California 

970 
DOMINATING  CALIFORNIA'S 
SOUTHERN  SAN  |OAQUIN  VALLEY 

WITH  POPULAR  MUSIC  AND  NEWS 

24   HOURS  A    DAY' 

representatives: 

SAN   FRANCISCO      DAREN    McCAVREN 

NEW  YORK 

CHICACO 

ST    LOUIS 

LOS  ANCELES 

ADAM  YOUNG  )R. 

1%'ew  developments  on  SIbO\SOR  stories 

Sec:  •"Farm    radio    ami    t\     re-ult-** 

Issue:  1  November  1954,  page  54 

Subject:     Effectiveness   of   farm    radio 

Farm  radio's  influence  on  the  farmer  is  shown  hy  requests  for 
booklets  given  out  \ia  the  air  by  Cornell  University. 

For  over  seven  years  Cornell  University  has  provided  syndicated 
material  for  radio  stations  to  use  on  their  farm  programs.  From 
time  to  time  free  farm  bulletins  are  offered  as  part  of  the  service. 

The  listeners  send  their  requests  for  the  bulletins  to  the  stations. 
which  relay  them  to  Cornell.  In  1954.  almost  78.000  such  requests 

were  made,  and  a  random  survey  of  the  people  asking  for  the  mate- 
rial showed  they  would  never  have  heard  of  the  bulletins  if  they  had 

not  been  broadcast. 

The  figure  of  78,000  is  considered  especially  high  since  the  num- 
ber of  times  the  free  bulletins  were  mentioned  was  cut  from  an 

average  of  12  per  week  in  previous  years  to  six  or  seven  a  week  in 
1954.  The  chart  below  shows  the  number  of  requests  per  year  as 
a  result  of  the  radio  broadcasting. 

1947  65.000 

1948  ....  65,000 

1949  .  47,000 
1950  ..  85,400 
1951  ....  ..  64,980 

1952  ......  42,320 
1953  _  65,624 
1 954    77,924 

See:  Sponsor  Speaks 

Issue:  21   March  1953,  page   120 

Subject:     Answering   Chicago  Tribune's   blast 
against  tv 

\  tv  station  has  prepared  a  series  of  facts  and  figures  designed 
to  prove  that  dollar  for  dollar  tv  advertising  is  more  productive 

than  newspapers.  WCCO-TV  filled  a  19-page  booklet  with  a  statis- 
tical comparison  between  its  impact  on  the  Minneapolis-St.  Paul 

area  and  the  impact  of  newspapers  serving  the  same  communities. 

The  report  is  entitled  "Sight  plus  Sound  plus  Motion  equals  Ad- 
vertising Action."  and  it  cites  these  points  of  comparison  between 

the  two   media   in  the  area: 

1.  Circulation  of  major  newspapers  in  both  Minneapolis  and  St. 

Paul  is  failing  to  keep  pace  with  steadil)   increasing  populations. 

2.  Newspaper  advertising  rates  have  risen  steadil]  in  both  the 

Twin  Cities.  "Forced  combinations"  exist  in  both  Minneapolis  and 
St.  Paul.  I  i.e.  an  advertiser  must  bin  both  morning  and  evening 

newspaper-  I . 
3.  In  the  Minncapolis-St.  Paul  metropolitan  area,  composed  of 

the  two  large  cities  and  their  suburb-,  an  advertiser  musl  buv  both 

majoi  newspapers  to  achieve  adequate  market  coverage.  Minneapolis 

and  St.  Paul  newspapers  together  achieve  less  coverage  than  the  tv 

ownership  figure  bv    about   .">.()()()  families. 
Taking  an  arbitrary  figure  of  $555  which  would  buv  one  L,500- 

line  ad  in  the  area's  Largest  circulation  new-paper,  the  booklet 
-how-  thai  an  advertiser  could  use  14  announcements  a  week  on 

W  l  I  •  >-  I  \     lor    the    same    price.     The    booklet    shows    a    cost-per-im- 

pression    ol    T.'ii    on    WCCO-TV    v-.    $4.18-per-impression    for    the 
newspaper.  *  *  * 

bO SPONSOR 



IDWA 

/ wtanac 

reft 

1 

IOWA'S  OWN  GOLD  MINE 

Iowa's  soil  produces  more  wealth  each  year  than  all  of  the  gold  mines  in  the 
world.  With  this  production  comes  responsibility,  shared  here  by  a  great  land 

grant    college    and    its    communications    service. 

WOI-TV  .  .  .  now  serving  more  than  half  of  Iowa's  area  and  population  .  .  . 
famous    for   farm   programs. 

WO  I-TV 
AMES-DES   MDINES 

CHANNEL  5 

lOO.OOD  WATTS 

CBS       ABC       DUMDNT 

REPRESENTED   BY 

WEED  TELEVISION 



RELIGION 

of  Christ  VGENCY:  Direct 

II    i  W   HISTORY:        The  Churches  of  Christ  pre- 

ision  panel,  The   Living  Word,  on   Sunday 

■  p.m.    Four  area  ministers  discuss  religious 

a  r   questions.     It    was   casually   mentioned   one 

hat  the  following  week  marked  the  anniversary 

of  one  year  on    WDAN-TV.     More  than   100  cards  and 
letters  of  congratulations  came  in   that   week,  and  many 

more  the  next  week.    Each  program  costs  $91. 

WDAN-TV,  Danville,  111. PROGRAM:  The  Living   World 

BREAD 

KITCHEN  SLICER 

SPONSOR:  Kitchen  Magi. 
of  Canada 

AGENCY:   Ea-tern-Siegel, Atlanta,  Ga. 

CAPSULE  CASE  HISTORY:  The  Kitchen  Magic  Co.  of 

Canada  ran  a  10-minute  film  in  late  afternoon  demon- 
strating their  kitchen  slicer.  The  sheer  is  priced  at  $2.35. 

but  three  other  kitchen  utensils  were  included  in  the  offer 

as  a  gift.  In  three  days  500  orders  were  received,  repre- 

senting $1,175  in  sales.  The  sponsor's  cost  for  the  whole 
pitch  was  $72  plus  the  cost  of  the  artwork  and  translation 

from  English  into  French. 

CFCM-TV,  Quebec PROGRAM:  Filmed  commercial 

ELECTRIC  TOASTERS 

SPONSOR:  Firestone  Stores  AGENCY:  Direct 

CAPSULE  CASE  HISTORY :  Firestone  Stores  plugged  an 

electric  toaster  on  KXLF-TV's  Talk  of  the  Town.  The 

program  is  on  from  5-5:15  p.m.  and  Firestone  Stores  use 

one  announcement  three  times  a  week.  The  morning  fol- 

lowing the  plug  for  the  toasters,  the  36  toasters  in  stock 

were  sold.    The  sponsor's  cost  per  month  is  $75. 

KXLF-TV,  Butte.  Montana PROGRAM:  Talk  of  the  Town, 
announcements 

CARS 

SPONSOR:    Harvest  Bread  AGENCY:  Hoag  &  Provandie 
Adv.,  Boston 

CAPSULE  CASI    HISTORY:  The  Harvest  Bread  Co. 

sponsors  the  Rocky  Jones,  Space  Ranger  film  show  on 

Tuesday  at  6  p.m.  (Syndicator  is  UTP.)  One  ̂ -second 

announcement  at  the  end  of  the  program  told  kids  they 

could  get  Space  Ranger  buttons  simply  by  asking  the 

Harvest  Bread  deliveryman.  Within  four  days  50,000 

kids  had  asked  for  buttons.  The  agency  writes:  "And 

you  I. mm  what  it's  doing  to  Harvest  Bread  sales?  They're 

up  and  still  going  up.  .  ." 

W  I  \i;  rV,  Providence,  R.  I. PROGR  \M:   Rocky  Jones, 
Space  Ranger  show 

MOVING  AND  STORAGE 

SPONSOR:  Davey  Jones  Auto  Sales  AGENCY:  King  Adv. 
Oakland,  Calif. 

CAPSULE  CASE  HISTORY:  To  publicize  his  first  an- 

nual Auto  Show  in  El  Cerrito,  California.  Davey  Jones 
used  three  announcements  on  Movies  at  11  on  Thursday. 

Friday  and  Saturday.  The  announcements  consisted  of 

a  live  announcer  at  the  beginning  and  end  of  a  film  show- 

ing new  cars.  Daveyr  Jones  reported  40,000  customers  in 
three  days  and  the  sale  of  60  1955  cars.  People  came 

from  as  far  as  Sacramento,  80  miles  away.  The  cam- 

paign cost  $420. 

KPIX,   San    Fran*  isi  0 PROGR  \M:    Movies   at    11, 

participations 

MAGIC  DESIGNER 

5P0  1SOR:  Lyon  Van  8  Storage  M.I  Nl  \  \  Smalley,  I  i  rati 
8  Smith,  I ..  \. 

(  \l-i  ll.  (  w   HISTORY:  The  agency   was  dubious 
about  reaching  people  on  television  between  7  and  9  a.m. 

However,  during  their  first  two  months  of  advertisin 

r. ini.i  Pacific  the  Lyon  I  an  &  Storage  <  o  received 

500  requests  to  an  offer  per  week.  The  agency  writes: 

"We  are  nquiries  at  a  highet    rate  than   we 
•  received  from  any  other  program  or  any  othei 

media/  They  use  three  one-minute  participation  an- 
nouncements  at  a  cost  of  $350  an   announcement. 

I     Hollywood PROGR  Wl:    Panorama    I'.,.  [fit 

SPONSOR:  ,|nhnc\ V  llobbj  House  \(,K\(A  :  Cox,  Chandlee 
8    I  tckson,  I  li.n  lotte 

i  \I'M  IE  CASE  HISTORY  :  The  Magic  Designer  people 
had  been  told  that  their  product  would  not  sell  well  in 

the  South.  The  Magic  Designer  is  a  mechanical  toy  that 

mules  designs  uith  the  use  of  crayons  and  paper.  None- 

th, less,   during    the   Christmas   season   Johney's   Hobby 

House  jcaluicd  them,     tiler  two  announcements  on  II  /)'/'/ 

and  no  Othei  advertising,  3,380   Magic  Designers,  at  $2.0!' 
each,  were  sold.   The  campaign  cost  $360. 

WBTV,  i  harlotte,  N.  C. 
I'Rl  )<;R  \  \1  :    Vnnouncements 



New  Business  Getter 
\ 

the  RCA  TV  Switcher  TS-5A 
/J 

adds  fades,  lap-dissolves, 
super-positions  to  spice  up 
your  commercials       \ 

\ 

A  MUST  FOR  YOUR  TC-4AI 

RCA's  new  TS-5A  Video  Switcher  will  give 
increased  flexibility  to  your  programming. 

If  yours  is  a  "Basic  Buy"  switching  layout, where  video  control  functions  are  centered 

around  the  TC-4A  Audio/Video  Switching 
Console,  the  TS-5A  will  supplement  your 

present  equipment,  greatly  enhance  the  versa- 
tility of  your  station,  give  new  spontaneity  to 

your  commercials. 

5  EXTRA  INPUTS  PLUS    'REHEARSAL' 

The  RCA  TS-5A  Video  Switcher  is  a  flexible  two-unit 
equipment  designed  to  mount  in  a  single  standard  console 

housing.  The  push-button  and  fader  panel  may  be  located 
as  illustrated  or  in  the  upper  face  of  the  console.  The 

TS-5A  is  designed  for  color  use  as  well  as  for  monochrome. 

You  are  invited  to  ask  your  RCA  Broadcast  Sales  Repre- 
sentative concerning  the  application  of  the  TS-5A  to  your 

specific  requirements,  or  write  Dept.  R-264,  RCA  Engi- 
neering Products  Division,  Camden,  N.  J. 

FOR  YOUR  TS-10A! 

If  your  station  already  includes  the  TS-10A 
Studio  Switcher  and  you  need  to  provide  for 

more  inputs  and  rehearsal  facilities— theTS-5A 
Switcher  is  the  ideal  answer.  A  typical  arrange- 

ment of  these  two  equipments  will  provide  for 

independent  studio  rehearsal  plus  5  ext  ra  inputs. 

HANDY  AS  AN  INDEPENDENT  SWITCHER  I 

The  TS-5A  also  may  be  used  for  independent 
switching  systems  where  maximum  pro) 

flexibility  and  economy  are  desired.  The  TS  5  \ 
can  be  conveniently  mounted  in  a  standard 

console  housing  adjacent  to  other  console  con- trol units. 

RCA  Pioneered  and  Developed  Compatible  Color  Television 

RADIO   CORPORATION  of  AMERICA 
ENGINEERING   PRODUCTS   DIVISION CAMDEN,    N.J. 



LOOKING  FOR  ACTION? 

SIGN  UP  WITH  "MR.  ACTIONS 

DOUGLAS 
Yl 

The  hottest  new  TV  film  show  you 

Can  buy!  There  are  78  films,  all  told,  with 

Fairbanks  himself  as  your  host- 

producer  for  every  show . . .  and  star  of  one  out 

of  every  four.  And  does  he  do  things  for 

sales?  Just  ask  his  satisfied  sponsors . . . 

they're  not  hard  to  find! 

OTHER  TOP  TV 
FROM  ABC  FILM 

SYNDICATION,  INC. 

RACKET  SQUAD 

PASSPORT  TO  DANGER 

THE  PLAYHOUSE 

KIERAN'S  KALEIDOSCOPE 

ABC  FILM  SYNDICATION,  INC. 

Wesi 

New 



'MSELF! 

YOU'LL  GET 
ACTION  ON  THE 

TV  SCREEN  . . . 

ACTION  IN 

YOUR 

SALES ! 

7  West  66th  Street 

New  York,  N.  Y. 

SUsquehanna  7- 
5000 

CHICAGO   ' •   ATLANTA    « •    HOLLYWOOD •    DALLAS 

ANdover3- ATwood 
HOllywood  2- 

RAndolph 

0800 3885 3141 6302 



/ 

"Nothing  pleases  us 

more  than  to  have  a 

client  tell  us  his  prod- 

uct is  doing  well  in  a 

particular  market.  I 

have  found  product 

sales  satisfaction  each 

time  I  have  used 

WNHC-TV  in  the  South- 

ern New  England  area. 

There's  no  guesswork 

.  .  .  the  sales  results 

prove  it." 

Compare   these   facts! 

15  County  Service  Area 

Population  3,564,150* 
Households  1,043,795* 

TV  Homes  934,448** 
Sources: 

"55  SRDS  Consumer  Markets (Pre    Final) 

••CBS  NIELSON    1953    -    updoled 
with    RETMA    Set    Sales    January 

1,    1955 

See  Your   KATZ  Man 

agency  profile 
Peter  .1.  Krug 

Director   of   Radio-Tv 
Calkins    &    Holden,    New   York 

"  \~lies  to  ashes,  dust  to  dust,  if  the  low  ratings  don't  kill  us,  the 
high  cost-per-1,000  must!"  This,  says  Calkins  &  Holden's  Peter 

Krug  kiddingly,  is  a  poetically  stated  advertiser's  lament  that 
could  easilv  he  remedied  l>\  fixed  network  tv  cost-per-1,000  (or 

at  least  on  April  Fool's  Day). 
Krug  spends  this  one  day  of  the  year  gentl)  spoofing  the  media 

that  feed  him  (and  Mrs.  Krug  and  daughter  and  son),  the  remainder 

of  the  year  working  out  new  ways  to  profitably  employ  radio  and 
tv  for  the  benefit  of  Calkins  &  Holden  clients.  Some  40%  of  the 

agency's  $11  million  billings  were  in  air  media  in  1954. 
"Take  nighttime  network  radio,"  says  Krug.  "Now  we  feel  that 

it  can  be  a  fine  buy  for  the  right  client  when  used  the  right  way. 

Prudential  Insurance  Co.,  for  example,  is  sponsoring  five  15-minute 

segments  weeklj  of  Fibber  Magee  and  Molly  over  NBC  Radio,  Sun- 
days  through  Thursday  nights.  We  feel  the  show  provides  a  highly 
merchandisable  vehicle,  delivers  a  good  audience,  and  is  a  good  bin 

as  a  result  of  the  cumulative  effect  of  daily  impact." 

Krug  went  on  to  mention  some  of  radio's  answers  todav  to  tele- 
vision: ill  saturation  techniques;  (2)  greater  fiexibilitv  in  station 

lineups;  (3)  more  research  about  radio's  audience  composition, 
which  may  revise  network  radio  programing  structures,  since  net- 

work  radio's  audience  tends  to  be  among  older  people. 
"At  the  moment  we're  making  an  intensive  stud)  of  various  tv 

commercial  approaches  in  order  to  develop  a  new  format  for  com- 

mercials," Krug  told  SPONSOR. 
Always  interested  in  new  techniques,  krug  ha>  been  using  a  de- 

vice called  Cellomalic  in  the  commercials  for  Prudential's  1"//  Are 
There,  CMS  T\  .  Sundays  6:30-7:00  p.m.  This  machine  makes  it 
possible  to  use  opticals  on  live  television.  Now  Krug  is  trying  out 

some  more  emotional-appeal  commercials.  Including  films  of  chil- 
dren   and    animals. 

"Willi    kids    and    animals,    you    pretty    well    have   to    use   film,      be 

explained,  "because  too  much  can  go  wrong   in   live  action." 
\n  electronics  bug   in  his  span    time,  Krug  built  a  home  movie 

theatei    in    lii-    Mayw   I,    Y   J.,    home,    nsei   it    to   test    new    pilot 

films  "al  the  grass  roots  level,     upon  famih  and  neighbors.   "The)  re 
far  less  jaded  than  I.     says  he.  *  *  * 

SPONSOR 



SPONSORS  WARM  TO  AP 

Because  .  .  .  it's  better 
and   it's    better   known. 

'Tornado 

tore  through . . . 
I'll  call  back  with  the  details. 

// 

Case  History  No.  7 

It  was  a  pleasant  Sunday.  Dan 

O'Meara,  News  Editor  at  WIOU, 
Kokomo,  Ind.,  looked  forward  to  a 

restful,  lazy  afternoon  as  he  stood  in 
line  to  buy  a  ticket  to  a  movie. 

A  police  car  pulled  up  to  the  curb. 

The  officer,  whom  O'Meara  knew, 
waved  him  over  to  the  car  window. 

"Listen  to  this  report  from  Ander- 
son," the  driver  said. 

'"Dan,"  the. driver  said,  "just  got  a 
report  a  tornado  is  ripping  through 

Anderson.  Already  some  injuries  re- 
ported and  ten  blocks  of  houses 

damaged.  It's  fifty  miles  away,  you 
know,  but  we're  going  over  to  give 
'em  a  hand." 

O'Meara  didn't  go  to  the  movie 
after  all.  He  jumped  into  the  squad 
car.  He  notified  WIOU  to  set  up  its 

telephone  tape  recording  equipment 
and  called  The  Associated  Press  at 

Indianapolis. 

"Tornado  tore  through,"  he  told 
The  AP.  "I'll  call  back  with  the  de- 

tails." 
Soon  O'Meara  was  in  Anderson 

and  the  first  of  his  reports  started 
over  the  wire  and  on  the  air.  For  1 3 

hours,  he  covered  the  disaster  from 

every  angle. 
There  was  the  minister  who  was 

seriously  injured  when  a  storm- 
tossed  truck  pinned  him  against  the 

church  wall ...  the  devastated  neigh- 
borhood where  40  homes  stood  roof- 

less .  .  .  the  story  of  the  wide-eyed 
boy  who.  said  his  first  hint  of  the 

tornado  was  the  sight  of  a  dog  flying 
30  feet  in  the  air. 

Late  the  next  morning,  O'Meara 
headed  for  home  —  and  bed. 

"It  was  a  break  to  be  there,"  he 
said,  "  to  give  that  kind  of  direct 

coverage  not  only  toWIOU's  listeners, 
but  to  the  rest  of  the  gang  in  Indiana 

who  keep  us  posted,  through   A  P. 

whenever  anything  happens." 

Dan  O'Meara  is  one  oj  the 
many  thousands  of  active 
newsmen  who  make  The 
AP  better  .  .  .  and  better 
known. 

If  your  station  is  not  yet  using 
Associated  Press  service,  your  AP 
Field  Representative  can  give  \ou 
complete    information.    Or    write— 

John  Carl  Jeffrey,  Vice  President  &  General  Manager,  Radio  Station  II  /('/ 

Those  who  know  famous  brands... know  the  most  famous  name  in  news  is  IP 
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«i  Jorum  on  questions  of  current  interest 

lo  «ir  advertiser*  untl  their  agencies 

What  van  he  done  to  speed  up  production  anil 

marketing  of  color  It*  sets 

FULL  INDUSTRY  SUPPORT  A  MUST 

By  David  J.  Hopkins 
Director  «/  Sales 

CBS-Columbia,  /Veto   )  <>rl< 

During  this  init- 

ial phase  nl  col- 
or television  re- 

ceive] production 
and  distribution, 

it  is  most  impor- 
tant that  the  in- 

dustry on  all  lev- 
els -  manufac- 

turer, distributor 

and  retailer  gi\es  its  full  support  to 

color  tv  production   and   sales. 

This  stage  of  the  color  sales  cycle 

breaks  down  into  two  categories.  First, 

securing  the  widest  possible  exposure 

of  color  receivers;  this  is  to  establish 

in  the  minds  oi  <  onsumers  the  fact  that 

toda)  s  color  programing  and  coloi 

reception  represents  a  great  step  for- 
ward and  is  destined  to  pla\  a  vital 

role  in  the  field  of  home  entertain- 

ment. Second,  realizing  to  the  fullest 

the  coloi  sales  potential  represented  bj 

the  higher  income  groups  capable  of 

paying  today's  list  price  for  a  big 
-■  reen  color  receh  er. 

In  order  to  obtain  mass  exposure, 

the  industrj  must  have  the  support 

of  the  30,000  television  retailers  across 
tl   mil  \ .      \    few    of   these   stores 

have  alread)  realized  thai  effective  <  ol- 
or    demonstrations     have     created     in- 

sed   •  onsumer   traffic   and   greatei 
customei    confidence.     The    \merican 

consumer  toda)   is  vitall)   interested  in 

color  and  the  retailer,  in  order  to  sat- 

isfj    this  consumer,   must    be   aide   to 

demons! rate  <  oloi   and   authoritative!) 

answer  hi-  questions.    The  dealer  who 

sivel)     merchandises    color    dis- 
covers    thai    hi-    black    and    white   sales 

stimulated,  too. 

Furthei  exposure  can  he  secured  l>\ 

installing     color     receivers     in     bars, 
laxerus.  theatre  lobbies  and  clubs.  This 

type  of  installation  coupled  with  the 
sale  and  installation  of  sets  in  the 

homes  of  community  leaders  and  opin- 
ion builders  will  go  a  long  way  toward 

stimulating  actual  sales  to  higher  in- 
come groups  that  can  afford  to  bu)  a 

color  tele\  isioii  set  today. 

Despite  the  limited  distribution  of 

color  television  sets,  networks  and 

sponsors  alike  have  extended  them- 
selves to  make  the  finest  entertain- 

ment available  in  color.  During  the 

first  phase  of  color  merchandising,  the 
manufacturer  and  the  sales  facilities 

available  to  him  have  the  responsibil- 

il\  of  securing  the  strategic  distribu- 
tion of  color  sets  on  a  national  basis. 

Having  accomplished  this,  the  net- 
works and  their  clients  will  be  en- 

couraged to  expand  their  schedule  of 
color  programing. 

This  combination  of  increased  dis- 

tribution of  sets  and  a  wider  selec- 

tion of  color  programs  will  do  much  to 

break  the  color  log  jam  and  enable  the 
indusln  to  undertake  a  program  of 

color  sales  to  the  35,000,000  owners  of 
black  and  while  receivers. 

COLOR  TV  NEEDS  DETONATOR 

/{\    Hitss    I).    Siragusa 
President 

tdmiral    Corp.,    Chicago 

What  color  tele- 

vision needs  t<> 

get  it  olf  the 

ground  ami  into 
large  scale  pro- 

duction i-  a  del.. nalor  -mill. ii  to 
the  Ar\  ice  thai 

activates  the  II- 
bomb.  In  our 

opinion,  the  detonator  01  activator  for 

the   coloi    television    industry    will    be 

continuit)  "l  network  color  program- 

ing. 

Current  color  programs  are  sporadic 
— at  the  most  only  one  or  possibl) 

two  major  programs  ever)  week  or  10 

days.  A  regular  diet  of  daily  top 

qualit)  color  programs  will  serve  to 

whet  the  public's  appetite  for  viewing 
I  hem  on  their  own  color  tv  receivers. 

The  combination  of  frequency  of 

color    program-    and    increased    desire 

Can  tint  tv  be  pushed? 

II  ays  to  give  color  tv  more 

oj  a  push  into  the  public's  arms are  outlined  here  by  scleral 

prominent  set-makers.  The 
liens  here  as  well  as  recent 

public  statements  by  other  man- 
ufacturers reflect  the  general 

opinion  that  volume  production 
oj  color  tv  sets  should  not  be 

expected  for  a  year  or  more. 

RCA  President  Franl,  \l .  Fob 

som  recently  predicted  that  col- 
or ti's  sales  development  will  he 

very  gradual,  "one  oj  evolution, 
not     revolution" :     color    It.    he 
opines,  will  probably  grow  at 

about  the  same  rale  that  two-set 
homes  are  coming  into  being. 

Eugene  F.  McDonald  Jr..  Ze- 
nith president,  saw  black-and- 

white  sets  r/.\  the  backbone  of 

the  industry  in  the  foreseeable 

I Hi ure:  Motorola  president  I'aul 
I  .  Calvin  reported  his  firm  ex- 

pects no  measurable  increase  in 
coloi  tv  production  until  late 1 '):><>  o,  early    L957. 

Here,  CBS-Columbia,  General 

Electric    ami     tdmiral    spokes- 
men    nil     then     vicus    on    color 
"speed-up. 

5S SPONSOR 



of  the  public  to  buy  color  receivers 

should  enable  manufacturers  to  get  in- 
to regular  production.  By  increasing 

color  receiver  output,  the  industry  will 
be  able  to  reduce  costs  and  pass  along 

>a\  ings  to  the  public. 

We  believe  that  the  industr)  will 

enter  the  first  phase  of  mass  produc- 
tion of  color  receivers  in  the  second 

half  of  this  year.  By  1956  and  1957, 

color  sales  should  reach  major  pro- 

portions. 

UP  COLORCASTS,   MAKE  $500  SET 

By  Dr.  W.  R.  G.  Baker 
Vice  President  and  General    Manager 

General   Electric  Electronics   Div. 
Syracuse.    IV.    Y  . 

The  simplest  an- 

swer is,  "Pro\  id- 
inn  a  product  the 

public  is  willing 

to  b  u  y."  1?  u  t 
there  are  three 

phases  to  that  an- 
swer. 

To  the  custo- 

mer, the  "prod- 
uct" is  not  only  the  television  receiver, 

but  the  broadcasts  available  for  recep- 
tion. There  must  be  a  substantial  in- 

crease in  color  broadcasts  during 

prime  listening  periods. 

Secondly,  color  receivers  must  be 

available  at  a  price  the  consumer  is 

willing  to  pay.  There  must  be  made 
available  in  quantity  a  color  picture 
tube  which  would  permit  marketing  of 
a  color  receiver  at  a  suggested  list  of 
about  $500.  This  set  should  have  a 

21-inch  rectangular  picture  tube  and  a 
cabinet  comparable  in  size,  or  slightly 

larger,  than  todays  21-inch  mono- 
chrome sets.  Although  considerable 

progress  has  been  made  in  this  direc- 
tion, the  goal  has  not  yet  been  reached. 

And  finally,  assuming  that  the  tube 

and  the  cabinet  size  problems  are 
solved,  sales  of  color  television  sets 

will  depend  upon  convincing  the  con- 
sumer of  the  superiority  of  color  over 

monochrome  to  the  extent  he  is  will- 

ing to  pay  a  premium — made  neces- 
sary bj  the  added  complexity  of  the 

color  receiver — for  his  color  set.  This 

calls  for  aggressive  marketing  tech- 
niques and  exposure  of  the  consumer 

to  color  through  demonstrations  and 
installation-. 

I  have  complete  faith  that  these 

problems  will  be  solved  and  color  tele- 
vision will  beocme  in  time  the  primary 

home  entertainment  medium.       *  *  * 

/)?V  THE  AUT0M0BIIE  INDUSTRY 

V^^F^        is  wild  about 

^J  ̂^  SwuxOti  Sue 
It's  not  her  personal  appeal  —  chic 

chick   that    she   is  —   it's   her   modern 

ste  in  transportation  that  endears  Sioux 

ity    Sue    to    auto    builders    and    their 
dealers.   You  see,  this  fashionable  gal 

spends  upwards  of  $100  million 

a  year  on  rakish  runabouts. 

other  swain   with  soft  eyes  for  Sue  is 

the  fellow  at  the  service  station.    She 

tosses  a  cool  555  million  in his  till  each  year. 

A  big  reason  for  her  generosin    is 
KVTV.     Sue    watches    Channel    9 

faithfully  and  more  often  than  not 

spends  accordingly.    If  you  want  to 

join  the  other  smart  advertisers on  her  date  list,  see  your 

Katz  representative. 

*  Soles  Management'* 
'Survey  of  Buying  Power" 

CBS  ABC        DUMONT 

Sioux    City,    Iowa 

Serving    Iowa's    2nd    largest    market 

A    Cowlcs    Station.      Under    the    sa
me    man- 

agement    as     WNAX-S70.     Yankton,     South 
Dakota    -    in    the    land    where    radio    reign

s. 

Don    D.    Sullivan,    Advertising    Dir
ector 

18  APRIL  1955 

59 



In  the 

SOUTH'S 

fastest  fwrnnq 
market/ 

FIGURES 

POPULATION 

1940           88,415 
1953         197,000 

RETAIL  SALES 

1940  $  20,251,000 

1953         $184,356,000* 

RANKS  92nd  IN  EFFEC- 
TIVE BUYING  INCOME 

HIGHEST  PER  CAPITA 
INCOME  IN  LOUISI- 
ANA 

WORLDS  MOST  COM 
PLETE  OIL  CENTER 

CHEMICAL  CENTER  OF  THE  SOUTH 

I   EEP  WATER  PORT 

To  see  your  sales  reach  their 

greatest  heights  in  this  rich 
petrochemical  market,  select 

WAFB-TV,  the  only  TV  sta- 
tion in  Baton  Rou^e,  with 

programs  from  all  4  networks, 
and  our  own  highly-rated 

hows. 

Tom    E.    Gibbens 

Vice  Pres.  &  Gen.   Mgr. 

Adam   J.  Young,  Jr.,    Inc. 

National    Representative 

'Eait  Baton  Rouge  Parish, Surte) 

of  Buying  Power,  1934 

(Continued  from  page  10 1 

specific  show  they  represent  are  as  apparent  as  they  are 
overwhelming. 

Trend  Number  Two:  TVs  discover)  of  children.  Some 

weeks  ago  I  made  a  few  remark-  a  I  tout  how  powerful  are 

the  tiny  hand-  oi  tots  during  the  early  evening  hours.  The 
channel  to  which  they  twisi  the  l\  dial  (until  about  8:00 

p.m.)  slays  on  whether  mom  or  dad  like  it  or  not.  (\\h\  I 

should  tell  you  ihis.  I  don't  know,  since  ii  is  as  apparent 
in  \  our  home  as  it  i-  in  mine.) 

However,  in  t\  we  become  aware  of  the  mores  of  people 
\er\  slowly.  ABC  got  the  drill  and  the  edge  by  putting 

"Disneyland"  in  at  7:30  (EST).  It-  composition  of  audi- 
ence, like  that  nt  The  Lone  Ranger  and  Rin  Tin  Tin.  is 

family — kids  plus  adults.  Lots  of  viewers  per  set.  Good 
climate  for  advertising. 

CBS  saw  the  trend  developing  and  decided  to  hurr\  it 

along.  So  it's-  clearing  out  its  five-day-a-week  15-minute  pro- 
grams of  news  and  music  between  7:30  and  8:00  and  going 

familv-tvpe  with  kid-appealing  program-.  This  mean-  five 
new   shows  therein   (unless  -nine  conic   from  other  spols). 

NBC  will  have  to  do  something  similar  sooner  or  later. 

Sunda)  night  the  pattern  i-  even  more  pronounced.  The 
kiddies  >wing  the  family  from  Roy  Rogers  on  NBC  to  Lassie 
on  CBS  where  they  Stay  right  through  Private  Secretary  and 
Ed  Sullivan  (until  the)  are  forced  to  go  to  bed). 

This  trend,  having  developed  from  an  analysis  of  the  me- 

dium ihi-  pa-t  \ear.  i-  also  being  intensified  in  the  pilot- 
being  shown  around  town.  Fainik  -how-  are  in  the  works 
with    nio-l    producers,    network    as    well    as    independent. 

\-  ;i  corollary,  animal  epics  will  abound.  More  dog-  for 
sure.  I  lor-e-  will  conn  into  their  own  I  1  know  ol  three  ) .  And 

for  all  I  know,  someone  right  now  ma\  be  trying  to  gel  the 

rights  to  Tennessee  \\  illiam's  Cat  on  a  ll<>t  In  Roof.    *  *  * 

Letters  to  Hob  Foreman  «r<*  welcomed 

!><i  you  always  agree  with  the  opinions  Bob  Foreman  ex- 

/in  sses  in  "  tgencj  \<l  Libs?"  Hoi)  ami  the  editors  of  SPONSOR 
would  be  happy  in  receive  and  print  comments  from  readers, 

iddress  Bob  Foreman,  c/o  SPONSOR,    10  / .    19  St. 

CO 
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T.  I  story  board 
A  column  sponsored  by  one  of  the  leading  film   producers    in    television 

SARRA 

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

I  ak(  .1  sparkling  jingle  from  the  1  itzgi  raid  Advertising  Vgencj  on  th<  'In  m<  ol     I  ife 
Gets  Brighter!  .  .  .  Brighter!  .  .  .  with   |ax  Beer."     \dd  to  it  the  (  reativt    and   Pro 
duction  Departments  ol  SARRA,  plus  ih<   wonderful  choreography   and  dancing 
Rod    Alexander  and  Bambi  Linn,  and  you  hav<    a  series  ol  commercials  which  will 
delight  audiences  everywhere  and  make  new  friends  foi  the  [ackson  Brewing  (  ompan) 

SARRA.   In.. 
New  York:  200  East  56tli  Streel 

Chicago:    16  East  Ontario  Street 

I  he  -,.iinc  originality  thai  lias  made  the  Doroth)  [arnai  Stopetti  commercials  so 

famous  is  use  <l  in  "Millie's  Millions.''  In  this  m  u  commercial  .ill  ol  Stopette's  modern 
selling  points  are  emphasized  in  an  old  movii  typ<  "Drayma"  ol  love  and  success 
Produced  l>\  SARRA  for  Jules  Montenier,  Inc.  through  Earle  1  udgin  v  <  ompan} 

SARRA.  Inc. 
New  York:  200  East  56th  Streel 

Chicago:    16  East  Ontario  Street 

Mirror,  mirror  tells  all  in  these  new  commen  ials  loi  St.  [oseph  Vspirin.  I  In  reflection 
(|ui(kh  -pells  out  the  thoughts  ol  the  viewei  and  demonstrates  the  rapid  effectiveness 
of  the  product.  Interesting  photographic  techniques,  combined  with  good  product 
identification  make  these  one-minute  ,\t\d  20-setond  spots  pleas, mi  and  impressive. 
Created  foi  Plough,  Inc.  I>\  SARRA  through  Lake-Spiro-Shurman,  Inc. 

SARRA,  In< 
New  York:  200  East  56th  Street 
Chicago: 16  East  Ontario  Street 

hit   the  second  straight  yeai   in  a  row,  SARRA  has  won  first   place  in    I  111     HII  1 
BOARD    l\    Film  Service    Vwards,  Eoi    I  V  commercial  producet   .lone,;  the  highest 

qualit)   work. 
What  is  SARRA  quality?    It  is  a  cooperative  effort  ol  a  large  group  ol  i  lients  to  whom 

bests  are  more  important  than  bids,  and  S  \KR  V's  Creative  mu\  Production  staffs 
a  permanent  group  whose  onl)  work  is  visual  advertising. 

I  o  insure  the  best  reproduction  ol  this  cooperativi   effort,  SARRA's  own  laboratory i  tistom  prints  e  i.  h  spot 

SARRA,  Inc. 
New   York:  200  East  56th  Streel 

Chicago:    16  East  Ontario  Street 
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of  the  day  and  night— Nielsens  nov 

reports  to  CBS  Radio  show  that  motorist 

radio  audience.  And  to  the  advertise 

you  tell  your  story  to  the  75  million 

get  the  26  mil/ion  sets  in  cak 



idio  listeners  every  hour 

Hinting  the  audience  in  cars!  His  first 

id  as  much  as  33  per  cent  to  the 

ese  listeners  come  absolutely  free.  When 

dios  people  have  at  home,  you 

'i's  initial  report  slum's  that , 
ute.  On  the  average,  people} 

'urdays  and  Sundays,  19% 

ekend,  18%.  Moreover,  CBS 

tuned  in  to  a  program  know 

even  in  mid-winter,  radio  talks  to  as  many  as  two  million  cars 

driving  during  the  day  add  14%  to  the  weekday  radio  audience,  and 

7eople  driving  at  night  add  l-t%  during  the  week,  and  on 

Radio's  recent  studies  on  the  Jersey  Turnpike  indicate  that  seven  motorists 

the  sponsor  and  can'' play  back''  substantial  parts  of  his  commercial. 



E'rize  donors  help  promote  C 

The  Feather  Your  \est  show  on 

\BI  l\  has  a  unique  method  for  keep- 

ing itself  supplied  with  costl)  prizes 

foi  contestants  while  also  promoting 

tin-  show  for  ii-  sponsor,  Colgate-Palm- 
olive Co.  The  William  Est)  agenc) 

last  year  formed  a  group  called  "The 
\merican  Home  Beautifying  Institute" 

Prizes  are  displayed  daily  in  a  complete  room 

Home  show  touts  WAVE-TV, 
screens  Louisville  tv  Harm 

\l!<  l\  -  "magazine"  show  Home 
became  Farm  for  one  da)  when  ii  orig- 
inated  from  Louisville's  WAVE-TV. 

Seeking  .1  "typical  American  family 
farm  home"  to  feature  l">  a  spring 
show,  Home  decided  in  spend  25  min- 

utes ■  >!   theii    hour  -how    there. 

I  he  show  featured  a  tour  ol  the  sta- 

tion's farm  and  viewers  learned, 
among  othei  things,  how  t"  prepare  a 

Kentuck)  smoked  ham.  Cameras 
looked  in  "ii  the  various  farm  animals 

ami  one  <  ami  1 .1  was  mounted  atop  the 
60-fool  silo  i"  scan  the  350-acre  farm. 

Home  ma)  make  another  vi-ii  i<>  the 

farm  dui  ing   the  summer.  *  *  * 

0/«'f(fflOlll(l    ItriHiilnislcrs 
sponsor  soil   jtf<h/i>i</  contest 

WK\  and  Vvk^i  TV,  Oklahoma 

City,  expecl  i"  have  al  lea3l  1~  foreign 
nations  represented  al  theii  fourth  an- 

nual National  I, .mil  Judging  Contesl 

in  lir  held  laic  in  April.  The  contesl 

.itir ,M  1-  1  ontestants  li om  ovei  hall  the 

states  in  the  I  .>..  is  operated  in  intei 

olgatv-Palmolive  quiz  show 

In  coordinate  the  efforts  of  prize  do- 

nors in  promoting  the  show.  The  in- 

stitute encourages  the  donors  1  1  1  to 

buy  adjacencies  before  and  after  the 
show  on  their  own  local  stations  and 

(2)  to  build  store-wide  promotions 

featuring   prizes   highlighted  on   show. 

A  single  room  of  a  house  is  shown 

each  day  with  donors"  prizes  men- 
tioned by  the  female  m.c.  while  she 

shows  viewers  how  the  room  is  ar- 

ranged and  furnished.  A  contestant 

picks  out  the  particular  prize  she  would 

like  to  win,  if  she  answers  the  ques- 

tions correctly.  Show  is  aired  Monda\ 

through  Friday  12:30  to  1:00  p.m. 
from  New  York  Cit) . 

The  prizes  furnished  range  from  pic- 
lure  frames  all  the  wav  to  a  house, 

which  is  given  awaj  as  the  Grand 

Prize  several  limes  a  year.  Show  is 

carried    li\    over  !!0  -lations.  *  *  * 

ests  oJ  the  -"il  conservation  program. 
The  stations  receive  cooperation 

from  the  various  slate  and  national 

agricultural  agencies  as  well  as  from 

Oklahoma  A.&M  College  and  the  Okla- 

homa Soil  Conservation  Service.  The 
contest,  under  the  direction  ol  farm 

director  Jack  Stratton.  drew  over  2,000 

-oil  conservation  enthusiasts  in  1054. 

Ibis  year,  the  contest  and  accompany- 

ing school,  has  been  broadened  in 

-  ope,  and  even  larger  crowds  are  ex- 
pected.   Cash  awards  total  over  $2,000. •  •  • 

Antazo  maqieian   soils 

puddinq-pio  itii.v  011  tv 

\  iv  spot  campaign  is  being  con- 
ducted via  KM.  bv  American  \laize- 

Products  Co.  Using  one-minute  films 

starring  a  magician,  vlilbourne  Chris- 

tophei    plugs    \m.i/o  bv    doing   a   fast 

1 1  i<  k    and    then    mo\  es    into   a    pilch    loi 

the  instant  pudding  and  pie  mix.  The 

film  commercial  is  especiall)  designed 

for  the  small  fiv.  pointing  mil  that 

each  package  ol  the  product  contains 
a   trading  card   with  a  ti  ick   kid-  can 

easilv  learn.  To  tie  it  all  together  in 

the  mind-  of  the  viewers,  Christopher 

is  billet!  as    Vmazo  the  Great.      *  *  * 

W'.X'LW,  Ti'xaco  If  am  up 

to  aid  tlial  ehanqe  in  t'ars 
\\  Inn  \\  \l.\\  .  Indianapolis,  changed 

its  frequero  5  from  1590  to  950,  gen- 

eral manager  Robert  I).  Enoch  ar- 
ranged for  70  Texaco  dealers  in  the 

area  to  alter  car  radios  of  listeners 
free.  All  the  car  owner  had  to  do  was 

drive  into  the  service  station  and  re- 

quest  the  alteration. 
The  service  station-  erected  window 

display  posters  advertising  tin*  fact  that 

the)  adjusted  the  push-button  radios 
free,  and  WXLW  gave  the  plan  short 

plugs  over  the  air.  \  complete  manual 

explaining  how  to  change  the  radios 

was  supplied  to  the  Texaco  mechanics 

Free     car     radio     adjustment     promoted     sales 

bv    the  station. 
Within  five  days  the  Texaco  dealers 

reported  about  100  sets  per  station  per 

day  were  being  adjusted.  Texaco  sta- 

tion men  were  reported  "high!) 

pleased'"  with  the  influx  ol  trade  that 

the   venture   brought    them.  *   *  * 

Itedesiqned  Marlboro  pack 
wins  two  annual  awards 

The  new  Marlboro  cigarette  case 

(see  "Should  \<»u  redesign  your  pack- 

age for  coloi  ivy'"  sponsor  21  Feb- ruarv  1 955  1  received  two  awards  from 

the  Folding  Taper  l!ox  \ssociation  of 

America.  The  new  design  look  first 

place  in  both  the  "Tobacco"  and  "New I  -c"  categories  of  the  1 '  '5.5  Folding 
Carton  Competition.  The  new  package 
i-  among  tho-e  I  .S.  companies  have 

redesigned  recentl)  keeping  the  needs 

ol   coloi    Iv    in   mind.  *   *   * 

Kricl'lq    .    .    . 

Television  continues  to  creel  towers 

that  overshadow  the  Empire  State 

Building,  until  recentl)  the  world  - 
tallest  man-made  structure.  \  televi- 

sion lower  i-  being  erected  near  Hal- 
las  foi  use  bv  KRLD-T\   and  \\  I  \  \- 
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T\  that  will  measure  1,521  feet.  This 
is  50  led  taller  than  the  famed  New 

York  sky-scraper  together  with  its  t\ 
tower. 

k\l  \.  Shenandoah,  Iowa  has  a  col- 

orful brochure  available  describing  it- 
liiston  as  the  station  enters  its  30th 

year.  The  booklet  depicts  the  coverage 

the  station  has  given  its  varied  pro- 
graming fare,  is  liberally  sprinkled 

with   photos  of  the  staff  in  action. 

One  of  the  most  complex  tv  hook- 
ups ever  used  brought  the  live  telecast 

of  the  feature  race  on  opening  da) 
from  Oaklawn  Park.  Hot  Springs.  Ark. 

to  K  VI  \  viewers.  I  sing  portable  mi- 

crowave equipment,  Southwest  Hell- 
Arkansas  established  the  complex 

hook-up  as  follows:  the  live  signal 
went  from  a  portable  station  atop  the 
grandstands  to  a  microwave  receiver 

on  West  Mountain,  then  1 1  '  ̂  miles  to 
a  tower  at  Magnet  Cove,  to  another 
tower  on  Shinall  Mountain,  then  11 

miles  to  a  portable  receiving-transmit- 
ting station  on  top  of  Southwestern 

Bell's  "MOhawk"  exchange  office  in 
Pulaski  Heights,  and  finally  by  cable 
to  the  KATV  station  in  Pine  Hiuff. 

All  of  the  involved  ecpuipment  is  be- 
ing left  in  position  because  KATV  is 

televising   the    feature  race  every   Sat- 
urday as  long  as  the  meet  is  on. 

#        #        * 

The  famous  American  baritone  John 

Charles  Thomas  is  now  the  general 

manager  and  vice  president  of  KAVR. 
Apple  Valley.  Calif.  Mr.  Thomas,  who 

has  performed  with  many  of  the  most 

famous  opera  companies  in  this  coun- 
try,   will    also    participate    in    some    of 

SOUTHWEST  VIRGINIA'S  /JiO+te&t  RADIO  STATION 

KAVR  s   general   manager  John   Cha'les  Thomas 

the  new  program  ideas  which  KAVR 

will  broadcast.  He  is  probably  best 

known  as  a  member  of  the  Metropoli- 
tan Opera  Coinpam  which  he  joined 

in    L934. 

[Please  turn  to  page  121  | 
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o^lifc 

PULSE 

HOOPER 

NIELSEN 

For    31    years 

WDBJ    has    been 

the  MOST  LISTENED 

TO- MOST  RESULT- 

FUL  RADIO  STATION  in 

Roanoke  and  Western  Virginia. 

Ask  Free  &  Peters! 

Established  1924  ■  CBS  Since  1929 

AM  .  5000  WATTS  •  960  KC 

FM  .  41.000  WATTS  •  94.9  MC 

ROANOKE.     VA. 

Owned  and  Operated  by  the   TIMES-WORLD  CORPORATION 

FREE  &  PETERS.  INC.,  National  Representatives 

:-u>:« 

'Na^teJ***" 
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WILD 
COVERS 

THE  XATION'S 

27 TH 

Metropolitan  Market 

plus A   41  County 
 
Trading

  
Area. 

"First  In    The 
Heart  Of   D 

POPULATION  1,840,145 

RADIO  HOMES  485,964 

NET  INCOME  $1,946,254,295 

RETAIL  SALES  $1,175,549,610 

"You    Can't    Buy 

A  Better  Station" 

George  L.  Sutherland — Gen.  Manager 

Represented  Nationally  by  Forjoe  Inc. 

In  the  Southeast  by  Clark  Brown  Inc. 

WILD 
10,000  WATTS 

850  KC  -  MBS 

(Continued  from  page  26) 

ah — hhmmm — if  you  don't  mind,  in  your  closing,  it  you'll 
just — er — ah — ulihli — jiir-t  sort  of  say  a  word  or  two.  .  .  ." 

Nothing,  I  have  noted,  will  result  in  a  reaction  on  the  star's 
part,  wherein  he  believes  he  is  being  soft-soaped  into  doing 
something  con-iderabl\  beneath  his  stature  as  the  greate-l  per- 

former in  his  line,  than  the  approach  I've  just  outlined.  On 
one  occasion  a  performer  even  replied: 

"Wait  a  minute,  buddy.   I'm  an  artist!  .  .  ." 
There  is,  1  think,  a  pretty  simple  approach  to  hone-l!\  per- 

suading a  performer  that  it's  highly  important  and  even  desir- 

able that  he  do  part  of  the  selling,    it's  this: 
In  the  years  of  show  business  BT  (Before  Television),  a 

performer  measured  the  quality  of  hi-  work  by  applau-e.  In 

tv  there  is  quite  another  measure  of  an  entertainer's  accept- 
ance. Rating?  Partially,  yes.  But  the  final  measure  is  whether 

or  not  the  show  the  performer  is  doing,  is  selling  the  sponsor's 
product.  The  performer's  audience  today  applauds  him  on 
television  in  the  final  analysis,  in  just  one  way.  They  go  out 

and  buy  the  product.  When  they  don't,  the  hone-t  and  rea- 
sonably intelligent  performer,  will  get  a  horrible  mental  pic- 

ture of  those  cold  audiences  at  the  Bijou,  who  sat  on  their 

hands,  while  a  guy  was  up  there  giving  his  all. 

\\  hen  an  entertainer  buys  that  concept  of  l\  applause,  he'll 
"-ell""  not  only  without  griping,  but  with  enthusiasm. 

\ilnall\  tin-  problem  will  slowly  but  steadily  correct  itself. 
Intelligent  talent,  and  particular!}  personal  managers,  are 

not  only  eager  and  willing  to  help  -ell  the  sponsor's  product, 
but  are  conscientiously  working  toward  learning  how  to  sell 

it  nio-i  effectively.  For  example  there's  a  young  girl  named 
Betty  Johnson,  who  has  done  considerable  radio  and  some  t\ 

work.  Fundamentally  Betty's  a  singer,  though  she's  con- 
-laniK  stud)  ing  dancing  and  dramatic-.  She's  currently  work- 

ing on  the  ( ja  I  en  Drake  radio  -bow  on  CBS  and  make-  records. 

But  Beth  has  done  a  series  of  commercials  for  Borden's,  and 
she  and  her  managers  are  as  alert  to  opportunities  to  do  other 

commercials,  as  well  a-  to  gel  increasing!)  important  jobs  as 
a  >i raigbt  performer. 

This  i-  not  ju-t  a  question  oJ  earning  a  lew  extra  dollars 
from  the  commercial  work,  but  much  inure  a  mailer  of  proper 

development  as  a  -how  business  personality,  1955.  When 

Bett)  liil-  il  big.  a-  I'm  sure  she  will,  she'll  be  prepared  to  do 

a  complete  job  lor  her  sponsors  -he'll  sell  die  product  as 
well  a-  -In'  -ell-  her  -ong-. 

•  •  • 
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Marketing  Gold  Mine! 
By  John  Popper  and  I »«- ■- 1  Ferguson 

1 1  hi  t  ■  -    not     a    sales 

in  a  n  a  g  <■  i    alive    w  !i  o 
w  niildii  t   lit-  glad   to  ;^i\  r 
his  <  \ eteeth  lor  a  brand 

new  market.  \\  ell.  weN"  .• 
gol  one.  Not  simpl) 
brand  new.  But  brand 

new  and  heavil)  popu- 
lated. Brand  new  and 

free  spending.  Brand 
new  and  -old  100  per- 

cent on  one  medium! 
Trv  and  find  a  mar- 

ket like  it — we'll  bet  you  can't!  This  single  market  is 
bigger  than  New  York  City.  Bigger  than  Los  Angeles. 
Bigger   than    St.   Louis — Cleveland — Philadelphia. 

And  it's  been  right  under  the  nose  of  everybody  in 
Memphis  for  a  long  time.  But  until  our  radio  station 

\\  1)1  \  became  the  first  to  program  exclusively  for  /Ve- 
gro  listeners  here,  this  great  new  market  remained  un- 
discovered. 

10%  of  USA:  For  WDIA  commands  the  Negro  mar- 
ket in  this  area.  And  right  here  are  close  to  10  percent 

of  all  the  Negroes  in  the  entire  United  States!  We  call 

it  the  "Golden  Market."     It  numbers  1,230,724  Negroes. 
Spend  80'  <  :  These  folks  make  money.  What  is  even 

more  important  to  sales  managers,  they  spend  most  oj  it. 
It  is  a  fact  that  these  folks  spend,  on  the  average.  80 

percent  of  the  money  thev  earn.  They  spend  it  on  con- 
sumer goods  and  services. 

And  here's  something  else.  As  has  been  recently  point- 
ed out  in  Sponsor,  these  folks  are  not  to  be  classified  as 

"buyers  from  a  low  income  group." 
Quality  Buyers:  The)  buy,  if  anything,  the  better  qual- 

ity items  for  sale.  They  buy  plenty  of  matches  and 

baking  soda  and  soft  drinks.  But  they're  also  eager  cus- 
tomers for  big  items.  Big  cars.  Nice  houses.  Fancy 

suites   of   furniture. 

What  were  getting  at  is  this.  These  folks  buy  for  the 

same  reasons  that  other  folks  buy.  But  they  have  addi- 
tional reasons,  peculiar  to  their  own  group. 

The  Memphis  market  is  40  percent  Negro — an  impor- 
tant fact  to  think  about  in  its  own  right.  But  add  to  it 

these  facts. 

That  Negroes  buy  64.8  percent  of  all  flour  sold  in 
Memphis. 

Negroes  buy  56.6  percent  of  all  laundr\  bleaches  sold 
in  Memphis. 

Negroes  buy  50.3  percent  of  all  mayonnaise  sold  in 
Memphis. 

Negroes  buv  60  percent  of  all  (hot  nib-  Mild  in  Mem- 

phis. 
Negroes  bu\  60  percent  of  all  deodorants  sold  in  Mem- 

phis. 
That  is  not  "low  income'"  buying.  That  i>  what  we 

might  call  "special  group"  buying.     For  special  reasons. 
And  one  of  those  reasons  is  that  Negroes  in  the  South 

use  their  homes  for  a  <>reat  part  of  their  -<><  ial  life. 
The\  spend  money   on  things  for  their  homes. 

Thev  have  larger  than  averaue  families.  I  he\  spend 
money  on  things  for  their  children. 

The  point  is  that  the)  arc  willing-  far  more  willing 
than  the  average  man — to  spend  their  money.  The)  have 
been  spending  it.  and  are  continuing  to  spend   it. 

In  our  WDIA  area,  their  wane-  will  amount   to  >27o.- 

i51.00  tin-  year.     That's  ovei  n  quarto  billion  </<</- 

Vnd   remember  that   80  percent   "I    it    i-  going   t"   be 
-pint  on  ilnri^.^  foi   borne  and  famil)     consume]   -j.   Is. 

Then  On  n  Station:  Now  here  i-  where  we  can  tell  you 
how  you  can  reach  this  market     positively. 

^  mii  can   reach  it   with  \\  1)1  \. 

For  WDIA  was  the  first  station  to  talk  to  these  folks  in 

accents  the)  know  ami  understand,  in  the  Southern  <  itv 
that  ranks  first  in    Negro   population. 
WDIA  uses  Negro  music.  Turn  the  dial  idl)  you 

can  t    mistake   it. 

\\  1)1  \  uses  Negro  voices.  \\  ilia  Monroe,  stai  ol  "The 
Tan  Town  Homemaker  Show,"  wa-  the  first  Negro  wo- 

man broadcaster  in  America.  Ford  Nelson,  stai  ol 

"Glory  Train."  "Highwa)  to  Heaven  and  "Tan  [own 
Jubilee,"  is  known  to  ever)  Negro  For  miles  and  miles around. 

Tremendous  Response:  \n  w  under  these  folks  regard 

WDIA  so  proudK  as  the  only  station     their  station !     No 
wonder  thev    keep   \\DI\   tuned    in      morning,   i   n   and 

night. 
\n  wonder  this  keen  appreciation-  this  fierce  devo- 

tion— has  swept  WDIA  from  250  watts  to  5().(M)()  watts 
of  power — in  just  one  bi^  step! 

No  wonder  this  feeling  has  put  \\  HI  \  at  the  top  ol 
both  Hooper  and  Pulse  tabulations.  And  this,  in  a  field 
of  8  stations,  some  of  which  had  been  on  the  air  in 
Memphis  for  more  than  25  years! 

Does  this  combination  of  heav  v  spending,  concentra- 
tion of  customers  and  direct  contact  through  a  single 

medium   of  unmatched   acceptance  get    results? 

)  ou  bet  it  gets  results. 

Here  are  just  a  few  of  the  nationallv  famous  adver- 
tisers who  came  to  WDIA  and  got  results — whopping 

results: 

Crisco,  Halo.  Kool  Cigarettes,  .Super  .Surfs. 
Itrutto.  Foloer'.v  Coffee.  Hunt's  Toinnto 
.Siiiicc.  Kellof/o'.v  Corn  Flakes,  Stcansdotru 
Cake  ftixes,  Pet  Vfilfc,  WUdrooi  Cream 
Oil.   fioltt    Vferfuf    Flour.    \\  rioleu. 

We  could  add  a  list  of  main    mure. 

But  we'd  like  to  talk  about  the  kind  of  product  and 
sales  problem  that  especially  interest  you.  No  mattei 

what  the  product,  we'll  have  some  pertinent  information. 
No  matter  how  the  problem  of  making  sales  in  the  South 
has  looked  to  von  until  now.  tin-  is  a  new  slant. 

ion    write   US   a   note,   and   tell    u-    what    product    you're 
working  with.     We'll  send  you  back  promptl)   the  hoi 
not  cold     figures  on  our  "Golden  Market. 

\\|)|\  i-  represented  nationall)  l>v  John  E.  Pearson 
Compan) . 

f         /ft  '    /       President 

(^/     General 

.\fanagtr 

an  1 1  ial    Manager 



fir.   Station    Manttger: 

^4 re  you  looking  for  results  from 

your  trade  paper  advertising? 

c 

"Sales 

Results  on 

the  trip 

were 

excellent 

10(9     BANNOCK     STRttT      OENVtn       COIORAOO     ■      PHONI     TAbor    631* 

C    H    A    N    N    C    I       IQ] 

JOSEPH  HEROLD 
Station  Manogtr March  2,  1955 

Mr.  Edwin  D.  Cooper 
Western  Manager 
SPONSOR  Magazine 
6087  Sunset  Boulevard 

Los  Angeles,  California 

Dear  Edj 

I  found,  while  on  a  sales  trip  to  New  York,  that  timebuyers 

do  look  at  the  ads  in  SPONSOR.  KBTV  ran  a  full-page  ad  in 
the  January  10th  issue  of  SPONSOR  which  coincided  with  my 
sales  trip  to  New  York.  Quite  a  number  of  timebuyers  mentioned 
they  had  seen  the  KBTV  ad  and  were  quite  impressed  with  the 
story  on  the  program  ratings  of  KBTV. 

Sales  results  on  the  trip  were  excellent  and  I  am  firmly  con- 
vinced that  our  ad  in  SPONSOR  helped  to  pave  the  way  in  connec- 

tion with  many  of  our  sales  pitches. 

Kindest  regards. 
Sincerely, 

JHrrla 
^-fc  s^r&t 

JjSseph  Harold, 
tation  Manager 



JJJ  Pi)! 
lOOO   WATTS CLEAR    CHANNEL 

73D 
Telephone  3-6428 Charleston.  South  Carolina 

Mr.  No  mum  R.  Glenn,  publisher. 
Sponsor  Publications  Inc. 
40  Last  49th  Street, 
New  York  17,  N.Y. 

Dear  Norm: 

I  know  you  like  "off-beat"  letters.   So  bear  with  me  and  you'll 
find  this  one  fits  that  classification. 

About  three  years  ago  we  entered  into  a  national  promotion 
campaign,  using  only  SPONSOR,  with  a  series  of  ads  pointing  up 

our  "Pal"  trademark  and  outlining  the  specialized  negro 
programming  and  high  ratings  at  WPAL.   We  continued  this  ad 
schedule  for  two  years. 

During  the  period  in  which  the  ads  were  running  I  was  constantly 
amazed  at  the  strong  identification  of  our  little  dog.   After  our 
ads  had  been  running  about  six  months  time  buyers  would  say, 

when  I  called,  "Oh  yes,  you're  from  the  "little  doggy'  station." 

All  this  leads  up  to  the  fact  that  since  we've  been  out  our 
identification  has  slipped,  and  we  need  the  push  that  SPONSOR  can 
provide. 

So  we'd  like  to  reinstate  our  schedule  of  third  page  ads  effective 
with  the  first  April  issue  once  a  month  for  one  year.   Lots  of 

nev.  time  buyers  in  the  business  who  ought  to  get  acquainted  with  "Pal." 

Viould  you  be  good  enough  to  send  me  a  contract — same  rate,  I  trust. 

CordJAtty, 

"Oh  yes, 

you  Ye  from 
the  little 

doggy 

Laurens  /ftJOo re 
Executive  Vice  President 

station 
y  y 

Here's  what  an  ad  schedule  in  SPONSOR  docs  for  your 

station.     You're  in  the  limelight.     And  that's  important. 
For  there  are  more  than  3,000  sets  of  tv  and  radio  call  letters  fighting  for 

the  timebuyer's,  account  executive's,  and  ad  manager's  attention.    Your  message 
gets  the  full  attention  of  these  decision-makers  in  a  top  rated  prestige  magazine 

where  7  out  of  10  readers  are  in  buying  jobs  (guaranteed  circulation 

10.000)  and  every  word  of  editorial  copy  is  bea   1  right  al 

them.     You  can't  beat  a  buy  like  SPONSOR. 

SPONSOR 
THE        M    A   G    A 

ZINE   RADIO   AND   TV   ADVERTISERS    USE 



AUTORAMA 

tinued  from  page    I  I  I 

o  to  buj    1955  models  of  all 

\iiil  Lane  himself  would,  of  course, 

do  tin'  >flliiii:  v\ith  the  aid  of  his 

omnipresent    blackboard. 

The  week-long  build-up  campaign 

which  preceded  "autorama"  night 
I  the  idea  that  the  event  was 

one  in  which  the  public  could  take 

active  part.  Air  commercials  and  news- 

paper ads  all  mentioned  to  listeners 

and  readers  that  ")  <>u  participate." 

The  hoopla  also  played  up  Olin's  as 
the  "World's  Wildest   Traders." 

I.i  help  gel  these  ideas  across,  Olin's 
bought  70  one-minute  announcements 
divided  between  three  Miami  radio 

stations,    WIN/.    \\  \II.\1    and    W  IOD. 

On  WTVJ.  Ed  Lane  called  attention 

to  the  event  on  Olin's  Tuesday  evening 
Big  Playback  program  and  Thursday 

night  Hollywood  Spotlight  show.  At 

no  cost  to  the  sponsor,  the  station  ran 

18  promotional  announcements  be- 

tween Wednesdaj  and  Friday  urging 
attendance  at  the  event.  In  addition, 

on  Friday  afternoon  on  its  Alec  Gib- 

son Show  (4:00-4:30  p.m.),  WTVJ 

included  a  five-minute  segment  show- 

ing the  activity  of  setting  up  equip- 

ment for  the  "autorama"  remote.  This 
helped  establish  the  exact  location  of 
the   event  with  viewers. 

Newspaper  ads  ran  in  the  Miami 

Herald  and  the  Miami  Daily  News 

every  day  Monday  through  Frida\  of 
the  big  week. 

The  "autorama"'  was  scheduled  to  be 
telecast  from  12:15  a.m.  to  7:00  a.m.. 

a  time  when  Miami  television  is  nor- 

mally dark.  M.c.  of  the  show  was  Jack 

Cobb.  WTVJ  staff  performer.  Ed 

Lane's  on-camera  trading  and  auto 

selling  for  Olin's  was  interspersed  with 
entertainment  acts  such  as  the  Vaga- 

bonds. Calypso  Eddie,  the  Ringling 

Bros..  Harnum  &  Bailej  Trampoline 

act.  several  dance  acts,  and  music  b) 

a    hillbill)    band. 
The  auto  trading  proceeded  in  this 

manner.  A  customer  would  drive  his 

car  in  front  of  Olin's  blackboard  (well 
covered  by  a  tv  camera )  and  tell  Lane 

what  he  would  like  to  buy.  Lane  would 

appraise  the  customer's  old  car  and  a salesman  would  then  drive  it  off  the 

lot.  Another  salesman  would  then 

drive  the  new  car  "on  camera"  and 
Lane  would  make  a  deal  with  the  cus- 

tomer.   The  price  agreed,  the  customer 

f.     Vetc  stations  on  air* 

CITY  4  8TATE 

BATON    ROUGE,   LA. 

BEAUMONT,   TEXAS 

BUFFALO,   N.Y. 

HILO,    HAWAII 

PROVIDENCE,    R.    I. 

WACO,    TEXAS 

CALL  CHANNEL  ON-AIR 
LETTERS  NO  OATF 

ERP  <kw)' I       Visual 

WBRZ  2 

KFDM-TV  6 

WBUF-TV  17 

KHBC-TV  9 

WPRO-TV  12 

KWTX-TV  10 

Antenna  NET  I      STNS.     I       yARKETI 

(ft)"*     |    AFFILIATION       I    ON  AIR    |  (goOl 
PERMITEE.    MANAGER.    REP 

14  Apr. 

1  Apr. 

9  Mar. 

25  Mar. 

27  Mar. 

30  Mar. 

100 

100 

78 

2.12 

316 

107.2 

890 

537 
428 -302 

511 

525 

NBC 
ABC 

CBS 

NBC 

WAFB-TV      80,000 

KBMT 40,000 

WBEN-TV    170,000 

WGR-TV 
None 

NFA 

WJAR-TV      88,000 
WNET 

KANG-TV      46,965 

Louisiana   Tv    Bcstg.  Hollingbery 

Baton    Rouge    Bcstg.    Co..    owners 
Douglas    L.    Manship.    pres. 
C.  V.    Porter,    v. p. 

Beaumont   Bcstg   Corp.'  Free   &   Peters 
D.  A.    Cannan,    pres. 

C.    B.    Locke,   exce.   v. p. 

WBUF-TV.    Inc.  H-R 
Sherwln   Grossman,   pres  .  gen.   mar. 

Gary   L.   Cohen,   exec.   v. p. 

Hawaiian   Bcstg   System  Free   &    Peters 
P.    Howard    Worrall.    pres. 
C.    Richard    Evans,  v. p.   &   gen   mgr 

Cherry   &    Webb    Bcstg    Co.  Blair 
William    S.    Cherry,    pres.  Blair 
Doc   Schoen.    gen.    mgr. 

KWTX    Bcstg   Co.  Pearson 
Mrs.    Mp.bd   B.    Morris,   executrix   of  estate 

of    late    Beauford    Jester 

JaPAM    A      Buchanan,    dir. 

If.     I%ew  construction   permits* 

CITY  i.   8TATE 

DES   MOINES,    IOWA 

MOBILE,    ALABAMA 

ROANOKE,   VA. 

YAKIMA,   WASH. 

CALL 
LETTERS 

CHANNEL NO. 
DATE OF   GRANT TARGET DATE 

jERP  (kw)" 

Visual 

8 

23 
Mar. 

316 

WKRG-TV 5 
23 

Mar. 
100 

7 

31 

Mar. 316 
23 

30 Mar. 21.9 

Antenna    i  STATIONS 

(ft)"*  ON  AIR 

SETS  IN 
MARKETt 

1 000 1 PERMITEE.     MANAGER.     RADIO     REP1 

— 

623    KGTV  302,000 
WHO  TV  vhf 

520   WALA-TV   101,100 
vhf 

1997    WSLS-TV     325,769 

960    KIMA-TV       47,567 

Cowles    Bcstg 

Register    &    Tribune    Co.    I00°„    owner Gardner    Cowles.    pres. 
John  Cowles,   chmn   of   bd   &   v. p. 

WRKG-TV    Inc.  Y 
Kenneth     R.     Glddens.     pres. 
Jos.  ph    H.    Little,    v. p. 

T  imi  1-  World    Co-p. 
J      B.    Fishburn   86° 
Chinook    TV    Co. 

Hob»rt   S.    McCaw.   sole   owner 

Free   &    Peters 

'    s     stations  on  air 

Marl. its    i  (Hired 

BOX  SCORE 
I'.ttl  Post-freeze  commercial  c.p.'s 
'2(i0         Grantees  on  air 

.>.♦>«  /  ..v  t,  sets  I  I   War.  '55)  35,028,0001 

331  I    v  n  homes  (]   Mar.  "."».",  i        33,200,0001 

•Both    new   e.p  ' ■  nd    dlatl ■    going    on    the    air    listed    hero    are    those    whlrh    occurred    between 
could   be   obtained    In   thai    period,     stations  ire 

miaere/j   to  be  on  the  air  when  commercial   operation   itarU.     "Effective   radiated   power.     Aural 
■  '    'he    rliual    power       •••Antenna    height    above    average    terrain     (not 

t Information   on   the   number   of   leu    Id    marketi   where   not   designated    u    being 
rrom  NBC  R.  .i-srrh,   consists  of  estimate!  from  the  itatloni  or  reps  and  must  be  deemed  approil- '    lathes    of    a 

ra.llo   station   whlrh    1*    granted    a      c.p.    also   represents    the   new    it   operation.     Since   at    preaaUme 
II    li    generally    too   early    to    confirm    tv    representatives    of    most    grantees,    SPONSOR    lists    the 

'    tlic   radio  stations   hi   this   column    (when    a   radio  station   has   been   given   the   tv   grant). 
NFA:    No   figures    available    at    premlme   on    sets    In    market. 
•Interlocking    ownership    with    Mi'\     Wl     Ita    Palls, 
i.  ed    imh  i at  ion    aftei    ■    S  week    ofl   all    i 

BSubJes  t    to    FCC    approval. 
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itl The  symbol  of 
TOP  TELEVISION 

in  New  England's 
BIG  THREE  Market 

The  "Big  Three"— Providence,  Fall  River  and  New 

Bedford— together  comprise  the  nation's  14th  mar- 
ket, a  billion  dollar  retail  sales  area. 

In  this  market  the  familiar  call  letters  WPRO 

have  long  stood  for  the  best  in  radio,  with  the  largest 

listening  audience  in  the  area. 

Now  WPRO-TV  brings  to  this  audience  the  best 
in  TV  from  CBS  Television  and  local  originations 

over  Channel  12,  continuing  a  long  tradition  of 

community  service. 

WPRO-TV  is  owned  and  operated  by  the  Cherry 
&  Webb  Broadcasting  Company. 

Represented  exclusively  by BLAIR 

18  APRIL  1955 

New  York    •    Chicago    •    Detroit    •    San  Francisco    •    Boston 

Dallas    •    St.  Louis    •    Jacksonville    •    Los  Angeles    •    Seattle 

71 



would  sign  the  necessarj  papers  and 
drive  ofi  with  his  new  car.  This  se- 

quence  ua>  repeated  time  after  time. 

B)  7:00  a.m..  1  11  cars  (118  of 
which  weir  1955  models)  had  been 
sold.  Also  aiding  in  sales  during  the 

night  was  a  "Chinese  Auction'"  con- ducted at  four  other  locations  on  the 

lot.  1955  model  cars  were  driven  onto 

separate  daises  and  the  purchase  price 
of  each  marked  on  a  board  behind  it. 

Ever)  minute  that  the  telecast  contin- 
ued, the  price  of  the  cars  were  re- 

duced   b)    $1.00  until  they  were  sold. 
Ovei    the    remainder   of  that    week- 

end, Olin's  sold  160  more  ears  in  ad- 
dition to  the  141  sold  during  the  pro- 
gram. This  total  of  301  is  a  sharp 

contrast  to  the  average  of  120  cars 

sold  on  the  same  days  during  the  pre- 
vious  three   weeks. 

The  "autorama"  started  oil  with  a 
rush  of  visitors;  of  the  total  number 
who  came,  half  of  them  visited  during 

the  first  two  hours.  However,  it  is  inter- 
esting to  note  that  the  heaviest  volume 

of  business  was  accomplished  between 
4:00  and  5:00  a.m.,  according  to 

\\  TVJ.  The  people  who  came  during 

these   hours,   were  not   seeking   enter- 

r m "THE  VOICE 

OF  LONG  ISLAND" 

BIG  summer  BONUS 

8,500,000   PEOPLE  WILL  VISIT 

300,000   additional    residents   WILL    LIVE    IN 

WHLI'S    LONG   ISLAND 
.   .  .   THIS    COMING    SUMMER 

This  BIG  BONUS  AUDI- 

ENCE will  listen  to  WHU'S 

Special  Summer  Programs 

and  Services  in  cars.  Hotels, 

Homes,  Boats,  Beaches. 

ONE  STATION  —  WHLI 

Delivers  this  Audience  — 

because  it  Dominates  Lis- 

tening' ...  in  the  Major 

Long  Island  Market. 

"The  Pulse"  proves  WHLI 

has  the  largest  daytime 

audience  in  the  Major  Long 

Island  Market. 

L 

WHLI 
hpmp<;tfa  nil' 

AM    1100 
FM    98  3 

HEMPSTEAD 

LONG  ISLAND.  N  Y 

Paul    Codofsky,    Pres. 

Represented    by    Rambeau JjMj  Idmi 

tainment,  -avs  the  station  they  were 
there  to  buy.  Lane  feels  that  had  there 
been  two  selling  areas  during  this  rush 

period,  even  more  cars  would  have 
been   sold. 

News  id  the  event  reached  far.  One 

customer  came  all  the  way  from  Key 

West,  165  miles  south,  arriving  at 

6:45  a.m.  to  trade  in  his  six-year-old 
car  on  a  1955  model.  Two  customers 

win-  from  Fort  Pierce,  92  miles  north 
of  Miami.  Motorists  from  Fort  Lau- 

derdale. West  Palm  Beach  and  Vero 

Beach  drove  to  Olin's  to  trade  wild 
with  Ed  Lane. 

In  addition.  Olin's  telephone  oper- 
ators checked  in  112  out-of-town  calls 

from  viewers  who  called  in  to  say  that 

they  would  be  in  to  see  Lane  the  fol- 
low bag  da\ . 

What  did  the  '"autorama"  cost 
Olin's?    The  breakdown  runs  like  this: 

Radio  announcements  S   500 
Transcribed  commercial  100 

Newspaper  advertising    580 
Tv  time  charges  1.000 
Tv  engineering,   production  2,000 
Talent  600 

Total  $4,780 

Since  gross  sales,  as  mentioned  ear- 
lier, ran  to  $261,880,  this  represents 

a   return   of  over  5,000% ! 

Friday  night,  concludes  Olin's,  is' a 

pei  feel  niuht  for  an  "autorama."'  *  *  * 

J 

JOHNSON  b  JOHNSON 
(Continued  from  j«iu.r  33) 

rich,  and  have  taken  in  multiple-prod- 
uct sponsorship  in  a  number  of  cases. 

2.  Some  form  of  co-sponsorship 
-ccius  the  most  lra-il>le  pattern  of  tv 

advertising  lor  a  company  like  John- — « >  r  i  \  Johnson. 

3.  While  great  frequency  is  usually 

a  good  thing,  high  costs  make  it  diffi- 

cult to  obtain.  However,  with  infre- 

quentl)  purchased  products,  daily  re- 
minder advertising  is  not  essential:  a 

few  strong  impres  ions  over  a  period 
of  time  ma\  suffice.  I  For  a  case  in 

point  see  "Esquire  Boot  Polish  hits 

hard  on  tv — but  not  too  often.'"  SPON- 
SOR, 21  January   1955. 1 

I.  1 1  Is  nol  necessary  to  enjoy  the 

top  rating  in  order  to  reach  great  num- 
bers   of    viewers.     A    study    of    Nielsen 

figures,  says  Y&R,  reveals  thai  a  pro- 
gram averaging  a  rating  of  25  will 

reach  90%  of  all  t\  homes  in  the 

I  nited  States  over  a  six-month  period. 
Thai  u.i-  tlic  expectation  for  the  Coca 
-Ik.w.    Even   with  the  February    rating 

12 
SPONSOR 



Hot  SpKnqs 

"Dig  this  CRMY  daisy  chain/" 
"This  is  no  daisy  chain,  son  .  .  .  it's  the  microwave  hookup  created  by 
Southwestern  Bell-Arkansas,  so  KATV  and  the  Chevrolet  Dealers  of  Central 
Arkansas  could  put  the  races  from  Oaklawn  Park  in  Hot  Springs  into 

thousands  of  Arkansas  living  rooms!" 

"Man,  what  a  layout!  Southwestern  Bell-Arkansas  says  that  other  than 
the  transcontinental  microwave  system,  the  KATV  hookup  is  the  longest, 

and  has  the  greatest  number  of  links  in  the  transmission!" 

"That  just  goes  to  show  you  son  .  .  .  KATV  is  running  way  ahead  of  the 

place  horse  in  Arkansas!" 

"Sing  on,  Dad  .  .  .  you  can  take  a  chance  on  the  nags  at  Oaklawn,  but  it's 
a  sure  bet  that  an  advertiser  on  KATV  is  going  to  be  a  winner  ever1)  firm1.' 

For  a  hot  tip  on  Arkansas  see: 
BRUCE  B.  COMPTON 

National    Salei    Mgr. 

Studios   in    Pine    Bluff   &    Little   Rock 

KATV 
CHANNEL  7 

John   H.   Fugate,  General   Manager 
620  Beech  St.,  Little   Rock,  Arkansas 

For  a  hot  tip  on  Arkansas  see: 
AVERY-KNODEL,  INC. 
National    Reps 
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p  to  18.  approximatel)  6,000,000 

homes  were  delivered.  Audience  turn- 

over "ii  the  show  is  about  one-third. 

From  the  long-range  point  of  view  the 

cumulative  audience  becomes  so  large 

as  a  result  that  the  18  rating  is  still  a 

good  buy.  Before  February,  cost-per- 

1.000  per  commercial  minute  had  been 

running  between  $3.90  and  $4.25. 

which  Johnson  &  Johnson  considers 

satisfactor) . 
5.  The  Coca  ~ho\\  offered  the  only 

possibility  at  the  time  of  buying  one- 

minute  participations  in  the  prime  eve- 

ning programs  of  NBC  and  CBS.  the 

two  networks  then  under  considera- 

tion. In  effect,  sponsorship  of  the  pro- 

gram represented  a  transfer  of  ad 
monev  from  Your  Show  of  Shows:  it 

was  an  extension  of  an  existing  adver- 

tising pattern.  (Other  accounts  which 

went  along  on  the  transfer  were  Grif- 
fin.  SOS.   Tunis,  i 

6.  Power  of  the  commercial.  The 

real  choice  \\a-  between  the  Coca  pro- 

gram and  an  addition  to  the  print 

campaign.  T\  circulation  was  estimat- 
ed as  roughl\  equivalent  to  that  of 

Life.  The  presence  of  one  of  the  most 

striking  demonstration  commercials  in 

Already  the  dominant  (VHF)  station  in  a  69-county  market 

in  S.  C,  V  C,  Ga.  and  Tenn.,  WFBC-TV  now  has  the  ad- 

vantage of  location  in  its  new  building  with  WFBC-AM  and 

FM.  Now  more  than  ever,  WFBC-TV,  "The  Giant  of  South- 

ern Skies,'"  can  give  you  coverage  of  one  of  America's  great 
markets  in  the  Southeast.     Ask  us  or  WEED  for  rates,  market 

data   and   assistance. 

The   Giant  of 

Southern   Skies 

NBC  NETWORK 

WFBC-TV Channel  4     Greenville,  S.   C. 

Represented   Nationally  by 

WEED  TELEVISION   CORP. 

the  field,  already  completely  de\  eloped 
and  tested,  was  an  important  factor  in 
the  choice  of  tv. 

J&J's  use  of  participations  would 

appear  to  be  acceptance,  in  practice  at 

least,  of  the  thesis  that  program-com- 
mercial integration  is  not  necessarily 

essential  to  advertising  success. 

Moreover,  the  "insertion"'  approach 
implies  that  the  purpose  of  a  program 
is  first  and  foremost  to  deliver  an  au- 

dience, rather  than  to  sell.  Selling  is 

the  province  of  the  commercial.  No 

matter  how  large  and  pleased  the  audi- 
■  in  i  .  it  is  up  to  the  sales  talk  to  cre- 

ate desire  to  buy  the  product.  In  the 
final  analysis,  the  commercial  stands 

alone. 

Power  to  convince:  II  ever  a  com- 

mercial seemed  strong  enough  to  stand 

alone,  it  is  the  egg  demonstration.     It 
is  \  ivid,  dramatic,  interesting  to  watch, 

and  above  all,  convincing.    Since  it  is 

widel)    regarded  as  an  unusually  suc- 
cessful use  of  tv.  it  may  be  worthwhile 

o  explore  the  reasons  for  its  strength. 
First  of  all.  why  employ  an  egg? 

The  answer  begins  with  a  listing  of 

the  sales  points  that  were  still  the  basis 

of  the  copy  platform  when  Johnson  \ 
Johnson    issued    Super-Stick    in    1953. 

BAND-AID  Plastic  Strips  with  Super- 
Stick  were  said  to  be  1 1  I  flesh-colored, 

(2)     smoother    than    the    older    cloth 
bandages.  I  3  I  thinner  than  others,  (4) 
washable. 

Research  b\  Johnson  &  Johnson,  to- 

gether with  study  of  consumer  mail 

revealed  that  women  were  most  con- 

cerned with  the  problem  of  keeping  an 

adhesive  bandage  on  while  washing 

dishes  or  clothes.  BAND-AID  Plastic- 

Strips  with  Super-Stick,  Johnson  & 
Johnson  claims,  will  sta\  on  though 

the  hand  is  wet.  lit  is  interesting  to 

note  in  this  connection  that  the  corn- 

pan)  has  just  been  granted  a  patent 

[or  Super-Stick— No.  2703083.1 
Here,  explain-  account  executive 

Clifford  Smith,  was  the  problem  as 

hnalK  reduced  to  its  essential  point: 

how  to  convince  the  viewer  thai  Super- 

Stick  will  not  loo-en  in  water.  Get  this 

one  idea  across,  was  the  theory,  and 

ihc  major  pari  of  the  selling  job  is 

done. 

Former  commercials  had  shown 

BAND-AID  Plastic  Strips  in  action, 

applied  to  children  and  adults  in  vari- 

ous situations.  For  Super-Stick  a  spe<  - 

tacular  demonstration  seemed  desira- 

ble.    It    was    decided    to    build    one 
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picture  clear... 

To  help  keep  network  TV  pictures 
clear  as  they  go  from  city  to  city,  the 

Bell  System  is  installing  Automatic 
Switching  Equipment  (A.S.E.)  on  all 

major  multi-channel  radio  relay  routes. 

Here's  how  it  works: 

Even  the  most  carefully  engineered 

microwave  radio  systems  are  affected 

by  some  fading  caused  by  atmospheric 

changes.  The  only  way  to  avoid  tlii- 
interference  in  television  pictures  car- 

ried from  city  to  city  by  radio  relay  is 
to  switch  the  signals  to  another  path. 

Manual  switching  is  not  fast  enough 
to    beat    sudden    fades.    To    make    the 

change-over  automatic,  the  Bell  S\*tem 
designed  A.S.E.  which  switches  radio 
relay  channels  in  a  split  second. 

Now— when  fading  threatens— it  is 
recognized  by  an  electronic  device  thai 

sends  a  warning  signal  back  to  the  con- 

trol station.  The  picture  is  then  sw  it'  he, I 
automatical!)  to  a  protection  channel. 
The  entire  operation  could  take  place 

several  times  a  second  without  disturb- 

ing  J  "in    pi  ogl  .1111  in  ,in\    was  . 
Advances  of  this  soil  in  equipment 

and  technique  assure  that  the  telei  ision 

public  w  ill  have  the  benefit  oi  the  besl 
possible  service  now  and  in  the  future. 

BELL     TELEPHONE      SYSTEM 

Providing  transmission  channels  for  intercity  television  today  ami  tomot 
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around  some  object  which  possessed 
an  intrinsic  shock  value. 

First,  a  saucer  was  used.  I  he  15\\D- 

A ID  Plastic  Strip  held  it  under  water 
in  a  sink,  ostensibly  to  suggest  the 

dish-washing  situation. 
This  was  followed  by  a  glass  tum- 

bler, similarl)   shown  in  a  sink. 
Emotionally,  these  symbols  lacked 

punch.  Still  the)  were  used  both  on  tv 
and  in  the  print  campaign. 

Then  out  of  the  contact  department 
came  the  idea  of  the  egg.  In  the  words 

of  Y&R's  supervisor  of  television  com- 
mercials on  Johnson  &  Johnson.  John 

Swayze,  "The  egg  is  probably  the  most famous  of  all  s\  mbols  of  hreakabilit\ 

Therefore,  it  has  the  great  shock  val- 
ue. And  while  one  might  doubt  the 

reasonableness  of  dipping  crockerj  in- 
to boiling  water,  an  egg  and  boiling 

water  seem  like  a  natural  combination. 

The  simplicity  of  the  demonstration 
is  one  of  its  great  strengths.  All  that 

happens  is  that  a  BAND-AID  Plastic 
Strip  held  by  a  hand  picks  up  an  egg 

and  dips  it  into  a  pyrex  pot  full  of 
boiling  water.  You  see  the  egg  held  by 

the  bandage  while  the  water  bubbles 
around  it. 

76 

Everything  depends  on  vour  believ- 
ing what  you  see.  For  this  reason, 

slow-motion  is  employed  for  what 

Swayze  calls  "the  key  to  the  demon- 
stration— the  exact  moment  when  the 

BAND-AID  Plastic  Strip  strikes  the 

egg.  You  have  to  believe  that  no  trick- 
ery is  being  introduced  at  this  moment, 

or  you  will  not  be  convinced." 
Slow-motion  "lets  you  see  exactlv 

what  happens.  You  see  for  yourself 

that  the  BAND- AID  Plastic  Strip  real- 
ly does  adhere  to  the  egg,  that  there 

is   no   sleight   of  hand." Slow-motion  lias  two  other  advan- 

tages: (1)  b\  providing  dramatic  em- 
phasis it  permits  you  to  justify  going 

through  your  ke\  moment  twice:  i2i 
because  of  its  enhancing  effect,  it  gives 
the  viewer  a  chance  to  absorb  exactlv 

what  you  want  her  to  absorb. 

One  point  remained  for  the  agencv 
and  client  to  clear  up  before  they 
could  sell  themselves  completely  on  a 

commercial  which  had  appealed  to 

them   instantlv.    Spectacular  though   it 

•        *•••••• 

'*If  an  advertiser's  message  doesn't  hold 
the  viewer's  interest,  the  sponsor  is 
kidding  himself — and  that  cannot  hap- 

pen often  in  national  campaigns  hnilt 
on  winning  friends  —  and  customers. 
Commercials  arc  the  preface,  footnotes, 
and  program  notes  to  good  video  fare. 
And  they  pay  the  hill  for  the  hest  tele- 

vision service  in  the  world — the  Amer- 
ican commercial  method — and  the  home 

viewer   i»    never   short-changed." 
JOSEPH  J.  WEED President 

Weed  7Y 

******** 

might  be,  was  not  the  egg  situation 
a  little  remote  from  actual  bandage 

use'.''  Suppose  vou  do  convince  the 
viewer  that  the  BAND-AID  Plastic 

Ship  will  stick  to  the  egg  in  boiling 

water:  Will  you  be  able  thus  to  con- 
vince  her  that  it  will  stick  on  her 

finger? 
Y&R  >  research  department  ran  con- 

sumer panel  tests  to  find  out.  Groups 

of  approximately  75  people  at  a  time 
were  shown  the  commercial  and  ques- 

tioned about  the  sticking   power  of  the 

BAND-AID  Plastic  Snip,  ̂ gencj  and 

client  were  satisfied  that  the  commer- 
cial did  a  good  job  of  convincing. 

The)  decided  that  it  should  help  the 
viewer  make  the  transfer  of  ideas  l>\ 

switching  finall)  from  the  conclusion 
of  the  egg  demonstration  t<>  an  actual 

famil)  situation  involving  use  of  the 
BAND-  \ID   Plastic  Snip. 

I  hose     who     consider     advertising 

more  a  matter  "f  noise  anil  frequency 

than  comincing  sales  talk,  might  take 
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AMERICAN    RESEARCH    BUREAU 

February,  1955,  Report 

CRAND   RAPIDS— KALAMAZOO 

YOU  MIGHT  STEAL    4   BASES   IN  1   INNING*  — 

BUT  .  .  .       YOU  NEED  WKZO-TV 
TO  DRIVE  SALES  HOME 

IN  WESTERN  MICHIGAN! 

WKZO-TV,  Channel  3,  is  the  Official  Basic  CBS  Television 

Outlet  for  Kalamazoo-Grand  Rapids.  WKZO-TV  telecasts 

with  100,000  watts  from  a  1000'  tower,  serves  over  540.000 
television  homes  in  29  Western  Michigan  and  Northern  Indi- 

ana counties — one  of  Americas  "top-25"  TV  markets! 

The  February,  1955  American  Research  Bureau  Report  for 

Grand  Rapids-Kalamazoo  shows  that  WKZO-TV  is  the  BIG 

la\  orite,  morning,  afternoon  and  ni^lit!  \  our  \\  ei  j  -Knodel 
man  has  all  the  facts. 

(100,000  WATTS  •  CHANNEL  3  •   1000  TOWER) 

WKZO-TV OFFICIAL   BASIC  CBS   FOR  WESTERN  MICHIGAN 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 

Number  of  Quarter   Hours   With 

Higher    Rating 

MONDAY  THRU    FRIDAY WKZO-TV 
Stat'on 

B 

7  a.m. — 5   p.m. 52 44 

5   p.m. —  1  1    p.m. 69 27 

SATURDAY  &  SUNDAY 

10   a.m. —  1  1    p.m. 
87 

53 

NOTE:  Survey  based  on  sampling  in  the  following  pro- 
portions— Grand  Rapids  (45%) ,  Kalamazoo  (19%), 

Battle  Creek    (19%),  Muskegon    (17%). 

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 

"'Josh  Derore  oi  the  New  York  Giants  set  this  record  in  a  National  League  game  on  June  20,  1912, 
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note  of  the  great  pains  gone  to  in  this 

commercial  to  eliminate  doubt  wher- 

ever possible.  \n  example  is  the  ap- 

parently trivial  question  of  how   much 
\M)-\U)  Plastic  Strip  surface 

should  be  shown  touching  the  egg. 

John  Swayze  recalls  that  in  the  stu- 

dio the  Super-Stick  proved  able  to  lift 

the  egg  even  if  the  tiniest  of  areas 

tame  into  contact  with  the  egg's  sur- 
face. While  this  was  indeed  an  eye- 

brow lifting  demonstration,  it  was 

feared  that  the  viewer  would  simph 

not  believe  it.  She  would  probably  sus- 

pect  a  trick.    It  was  decided  therefore 

to  use  a  bandage  surface  larger  than n.'.  essar) . 

The  result  of  all  the  effort  to  appear 

plausible  is  that  the  demonstration  is 

plausible  on  the  screen.  True,  the  com- 
pany does  receive  letters  occasionally 

questioning  whether  the  commercial  is 
founded  on  fact,  but  so  far  none  which 

say  the  writers  have  tried  it  themselv.es 
and  failed. 

Life  of  commercial:  A  year  and  a 

half  is  a  long  time  for  a  commercial 

to  run.  How  long  before  even  a  pow- 

erful one  reaches  the  point  of  dimin- 

$65,000,000.00 
— that's     the     buying     power 
from    the  corn   crop  alone   in 

WIBW -TV'S     100    "u^jrea 
where  there  are  150,605    TV  homes.  And  that  $65  million 

is  less  than  5%  of  the  spendable  income  available  to  our 
advertisers. 

WIBW-TV  means  more  .  .  .  sells  more  ...  to  farm 

families  because  it's  the  husky,  strapping  son  of  WIBW 
that  Kansas  farm  families  have  known  and  depended  on 
for  two  generations. 

2    1    55   not    including    Kansas    City   and    St.    Joseph,    Mo. 

CBS-   DuMONT— ABC 

TOPEKA,   KANSAS 

Ben    Ludy.   Cen.    Mgr. 

WIBW   &   WIBW-TV  in   Topcka 

KCKN    in    Kansas    City 

i>hing  returns'.''  Johnson  ik  Johnson 
seems  prepared  to  let  the  current  one 
run  as  long  as  the  evidence  indicates 

it  is  doing  a  good  job.  The  company's 
ad  department  points  to  the  gag  no- 

tice it  is  getting  on  big  variety  show7s, 

among  them  Rob  Hope's,  on  the  Gar- 
row  a\  Today  program  and  others.  This 

notice  means,  says  Schackner.  that  the 

commercial  "has  arrived"  bceause  it 
can  be  used  as  an  immediatel)  iden- 

tifiable s\  mbol. 

E.  G.  Gerbic  Director  of  Advertis- 

ing and  Merchandising,  believes  that 

if  your  commercial  says  exactly  what 

you  want  it  to  say  and  says  it  well, 
there  is  no  reason  not  to  run  it  for  a 

long,  long  time.  He  points  to  the 
steady  flow  of  consumer  mail  which 

mentions  it  to  bear  him  out. 

If  a  change  does  come,  color  t\  may 

be  one  of  the  factors.  Johnson  &  John- 

son has  just  finished  a  color  commer- 
cial for  possible  use  on  the  hnogeiie 

Coca  Show  when  it  gets  a  color  expo- 

sure. The  egg  demonstration  is  re- 
tained,   but    is  given   less   prominence. 

To  those  admen  who  wish  to  try 

the  demonstration  for  themsehes. 

J\.l  offers  a  guarantee  of  success 
provided  the  egg  is  thoroughly  drj 

to  begin  with.  *  *  * 

The  Kaniai  View  FV> 

WOOLWORTH 

i  Continued  from  i>a^c  35  i 

the  coverage  of  the  recommended  sta- 

tions on  an  acetate  overlay.  In  addi- 

tion, the  agencj  asked  each  network 
to  state  how  many  stores  would  be 

reached  in  accordance  with  four  cate- 

gories  of  coverage — those  areas  which 
reported  once-a-week  listening  1>\ 

0-1095     of    radio    homes.    10-21-',  .    25- 
1<>\  .  50-1009? .  The  NCS  L952  survey 

was  to  be  the  base. 

Regardless  of  the  particular  net- 
work, however.  Woolworth  is  sold  on 

network  radio,  and  gives  the  follow- 

ing reasons: 
1.  It  i>  in  '>!!',    of  American  homes. 

2.  The  ARK  stud\  of  last  spring  re- 

vealed that  there  are  some  111.000.000 

tadio  set  locations  Ul  the  I  nited  States. 

which    makes    the    medium    unique    in 

3.  The  same  Stud)   showed  than  26,- 

000,000  cars  were  equipped  with  sets, 

verifying  what  had  been  commonl)  be- 
lieved   about    extent    of   the  car-radio 

audieiM  e, 

4.  Of  all  home  radio  sets,  onh   2-V  ,' 
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portrait  of  a  market... 

* 

*.«■ .*»•*-»«. »• .  ••  ̂   •  %tt 

"?*?■  ■    -    ' 

— — ^. —  =^5f 

••»veoeioeKR„$H 
•  •  •  thousands  of  urorlr- 

j'ohs  ">  ̂-y,  Cv  ;r?°,ng '   ,r"-" 
,"',er<;i"«ofmore";str",'''K  "",23 

^ore  than  419  000  f      ••• 

tu'«  to  WRGB  ,,T,  ,eS'n  ""■— their  n     •  .  ScWctadj    \    \    i 
toe,r  ̂ vision  viewing  "  '"r *"-"««.  »«  „„„,„ WR6B 

*  fi^a'  f/ectrlc  re|eW$.o 
"  Station 
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the    living    room     which    con- 
I  all  home  i\  sell;  this  tes- 

an    important   change   in   the 

nation's    radio    listening    habit-. 
•     Of  the  total  number  of  radios,  the 

greatest    percentage,    almost     100,000- 
are  in  locations  where  radio  does 

not   compete   with    tv     bedrooms,    ga- 

workshops,  car-,  etc. 
To  reach  this  vast  audience.  Wool- 

worth  decided  on  early  .Sunday  after- 
noon.   Two  factor-  ;n  e  in\  olved  :    (a) 

desire  to  avoid  direct  competition  with 

tv  during  evening  hours  and  late  Sun- 
da)    afternoon  and  evening:    (2)    need 
to  he  on  the  air  as  close  to  a  selling 

da)    as  possible,  which  ruled  out  Sat- 
urday. 

Analysis  of  the  1:00-2:00  p.m.  sets- 
in-use  data  shows  why  Woolworth  is 
convinced  ol  the  value  of  that  period 
for  network  radio.  (It  is  interesting, 

incidentally,  to  note  that  the  company 

expressed  its  desire  for  this  period  lie- 
fore  it  was  offered  by  CBS.) 

In  February  of  this  year  radio  sets- 
in-use  for  1:00-2:00  p.m.  was  approxi- 

mated IV,  on  Sunday;  for  tv  it  was 

18%.  Nielsen's  first  car  rating,  or- 
dered by  CBS,  showed  auto  radio  use 

increasing  the  radio  figure  by  about 

I  '<'•' ,    -  total  radio  set-in-use  thus  comes 

to  about  18%.  i  Note  that  no  other 

form  of  out-of-home  usage  is  record- 
ed, i  The  base  for  both  the  radio  and 

t\  figures  in  ibis  i  ase  i-  the  same,  the 
total  radio  count  bl  15,859,000  radio 

liomi  -. 
In  February,  then,  radio  and  tv  sets- 

in-use  seem  to  be  about  the  same  at 

the  Sunda)  lime.  What  happens  when 
the   warm    weather    rolls   around? 

In  Jul)  of  last  year  tv  sets-in-use 
dropped  to  10.1.  In-home  radio 
dropped    onl)    to    12.4. 

It  i-  reasonable  to  expect,  both  net- 

work and  agenc)  point  out.  that  dur- 
ing the  summer  there  will  be  a  very 

large  increase  in  out-of-home  listen- 
ing as  the  nation  takes  to  the  road  in 

the  traditional  fashion.  No  one  can 

today  predict  what  the  car  audience 

will  be  in  July — one  informed  estimate 

expects  a  minimum  three-time  increase 
over   mid-winter. 

In  the  eyes  of  Adrian  Murphy,  pres- 
ident of  CBS  Radio,  the  Woolworth 

-lep  confirms  what  radio  has  been  say- 
ing about  its  coverage  for  the  past  few 

years.  He  is  confident,  he  told  spon- 
sor, that  the  available  audience  will 

continue  to  grow  beyond  its  present 

great  size,  owing  to  yearly  increases 
in   automobiles,  portable  sets  and   the 

creation  of  new    family  units. 

He  is  of  the  opinion,  too,  that  The 
Woolworth  Hour  will  be  a  stimulus 

that  can  only  do  radio  good,  is  hope- 
ful that  it  will  influence  other  account- 

to  adopt  similar  media  policies. 

Cost:  One  of  radio's  great  charms 
today  is  its  economy,  client  and  agen- 

C)  feel.  \  weekly  show  on  tv  runs  to 

millions  of  dollars  over  a  year's  pe- 
riod. The  radio  show  is  even  less 

costl)  than  a  comparable  campaign  in 

a  major  magazine.  Cost  for  one  full- 
page  black-and-white  ad  in  Life  on  a 
52-week  basis  comes  to  $17,910.  Time- 

and-talent  for  the  one-hour  full  net- 

work program,  on  the  other  band, 
come  to  $16,000. 

Woolworth  is  getting  a  big  bundle 

of  glamor  and  names  for  its  modest 

budget.  The  program  is  an  ambitious 
venture  which  will  explore  the  entire 

range  of  popular  and  classical  music, 
try  to  score  many  beats  in  presenting 

new7  works  and  performers.  Essential- 

lv.  the  program  idea  is  "what's  new  in music: 

The  idea  is  to  bring  a  freshness  and 

excitement  to  the  presentation  of  mu- 
( Please  turn  to  page  90) 

HERE'S  HOW  TWO  SURVEYS  MEASURE  WOW-TV,  OMAHA 
5  Of  The  TOP  6  Local 

Shows  Are  On  WOW-TV  ! 
(Daytime  Multi-weekly  •  Monday  thru  Friday) 

SHOW STATION 
HOOPfR 

POSITION 

fob.  1955 
RATING 

AM 
POSITION 

Feb.  1955 
RATING 

TRAIL  TIME WOW-TV FIRST 35 FIRST 27.9 

SNICKER  FLICKERS 
WOW-TV 

SECOND 24 SECOND 

18.0 

MOVIE  MATINEE WOW-TV THIRD 20 THIRD 16.7 

CONNIE'S  KITCHEN WOW-TV 
FOURTH 16 SIXTH 8.0 

NOON  EDITION other FIFTH 14 
FIFTH 

9.4 

NEWS,  FARM  &  WEATHER WOW-TV 
SIXTH 

13 

FOURTH 

9.4 

HERE'S  ANOTHER  WAY  SAME  SURVEYS  MEASURE  US! 

WOW-TV  LEADS  in 
Quarter  Hour  Ratings 

(Noon  til  Midnite  •  Monday  thru  Friday) 

Ask  your  Blair-TV  man  or  write  VC'OW-TV  for  spot  availabilities  in  or 
adjacent  to  these  TOP  RATED  programs  and  the  HIGH  RATIO  Noon  to 
Midnite   period! 

w 

TV- 

Omaha 
Channel  O 

A    Meredith    Station    •    Max.    Power    •    Affiliated    with    "Better    Homes    &    Garden!"    A 
"Successful    Farming"    Magazines    *    Frank    P.    Fogarty,   Vice    President   &   General   Mgr. 
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FIGURING? 

T 
here's  an  easier  way  to  discover 
which  station  reaches  the  biggest 

TV  audience  in  Kentucky  and 

Southern  Indiana. 

CALL  YOUR  REGIONAL  DISTRIBUTORS! 

Ask   each  of  them,    "What  is   your   favorite 

Louisville  television  station?" 

Everybody  in  the  Louisville  area  knows  that  WAVE-TV 

delivers  a  far  better  signal,  over  a  far  greater  market, 

than  any  other  television  station.  So  why  not  cash  in 

on  these  first-hand  FACTS? 

WAVE-TV 
CHANNEL 3 LOUISVILLE 
FIRST  IN  KENTUCKY 

Affiliated  with  NBC,  ABC,  DUMONT 

I  SPOT   SALES 

Exclusive  Notional  Representatives 

18  APRIL  1955 
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GASOLINE HOUSEHOLD    FINANCE 

SPONSOR:                                                  AGENCY: 

ESSO  STANDARD  OIL                                  MARSCHALK  AND  PRATT 

WHAM    SUCCESS    STORY:  To  promote  the  sale  of 

Esso  products  in  the  Rochester-Western  N.  Y.  market 

served  by  WHAM,  Esso  buys  three  "Your  Esso  Reporter" 
programs  daily.  These  top  news  broadcasts  put  Esso 

products  on  top  of  the  market.  Esso  is  selling  stronger 

than  ever  in  its  18th  year  on  WHAM. 

WHAM  Radio,  Rochester,  N.Y.                    Program:  15  Minute  News 

SPONSOR:                                                AGENCY: 

HOUSEHOLD  FINANCE  CORPORATION           NEEDHAM,  LOUIS  &  BORBY 

WHAM  SUCCESS  STORY:  To  add  to  the  more  than 

30,000  people  who  weekly  open  the  Household  Finance 
door  the  local  office  bought  late  evening  program  time. 

Alfred  G.  Waack,  Director  of  Advertising  said,  "Our 
business  in  the  greater  Rochester  market  is  better  than 

ever  before  in  our  history.  A  great  deal  of  thanks  is  due 

to  the  effective  selling  of  our  service  by  WHAM." 

WHAM  Radio,  Rochester,  N.  Y.      Program:  Dick  Doty,  Merry  Go  Round 

COOKBOOKS 

WHAM 
RADIO 
RESULTS 

SPONSOR:  WHAM  RADIO                                          AGENCY:  DIRECT 

We  wanted  to  prove  we  could  sell  cookbooks  better  than 

any  medium  previously  used.  When  nearly  half  a  million 

—over  454,000— cookbooks  were  sold— which  was  double 

the  original  estimate  for  the  Rochester  market— the  pro- 
moters were  astonished.  Everybody  in  food,  publishing 

and  radio  timebuying  sat  up  and  took  notice.  It  was  prov- 
en the  best  recipe  for  getting  a  share  of  the  Western  N.Y. 

market  that  spent  an  estimated  $415  million  on  food  in 
1953  is  WHAM  Radio. 

WHAM  Radio,  Rochester,  N.  Y.       Program:  Personality  Announcements 

LAWN    FOOD SALT   PRODUCTS 

SPONSOR:                                                                         AGENCY: 

GORMEL'S  GARDEN  STORE                                                  DIRECT 

An  idea  that  "high  quality  need  not  be  high  priced"  had 

to  be  sold.  A  "trial"  campaign  of  spots  for  four  weeks  us- 
ing the  shotgun  technique  cleared  a  warehouse  full  of 

lawn  food.  In  one  month  WHAM  Radio  moved  over  300 

tons  of  lawn  food— enough  to  feed  6,000,000  square  feet. 

So  successful  was  this  campaign  the  client  maintained 

the  announcements  for  several  months  and  since  has 

purchased  additional  spots  and  program  time. 

WHAM  Radio,  Rochester,  N.Y.                       Program:  Announcements       \ 

SPONSOR:                                             AGENCY: 

INTERNATIONAL  SALT  COMPANY,  INC.     SCHEIDLER,  BECK  &  WERNER 

To  sell  its  diversified  salt  products  to  housewives,  farm- 

ers, industrial  executives  and  government  officials,  Inter- 
national Salt  Company  has  found  WHAM  to  be  a  good 

low-cost-per-thousand  medium.  WHAM  has  brought 

sales  results  in  this  important  Western  New  York  sales 

market  which  have  helped  build  and  support  high  distri- 

bution of  Sterling  Salt  products.  Down-to-earth  sales  re- 
sults all  along  its  product  line  have  made  International 

Salt  stay  with  WHAM  year  after  year. 

/    WHAM  Radio,  Rochester,  N.Y.       Program:  Personality  Announcements 

LET WHAM 
«5 

Success  like  this  is  the  rule  rather  than 

the  exception  for  WHAM  personalities. 

Why  not  put  this  sales  push  behind 

your  product  or  service? 

RADIO  SELL  1  OH  YOU 

The  STR0MBERG-CARIS0N  Station,  Rochester, N.Y.     Basic  NBC  •  50,000  watts  •  clear  channel  •  1180  kc 
GEORGE    P.   HOLLINGBERY    COMPANY,  National  Representative 
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the  leader  in  growing  San  Diego! 

CBS  -  5000  WATTS  ON  540  KC. 
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sic  on  radio.  Mar-  from  the  stage, 
opera,  movies,  ballet,  night  club  will 
perform.  Guest  conductors  and  jazz 
combos  will  exhibit  their  latest  wares. 

Choral  groups  as  well  as  vocal  soloists 
and  outstanding  instrumentalists  will 
be  sought. 

The  startling  thing  i>  not  so  much 

the  greal  scope  of  the  radio  produc- 
tion I  the  other  networks.  In  the  way, 

presented  ambitious  program  formats 
too),  but  the  cost.  \l  card  rate,  the 
time  cost  for  the  network  on  the  52- 

ueek  contract  is  $10,325  per  week — 
which  leaves  a  production  nut  of  onl) 

$5,675! 
How  CBS  can  delistM-  such  a  show 

at  that  figure  is  its  secret.  V.p.  and 

program  head  Lester  Gottlieb  will  only 

state  that  there  isn't  much  profit  to  be made. 

Working  in  the  network's  favoi  is 
the  willingness  of  stars  to  take  reason- 

able fees  for  performing  radio,  which. 

says  Gottlieb,  they  do  not  expect  to  de- 
liver the  astronomical  dollar  figures 

current   in  t\ . 

II  you  add  to  all  this  the  fact  of 
the  cooperative  nature  of  the  show, 

the  economy  of  the  buy  to  Woolworth 

PHOENIX 

now  INCREASING  in  population 
BY  AN  ESTIMATED  1,000  FAMILIES  A  MONTH 

Phoenix  area's  current  population  (475,000  as  of  January  1) 
is  expected  to  be  increased  by  400,000  additional  residents 

in  the  next  ten  years. 

All  these  new  residents  will  need  homes,  cars  and  clothing  .  .  .  they'll 
buy  food  and  furniture,  radios  and  TV  sets,  gifts  and  garden  tools  .  .  . 

they'll  patronize  restaurants,  theatres  and  resorts.  In  short,  this  area's 
mushrooming  population  makes  it  an  INCREASINGLY  receptive  market 

for  YOUR  product! 

Tell  YOUR  sales  story  the  result-getting  way,  over  KPHO  and 
KPHO-TV  .  .  .  dominant  first-choice  of  advertisers  who  seek 

a  growing  "family"  market! 

SOLD 
reached  most  effectively  through  .  .  . 

KPHO-TV -'KPHO Channel  5 

First  in  Arizona  since  '49 

Dial  910  •  ABC  Basic 
Hi  Fidelity  Voice  of  Arizona NOW 

AFFILIATED  WITH  BETTER  HOMES  and  GARDENS     •     REPRESENTED  BY  KATZ 

become-  evident.  Agency  account  ex- 
ecutive Alary  Hentley  (she  is  the  wife 

of  Lynn  Baker),  points  out  that  Wool- 
worth  is  allowed  seven  minutes  of  com- 

mercial time  and  estimates  that  there 

will  be  four-to-six  separate  product 

pitches  made  per  show.  Since  in  each 
case  some  part  of  the  cost  will  be  borne 

by  the  supplier,  it  is  obvious  that  the 
actual  out-of-pocket  cost  will  be  con- 

siderably less  than  the  contract  figures 
call  for. 

Supplier  interest  is  keen.  A  full 
complement  of  participating  manufac- 

turers has  been  signed  up  for  the  first 

13  weeks,  according  to  V.P.  and  Sales 
Manager  J.  E.  Stromenger.  He  expects 
the  second  13-week  supplier  group  to 
be  lined  up  soon. 

\   ng  the  manufacturers  who  have 
contracted  with  Woolworth  for  partici- 

pations during  the  first  13-week  cycle 
are:  Metalcraft  I  picture  frames),  Da- 

vid Kahn  I  Wearever  Pens),  Crown 

Hosiery.  Paris  Handkerchief,  Ru-sdl 

Corp.  (photo  albums).  Foster  Grant. 

(sun  glasses),  Stelzter  Belts,  Hubbell 

Toy,  C.  W.  Novelty,  Landenbergers 
(footlets),  Jolly  Toy,  Goodman  &  Co., 
(hairdress),  Colgate  (Cutex),  Buster 

Brown  (children's  wear  and  hosiery), 
Hassenfeld  (school  supplies!. 

For  what  amounts  to  a  trifling  ex- 
penditure Woolworth  thus  winds  up 

with  a  big-time  radio  show  that  repre- 
sents a  heavy  merchandising  task  force. 

I  lie  coinpanx  has  been  presenting  the 

story  of  its  entrance  into  network  ra- 
dio to  the  store  manager-  via  an  agen- 

cy-prepared sound-slide  film.  It  pounds 

au.,\  heavilj  at  the  theme  "why  net- 
work radio?"  then  follows  with  a  de- 

scription of  the  show.  It  is  being 
shown  several  times  a  week  to  man- 

ager-groups at  the  Woolworth  Build- 
ing in  New  York. 

Reports  are  that  the  managers  are 

enthusiastic.  In  Wbolworth's  case 
manager  support  is  of  crucial  impor- 

tance because  of  its  decentralized  set- 

up. Each  manager  controls  his  own 
purchasing  and  store  promotions  and 

displays.  "No  matter  how  good  your 

ad  or  show  is,"  says  Miss  Bentley,  "it 
i-  useless  unless  the  store  backs  it  up." 

Sales  aim:  To  a   great   extent    The 

II  oolworth  Hour  is  in  fact  a  mer- 

chandising insli  iimenl.  designed  as 
much  for  the  local  store  as  for  the 

consumer,  \lthough  institutional  ben- 
efils  are  expected,  the  prinian  aim  is 

lo  -ell  goods.  Program  specifics  are 

no|    \  el    fixed.     I'resenl   companj    plans 

90 SPONSOR 



look  to  wfmy-tv 

Thorough  coverage  of  your  market  sells  merchandise.   And  no  station 
or  group  of  stations  covers  the  46  counties  of  the  Prosperous  Piedmont 
as  does  WFMY-TV. 

Here  in  Piedmont  North  Carolina  and  Virginia,  business  is  booming. 
Some  2  million  people  have  money  to  spend  and  last  year  they  spent  it  at 
the  rate  of  $1.5  billion  on  retail  purchases  alone! 

Providing  the  finest  in  local  TV  and  network  programming,  WFMY- 
TV  is  the  only  CBS  television  affiliate  completely  covering  the  325,000 
TV  homes  in  this  $2.3  billion  market. 

With  nearly  6  years  telecasting  experience  and  full  100,000  watts  power, 
WFMY-TV  is  a  must  for  thorough  coverage  of  the  Prosperous  Piedmont. 

Call  your  H-R-P  man  today,  for  details. 

fmy- 
/a/iA 

GREENSBORO.     N.     C. 

Repraented  by 

Harrington,    Righter   &    Parsons,    Inc 

New   Yort  —  Chicago — San   Francisco 

18  APRIL  1955 9! 



call  for  lour  co-op  announcements  pei 
-how.  with  the  resl  of  the  allowed  sev- 

immercial  minutes  devoted  t<> 

i  alized  "W  oolworth"  announce- 
ments. These  ma)  push  various  de- 

partments, tit'  in  with  seasonal  mer- 
chandise, call  attention  to  new  I  i  m < — . 

and    the    like. 

Sales    Manager    Sin   nger    points 

out  that  despite  Woolworth's  universal 
accessibility,  there  are  >till  consider- 

able groups  <>l  people  who  are  not 

well  acquainted  with  the  company's 
merchandising  policies,  or  with  the 
new  lines  it  i«  constant!)  developing. 

Tlie  institutional-type  commercials  will 

he  directed  in  part  toward  these  i  on- 
sumers. 

Some  of  the  general  commercials 

ma)  be  used  to  reinforce  the  supplier 

co-op  announcements,  referring  back 
to  the  specific  product  h\    name. 

\\  oolworth  has  -one  into  thi~  i en- 

ture  with  high  hopes,  hut  appears  un- 
certain about  what  to  expect.  Will 

sales  results  he  immediate?  Or  will 

there  he  the  more  customary  buildup 

ovei  a  period  of  time? 

Compan)  executives  appear  con- 
vinced that  there  will   he  some  effects 

felt  within  the  first  ltl  weeks  of  the 

show  because  of  the  in-store  backing 
thai  will  be  part  of  the  co-op  arrange- 

ment. Promotional  tie-ins  are  in  the 

works  for  each  participating  manufac- 
turer. These  will  he  specifically  creat- 

ed counter  and  window  display's  fea- 
turing the  products  as  advertised  on 

the  show . 
So  important   is  this  merchandising 

support,  says  the  company,  that   it   i^ 

figuring  an  added  cost  of  about    1 H'  , 
of  the  radio  budget  to  cover  it.    Entire 
merchandising    cost    will    he    home    b) 
\\  oolwol  lb. 

A  lot  i-  at  stake  for  \\  oolworth.  It 

looks  upon  its  new  venture  as  a  firsl 

step,  that  could  lead  to  an  expanded 
advertising  operation.  Success  this 

\ear.  sa\>  a  coinpam  -poke-man.  ma\ 
mean  additions  to  the  radio  schedule 

and  entrance  into  tv.  But,  he  cautions, 

this  is  all  still  in  the  realm  of  specula- 
tion. 

Public  relations:  Provisions  are  he- 

ing  made  for  local  cut-ins  which  will 
serve  a  p.r.  put  pose.  Individual  stores 
and  districts  will  have  the  chance  to 

cooperate  in  civic,  public  service  and 

charitable  drhes.  Present  tendenc) 

seems  to  he  to  frown  upon  use  of  the 
local  cut-in  for  ad  purposes,  on  the 

ground  that  this  might  endanger  the 

prestige   of   the   program. 

The  public  relations  aspect  i-  im- 
portant nationally,  loo.  simply  because 

of  the  kind  of  show  that  is  involved. 
\\  oolworth  believes  that  its  musical 

vehicle  has  dignih  and  a  sense  of  im- 
portance that  can  onl)  help  build  a 

friendh     feeling    in    the   long    run. 

I  hen'  i-  also  a  compam  belief  that 

the  -how  will  be  of  help  even  if  there 

is  no  tangible  way  to  measure  its  ef- 
fects,  simply  because  of  its  timing. 

coverage  and  character. 

ABC's  initiative:  ABC  seems  to  have 

kicked  the  whole  thing  olT  through  a 

pitch  direct  to  \\  oolworth  for  an  hour 

musical  show.  In  the  same  period — 

last  year — Mutual  also  made  an  offer. 
For  about  four  months  nothing  was 

done,  but  the  ABC-planted  seed  then 
bore  fruit. 
Woolworth  decided  to  throw  the 

idea  out  for  network  competition.  But 
a  musical  show  was  a  must.  Beasons: 

Woolworth  has  a  universal  patronage. 

0  Home  of  World-famous  Auto-Lite 

The  quality  and  performance  of  Auto-Lite  products  have  made  Auto-Lite  the 

world's  largest  independent  manufacturer  of  automotive  electrical  equipment. 

This  industry  is  one  more  reason  why  Toledo  is  listed  among  the  leaders  in 

11  of  the  19  industrial  classifications. 

And  along  with  Toledo,  WSPD  Radio  gives  you  15  other  counties  comprising 

a  billion  dollar  market.  You  can  depend  on  WSPO's  33  years  of  broadcasting 

experience  to  sell  your  product  in  Northwestern  Ohio. 

*»rfe ?       TELEVISION .    TOLEDO,     OHIO 

Slorer   Broadcasting   Company 

>[».  N«    SAUS  OlB,  II!  I    Vlh  STREET.  NEW  >0fW 

Represented  Nationally 

by  KATZ 
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Something  missing  from  your  film  processing  picture?  At  Precision  we've  learned 

over  the  years  that  selective  printing  for  every  scene  plays  a  vital  role  in  a  perfect  print  — 

and  that  only  expert  human  judgment  can  be  depended  on  to  select  that  timing  value. 

Leaders  in  tKe  film  industry— directors,  producers,  cameramen— have  learned  that  Precision 

alone  offers  such  fidly  rounded  experience  and  skill  in  film  processing. 

In  everything  there  is  one  best... in  film  processing,  it's  Precision. 

p\n\E\c 
FILM  LA 

21  WEST         4-6T  H>\ 

R     A \S  1  0  N 
V   . 

%k       R       l>E       S      ,           INC. 

\n\E    W/    YORK          36.         N.       Y. 

A  division  of  J.  A.  Maurer,  Inc. 

18  APRIL  1955 
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COVERAGE 
uoru 

Sh/wttepoxt 

AND   A 

PROVEN 

TV  AUDIENCE  OF 

88% 

87%  Nt 

DAYTIME 
12-6:00   p.m. 

IGHTTIME 
6:00  to   Midnight 

Fringing  the  outskirts  and  getting  to 

the  heart  of  a  market  are  two  different 

things  .  .  .  and  once  again  Pulse  has 

proved  that  to  sell  the  TV  audience 

in  Metropolitan  Shreveport  with  its 

$408,148,000  spendable  income  .  .  . 

you  need  to  be  on  the  Shreveport  TV 
station. 

•Shreveport    Telepulsc    January    23-29,     1955. 

FIRST  IN 
SHREVEPORT,    LOUISIANA 

Paul    H.    Raymer   Co.,    Inc. 

NATIONAL  REPRESENTATIVES 

New    York       •       Chicago       •       Detroit 

Los    Angeles      •       San    Francisco 

Dallas       •       Atlanta 

For  llii-  reason,  says  vice  president  in 

charge  of  public  relations  Kae  C.  Mc- 

Claren,  "W  e  decided  on  a  type  of  radio 
program  which  we  believe  will  have 
this  same  widespread  appeal.  Music  is 

<l  .nurse  a  universal  language.  .  .  ." 
Music  i-  also  the  besl  avenue  to  the 

listener  in  this  da\  of  casual  listening. 

the  company  feels.  It  is  the  medium 

par  excellence,  says  Vdrian  Murphy, 

to  cnjo\  while  doing  something  else — 

and  to  enjoy  fully.  And.  adds  Lestei 

Gottlieb,  it  i-  something  that  radio 

can  provide  which  no  other  medium 
can  do  as  well. 

Vmong  the  name  conductors  offered 
b\  the  networks  were  Paul  Whiteman. 

Andre  Kostelanetz  and  Fred  Waring. 

Lynn  Baker  is  of  the  opinion  that  an\ 
of  the  networks  could  prepare  a  good 

show  of  the  type  desired.  CBS  won 

the  nod,  agenc)  -on ices  indicate,  be- 
cause I  1  I  \\  oolworth  liked  the  pro- 

gram idea  of  the  "what's  new  in  mu- 
sic?"' and  (2)  the  agency  is  impressed 

with  the  fact  that  CBS  has  retained  it- 

radio  programing  department  as  a  go- 

"We  can't  escape  the  conviction  that, 
for  many  national  advertisers,  network 
radio,  when  properly  used,  is  an  out- 
Standing  sales  tool  l>y  itself.  Certainly, 
for  all  national  advertisers,  it  is  the 
most  efficient  complementary  medium 
for   use    with    network    television." 

KOBKRT  W.  SARNOFF 

Executive  Vice  President 
Motional  Broadcasting  Co. 

•  **•*••• 

ing  concern.  (3)  It  felt  that  the  show- 

would  fit  the  ('IIS  Sunday  schedule 

better  than  NBC:  while  viewing  NBC's 
II  eel.end  idea  w  itli  fax  or.  it  did  not 

feel  that  The  Wooltiorth  Hour  would 

fit  in  well.  I  In  the  end,  the  choice 

was  between  the  offerings  of  NBC  and 

CBS,  whose  coverage  fit  Woolworth's 
needs  best,  accoi  ding  to  the  agenc) .  I 

To  ABC.  which  started  it  all.  goes 

the  ironic  satisfaction  of  having  helped 

bring  a  majoi  new  advertiser  into  the 
network    radio    fold. 

•  Mini  \  arietj  stores  maj  now  be  en- 

cuuraged  to  gi\e  radio  a  lr\  if  the  in- 

« 1 1 1  - 1 1  v  capitalizes  on  the  W  oolworth 

-l"i\.  "We  ha\e  tried  talking  to  the 

stores  before,"  smiles  \di  ian  Mm  phj 

of  I  IBS,  "bui  we  did  nol  land  one 

till  IT,:,   \.D." Kresge,  Grant,  \\  isnei .  and  similar 

variet)  stores  have  nol  done  much,  if 

any,  national  advertising,  though  local 

advertising    b\    variet)    firms   is   often 

hr.|\  \  .  *    *    * 

TV  SOAP  OPERAS 
{Continued  from  page  39) 

Irving  questions  whether  the  Juliet 
Jones  strip  is  too  expensive  for  spot  or 

local  sponsorship  and  indicated  his  be- 

lief that  Official's  interest  had  been 
transferred  to  a  nighttime  property. 

I  he  feeling  persists,  however,  that 

the  serial  format  isn't  the  answer  to 
daytime  drama.  What  is  the  answer? 

A  lot  of  people  sa\  it  is  the  self-con- 
tained drama — specificalU  .  a  strip  of 

five  quarter-hour  episodes. 

Interest  in  the  self-contained  drama. 
which  has  been  used  on  radio  for 

years,  perked  up  last  fall  when  this 
format  was  first  used  on  tv.  The  show, 

Modern  Romanies,  now  packaged  live 

by  Stark-Layton  for  Colgate  via  Brvan 

Houston,  has  been  pulling  down  Niel- 
sen ratings  between  9  and  12. 

The  reason  why  the  self-contained 

drama  is  looked  upon  as  the  answer  to 

filming  daytime  drama  is  that  it  can 

be  sold  in  smaller  segments.  A  serial 
involves  an  investment  of  at  least  52 

weeks  of  filming  costs  simplv  because, 

with  il-  stretched-out  plot  line,  it  can't be  run  for  a  few  months  and  then 

dropped.  The  viewer,  who  becomes 
accustomed  to  following  the  fortunes  of 
the  same  characters  week  after  week 

would  resent,  it  is  felt,  a  sudden  stop. 

With  the  self-contained  drama,  the 

soap  opera  can  be  converted  into  a 

package  something  like  the  half-hour 
anthologies,  now  the  heart  of  the  film 

syndication  business.  A  series  of  self- 
contained  dramas  could  he  sold  for  13 

weeks,  even  less. 

Packager  Wilbur  Stark  says  there 
are  other  advantages: 

"I  sing  the  self-contained  drama  you 

can  provide  more  variety,  like  alter- 
nating heavj  drama  with  comedy  or 

mystery.  Variety  in  daytime  drama 
is  more  necessar)  on  tv  than  on  radio, 
and  the  reason  is  this.  On  radio,  the 

listener  supplies  her  own  variet]  b\ 

letting  her  imagination  fill  in  the 
characters  and  the  action  she  can  t  see. 

I  \  doesn  I  permit  this  imagination 

since  it's  all  in  front  of  your  eyes. 

"Self-contained  drama  offers  the 

sponsor  a  personality  who  can  sell. 
We  use  Mai  ilia  Scotl  as  a  narrator  to 

sel  the  scene  bu  the  s|(>r\  and  keep 

the  action  going.  While  she  isn't  do- 
ing  commercials  for  Colgate  now.  she 

can  I"'  used  Eoi  them  and  do  a  per- 

sonality sell.  W  ith  a  serial.  \  ou 
i  an  i  take  one  of  the  actresses  out  of 

c  hai.i.  tei   and  have  her  do  a  commer- 
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WBRE-TV  Serves  a  17  County 
Area  in  a  Matter  of  Minutes 
WBRE-TV's  Regional  News  Coverage  is  produced  by 
a  10-man  news  staff,  with  cameramen  strategically 
located  at  vantage  points  over  the  vast  area  served 

by  WBRE-TV.  By  use  of  bus  and  air  service,  news  is 
received,  developed  (in  minutes  with  high  speed 

equipment)  and  aired  the  same  day  it  happens  .... 
often  while  the  news  is  still  being  made.  Thus, 

WBRE-TV  renders  a  personal,  community  service  un- 
matched by  any  other  medium.  This  up-to-the  minute 

news  service  to  the  2,000,000  population  in  WBRE- 

TV's  viewing  area,  has  gained  for  this  station  an 
audience  vastly  superior  to  any  TV  station  reaching 

any   part  of  this  great  Northeastern   Pennsylvania   in- 

dustrial and  agricultural  market.  Consider  WBRE-TV 
for  news.  We  invite  you  to  make  inquiry,  because 

you  can  profit  by  advertising  in  the  one  medium 
which  covers  these  17  counties  whose  combined  retail 

sales  equal  America's  12th  largest  market. 
November,   1954  Wilkes-Barre-Scranton 

Telepulse  -  Evening  News  Ratings  were  as  follows: 
WBRE-TV  17.4 
Station  B     5.8 

Station  C     — 
Station  D     2.4 

Set  Count  as  of  March  1,  1955   245,000 

MTV  Ch.  28    Wilkes-Barre,  Pa 
^^^    ̂ g^    ̂ ^  National  Representative 

AN  (J)  (=J  ©  BASIC  BUY!     The  H«.di«y.R..d  Co.
 



cial   for  the  advertiser. 

Thr  success  of  Modern  Romances, 

which  rims  in  the  4:45-5:00  p.m.  week- 

day slot  on  NBC.  led  in  another  self- 
contained  drama  on  the  same  network 

in  the  morning  i  10:30-10:45).  This 
is  //  (ix  of  the  li  arid,  sponsored  hy 
Borden  through  ̂   &R. 

There  was  no  self-contained  daytime 
drama  on  film  being  offered  until  the 
Station  Film  Librarj  went  ahead.  (See 

"Reporl  to  Sponsors  on  pg.  2.)  How- 
ever, what  is  being  pushed  in  two  cases 

is  a  filmed  combination  of  the  serial 

and  self-contained  drama,  which,  for 
want  ot  a  better  term,  might  be  called 

the  "self-contained  soap  opera."  The 
format  is  this:  The  same  central  char- 

acters are  used  in  every  story  but  in- 
stead ol  the  story  running  on  and  on. 

it   is  completed   in   five  episodes. 

The  thinking  behind  this  approach 

i~  that  audience  loyalty  to  the  central 
characters  can  be  built,  as  has  been 

done  so  successful!)  in  the  past  with 
the  serial  soap  opera,  while  at  the  same 

time  the  self-contained  story  will  per- 
mit more  flexible  selling  via  syndica- 

tion. 

The    two    dramas    with    which    this 

parla\  i-  being  attempted  are  Bernard 

Prockter's  Famil)  \ext  Door  and  John 

Clark's  Life  Can  Be  Beautiful.  Tele- 
vision Programs  of  America  tried  sell- 

ing  a  Prockter  pilot  of  the  show  but 

couldn't  get  anywhere  and  returned 
the  proposed  strip  to  its  originator. 

Pilots  of  Life  Can  Be  Beautiful  are  ex- 

pected to  be  completed  by  Clark's Transamerican  firm  for  ABC  Film  am 

day.  ABC  has  high  hopes  for  putting 

this  show  across  since,  although  il  i~ 
no  longer  on  radio,  it  was  used  to  sell 
tor  P&G  for   1  7  \  ears. 

\n  interesting  and  significant  effort 

will  be  made  by  ABC  to  bring  down 

the  selling  price  of  Life  Can  Be  Beauti- 

ful by  extracting  a  half-hour  version  of 
the  five  15-minute  shows  without  an\ 
additional  filming.  The  initial  stor) 
has  been  written  with  this  in  view. 

The  Stark-Layton  package  firm  has 
the  same  idea  in  mind  for  its  Modern 

Romances.  Although  none  of  the 
stories  have  been  written  so  that  the 

strip  can  be  boiled  to  a  half-hour. 
Stark-Layton  edited  two  kines  of  Mod- 

ern Romances  into  half-hour  versions. 

Stark  reported  that  they  look  "pretty 
good"   but   feels   that   some   additional 

THE  MOST  POWERFUL   TV  STATION  IN  NORTH  AMERICA! 

Yen  Can  SRK...SEU  mi  rWIT  mil 

..  CKLW-TV's MILLION  DOLLAR 
MOVIES 

YOUR  AUDIENCE 
WILL  SEE... 

The  Finest  collection  of  First  Run 

Movies  ever  scheduled  in  the 

Detroit  Market. 

!? 

^J 

w 

YOUR  WENT 
WILL  PROFIT  WITH . 

Six   participating   film   commercials 
per  week  in  a   repeated   First   Runj 

Movie  Schedule  in  high  rated 
premium  time.  /[ 

It  all  adds  up  to  a  million  dollar  bar- 
gain   so    write,    wire    or    phone    your 

Adam  J.   Young    Representative  or 

YOUR  COMMERCIALS 
SELL  TO  AN  ESTABLISHED 

AUDIENCE ...  > 
Based    on   current   performances    First 

Run  Movies  repeated  four  times  weekly 

have     produced    a     cumulative    ARB 

Rating   of   50.1     .    .    .   600,000   TV     y 

homes    with    an    average    of    2.5    / 

viewers  per  set  at  a  cost  of  76c  per     Jj 
thousand  viewers. 

CKLW-TV  channel  9,  Detroit 

filming  is  necessan  to  get  the  best 

possible  half-hour  story  from  the  strip. 
Even  with  the  additional  filming.  Stark 
pointed  out,  the  cost  of  a  strip  plus  a 

half-hour  version  would  still  be  cheap- 

er than  shooting  a  strip  and  half-hour 
\ciMon  as  if  the\  were  two  separate 
shows. 

Stark  also  pointed  out  that  the  cost 
o|  Modern  Romances  can  be  brought 

down  b\  running  kines  of  the  best 
stories  over  the  network  during  the 

summer — though  Colgate  has  not  \et 
decided  whether  it  will  do  this.  The 

saving  in  running  a  kine  is  primarily 

in  below -the-line  costs,  since  acting  tal- 

ent receives  re-use  payments  for  kines 
under  the  contract  provisions  networks 

have  signed  with  the  American  Federa- 
tion of  Television  and  Radio  Artists. 

Union  provisions  for  film  differ 
-omewbat  since  the  Screen  Actors 

Guild  contracts  apply.  While  SAG 
scale  for  strips  is  about  25%  higher 
than  AFTRA  scale,  there  are  no  SAG 

re-use  payments  for  the  second  run. 

One  question  that  apparently  hasn"t been  settled  yet  I  because  its  never 

come  up)  is  whether  a  half-hour  ver- 
sion extracted  from  a  15-minute  strip 

is  considered  the  second  run  under 

SAG  rules  or  yvhether  the  union  would 

regard  it  as  another  show.  However, 
even  if  the  talent  has  to  be  paid  again 

for  the  half-hour  version,  there  would 

be  saving  in  below -the-line  costs.  In 
addition,  syndicators  are  assuming  that 

re-use  payments  would  be  scale,  while 

first-run  talent  payments  in  main  case- 
run  above  scale. 

Despite  the  savings  in  reruns  the 
actual  cost  of  filming  daytime  drama 

-trips  is  still  a  problem.  It  is  particu- 

larly critical  for  daytime  tv.  since  pro- 

graming in  Glass  "(."  time  is  ruled  In 
rigid  cost  imperatives  compared  with 

nighttime  yvhere  bigger  audiences  per- 
mit bigger  program  budgets. 

The  cost  for  daytime  drama  strips 
on    film     I  both    estimated    and    actual) 

run   from  $12,000  to  $18,000  with  a 

few  fancy  productions  calling  for  ex- 

penditures of  up  |o  $25,000.  These 
figures  are  net.  before  agency  commis- 

sion, and  appl)  to  five  L5-minute  pro- 

grams (actual  program  time  is  about 
(ift  minutes).  Gosi  of  commercials  and 
time  is  additional. 

Compared  with  this,  daytime  tv  se- 
rials generall)  run  from  $8,000  to  $10,- 

000.  though  there  have  been  cases  ol 

actual  talent  and  production  costs  ris- 
ing to  $12,000.  The  self-contained 

dramas  run  at  a  higher  price  than  se- 
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like    WC/VU,    Philadelphia 

WCAU-TV's  average  share  of  audience,  day  and  night,   is 
36%  greater  than  Station  B  and  71  %  greater  than  Station  C. 
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COVER 

NORTH 

CAROLINA'S 
Rich,  Growing 

"GOLDEN 

TRIANGLE" 

with 

WSJS 
TELEVISION 

CHANNEL  12 

a  24-county  market  with 

Effective  Buying   Income  of 

$1,543,515,000 

(Sales  Management  1954 

Survey  of  Buying  Power) 

NOW    SHOWING!-AU    NBC    COLOR    SHOWS 

Interconnected 

Television  Affiliate 

National  Representative: 

The  Headley-Reed  Company 

rials  -iin  i-  different  sets  have  to  be 

used  Foi  each  story  and  acting  talent 
and  writers  who  work,  for  a  single  strip 

demand  and  get  more  money  than  their 

counterparts  who  are  regularly  em- 

ployed  on  one  serial. 
Modem  Romances,  where  cost  cut- 

ting  is  the  order  of  the  day,  comes  in 
at  about  Si  0.000  net.  roughlv  di\  ided 

evenl)  between  above-  and  below-the- 
line  costs.  Wax  of  the  H  orltl.  the  other 

NBC  self-contained  drama,  runs  at  a 

higher  price,  one  reason  being  the  use 
of  more  elaborate  sets.  For  a  while. 

Way  of  the  U  orltl  was  running  in 

seven  or  eight  episodes,  hut  that  was 
cut  out  because  sets  had  to  be  struck 

twice — once  on  Friday,  to  make  room 
for  sets  for  weekend  shows  and  once 

during  the  middle  of  the  week  when 
the  storv  ended.  This,  of  course,  raised 

the  production  cost  of  the  show. 

Whether  compared  with  serials  or 

-i  1 1 -contained  drama,  filmed  daytime 

drama  still  comes  in  at  a  substantially 

higher  price  than  a  live  show.    While 

'*.  .  .  look  at  the  newspaper's  greatest 
competitor,  television.  They  televise 
hearings  in  the  Senate — and  have  the 
whole  nation  watching.  Ed  Mnrrow 
takes  his  camera  into  the  homes  of  fa- 

mous people.  His  network  ((IBS) 
bring*  it-  correspondents  to  America 
from  all  over  the  world  for  a  round 
talde  discussion  of  world  affairs.  The 

newspaper  'scoop*  has  become  almost  a 
thing  of  the  past,  "lou  never  hear  an 
'Extra'  on  the  street  any  more.  On  every 
side,  newspapermen  deplore  this  situa- 

tion." F.  KENNETH  BEIRN 
President 

Rimv-ltrirn-Toigo 
/Veic  York 

some  estimates  have  been  as  low  as 

$12,000  for  a  film  strip,  none  of  those 

now  being  peddled  are  that  cheap. 
Where  does  the  additional  cost  for 

dim  come  in?  A  comparison  of  film 
and  live  costs  for  Moil  cm  Romances 

-Inds  some  light  on  the  problem.  The 

figures  below  compare  actual  live  costs 
u  lib  an  estimate  of  a  film  version  made 

b\  YlcCadden  Productions,  the  film 

producing  outfit  for  comedians  Burns 
&   Ulen. 

Below-thc-linc  costs  for  Modern  Ro- 

mances on  NBC  total  $5,010.  McCad- 

den's  estimate  for  below-the-line  costs 

(nines  to  $12. 1(>.">.  The  biggest  single 
difference  comes  in  the  actual  cosl  ol 

film  stock,  processing,  editing  and  dub- 
bing.    The   price    for   this   is   $4,245. 

This    i-    the    cost    of    one    negative    and 

dm-  not   take  into  account  additional 

prints  necessary  for  syndication.  There 

is  no  comparable  cost  item  for  this  in 
the  live  show. 

In  the  category  of  "production  ex- 
pense," which  includes  sets,  props, 

wardrobe,  hairdress.  etc..  the  McCad- 

den  estimate  ol  SI. 940  i-  almost  four 
times  the  live  cost  of  $550.  How 

come?  The  big  reason  is  that  Stark- 

Layton  can  draw  on  the  immense  stock 

ol  sets  and  props  which  NBC  has  on 
hand.  Few,  if  any.  tv  film  producers 

are  big  enough  to  cash  in  on  the  econ- 

om)  which  conic-  with  being  a  pro- 
gram faitor\.  though  some  live  soap 

opera  producers  can  do  better  than  the 
wcls  in  keeping  down  costs. 

I  nder  "equipment  and  rental"  the difference  is  also  marked.  NBC  gets 

$1,650  for  usage  of  studio  and  equip- 

ment. McC.adden's  price  is  82.580. 
This  include-  S705  for  camera,  grip, 

electrical  and  sound  equipment  but 

$1,875  for  "production  facilities." 
Here  again,  the  economy  of  network 

operation  becomes  patent.  NBC  can 
amortize  the  cost  of  its  equipment  and 

overhead  over  a  greater  number  of 
shows  than  McCadden. 

The  cost  of  labor  for  Modern  Ro- 
mances comes  to  $2,800  live  and 

$3,700  for  film.  The  main  reason  for 
this  difference,  aside  from  union 

scales,  is  that  shooting  film  takes  long- 

er than  shooting  live.  The  electronic 

t\  camera  with  its  monitors  permits 

"editing"  while  the  show  is  being  re- 
hearsed or  is  actualh  on  the  air.  This 

cannot  be  done  with  a  film  camera, 

since  the  director  has  only  the  rough- 
est idea  ol  what  the  action  will  look 

like  on  the  t\  screen  and  can't  really find  out   until  he  sees  the  rushes. 

\-  a  matter  of  fact,  the  longer  shoot- 

ing time  for  film  means  not  onlv  high- 
er labor  costs  but  higher  costs  in  the 

use  of  equipment,  too. 
As  for  above-the-line  costs,  Stark 

estimated  that  an  additional  $1,500 

would  cover  the  film  price,  bringing  it 

to  about  $6,500,  compared  to  $5,000 

live.  This  should  cover  all  contingen- 

i  ies,  said  Stark,  although  the  figure 
doe-  not  provide  for  an\  big  acting 
names. 

Thus,  filming  Modern  Romances 
adds  an  additional  $9,000,  primarily 

because  of  higher  production  expenses 
and  longer  shooting  time.  Staik  agreed 

thai  $9,000  was  too  high  but  pointed 
out  thai  McCadden  might  have  padded 
the  est  iniate  to  make  sure  <  osl  W  ould 

be  amplv  covered.  He  said  that  once 

a    film    producer    learns    more    about 
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WREXVTV 

delivers 

/  Ae\ /  i  a 

fottU... 
■■■■^  all  or  part  of  J2  counties  and  over 
100  communities — 23  (owns  over  5,000 

population— 77  towns  over  1. 000  popufafion. 

■^^■►Over  250,000  TV  sets  in  this  Billion 

Dollar  7-city  safes  area.  It  has  a  population 

of  well  over  1.000,000. 

W  REX-TV  flocWord  H/inois,  (he  7-city 
station  dominates  this  tremendous  market 

with  58  top  CBSABC  network  shows. 

CBS-ABC 
AFFILIATIONS 

-(inciting  daytime  drama  and  learns  to 
accept  the  rigid  cost  barriers  the  cost 
should  come  down  to  about  $15,000 

or  $16,000. 

Some  of  the  syndicators  feel  that 
daytime  drama  costs  on  film  must  be 

brought  down  even  lower.  Some  of 

the  tbinking  about  how  to  do  this  re- 
volves about  methods  of  adapting  the 

editing  advantages  of  the  tv,  camera 

to  film. 
The  McCadden  studios  estimates  for 

Modern  Romances "include  the  use  of 

the-  "two-camera*'  'method,  that  is,  the 
use    of    two    cameras    simultaneously. 

Aside  from  the  use  of  two  or  more 

simultaneous  cameras,  there  are  three 

proposed  ways  of  shooting  for  film 
which  would  permit  electronic  editing 

and  would  bring  down  shooting  costs 
somewhat. 

1.  The  combination  video-film  cam- 

era. Two  have  already  been  an- 
nounced, one  by  Du  Mont  and  one  1>\ 

McCadden.  These  are  tv  cameras 

which  simultaneously  expose  film. 
Since  ii   itors  can  be  used,  the  direc- 

tor can  switch  cameras  at  will  without 

exposing  any  film  unnecessarily.  With 
monitors,  the  director  can  also  correct 
and  set   up  scenes  as  he  goes  along. 

2.  High  definition  kinescope.  A 

number  of  agency  men  have  expressed 
interest  in  a  850-line  closed-circuit  tv 

system  shown  by  a  British  firm.  High 
Fidelity.  Ltd.  It  could  be  used  to  turn 

out  a  kine  of  higher  quality  than  can 

be  turned  out  on  the  525-line  system 

used  for  telecasting  in  the  U.S.  How- 
ever, the  high  definition  kine  is  still 

not  considered  as  high  in  quality  as 
film. 

3.  Video  tape.  If  video  tape  was 

perfected  and  in  common  use,  the 
whole  film  \s.  live  argument  would  be 
academic.  \h>-l  live  shows  would  be 

recorded  on  tape  as  a  matter  of  course, 
with    the    only    additional    cost     being 

i  assuming  no  additional  union  prob- 
lem- i  that  of  raw  lape  plus  a  slight 

charge  to  take  care  of  amortizing  the 

recorder.  The  onI\  problems  left 
w < > 1 1 1 < I  be  those  "I  sales,  and  film  would 

be  used  onl)    Eoi   special  purposes. 

Jusl    when    the   \  ideo    lape    millrniuiu 
will  be  here  ao  one  can  say  for  sure. 
Its  [irsl  commercial  use  may  be  as 

close  as  a  yeai  away  (see  "Video  tape: 
I   raming  revolution  on  the  hori- 

zon," sponsor,  21  March  L955) .  Rod- 
ney Erickson,  vice  president  in  (barge 

..I    account    planning    lor    radio   and    l\ 
al  5f&R  i  an  active  agency  in  the  ft 

soap  opera   field),  told  sponsor  thai 

tape  was  close  enough  to  be  brought 
into  consideration  in  discussing  the 

problem  of  putting  daytime  drama  on 
film. 

Technical  developments  aside,  the 

future  of  daytime  drama  strips  on  film 

(or  tape)  hinges  on  some  unanswered 

questions. Will  the  daytime  strip  be  as  impor- 
tant to  tv  as  it  was  land  is  i  to  radio? 

Radio  soaps,  as  well  as  other  daytime 

programing,  continue  to  attract  sub- 
stantial audiences.  Nielsen  figures  for 

February  show  that  average  tv  soap 

opera  audiences  come  to  2.9(X).000 
homes  daily  while  the  radio  figure  is 

2.247,000,  an  indication  that  tv  will 

continue  to  get  strong  radio  competi- 
tion during  the  day. 

Furthermore,  only  two  tv  networks 
I  CBS  and  NBC  l  are  programing  in 

any  substantial  way  in  daytime,  and 

one  of  them — NBC — is  stressing  the 

personality  show  rather  than  drama  in 
its  recent  sales  efforts.  Only  recently. 

Ted  Mack's  Matinee  on  NBC  replaced 

two  soap  operas.  Golden  U  indows  and 
One  Mans  Family. 

NBC  feels  the  personality  show  of- 
fers merchandising  advantages  not  pos- 

sible with  daytime  drama.  Further- 
more, the  personality  show  lends  itself 

to  magazine-t\  pe  advertising,  of  which 
NBC  is  the  leading  proponent. 

At  stake  here,  according  to  some 

long-range  thinking,  is  the  question  of 

who  will  dominate  daytime  tv  adver- 

tising— small  or  large  advertisers.  The 
soap  opera  is  made  to  order  for  the 
large  advertiser.  It  provides  a  high 

percentage  of  viewers  who  watch  every 

day  while  it  also  accumulates  audi- 
ences because  of  frequent  exposure. 

The  soap  opera  also  provides  the  big 

ad  agencies  with  a  strong  creative  pro- 

graming foothold  in  daytime  t\.  which 

partly  compensates  for  their  loss  of 
programing    control    at    night. 

The  personality  shov  is  attractive  to 
-mall  advertiser-  because  the\  can  buy 

segments.  Il  is  also  cheap.  A  half- 
hour  personality  show  can  be  easily 

produced  foi  less  than  the  cost  of  two 

quarter-hour  dramas.  And.  in  most 

i  ases,  the  personality  show  means  net- 

work  program  control. Dm--  this  mem  thai  daytime  drama 

doesn'l  have  a  bright  future?  Far 
from  it.  The  consensu-  i-  -nil  that  day- 

time drama  strip  programing  wheth- 
er  il    be  in   the   form  of  serials  or  sell- 

contained  stories — will  remain  a  tv 

staple.  And.  sooner  or  later,  these 

strips  will  be  seen  on  film.         *  *  * 
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Everybody  Loves  WKMH 
because 

Everybody  Loves 

NEWS,  MUSIC 

and  SPORTS 

Let's  face  it!  Folks  around  Detroit  just  naturally 

tune  to  the  station  that  gives  'em  what  they  love 
the  most.  Top  Disc  Jockeys  .  .  .  Newscasts  every 

hour  on  the  hour  .  .  .  Play-by-Play  accounts  of 

all  Detroit  Tiger  baseball  games  night  and  day, 

at  home  and  away.  So  wonder  advertising  pays 

off  big  on  WKMH.  You  catch  listeners  in  such 

a  receptive  mood! 

YOU'LL  LOVE  THIS  EXTRA  SAVING! 

BUY  ANY  2  OR  MORE 

OF  THESE  POWERFUL 

STATIONS  AND  SAVE 

10%  FROM  RATE  CARD 

WKMH-Dearborn-Detroit 

WKMF-Flint,  Mich. 

WKHM-Jackson,  Mich. 

WSAM-Saginaw,  Mich. 

Dearborn -Detroit 

FRED  KNORR,  President 

GEORGE  MILLAR,  Mg.  Director 

^(VuMiuu^Sk^ 

Represented  by  Headley-Reed KNORR  BwadjMiMq  C O R P. 
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31/2  hours  per  week 
Muncie  is  1st 
in  the  nation  in 
HOURS  PER  WEEK 
SPENT  VIEWING  TV 

WLBC-TV  is  1st 
choice  in 
MUNCIE  FOR 
TV  VIEWING 

They  really  go  for  TV  in  Mun- 
cie as  proven  in  a  recent  na- 

tion-wide survey  made  in  34 
cities  by  the  American  Research 
Bureau.  The  average  Muncie 

family  spends  31'/2  hours  per 
week  watching  television  .  .  . 

more  hours  per  week  than  any 

other  city  I  WLBC-TV  leads  in 
Muncie  according  to  the  No- 

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

CBS-NBC-  DUMONT-ABC  NETWORKS 

CHANNEL 

49 
MUNCIE,      INDIANA 

NSI   METHOD 
(  ontinued  from  page  42) 

agencies,  who  have  signed  for  the  Niel- 
sen Station  Index  is  expected  to  grow. 

2.  NSI's  effects  on  day-to-da)  time- 
buying,  however,  are  going  to  be  long- 
range,  rather  than  immediate.  NSI- 

subscribing  agencies  in  general  >-a\ 

the)  haven't  dropped  their  other  local 
research  yardsticks  for  NSI-measured 

areas,  and  don't  anticipate  am  imme- 
diate reshufllings  of  radio-tv  spot 

schedules. 

3.  The  impact  of  NSI  on  the  think- 
ing behind  broadcast  buying,  however. 

will  increase  as  time  passes.  Currently, 

agency  research  chiefs  are  urging 

ing  timebuyers  to  use  caution  in  re- 
vising present  schedules  as  the  result 

of  a  few  NSI  reports.  But.  as  NSI 
spreads  to  cover  more  markets,  and  as 

local  radio-tv  trends  begin  to  appear 
in  NSI  over  the  course  of  man) 
months,  these  same  research  executives 

feel  that  NSI's  value — and  effect — as  a 
buying  tool  will  increase. 

4.  A  number  of  broadcasters  and 

reps — notably  to  date  Philadelphia's 
KYW  and  WFIL,  Free  &  Peters  and 

Petr) — have  already  started  to  use 
NSI  data  in  their  selling.  However, 

main  stations  and  reps  told  SPONSOR 

that  they  have  no  intentions  now,  or 
in  the  future,  of  using  NSI  data  in 

making  radio  or  tv  pitches,  for  vari- 

ous reasons.  Some  don't  like  NSI; 
some  prefer  other  research  services; 

some  are  staunch  hold-outs  against  any 
form  of  ratings  research. 

Buyers  who  view  NSI  favorabl)  do 
so  for  a  variety  of  reasons.  In  most 
cases,  their  comments  boil  down  to  the 

fact  that  they  were  pre-sold  on  the 
kind  of  data  that  NSI  provides  as  buy- 

ing and/or  selling  tools,  and  that  the) 

admire  Nielsen's  thoroughness  in  re- 
search. \  few  admitted  thai  the)  had 

bought  NSI  partiallv  on  the  basis  ol 
faith  and  partiall)  as  a  result  of  years 

ol  building  sin  cessful  radio-t\  cam- 

paigns around  Nielsen  network  data. 

1 5  pical  1  omments: 
'"I  think  Nielsen  does  a  good  job  of 

measuring  local  radio-t\  in  NSI.  I'm 
sure  the  data  on  audience  compositions 
and  cumulative  audiences   will   help   us 

pinpoint  our  sale-  approaches  to  local 
and  national  agen<  ies,  said  Art  Haley, 

manager  of  Boston's  \\  <  >RL. 
"Ii  9  been  the  polic)  of  our  agency 

to  pick  the  besl  local  radio-ft  research 
service,  after  thorough  investigation. 

That's  wh)   we  chose  NSI.    Ultimately, 

NSI  will  plav  a  major  role  in  our  time 

buying,  as  its  long-term  trends  be- 
come evident."  said  Jim  English, 

\  oung  &  Rubicam  s  radio-tv  research 
director. 

Broad*  asters  and  reps  who  are  criti- 
cal of  NSI  <ited  a  number  of  reasons  to 

SPONSOR  for  their  attitudes.  Most  said 

the)  weren't  convinced  that  the  NSI 
methods  of  measuring  local-level  air 
audiences  showed  a  true  picture  of 
radio  listening  or  tv  viewing.  As  shown 

earlier,  the  most  frequently  asked  ques- 
tions concerned  the  methodology  of 

the  NSI  research,  particularh  the  prin- 
<  iples  of  projecting  the  findings  in  a 

small  sample  to  a  large  "universe." A  few  radio  sale-  executives  stated 

that  their  dislike  of  NSI  was  sharpened 

by  the  fact  that  they  felt  NSI,  as  a  re- 
sult of  its  controversial  technique, 

made  radio  "tough  to  sell." 
NSI's  research  technique  is  not  new 

to  sponsor  readers.  A  report  on  it, 

titled  "New  Nielsen  local  ratings  plan."' 
appeared  in  the  8  February  1954  issue. 
Although  NSI  was.  at  that  time,  most- 

ly in  the  blueprint  stage,  the  picture 
basn  t  changed  substantially  now  that 
NSI  is  a  realitv . 

NSI  is  a  local-level  research  serv- 

ice designed  to  report  the  size  and 
characteristics  of  radio  and  television 

station  audiences  on  a  quarter-hour  ba- 
sis. The  technique  is  closelv  related  to 

the  familiar  Nielsen  national  measure- 
ments of  radio  and  tv  audience  size. 

But  there  are  some  important  differ- 
ences between  Nielsen  radio-tv  mea- 

surements at  the  national  level  and 

Nielsen  checkups  at  the  local  level.  And 
these  differences  have  sparked  most  of 
the  current  controversies.  Here  step 

by  step  is  an  explanation  of  the  NSI 

technique  with  comments  from  the  in- 
dustrv    and   Nielsen. 

I.  Diaries  ami  meters:  For  his  na- 

tional network  ratings.  Nielsen  gets  his 

data  from  an  automatic  recording  de- 
vice he  calls  an  Audimeter.  These  re- 

corders are  hooked  up  to  the  radios 
and  tv  set»  in  the  home-  ol  his  national 

sample,  ̂ .pproximatel)  1.200  \udi- 
nielei  homes  report  on  national  radio 

listening;   approximately  750  of  these 
\udiineler  homes  report  national  tv v  iew  ing. 

Since  these  homes  are  spread 

throughout  the  country.  Nielsen  also 
uses  \udimeter  data  in  the  NSI  to 

report    local    preferences.       But.    since 
\11diiMitc1~  are  spread  too  thinly  to 
maintain  a  high  level  of  accuracy  as 

far    as    individual    markets    are    con- 
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A. mazing  how  manj  Boston  families  take 

WEEI  to  their  hearts    Vmazing  and  a  matter 

ol'  fact.*  For  WEEI  is  welcomed  bj  more 
different  families  than  anj  other  radio 

station  (network  or  local)  heard  in  the  entire 

metropolitan  Boston  area 

And  that  goes  for  the  morning  period,  the 

afternoon  period,  the  nighttime  period,  toud 

day  and  total  week!  Just  look  at  the 

figures  for  WEEI's  total  week  lead.  WEEI 

reach<  s  88.6        virtuallj  9  oul  oi  10)  ol 

all  radio  homes  in  the  area  .  .  .  and  is  the 

onlj  radio  station  reaching  more  than 

000  families  (60,800  more  than  the 
nearest  competitor)! 

Amazing  indeed.  Must  be  our  magnetic 

personalities.  lor  information  about  an\  of 

them  (note  sampler  below  ),  call  CHS 

Radio  Spot  Sales  or  WEEI  .  .  .  the  most 

listencd-to  radio  station  in  Boston. 

• 

.  .  .  but  ihi\  Is  the  Itii, 

the  new  Cumuli 

Audience  report  on  metropolitan 

Boston  a': (Pulse  (  P 
h   7.  19<5). 



cerned,   more  data   is  needed.     That's 
wli\    he  turned  to  the  diaries. 

In  the  majority  of  NSI  sample 

home-,  which  don't  have  Audimeters, 
residents  are  asked  to  record  their  lis- 

tening and  viewing  in  diaries  called 
Audilogs.  Diaries  are  placed.  Nielsen 

says,  to  cover  ever)  radio  and  t\  >et  in 
the  household,  and  to  report  the  lis- 

tening of  everyone  over  four  \ears. 
Additional  diaries  are  planted  in  auto- 
mobiles  to  record  auto  radio  listening. 

Some  critics  of  \SI  have  hopped  on 

the  diary  technique  as  being  the  first 
fault  of  the  new  Nielsen  service.  Tom 

Flanagan,  managing  director  of  the 
Station  Representatives  Association, 
for  example,  summed  up  the  feelings 

of  many  when  he  told  sponsor: 

"Nielsen  has  panned  the  use  of  dia- 
ries for  local  radio-tv  measurement, 

pointing  out  their  limitations  and  hu- 

man errors.  Now.  he's  using  them. 
How  can  he  possibly  have  corrected  all 

the  faults  in  diary  measurement?" 
In  reply,  Nielsen  points  to  the  fact 

that  Audimeters.  which  he  considers 

the  last  word  in  recording  accuracy, 

ride  herd  as  a  "qualit)  control"  on  the 

diaries,  thus  "adjusting""  the  data. 
Also,  he  points  to  a  new  Nielsen  gad- 

get— the  Recordimeter.  Phis  is  a  small 
electric  device  connected  to  the  radio 

and  tv  sets  in  diary  homes. 
Record i meters   have   two    functions: 

(  1  I      They    remind    panel    members 

every  half  hour  that  it's  time  to  make 
an  entr\    in  the  diary,  using  a  blinking 

ght    l  tv  l     or    a    buzzer    and    a    light radio) . 

(2)  The)  act  as  a  cross-check  on 
diar\  accuracy.  Each  Recordimeter 

has  a  sort  of  speedometer  that  records 

simple  radio-tv  "mileage" — the  num- 
>er  of  hours  and  minutes  spent  in  lis- 

tening or  viewing.  Each  day.  diary 

keepers  record  the  meter  reading  at  the 

top  of  their  diar\  pages.  At  the  end 
o!  the  week.  lhe\  conclude  their  diarx 

entries  with  a  final  meter  figure.  The 

diar\  figures  are  later  checked  against 

Recordimeter  "mileage"  at  Nielsen 

headquarters  as  a  "qualit)  control." The  net  effect  of  this.  Nielsen  feels, 

i-  thai  the  Recordimeler-plus-human- 

diary-keeper  approaches  the  same  re- 
search accuracy  as  the  automatic  \udi- 

metei  home. 

"  I  hus,"  state-  Nielsen,  "the  Recordi- 
meter is  an  instrument  which  provides, 

loi  the  In  si  time,  a  sound  basis  Foi  the 
acceptance  oi  rejection  ol  a  diarv.  and 

which  helps  substantially  to  overcome 
the  sources  ol  erroi  in  ordinary  dia- 

ries: negligence  in  making  entries  and 

inaccurate  entries."' 
Incidentally,  the  reward  to  panel 

members  for  keeping  a  diarv  for  an 

eight-week  period  is  $1.00  for  a  single- 
set  home,  $2.00  for  a  multi-set  home. 

2.  The  MSI  sample:  \.  jn  his  na- 

tional measurements.  Nielsen  uses  a 

small  sample  projected  against  a  big 

group  to  prepare  the  Nielsen  Station Index. 

The  actual  number  of  NSI  homes 
within  the  boundaries  of  an  NSI- 

defined  market  area  vary  with  market 

size,  lint  the  usual  figure  is  around 
200.  more  or  lcs>.  |u  Philadelphia,  for 

example.  Nielsen  used  220  diarv  homes 
and  31  Wlimeter  homes.  In  Boston, 
he  used  208  diaries  and  24  Audimeters. 

These  samples  were  projected  against 
total  counts  of  radio  homes  of  over 
1.000.000  in  both  cities. 

The  basic  NSI  sample  for  each  mar- 

ket is  scattered  around  in  a  large  multi- 

county  area  called  "NSI  Area."  Each 
of  these  NSI  Areas  is  portrayed  on  the 

front  of  the  NSI  report  for  the  par- 
ticular market. 

According  to  Nielsen,  the  NSI  Areas 

cover  "substantially  all  of  the  viewing 

of  this  city's  l\  stations,  as  revealed  by 
Nielsen  Coverage  Service  or  alterna- 

tive sources.  On  the  radio  side,  the 

NSI  Area  is  said  to  cover  a  "very  sub- 
stantial portion  of  all  listening  to  the 

larger  radio  stations'"  of  the  city  and 
just  about  all  of  the  listening  to  the 
smaller  radio  stations. 

What  happens  if  a  station  reaches 
outside  of  the  NSI  Area?  Are  radio 

stations  limited  by  the  outer  reaches  of 
the  tv  station  in  a  city  ( as  the  NSI 

\rea  maps  on  the  covers  of  the  radio 
and  t\  reports  would  seem  to  imply  I? 

Is  radio  short-changed  here? 

No  short-changing  occurs.  sa\~  Niel- 
sen, because  c\ci\  NSI  report  also 

shows  a  station's  total  audience — 
wherever  it  may  be.  In  any  event, 

Nielson  executives  contend,  even  if  the 

NSI  Areas  —  and  nothing  else  —  were 
the  sole  source  of  listening  viewing 

data.  lhe\  are  alreadv  larger  than  the 
areas  in  which  most  other  research 

services   make  their  rating  checks. 

Main  of  Nielsen's  critics,  seeing  the 
ob\  ions  smallness  of  these  samples  and 

the  bigness  of  what  the\  re  supposed  to 

measure,  have  stated  objections  in  no 
un<  ci  tain  tei  ms. 

"We've    long    felt    thai    the    Pacific 

('oast  NicUcii  sample  was  inadequate 
to  measure  radio  listening  habits,  and 
we  feel  thai  the  much  smallei  sample 
for    the    I  .os    Angeles    area    invites    an 
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ANNOUNCES 

the  appointment  of 

PORTLAND 

OREGON'S 

FIRST 
RADIO    STATION 

EBB 
5000  watts  on  620  kilocycles 
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JOHN 
BLAIR 
V  COMPANY 

as  their  exclusive 
National  Representative 
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Sell  the  Nation's 
14th   Largest  Market! 

.  .  .  use  WGR's 
Salesmen  of  the   Air 

THE    KEATONS 
9:15  -  950  AM  Mon.  -  Fri. 

Buffalo's  only  Mr.  and  Mrs.  Show Inter esling   discussions   of  topics   of the 

day 

Their     "Stamp     of    Approval" 
on 

your 

product   means  sales. 

"550    SHOW" 
Starring  John  Lascelles 

12:15  -  2:00  PM  Mon.  -  Fri. 

Noon  time  music,  humor  and  interviews. 
Idea show  to  reach  Buffalo  housewives. 

PLUS 

Outstanding  5  and   10  minute 
News  and  Weather  Spots 

Buffalo's   FIRST    RADIO   Station 

Hotel   Lafayette 

Buffalo,  N.  V. 

NBC   Basic  Affiliate 

Representatives : 
FREE   AND    PETERS 

even  greatei  possibilit)  ol  error,"  said 
Ward  tngrim,  general  manager  of  Los 

Angeles'  kHJ.  "The  only  advantage 
which  the  radio  industry  can  deri\e 
from  NS1  is  a  possible  determination 

to  set  higher  standards,  including  larg- 

er samples  and  more  accurate  lneth- 

ods." 

V.dded  the  SRA,  in  a  press  state- 

ment, "The  Research  Committe  feels 
that  the  NSI  sxstem  of  nieasurement 
has  the  inherenl  limitations  of  other 

measurement  *\  stems  marked  1>\  a 

paucit)  of  sample." 
\.genc)  researchers  question  the 

projection  technique  from  a  somewhat 
different  angle.  The  radio-tv  research 

chief  of  one  of  the  "big  five"'  ad  agen- cies told  SPONSOR: 

"I  in  not  at  all  sure  the  whole  NSI 

method  is  sound.  Sure,  you  can  pro- 

ject, in  theory,  a  small  probability  sam- 

ple against  a  big  'universe.'  But  the 
NSI  sample  may  be  composed  of 
homes  all  properly  selected  to  be  a 
socio-economic  cross  section  but  who 

ma)  generally  do  below-average  or 
above -a\  erage  radio  listening.  NSI 
could  thus  be  overstating  or  under- 

stating tadio  or  tv.  I-  Nielsen  sure 

the  sample  is  big  enough  to  lick  this?" 
I  he  same  question  was  echoed  even 

more  sbaipU  hv  the  radio  sales  direc- 
tor of  a  top  New  York  rep  firm,  who 

asked : 

"Since  the  NSI  sample  is  so  small 

as  compared  to  the  si/e  of  what  it's 
suposedK    measuring,  bow   do  we  know 

that    the    h   es    in    the   sample    aren  t 

those  who  do  a  minimum  of  radio  lis- 

tening and  a  maximum  of  t\  ?  This 

would  certainl)  short-change  radio  and 
inflate  television  if  it  were  so,  even  if 

the  homes  were  'representative'  in  oth- 

er   w  a\  S.  ' 
\  Nielsen  executive  in  their  New 

\  ork  office  replied  thusl)  : 

"  I  be  NSI  sample  i-  a  'probabilit) " 
sample,  selected  on  a  random  basis. 

( 'nee  \  on  gel  a  sample  ol  this  -m  I 
and   il   lakes   lot*  ol    lime  and   nione\    to 

establish  one  what  goes  on  inside  the 

-  ample  is  proje  table  to  the  big  group 
j  on  re  measui  ing. 

"  \i  the  same  time,  w hal  goes  on  in 
the  'iiniv  erse  is  also  i\  pified  b)  whal 
goes  on  in  the  probabilit)  sample. 
Proctei  &  <  lamble  made  some  exten- 

sive research  che<  k*  on  their  own  to 

find  out  bow  representative  our  sam- 

ples weie  in  terms  oj  listening  and 
i  nil  ing.  I  ben  research  satisfied  them 
thai  ii  was  representative.  \\  e  feel 

thai  a  good  probabilit)   sample  is  rep- 

resentative of  almost  anything  xou  se- 

lect— including  behavior  patterns  of 
radio  and  t\  tuning,  and  listening 

tastes." 

Thi>.  however,  is  not  the  end  of  the 

questioning  on  this  point. 
Stated  another  research  v.p.  who 

serves  on  the  Advertising  Research 
Foundation: 

"NSI  -  small  samples  and  low  levels 
ol  radio  sets-in-use  seem  to  result  in 

some  abrupt,  unexplained  shifts  from 
hour  to  hour  in  radio  broadcast  audi- 

ences and  audience  compositions  in 

the  reports  we've  seen.  Even  if  the 
method  produces  a  statistically  correct 

figure.  I  think  we'll  ha\e  to  wait  until 
the  figures  smoth  themselves  out  into 
a  trend  before  we  can  make  much  use 

of  the  figures  in  buying  decisions." Nielsen  s  answer  to  the  critics  who 

question  the  reliability  of  his  small 

samples  boils  down  to  this: 
1 .  The  homes  in  the  reporting  sam- 

ple are  picked  on  a  probabilit)  basis 
and  are  carefulK  checked  on  a-  main 
as  20  variable  factors  to  make  sure 

the)    are  "representative"  of  an  area. 
2.  The  size  of  the  sample  for  NSI 

more  than  meets  the  ARI  s  minimum 

standard  for  local-level  measurement 

of  "reliabilit)  at  least  as  great  as 
would  be  provided  by  unrestricted  ran- 

dom samples  of  400  locally."  B\  using 
the  rotating  NSI  sample  over  an  eight- 
week  period.  Nielsen  sa\s,  NSI 

achieves  "the  statistical  equivalent  of 
well  out  |UU  homes  per  quarter-hour 

of  listening  or  \  iew  ing." 
3.  What  Nielsen  samples  max  lack 

in  sheer  bigness,  the  research  firm 

leels.  is  more  than  made  up  in  their 

representativeness.  According  to  NSI, 

all    of  the   reporting    home*   are   radio 

'Wish  the  boss  would  advertise  on 

KRIZ  Phoenix— the  louse!" 
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There's  a  DIFFERENCE 
between 

PROMOTION    and 

PROMOTION 

Represenied 

Nationally 

by 

THE 

HENRY  I.  CHRISTAL 

COMPANY 

At  WSYR,  customer  service  isn't  just  sizzle:  it's  part  of  the 

steak!  The  best  kind  of  customer  service  is  audience  pro- 

motion. That's  an  important,  planned  function,  the  year 
'round  at  WSYR. 

Only  WSYR  in  Syracuse  maintains  a  full-time  promotion 

department.  There's  always  a  special  on-the-air  promotion 
in  progress  .  .  .  usually  tied  in  with  an  important  community 

service  project,  always  building  listener  loyalty  for  WSYR's 
unmatched  line-up  of  local  and  network  programming. 

In  1954,  WSYR  used  important  display  space  in  the  daily 

newspapers  every  day  to  promote  listenership  for  its  fea- 

tured programs. 

News  releases  about  WSYR  programs  and  personalities  go 

out  regularly  to  all  newspapers  in  a  service  area  embracing 

1.5  million  people.  Merchandising  aids  go  forth  consist- 

ently to  retail  outlets  which  absorb  this  market's  $2  billion 

buying  power. 

WSYR's  superior,  productive  customer  service  is  another 

reason  for  WSYR's  commanding  leadership  in  Central  New 
York. 

NBC   in   Central   New   York 
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homes.  A  percentage  of  them,  varying 

with  local  saturations,  are  tv  homes. 

Some  are  radio-only  homes.  Multi-set 

homes  are  included  "according  to  their 

proportion  among  all  radio  homes.'' \11  radios  and  l\  sets,  including  auto 

radios  (but  not  battery  portables)  are 
<  hecked. 

4.  Reporting  homes  aren't  confined 
(o  metropolitan  areas,  as  are  those  of 

other  research  sen  ices  I  notably  Pulse 

and  Hooper  i.  They  are  spread  around 

throughout  the  coverage  area  of  a 

city's  stations.  In  the  case  of  stations 
reaching  fai  beyond  a  city,  the  audi- 

ence is  <aught  and  counted  in  adja- 

cent NS1  samples,  or  from  the  national 
studies. 

Says  Nielsen:  "NSI's  sample  distri- 
hution  is  realistic  and  practical.  Since 

the  sample  area  is  extensive  enough  to 

match  the  coverage  of  practically  all 

stations,  it  never  short-changes  listen- 

ing or  viewing.  Consequently,  reports 

give  credit  for  all  homes." 
Would  the  figures  change  if  the 

sample  \\a-  man)   times  larger? 

"No,"  says  the  Nielsen  In  m. 

3.  Projectability:  \i  a  time  in  ra- 

dio's  historj    when  every   listener  be- 
•  omes  of  value  to  those  who  sell  radio. 

some  radio  executives  have  a  gripe 
about  the  icsults  of  projecting  NSI 

samples. 

Here  s  how  the  manager  of  a  Phila- 

delphia station  pul  it  to  SPONSOR : 

"^  on  can't  refute  the  fact  that  no 
matter  what  program  a  station  has  on. 

there  is  somebody  listening  to  it.  If 
NSI  had  >larled  out  with  a  tremen- 

dousl)  large  sample  and  then  progrcs- 

sivel)  brought  il  down  to  the  point 

where   error   started    to   show    up.   then 

I   might  have  some  belief  in  the  ade- 

oii.H  \    of  the  sample." 
\-  piool  of  lii-  point,  the  Philadel- 

phia iadio  executive  cited  the  facl  thai 

the  first  NSI  report  gave  him  "no  lis- 
teners  whatever  one  quarter-hour  and 
then  .1  tremendous  numbei  ol  listeners 

the  next  quarter-hour." 

\ieUen  officials  agree  thai  there's 
always  at  least  somebody  listening  to  a 
radio  -how  on  a  local  station.    But  \  on 

•  ant    pin    down    a    handful   of   listeners 

iratel)    with  anj    existing   research 

service,  the)   contend. 

In  the  NSI,  Nielsen  executives  -tale 

the)    compensate   for  the  problems  ol 

shaving  a  sample  down  to  a  fine  point 

b)    establishing    a    minimum    reporting 

I   1 1  in  les  continues  page  I  I"  i 
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Milwaukee  radio-tv:   12-3  Shift" 
Here's  the  latest  lineup  of  air  outlets  in  brewing  city 

Abbott  and  Costello  doing  their  famous  "Who's  On 
First?"  sketch  have  nothing  on  the  timebuyers  and  reps 
who  discuss  the  Milwaukee  radio-l\  lineup.  Tn  the  past 
few  months.  Milwaukee  radio  and  tv  outlets  have 

changed  channels,  frequencies,  call  letters,  affiliations 

and  reps  to  the  point  where  you  can'l  tell  the  players 
without  a  program. 

Tv:  There  used  to  be  four  active  Milwaukee  t\  chan- 

nels; now  there  are  three.  This  spring.  CBS  TV  bought 

Lou  Poller's  thriving  uhf-er,  WCAN-TV  (Ch.  25)  for 
$554,000.  Meanwhile,  Poller  (and  later  CHS)  acquired 

WOKY-TVV  channel  (19)  and  facilities.  Now,  the  CBS 

TV  o&o  station  is  WXIX  on  uhf  Ch.  19.  Ch.  25.  now  as- 

signed to  Poller,  is  dark.  Hearst  got  in  the  act,  bought 

out  WTVW  (Ch.  12),  two  of  whose  owners  were  tun 

other  Milwaukee  radio  stations — WEMP  and  WFOX. 

Only  t\  station  not  affected:  WTMJ-TY.  first  tv  outlet  in 

the  brewing  capital. 

Radio:  Here  we  go  found  again:  WCAN  Radio  sold 

its  facilities  and  frequency  (5.000  watts  on  1250  kc. )  to 

WEMP.  Then.  WEMP  (repped  by  Headley-Reed)  sold 

its  vacated  facilities  (250  watts  on  1510  kc.  )  to  a  Texas 

group  for  a  new  station.  \\  KIT  (repped  by  11-K.  not  to 

be  confused  with  Headley-Reed  ).  W  Mil.,  which  is  also 

seeking  a  t\  channel  nearby  land  bad  competed  lor  it 

will.  Hearst),  protested  the  WRIT  deal  to  FCC.  \\  CAN 

Radio,  a-  such,  is  oil  the  air.  WEMP,  under  Hugh 

Boice's  management,  is  spending  SI  25.000  on  improve- 
ments. \\  ( )K\  Radio,  meanwhile,  has  gone  independent 

(  music  and  news)  and  has  a  new    rep  I  Boiling  I . 

The  dusl  has  settled;  here's  the  lineup: 

TELEVISION 

STATION 

V  I  MJ-TV 

WXIX 
w  l  \  w 

STATION 
u  I  MP 

w  I  M.I 

Willi 

W  OKI 

WFOX 

\\   |s\ \\  MIL 

CHANNEL 

I 

19 

IL' 

AFFIL. \r.i    TV,    DTK 

CBS  T\      o&i 
rv 

RADIO 

POWER.     FREQUENCY 

«      ..n     1251 

    «     on   620   kc. 
i     LO   kc. 

...  , 

I  .   on    B60   k,-. 
5.1     w.  on    i  i 
1 .000    H  .   I'll    129 

AFFIL. 

\|-.(      I. I  ndep. 
I  ndep. 

CBS   Radio 

SALES    REP 

H  R.&  P 
i  BS  TV  Spot  Sales 

SALES    REP 

Headlej  R   1 

•  ■  ristal 

II  R    Ri  i 
Boiling 

G  corgi     •  lark KatJ 

*  ¥  ¥ 
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Bob  Maxwell  so  successful, 

WWJ  adds  another  half  hour 

Good  news  for  the  umpteen  advertisers  who  have  been  standing  in  line 

to  get  on  Maxwell's  busy  bandwagon.  There's  room  for  you  now!  Detroit's 
favorite  rise-and-shine  man  opens  shop  at  6  A.M.  and  stays  on  the  job 
till  8:45. 

This  extra  half-hour  just  had  to  come  because  Maxwell  does  such  a  terrific 

job  of  getting  advertisers'  messages  into  so  many  homes  and  into  so  many 
cars  during  Detroit's  peak  traffic  period. 

Better  hurry  to  get  on  board.  If  past  performance  is  any  guide,  this  new 
half  hour  will  be  completely  spoken  for  in  no  time  at  all.  Phone,  wire  or 

write  your  nearest  Hollingbery  office  or  WWJ  direct. 

DETROIT 

AM-950  KILOCYCLES— 5000  WATTS 

FM-CHANNEL  246-97.1  MEGACYCLES 

Basic 

Affiliate 

Associate  Television  Station  WWJ. TV 

WORLD'S   FIRST   RADIO   STATION    •     Owned  and  Operated  by   THE    DETROIT   NEWS    •    National  Representatives:   THE   GEORGE  P.  HOLLINGBERY    CO. 
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THE   SPOTLIGHT'S   ON 

NANCY  THOMPSON 
IN    THE 

EVANSVILLE  MARKET 

Nationally  by 

MEEKER  TV,  Inc 

<1 
Every  survey  for  18  months  shows 
Nancy  Thompson  "tops"  as  the 
Tri-State's  No.  I  homemaktr. 
(NOW.  exclusively  on  WEHT. 
Participations    Available). 

REPRESENTED 
Regionally  by 

ADAM  YOUNG 
St.  Louis,  Mo. 

WEHT  Channel   SO 

CAPTIVE* 

KGVO-TV 
MISSOULA,    MONTANA 

'Because  of  its  uniqje  geographical 

loc-iiion,  only  KGVO-TV  .  .  .  and  we 

mean  ONLY  .  .  .  airs  an  acceptable 

signal  ints  this  stable  area  having  more 

than  $133,900,000.00  retail  sales.  Di- 

versified economy  including  agriculture, 

lumbering,  manufacturing,  University 

and  government  workers  makes  these 

9    couniies. 

IDEAL    AREA    TO    TEST     YOUR 

SPOTS'    "SELL"  ABILITY 

HKHUI    IIIIVIIIOM    1NTMNI 

60.000  WATTS 

KGVO-TV  co 

Hr**-"1 
 "** 

5133  900.000  00 

level.  That  is.  if  the  projections  from 

the  -ample  show  less  than  a  given  num- 

ber of  homes  tuning  a  show  on  a  sta- 
tion, the  final  NSI  report  just  shows  a 

symbol,  "#."  This  symbol,  as  ex- 

plained in  the  footnotes,  means  "Be- 
low the  minimum  reporting  standards 

or  of!  the  air.' 
In  Philadelphia,  for  instance,  the 

<  ut-off  point  is  around  6.000  homes 

I  based  on  the  projection  from  the  sam- 

ple). In  Boston,  its  around  ,").()( Ml homes.  Other  markets  are  comparable, 

the  figure  being  larger  or  smaller  de- 
pending on  the  total  homes  in  the 

market. 

But  buyers  and  sellers,  as  the  Phila- 

delphia executive'-  statement  point-  up. 
are  often  puzzled  b)  the  process.  Ac- 

cording to  \SI.  main  radio  programs 
on  main  radio  stations  ho\er  close  to 

the  cut-ofl  point  for  hours  on  end.  II 

the)  drop  below  the  cut-off,  the  re- 

port shows  the  '"—  symbol,  instead  ol 
a  home-  figure. 

"But,  unless  you  read  the  fine  print, 
it  gives  the  impression  that  several 
sta  ion-  in  a  number  of  NSI-covered 
market-  have  at  various  times  of  the 

da)  no  audience  at  all,"  a  few  station men  sa\ . 

One  wa)  to  explore  the  research 
territorx  helow  this  cut-oil  point,  \iel- 

-en  researchers  say,  would  he  to  in- 
crease the  sample  mam.  man)  times. 

But,  the)  add.  it  would  run  the  costs 

of  NSI  (alread)  considerable)  sky- 

high  and  prove  ver)  little.  Few  adver- 
tisers, the  Nielsen  nun  sa\.  care  aboul 

pinpointing  a  handful  of  listeners  re- 
gardless of  cost. 

I.  "Quality  control":  |n  SOme  ways, 
lhi-  step  i-  the  most  controversial  in 
the  methodology   of  \SI. 

This,  briefly,  is  how  the  Nielsen  firm 
describes  it : 

1 .  Indi\  idual  diar)  pages  are 

i  lici  ked  against  the  total  hours  of  dial- 

ing   "mileage"    as   shown    b)    the   Re- 
i  ordime  ers  I   ked  to  the  sets  the  dia- 

i  ie  -    are    repot  i  ing    on.      I  hose    diar) 

page-    thai    don'l    fall    w  ithin    a   "n  i 

sonable  standard  of  accurac) "  are  re- 
jected.    *  See  helow    for  details.  I 

2.  The  \udimeters,  which  Nielsen 

considei  -  more  a<  cut  ate  as  impai  tial 

im'ii  aim  -  ol  "tuning,"  pla)   a  role  in 
further     |   essing     of     diar)      data. 

Matched  samples  of  diar)  home-  (from 
an  ai  ea  I  and  Vudimeter  home-  I  h  om 

a  icgion  i  are  compared.  Diar)  data 
thai  wanders  olT  from  the  Vudimetei 

data   is  then  adjusted   possibl)    falling 

somewhere  between  what  the  diary 
states  and  the  Audimeters  state. 

The  result,  according  to  NSI,  is 

"substantial  improvement  in  accurac) 
of  listening  and  viewing  records,  and 

station  reports  that  reflect  a  minimum 
of  human  emu . 

Criticisms  of  this  technique  usualK 

take  the  form  of  gripes  about  the  na- 
tional \udinieter  sample,  stating  that 

it  doesn't  measure  today's  multi-set 
homes  properly,  or  that  it  misses  out- 
of-home  listening. 

States  the  v. p.  and  general  manager 
of  a  \\  est  Coast  radio  station: 

"\\  ith  the  increasing  tendency  to- 
ward   radio    sets    which    are    smaller. 

  re  portable,  and  in  use  wherever  the 
listener  ma)  be,  it  b«  omes  increasing- 

ly d .Ih ■■nil  to  measure  radio  listening 
b)  methods  which  involve  the  use  of 

equipment  which  must  he  attached  to 
the  -el  in  diaries  which  are  purported 
to  reflect  the  use  of  that  set  wherever 

ii   ma)    he." 
\dded  the  radio  research  chief  of 

one  of  the  two  major  radio  networks 

looking  at  the  problem  from  another 

angle: 
"Pa-l  i  'search  has  always  indicated 

that  odinar)  diary-keepers  behave  dif- 
ferent!) during  the  period  in  which 

they  are  keeping  their  diary.  I  sualh. 
the\  are  self-conscious  and  may  do 

above-normal  listening.  This  ma)  mean 

that  Nielsen  w'll  have  to  throw  out 
such  a  large  percentage  of  diar)  pages 
in  some  markets  thai  the  elTectixe 

sample  is  reduced  helow   the  acceptable 
lex  els  of  accura<  5 . 

Nielsen  executives  argue  all  of  these 

points. 

First  of  all.  the\  sa\.  the  Audi  meter 

sample  toda)  is  measuring  multi-sel 

homes  properly,  as  far  as  in-home 
listening  i-  concerned,  and  is  indeed 

the  proper  gauge  against  which  to 

mea  tire  diar)  pages.  In  Mil's  present 
national      \udimeter    -ample.     .">(>',      of 
the  home-  are  single-sel  radio  home-. 
31^5  arc  two-sel  home-,  and  13%  are 
three-or-more-sel  home-.  Ml  radios 

an  onnected  to  Vudimetei  -.  except  car 
radios    and    outdoor    portables.     The 

multi-sel  home-  111',  11I  -ample  1  are 

<  loseh    in    I i  1 1  -   w  ith    \RI"s   I  .S.    figure 
1  IV ,     .ii    I  .S. > .    Nielsen    points   out. 

$99.00    INVESTED    in    the 
NASHVILLE,  TENNESSEE 

NEGRO   MARKET 
SOLD  $3,500.00  in  appliances v<a  WSOK 
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Easy 

When 
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How! 
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KANSAS  CITY:  KCMO  Radio  &  KCMO-TV  *,  «.„«,.,„ 
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OMAHA:         WOW  Radio  &  WOW-TV  JMS,} c 
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FIRST 
PUEBLO 
COLORADO 

KKTV 
CHANNEL   11 

FIRST  IN 

COLORADO 

SPRINGS,  TOO 
Covering  Colorado  Springs  and  Pueblo 

for  CBS,  ABC,  and  DuMont 
television  networks 

NATIONAL   SALES  OFFICE 

KKTV,  PUEBLO,  COLORADO 

Repreiented  by  GEO.  P.  HOlllNGBERY 

El  Paso 
a  big  marker 

in  a  big  state 

What  a  market!  El  Paso  is  the  5th 

largest  city  in  Texas  .  .  .  center  of 
the  largest  retail  trading  area  in 
the   nation. 

What  a  station!  From  its  mountain- 

top  antenna,  KROD-TV  covers  this 
vast  area  .  .  .  and  sells  and  sells 
and    sells. 

Ask  your  Branham  man  .  .  .  about 
El    Paso   .   .   .   about    KROD-TV. 

KROD-TV 
CHANNEL  4 

EL  PASO  texas 
CBS       DUMONT   ■   ABC 

"ROD -600  kc    (5000w  J, 

ted  by  El  Paso  Tirro 

Rep.   Nationally  by  the  BRANHAM  COMPANY 

Secondly,  diaries  and  Rerordimeters 
are  planted  to  measure  auto  listening 

(although  there's  no  Audimeter  con- 
trol), Nielsen  states.  Research  execu- 

tives also  point  out  that  all  research 
on  out-of-home  listening  show-  that  car 

radios  account  for  60  to  75' <  of  it. 
and  h\  far  the  largest  single  chunk  in 

terms  of  general  "location  <>f  outdoor listening. 

Thirdly,  the  diaries  processed  so  far 
have  been  kept  with  a  high  degree  of 

accuracy,  Nielsen  executives  say.  ""We 
give  diarv  homes  a  "dry  run'  week. 
during  which  rejection  of  pages  may 
be  as  much  as  20  or  2.Vr  at  first,  but 

diarj  keepers  quicklj  get  the  hang  ot 

it.  B\  the  time  they're  in  their  eight- 
week  reporting  period,  the  rejection 
rate  averages  out  to  roughly  5  or  0% 

of  all  diary  pages  turned  in. 

The  throw-out  formula,  according  to 

a  Niel-en  executive  is  fairly  complex, 
and  works  on  a  sort  of  sliding  scale. 

'"If  a  home  listens  for  only  an  hour  a 

day  according  to  its  Recordimeter,  we 
might  allow  them.  sav.  a  25%  leeway 

in  diar)  pages  since  it  involves  only  a 

quarter-hour  per  day  error.  However, 
we  couldn't  allow  a  home  that  listens 
10  hours  a  day  the  same  margin,  since 

ii  would  mean  a  couple  of  hours  in 
error.  We  therefore  have  a  sliding 

scale  between  these  extremes,  so  that 

a  1 0-hour  home  may  only  be  allowed 

one  or  two  percentage  points  of  lee- 
way. Different  amounts  of  listening 

will  land  sou  at  different  points  along 
this  scale. 

""However,  diaries  used  so  far  have 

proved  to  have  a  high  degree  of 

accurac)  in  'qualitj  control'  checks, 

-ii  the  question  is  somewhat  academic." 

n hut   tin-  reports  show:    In  the 

final  printed  reports,  issued  at  the  rate 

of  from  12  tv  reports  and  six  radio 

reports  per  year  l  New  York)  on  down 
in  two  each  of  radio  and  tv  reports 

(New  Orleans.  Lmii-v  ille.  Birmingham 

etc.),  there  is  a  considerable  amount 
ot  time  bu)  ing  information. 

Listening  oi  viewing  i-  reported  in 
terms  ol  program  audience  size,  in 
15-minute   periods. 

Rating  figures,  as  such,  aren't  shown 
in  the  reports.  Vccording  to  Nielsen, 
this  i-  deliberate;  the  research  firm 

feels  (rightlj  enough,  admen  agree) 
that  comparisons  "I  percentage  ratings 
are  not  as  meaningful  as  comparisons 
nl  the  size  ol  audiem  es  in  terms  of 

hundreds  of  homes  and  people.  Ratings, 

however,  can  be  computed      foi    those 

who  want  them — from  a  table. 

In  NS1  reports,  an  "Auto  Plu-'' figure — a  quarter-hour  figure  showing 
the  percentage  of  car  radios  in  an  area 

using  radio — are  reported.  This  figure 
was  not  included  in  the  first  four  NSI 

reports — a  fact  that  brought  a  howl 
from  many  stations  who  slant  their 

programing  at  the  motoring  audience. 

(The  appearance  of  the  figure  in 

later  reports,  incidentally,  won't  solve 
all  the  problems  either.  The  auto 

figure  is  an  over-all  one.  showing  the 

level  of  total  listening.  It  isn't  broken down  b\  stations.  Other  research,  such 

as  Pulse  out-of-home  checks,  will 

probably  be  used  by  agencies  and/or 
stations  to  attempt  a  division  of  the 
"Auto  Plus."  i 

Detailed  data  in  the  reports  includes: 

1.  A  ""hoines-using-radio  lor  tv)" 

figure,  better  known  as  sets-in-use 
among  buyers,  covering  listening  or 

viewing  to  local  stations  and  to  all 
stations  in  NSI  Area. 

2.  The  per-broadcast  audience  i  in 
terms  of  homes  I  within  and  outside  of 

the  basic  NSI  areas  tuning  a  show  on 

a  station.  Sa\s  Nielsen:  "Bv  providing 
this  figure  two  wa\s.  for  the  NSI  Area 
and  then  for  the  Total  Area,  distinction 

can  be  made  between  the  audience  of 
interest  to  local  retail  adverisers  and 

the  entire  audience  of  the  show  for  a 

national  spot  advertiser."  The  reports 
also  enable  stations  to  compute  audi- 

ences within  central  metropolitan  areas. 

.5.  The  four-week  cumulative  audi- 

ence-. I  \  en  though  the  I  nnd  lalelv 
has  been  to  short-term  radio  cam- 

paigns, this  is  a  useful  buying  tool. 
Nielsen  feels,  since  a  show  ma\  pile 

up  a  big  cumulative  audience,  due  to 
turnover. 

4.  The  number  of  times  a  program 

is  heard  by  the  average  home  in  a 

-I  at  ion's  cumulative  audience.  This 
figure  gives  a  measure  of  the  loyalty 

of  the  audience,  and  enables  an  adver- 
tiser t"  check  the  frequency  with  which 

his  impact   i-  achieved. 

5.  Share-of-audience.  This.  -,i\- 
Niel-en.  i-  a  "further  reflection  of  the 

relative  competitive  strength  "I  the 

program  against  those  of  other  local 

stations   in   the   NSI    Area."   In  short. 
how  big  a  hunk  of  the  available  audi- 

em e  foi  radio  and  tv  a  particular 

program  ha-  captured. 
6.  \udien-  i   ipii-itiull  :     li-teners- 

per-home.  This  is  the  point  at  which 
"homes"  figures  can  be  translated  into 

"people".  Percentage-  of  men.  women, 

teen-agers  and  children  are  given.  *** 
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Did  you  up  periscope  ? 
You  certainly  did — and  you  can  surface  now.  And  for  all  the  hundreds  of  Advertising 

Council  campaigns  you've  launched  since  Pearl  Harbor,  you  deserve  a  WELL 
DONE.  The  results  on  just  the  four  below  show  a  clean  sweep.  For  a  group  of 

volunteers — agency  account  men,  writers,  artists  and  media  people — you  are  a  staunch 

crew.  You  have  helped  torpedo  some  of  America's  pressing  problems  and  brought  the 
Ship  of  State  through  some  rough  waters.  But  the  Ship  is  not  in  port  yet,  so  stand  by. 

WOE 
OF.  „^ 

Encouraged  all  Americans  to  Explained  how  our  American 
attend  church  or  synagogue  of  system  of  free  enterprise  grew 
their  choice  by  appealing  to  and  how  the  U.S.  standard  of 
parents  through  their  children,  living  became  the  highest. 

Warned  people  not  to  gamble 
with  fire.  Created  Sparky  to 
interest  and  educate  children  in 

fire  prevention. 

fl 

ENGINEERS 

WANTED 

Stimulated  youngsters  in 
high  school  to  prepare  for 

rewarding  careers  in  en- 
gineering and  science. 

The  Advertising  Council,  Inc.,  25  West  45th  Street,  New  York  36,  N.  Y. 
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Yon  •  it  costs  less 
to  sell 

MINNEAPOLIS 
ST.  PAUL 

Maximum  power  at  minimum 
cost  —  choice    availabilities. 

316,000 
watts    on 

Channel    9 

Offices,  Studies,  Transmitter 

FOSHAY  TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 

TOP  TIMEBUYERS 

{Continued  from  page  31) 

more  often  one  of  circulation,  either 

anouncements,  produced  in  New  \ork, 
or  syndicated  film  in  which  commer- 

cials are  produced  in  New7  York." 
"There's  a  philosophy  underlying 

Inning  that  hinges  upon  the  media 

philosophy  of  an  agency."  sa\s  another 
member  of  the  panel.  "However,  be- 

yond that  point,  the  particular  client's 
philosophy  exerts  a  strong  influence 
like  the  soap  companies  with  their 

tendency    to  work  by  slide  rule." 

4.  Avoid  prejudice  for  one  medium. 
Listen  with  an  open  mind  to  the  agen- 

cy's media  recommendation.  Just  be- 
cause you  or  your  main  competitor 

have  used  a  particular  medium  in  the 

past,  doesn't  mean  that  it's  the  only  or 
even  the  best  way  to  put  across  your 
sales  message. 

"I  understand  that  there  are  some 
clients  who  still  think  that  tv  is  more 

glamorous  than  radio,"  says  Benton  & 
Bowles'  Paul  Benson.  "They  sometimes 
don't  realize  that  radio  can  do  an  ef- 

fective job  more  reasonably  for  a  prod- 
uct devoid  of  visual  or  demonstration 

appeal." 

"Radio,  for  example,  should  certain- 
ly be  given  every  consideration  in  the 

basic  planning  of  media,"  comments  J. 
Walter  Thompson's  Anne  Wright. 

"If  a  client  is  prejudiced  for  one 
medium,  he  may  blind  himself  to  the 

job  another  medium  could  do  for 

him,"  says  Y&R's  Martin  Murphy. 
(Y&R,  of  course,  has  been  the  leader 

among  agencies  in  the  trend  toward 
integration.  All  Y&R  buyers  buy  all 

media,  not  only  radio-tv  or  print.  For 
details  about  Y&R  media  organization, 
see  sponsor  9  August  1954.) 

From  his  vantage-point,  Murph) 

feels  that  an  all-media  buyer  is  a  more 
reliable  source  of  media  recommenda- 

tions. "The  buyer  shouldn't  be  pitch- 
ing a  particular  medium.  He  shouldn  t 

be  partial.  That's  the  job  of  the  sell- 
er," he  says. 

(Virtuallj  the  opposite  tack  is  taken 
|i\  those  media  men  who  feel  that  buy- 

ers should  be  specialists  in  their  own 

media,  necessarily  partial  to  air  media. 

K&E's  Phil  Kenney  feels  that  speciali- 
zation on  the  hming  level  make-  for 

better  media  thinking.  "Buyers  have 
to  tliink  more  competili\el\  when  lhe_\ 

specialize  in  time  or  space,"  says  Ken- 
ney, "because  they  have  to  make  a 

strong  case  for  the  medium  thej    buj 

to  convince  the  client.    An  agency  is  a 

secondary  salesman  for  media.") 

5.  Provide  three  lengths  of  tv  film 

commercials  for  your  buyers  to  give 

them  flexibility.  You  may  feel  that 

you've  got  to  have  a  minute  to  tell 

your  copy  story,  but  it's  often  impossi- 
ble to  get  anything  but  20's  at  a  decent 

hour.  Or,  you've  planned  on  reminder 
copy  all  along,  but  some  good  minute 
availabilities  open  up  that  would 

round  out  your  schedule.  It's  difficult to  clear  a  national  spot  tv  campaign 

with  onl\  minute  or  only  20-second 
announcements. 

"One  of  the  most  difficult  things  to 
buy  in  television,  as  you  are  aware,  are 

good  nighttime  20-second  spots."  adds 
Louis  Nelson  of  Geoffrey  Wade  Adver- 

tising in  Chicago.  "We  feel,  inciden- 
tally, that  new  availabilities,  as  they 

open  up,  should  be  offered  to  current 
advertisers  and  not  resold  by  the  sta- 

tion to  attract  new  clients." 

©•  Consider  buying  tv  programing 

as  well  as  announcement  campaigns. 

There's  a  degree  of  inertia  among  some 
advertising  managers,  buyers  observe. 

Once  they've  had  a  good  season  with 
spot  tv,  they  hate  to  look  into  program- 

ing. Or,  vice  versa,  if  they've  had 
good  sales  results  from  local  program- 

ing buys,  they  shy  away  from  an- 
nouncements. Yet,  the  factors  that 

helped  make  last  year's  campaign  a 
success  may  have  changed  consider- 

ably. 

"There's  need  for  more  program  de- 
velopment, more  creative  thinking  in 

terms  of  combining  program  and  an- 

nouncement    schedules,"     says     Anne 

"Now  that  KRIZ  Phoenix  broad- 
casts the  baseball  scores  every  half 

inning,  this  would  have  to  occur  in 

the  afternoon." 
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Wright. 

"I'd  like  to  see  more  qualitative  re- 

search," says  George  Polk.  "For  ex- 

ample, what's  the  consumer  opinion  of 
an  advertiser  sponsoring  a  spectacular 
vs.  a  weekly  show,  when  both  have 

equivalent  audiences?  Or  the  differ- 
ence in  effectiveness  of  a  commercial 

next  to  a  network  show  compared  to 

a  local  participation?" 

7.  Dont  set  your  sights  on  one  type 

of  station  only.  There's  simply  no 
generalization  about  the  character  or 
power  or  affiliation  of  a  station  that 

supplants  judgment  in  individual  mar- 
kets. And  if  your  local  distributors 

gripe,  take  up  the  complaint  with  your 

agency.  You're  likely  to  find  that  your 
timebuyer  had  excellent  reasons  for 
choosing  the  station  and  time  he  did, 

over  the  station  and  time  your  dis- 
tributor might  have  suggested. 

"We  have  a  standing  policy  of  ask- 
ing for  availabilities  from  all  radio  or 

tv  stations  in  a  market,"  says  B&B's 
Paul  Benson.  "In  that  way,  we're  not 
likely  to  overlook  a  good  buy.  And  a 

good  buy  can  come  up  on  any  station. 
For  example,  if  a  product  is  strictly 

urban,  you're  not  likely  to  use  50-kw. 
because  of  waste  coverage.  On  the 

other  hand,  that  may  be  the  most  eco- 
nomical way  to  get  circulation  for  a 

broadly   distributed  product." 

"The  uninformed  frequently  assume 

major  network  affiliates  are  best,"  says 
Anne  Wright.  "But  it's  the  job  of  a 
buyer  to  point  out  which  availability 
can  do  the  job.  This  means  reviewing 

carefully  every  availability  each  sta- 

tion has  to  offer." 

"Fixations  about  network  affiliations 
are  as  blinding  as  fixations  about  cer- 

tain time  slots,"  says  FC&B's  Art  Par- 
doll.  "We've  found  that  nighttime  ra- 

dio can  be  a  terrific  buy,  either  on  a 

saturation  plan  or  even  with  a  half- 
hour  program.  There  are  too  many 
variables  in  advertising  to  generalize 

about  stations  or  times." 

"I  believe  station  salesmen  are  too 

inclined  to  say  'We  know  we've  got 
the  biggest  share  of  audience,'"  says 
Aubrey  Williams  of  Fitzgerald  Adver- 

tising Agency  in  New  Orleans.  "Then 
they  have  nothing  to  back  up  their 
claims.  Nonetheless,  I  get  information 

from  them  to  back  up  my  buying  de- 
cisions: coverage,  station  history,  rat- 

ings, adjacencies  and  general  type  of 

programing  done  by  the  station." 

8.    Give  timebuyers  enough  leeway 

to  make  thru  own  decisions.  If  \ou 

let  them  know  what  your  sales  and  dis- 
tribution patterns  arc.  inform  them 

about  your  campaign  aims,  competi- 
tive situation  and  <  opj  story,  the  time- 

buyer  can  make  the  best  choice  among 
availabilities  on  a  market-to-market 

basis.  The  more  you  tie  him  or  her 

down  to  a  pat  set  of  rules,  the  le~- 

likely  you'll  be  to  get  the  mo-t  effe< 
tive   buy   for   the    money. 

"Generally,  if  one  can  generalize  in 
this  business  at  all,  three  radio  an- 

nouncements a  week  aren't  enough  to 

make  a  solid  impression,  says  Bill 

Kenned)  of  Ted  Bates  &  <  o.  "It  would be  ridiculous  Eoi  an  advertisei  to  Bel 

down   as   a   rule   that   he   want-   three 
radio  spots  pei  market.  Hut  as  part  ol 

a  total  picture  with  all  othei  media, 
three  announcements  <  ould  do  a  hue 

job  in  some  markets.  Then'  are  a  num. 
ber  of  variables:  in  a  one-station  mar- 

ket one  i.i  two  announcements  have 

far  more  weight   than   in  an   eight-sta- 
lion    market.     I!\     the    sa      token,    the 

shorter  the  campaign,  the  more  expen- 

sive  and   intensive   it  should   be." 

Obviously 
OUTSTANVINC . .  - 

Emit     "Farmer"      Bill,      Phil     Gibson,     Johnnyc 

Rayburn    and    Hal    Sundberg. 

SPECIAL  JOBS  NEED  SPECIAL  PEOPLE 
The  4  people  on  the  News  Staff  of  WMBD  devote  their  time  EXCL1  SIVELY  to 

gathering,  editing  and  broadcasting  news.  These  specialists  are  only  a  part  of  the 

staff  of  44  full  time  people  at  WMBD,  the  only  1.1\  K  TALENT  radio  station  in  Peoria. 

MARKETS  MAKE  A  DIFFERENCE,  TOO! 
Peoria  is  the  NUMBER  ONE  MARKET  IN  ILLINOIS  outside  Chicago.  LARGER 

than  the  Quad  Cities  .  .  .  Rockford  .  .  .  or  Springfield.  WMBD  dominates  tin- 
rich  Peoriarea  industrial  and  agricultural  market: 

79th  MARKET  IN  AMERICA 

534,762  POPULATION 

127,870  RADIO  HOMES 
See 

Free    &     Peters 

FIRST  In  the 

Heart  of  Illinois   ' 

PEORIA 
CBS  Radio  Network 

5000  WoNt 
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ORWICH 

For  Southeast  Connecticut 
And  Western  Rhode  Island 

REPRESENTATIVES: 

ebb,  270  Park  Ave.  MU8-4254 

Boston-R.C.  Foster  Statler  OH.  Bldg.  HU  2-4845 

TRIED  by  a 
10  MAN  JURY 

Yes,  10  of  the  current  accounts 

on  Bob  Trebor's  "DAY- 
BRKAKER"  Show  have  been 
sponsors  for  3  or  more  years. 
Several  for  AVi  years  on  this 
5-year-old  show. 

The  verdict  of  this  10-man 
jury  is  justified!  From  morning 
to  night  WVET  gets  results 

in  the  Metropolitan  Rochester- 
Western  New  York  Market, 

3rd  largest  in  America's  first State. 
5000   WATTS 

1280  KC 

BOB    TREBOR 

IN  ROCHESTER,  N.  Y. 
Represented   Nationally   by 
THE    BOLLING    COMPANY 

"  \t  K&E  we  ask  i"  get  full  responsi- 
bility  in  buying,  without  having  to 
clear  individual  announcements  with 

clients,"  Phil  Kenney  told  sponsor. 
"Mclnrc  this  svstem  was  worked  out. 

there  were  some  10  to  12  steps  in- 
volved in  securing  a  particular  an- 

nouncement, from  the  original  requests 

for  availabilities  from  reps  to  the  cli- 
ent O.K.  to  the  confirmation  from  the 

rep  to  the  station  and  hack  again.  i  ou 
can  see  how  a  client  might  lose  some 
hot  availabilities  because  of  the  time- 

consuming  red  tape  involved  in  clear- 

ing it." 

"There  has  been  a  trend  toward  par- 
tial integration  at  this  agency  over  the 

past  three  years,"  says  McCann-Erick- 
son's  Thad  Kelly.  "This  trend  has  in- 

creased the  individual  buyer's  respon- 

sibility." 
Progress:  On  the  whole,  timebuyers 
felt  that  there  had  been  great  progress 

in  the  development  of  a  closer  work- 
ing arrangement  between  buyer  and 

client. 

For  one  thing,  timebuyers  at  some 

agencies  are  getting  more  involved  in 
the  selection  of  markets.  They  tend 

to  get  in  on  a  campaign  at  the  earlv 
planning  stages,  rather  than  working 

from  a  preconceived  market  list  hand- 
ed to  them  by  the  account  men. 

"I  <an  recommend  the  addition  of 
markets  where  sales  warrant  advertis- 

ing and  where  outside  stations  provide 

insufficient  coverage,"  says  Helen  Sten- 
son  of  Foote,  Cone  &  Belding  in  San 
Francisco. 

"Our  buyers  do  get  involved  in 

choosing  markets,"  says  Bill  Kenned \ 
of  Ted  Bates.  "Thev  meet  with  group 
heads  and  with  the  account  executive 

when  the  hudget  i-  up  for  presentation 

to  the  client  and  they  make  recommen- 

dations." 
"The  media  department  gets  a  prod- 

uct strategv  statement  from  the  account 

group  telling  him  the  objectives  Eoi 

the  coming  year,"  savs  B&H's  Paul 
Benson.  "This  statement  tells  "I  sales 
and  distribution  problems  and  aims. 

On  the  basis  of  it.  the  media  depart- 

ment with  the  buyei  contributing  a  - 

tivel)  makes  up  a  media  strategj  state- 
ment, which  outlines  the  media  to  be 

used  to  accomplish  the  producl  objec- 
tives and  the  reasons  for  selecting 

those   media. 

"There"-  been  a  bij  •  hari  ■■  in  time- 

buyei  status  over  the  years,"  savs  an- 

othei  member  of  sponsor's  panel.  "  \ 
number   of   years   ago,    markets   were 

pre-selected  by  the  account  group  and 
client  with  no  relationship  to  media. 

\"u  the  media  people  are  in  on  plan- 

ning and  selection.  We  never  knew  as 
much  about  a  client  and  his  distribu- 

tion and  product  problems  as  we  do 

today.  Integration  of  print  and  air 

helped  bring  about  the  increased  status 

uf   buvers." "  \t  this  agency,  the  buyers  have  al- 

ways  been  in  on  early  plans,"  says 
K&E's  Phil  Kenney.  "It's  the  account 
group  as  a  whole  that  makes  market 
selections,  and  the  account  groups  in- 

clude the  a  e.  representatives  of  each 

department  including  the  buyers." ""Market  selection  is  made  by  our 

plans  department,"  says  N.  W.  Ayer's 
Chuck  W  ilds.  "The  plans  department 
i  nil  relation  to  a  plans  board)  is  com- 

posed of  30  or  40  people  who  are  in 
effect  the  media  directors.  Our  buy- 

ers choose  stations,  or  recommend 

market  switches,  but  by  and  large,  it's 
the  plans  department  that  makes  de- 

cisions based  <>n  recommendations 
from  buyers. 

But  (inside  the  bigger  agencies  the 

account  man  still  tends  to  supervise 

everj    media  decision. 
"The  markets  in  which  our  client- 

advertise  are  usually  selected  by  the 

account  supervisor,  a/e  and  media  di- 
rector based  on  sales  potential  of  the 

client,"  says  Mary  Elizabeth  Loeber  of 
Brisacher,  \\  heeler  &  Staff.  San  Fran- ci-co. 

"Choice  of  markets  is  made  by  the 

client  with  the  a/e  according  to  dis- 

tribution and  sales,"  says  Evelyn  Van- 
derploeg  of  Arthur  Meyerhoff  &  Co., ( Ihicago. 

Networh  clearances:  Vnother  fac- 

tor that  seems  to  have  added  to  the 

stature  of  the  timebuyer  is  their  role 
in  handling  of  tv  network  clearances 

as  well  as  spot  radio  and  t\. 
"Knowing  station  people  personally 

i-  important,  particularly  on  network 

clearances.'"  says  Dancer-Fitzgerald. 

Sample's  Bob  Wulfhorst.  "Of  course, 

we  woik  primarily  through  the  net- 
works, however,  there  are  times  when 

personal  acquaintance  and  contact  with 
individual  station  managers  helps  clear 

a  station." 

It  i-  network  clearance  problem- 

more  than  anything  else  that  have  tak- 

en buyers  around  the  counb  j .  \  time- 

buyei  From  one  of  the  top  five  agen- 
cies traveled  from  station  to  station  a 

few  month-  ago  showing  films  to  sta- 
ll,m    managers    in    order    to    convince 



Portrait  by  Fabian  Bachrach 

Bell  Aircraft  has 

13,000  payroll  savers 

"From  every  point  of  view,  the  purchase  of  U.  S.  Savings 
Bonds  contributes  to  the  soundness  of  our  economy 

and  to  the  individual  security  of  our  citizens.  I  am  proud 

that  at  Bell  Aircraft  our  employees  are  helping  to 

strengthen  the  national  economy  and  their  own  future 

Security  through  the  Payroll  Savings  Plan. 

"In  a  recent  campaign   Hell   employees  achieved  a 
record  of  nearly  99'  <  participation  in  the  Payroll  Sa\  ings 

Plan,  bringing  to  13.000  the  total  number  of  our  em- 

ployees who  are  saving  systematically  through  the 

regular  purchase  of  Savings  Bonds." 
LARRY   BELL,  President  Bell   tircraft  Corporation 

If  your  company  does  not  have  the  Payroll  Savings 

Plan,  or  if  you  have  the  Plan  and  employee  participa- 

tion is  less  than  50  —get  in  touch  with  Savings  bond 

Division.  U.  S.  Treasur\  1  )epartment,  \\  ashington  D.  C. 

Your  State  Director.  U.  S.  Treasur)  Department,  will 

be  glad  to  help  you  install  a  plan  or  show  you  how  easy 

it  is  to  build  employee  participation  In  your  present  plan* 

The  United  Stales  Government  docs  not  pay  for  tin  The  Treasur)  Department 

thanks,  for  their  patriotic  donation,  the  Advertising  Council  and 

SPONSOR   PUBLICATIONS   INC. 
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WHBF 
CBS     FOR    THE    QUAD-CITIES 

'Your  Best  Buy 

Since  1925" As  one  of  the  nation's  pio- 
neer stations,  WHBF  radio 

has  for  30  years  progressed 

with  the  desires  of  its  grow- 

ing audience  —  WHBF-TV 
since  1950.  Both  offer  you 

the  experience,  power,  popu- 
larity and  audience  for  suc- 

cessful selling  in  the  pros- 
perous Quad-City  market. 

Lc,    Johnson.    V.P.    and    Cen.    Mgr. 

£*k 

WHBF;: 
TELCO  BUILDING,  ROCK  ISLAND,  ILLINOIS 

Represented  by  Aver y-Knodel,  Inc. 

EVEN  SAMSON? 
SAMSON  WAS  a  mighty  mad, 

his  strength  bej  ond  compare. 
That  was  until  Delilah 

took  the  scissors  to  hi-  hair. 

Bui   say  she  hadn't   cut  it 
and  his  strength  was  ten  times  ten, 

still  we  doubt  he'd  be  as  strong 

as  the  signal  from  \V  I'  I  N. 

\\  I'l  V-  dear  channel  signal  covers 
the  eleven  COUnty  area  of  the   We-t 

:  Floi  id.i  completely,  giving 
advertisers  a  market  of  790,300 

people  everj  day  with  a  buying  in- 
come  of  £989,640,000.00.  This 

dominant    [ndependent   music  and 
tation  is  the  West  ( loasl  of 

Florida's  best  daytime  radio  buy. 

.  .  .  That's  why  more  local  adver- 
ti jers  prefer  WPIN. 

WPIN 
680  Clear  Cham 

Officea  arid   studies   in    the 
I '.•,],„    II. 

■  tersburg,  Florida nally   by 

Indii  i  nc. 

them  to  clear  the  time  for  the  new  net- 

work film  series.  Buyers  generally 

agree  that  while  the  network  tv  clear- 
ance situation  is  easing  up  with  the 

opening  of  new  markets  and  addition 
of  tv  stations,  the  clearance  problem  is 
nonetheless   still   present. 

A  member  of  the  panel  who  is  head 
of  time  buying  at  one  of  the  larger 
agencies  added  that  his  buyers  try  any 

one  of  five  techniques  to  clear  net- 
work programs  over  tv  stations:  (1) 

through  network  channels;  (2)  with- 

out networks;  (3)  by  sending  a  bar- 
rage of  letters  and  telegrams;  (4) 

sending  men  into  the  field;  (5)  send- 
ing station  managers  reminder  gifts  to 

promote  the  show. 
Most  buyers  agreed  that  trips  into 

problem  markets  and  new  markets  are 

very  helpful  not  only  with  the  particu- 
lar schedule  that  thev  may  be  placing 

then  but  in  their  relationship  with  the 
stations  in  that  market  from  then  on. 

"I  used  to  sell  time  before  I  bought 

it,"  said  another  buyer,  "and  I'll  say 
this  candidly  -  if  a  good  schedule 

opened  up  on  one  of  our  stations,  I'd 
offer  it  first  to  the  buyer  who  was  a 

particular  friend  of  mine,  regardless 
*••••••• 

"Today,  commercials  represent  the 
initial  education  received  by  millions  of 
children,  tv  being  the  instructor.  Creat- 

ing wants  among  sales  resistant  adults 
is  quite  different,  hut  whetting  the 
desires  of  youngsters  has  exciting  long- 
range  possibilities,  occurring  as  it  docs 
during  the  formative  and  malleable 

period." 
LESTEK  RAND 

President 
louf/i  Research  Institute 

-¥■-¥-***  +  +  * 

of  the  total  billing  he  or  his  agency 

controlled.  That's  why  I  like  to  have 
all  our  buyers  see  every  rep  and  sta- 

tion man  who  comes  to  sec  I  hem.  This 

business  is  built  on  personal  friend- 

ships." 

There's  considerable  difference  in 

the  handling  of  good  tjm<>  periods  of- 
fered to  individual  buyers.  In  sonic 

of  the  top  agencies  a  buyer  informs 

the  head  buyer  of  new  schedules  avail- 
able, whether  he  himself  buys  them  or 

not.  In  llii-  \va\.  other  (Merit-  in  the 

agency  get  a  crack  at  the  availability 
before  someone  outside  the  agency 

does.  In  other  agencies,  the  buyers 

within   each    L'i<>ii|i   act    as   autonomous 

and  virtually  competitive  entities:  an 

availabiltiy  rejected  by  one  has  to  be 
offered  separately  to  another. 

"It's  important  for  buyers  to  go  out 

and  see  radio  ami  t\  stations,"  says 

Cunningham  \   Walsh's    I  «r  t  \    Fcniger. 

"That's  the  best  way  to  evaluate  the 
character  of  a  station  and  its  effect 

and  influence  on  the  town  it's  in." 
At  most  of  the  agencies  surveyed, 

there's  the  beginning  of  a  system  for 
developing  good  timebmers.  In  some 

agencies,  a  day's  tour  of  radio  and  tv 
stations  is  part  of  a  program  of  train- 

ing new  people  for  the  media  depart- 
ment. One  agen<\  has  a  training  pro- 

gram for  radio-tv  time  buying  that  en- 
compasses 10  areas  of  study  to  be 

covered  in  a  matter  of  weeks,  includ- 

ing (1)  study  of  Standard  Rate  & 
Data,  (2)  study  of  contract  forms;  (3) 
study  of  radio  and  tv  coverage;  (4) 

radio  and  tv  station  reps,  their  func- 
tion and  use  to  the  timebuyer;  (5) 

selecting  a  time  period,  network  and 

spot;  (6)  reading  trade  papers,  refer- 
ence material  including  network  pres- 

entations; (7)  discussion  of  station 
relations;    (8)   tour  of  stations. 

"The  media  man  is  increasingly  im- 

portant in  planning,"  remarked  the 
head  buyer  of  a  top  radio-tv  agency. 

"Ambitious  buyers  used  to  look  to- 
ward account  work  in  terms  of  getting 

ahead.  Today,  they  have  a  better 

chance  of  moving  up  right  in  the  media 

department."  *  *  * 

N Covering  the  entire 
Northwest  Irom  Spoke 

w- 

DALE 
STARKEY 
NOW  ON  KGA 

Emcee  and  entertainer  of 

stage,  TV  and  radio,  Dale 
is  truly  one  of  the  great 

masters    of   ad-lib. 

A  warm  friendly  personality 

Dale  has  built  KGA's  listen- 
ing audience  into  a  vast 

buying     multitude. 

The 
Dale  Starkey  Show 

daily    on    KGA 
8:45  to  9:15  A.M. 

Reps.:  Everett-McKinney,  lnc| 
New  York,  Chicago, 

Los  Angeles,  San  Francisco 

Box  141  -  Spokane,  Wash. 
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40  E.  49TH 

(Continued  from  page  17) 

ADVERTISING  INFORMATION 

As  you  undoubtedly  know,  our 

membership  is  comprised  of  approxi- 
mately 1,000  newspapers  in  the  United 

States  and  Canada  and  among  other 

tilings,  it  is  our  job  to  keep  them  in- 
formed as  best  we  can  on  the  various 

activities  in  the  advertising  field. 

At  the  present  time  I  am  thinking 

of  sending  our  members  periodic  bul- 
letins having  to  do  with  television  and 

in  the  first  one  I  would  like  to  in- 

clude the  table  entitled  "The  Facts 

About  the  Rating  Services"  which  ap- 
peared in  your  12  July  1954  issue  on 

pages  198  and  199. 

If  you  would  be  good  enough  to 

grant  me  permission  to  reproduce  this 

table  giving  proper  credit,  of  course, 

I   should  appreciate  it  greatly. 
William  G.  Bell 

Director  of  Research 

Bureau  of  Advertising  of  the  Amer. 

Newspaper  Publishers   Assoc. 
New  York 

•       SPONSOR    is    di-lishtcd    to    gram    the    pr 
■Ion   requested   liv   reader  Bell. 

GETTING  AROUND 

I  thought  you  would  be  interested  in 

just  how  SPONSOR  gets  around  among 

people  interested  in  radio  and  televi- 
sion. 

Early  Wednesday  morning  my  copy 

of  SPONSOR  with  my  name  on  the  ad- 
dress ticker  was  lying  on  our  office 

desk  when  Walter  Damm  headed  for 

the  airport  to  fly  to  New  York.  Not 

having  seen  sponsor  he  picked  it  up 
and  took  it  with  him.  It  was  more 

than  a  normal  trip  since  he  hovered 
over  New  York  for  better  than  two 

hours  waiting  for  the  fog  to  clear  up, 
so  it  is  safe  to  say  that  SPONSOR  had 

a  thorough  reading.  This  particular 
flight  finally  sat  down  in  New  York 

and  the  ship  was  serviced  and  turned 
around  to  head  back  to  Milwaukee. 

Thursday  morning,  Jerry  Feniger  of 
Cunningham  &  Walsh  walked  into  m\ 

office  on  an  appointment  made  by  tele- 
gram and  after  a  perfunctory  greeting 

reached  into  his  briefcase,  pulled 
out  a  copy  of  SPONSOR  and  said, 

"thanks  for  the  use  of  your  magazine." 
It  developed  that  Jerry  boarded  the 

Stratocruiser  in  New  York  Wednesday 
night  for  his  flight  to  Milwaukee  and 

found  the  copj  that  Walter  Da   i  had 
left  in  the  magazine  rack.  Jen  \  pi<  ki  d 
it  up.  noted  m\  came  on  the  i  ovei  and 
after  bis  initial  surprise,  made  good 
use  of  the  book  on  the  wa\  tc.  Mil- 
waukee. 

I  thought  it  was  an  interesting  bit 
of  coincidence  from  which  jrou  might 
get  a  kick  out  of  the  \\a\  SPONSOR 
gets  around.  By  the  way,  I  have  read 
it  too. 

R.    G.    \\  INNIE 

Asst.  Gen.  Mgr.  of  Radio  &  Tv 

WTMJ-TV 
Milwaukee 

SALES  AIDS 

Your  stories  of  "Tv  Results"  are 
the  best  sales  aids  I  know  in  helping 

KPTV  salesmen  get  new  clients  on  tel- 

evision. However,  our  copies  of  "Tv 
Results"  magazine  have  become  bat- 

tered and  torn  and  several  have  been 
lost. 

If  it  is  possible  I  should  like  six 

copies  of  "Tv  Results"  for  each  of  the 
past  several  years.  I  would  even  like 
those  from  three  or  four  years  back 
if  you  have  them.  Please  bill  the  cost 
of  these  magazines  to  KPTV. 

Charles  R.  White 

Commercial  Manager,   KPTV 
Portland,  Oregon 

9        Tv    Results    books    are    available    at    $1.      Raek 
•  "i-ii  -    are   still    obtainable. 

CLEASON  ON  FEE  TV 

I  have  the  highest  regard,  as  do  mil- 

lions of  others,  for  Jackie  Gleason's 
talents  as  a  comedian,  musical  direc- 

tor, producer  and  entertainer. 

But  as  a  prophet — away  he  goes. 

His  prediction  that  television  of  the 

future  will  be  90%  pay-as-you-see  and 
film  (SPONSOR  Asks,  21  March)  loses 

sight  of  one  very  important  question. 
How  can  the  American  public  possibb 

pa)  the  bill? 
Jackie  just  signed  to  get  $11,000,000 

from  Buick  and  he  will  reach  millions 

and  millions  of  viewers  week  after 

week.  He's  sure  of  getting  a  big  audi- 
ence and  he  deserves  one.  But  let 

Jackie  always  remember  that  his  pro- 

gram is  free  to  the  public — yours  and 
mine — for  the  flip  of  a  dial. 

What  happens  when  you  and  I  are 

asked  to  pay  for  his  program — and 
for  Godfrey  and  Luc]  and  George  Go- 
bel  and  the  ball  games  and  fights,  and 

Now  the  people  in  Houston  and  sur- 
rounding areas  have  proven  us  right, 

and    by    their    votes    have    selected 

PAUL 
BERLIN 

Houston's  No.l 
RADIO 

PERSONALITY 

The  Listeners' Choice! 

A  recently  completed,  Philco-sponsored 

contest  found  this  popular  K-NUZ  disc 

jockey  to  be  Houston's  favorite,  chosen 
from     personalities     of     seven     stations. 

NATL    REP— FORIOE    AND    COMPANY 

In    Houston   Call— Dave    Morns,    KE-2581 
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Always  the  Best 

Independent 

Buy  in  the 
Market 

the  AIMS  station! 
Boston 

Cleveland 

Dallas 

Denver 

Des    Moines 

Evanston  ,   III. 

Evonsville,    Ind. 
Houston 

Indianapolis 

Jackson  ,  Miss. 
Kansas    City 

Huntington,    L.I. 

Louisville 
Milwaukee 

WCOP 
WDOK 

KLIF 
KMYR 

KCBC 

WNMP 
WIKY 

KNUZ 

WXLW 

WJXN 
WHB 

WGSM 
WKYW 

WMIL 

New  Orleans 

New  York 

Omaha 

Portland.Ore. 
San  Antonio 
San  Francisco 

Seattle 

Springfield.Mass  WTXL 
Stockton  ,Cal.  KSTN 

Syracuse  WOLF 
Tulsa  KFMJ 

Wichita, Kan.        KWBB 

Worcester.Mass.  WNEB 

WTIX 
WINS 

KOWH 
KXL 

KITE KYA 

KOL 

Canada 

Calgary,    Alberta,    Canada 
New   Westminister,    B.C. 

..»"»»■ 

Only  one 

jn    each 
market 

CKXL 
CKNW 

Membership 

by  invitation 

only 

RADIO  GROUP 

gives  you 

All  f 

Market  •  • . 

Coverage • • . 

pfogramitifffg
 

Contact  tf 

of  tall  yout 

John  Blair  man 

TODAY! 
ISO  KILOCYCLES  •  50,000  WATTS  •  ABC  NETWORK 

the  Kentuck)  Derby  and  the  scores  of 
other  attractions  da)  after  da)  and 

night   after    tlighl  '. 
Mr.  and  Mrs.  Tv  Viewer  are  going 

lo  run  out  of  mone\ . 

\  preliminan  sur\e\  .(inducted  by 
the  relevision  Research  Council  re- 

veals that  the  average  viewer  would 

have  to  spend  more  than  $1,500  a  \ear 

to  receive  programs  the\  now  «et  for 

nothing.  This  finding  is  based  on  a 

mean  program  charge  of  $1.50-an- 
hour,  the  figure  proposed  h\  some 

advocates   of   "one-armed    bandit    tv." 
This  $1,500  box  office  take  from  the 

American  public,  of  course,  doe-  not 
include  the  cost  of  adaptors,  or  de- 

coder-, which  must  be  installed  on 

ever)  set  nor  does  it  include  the  bill 
the  tv  serviceman  bands  over  after  he 

performs  his  mysterious  necromanc\ 
in  the  vitals  of  the  set  while  installing 

the  outstretched  hand  of  the  "pay-as- 
j  ou-see  t\     patent  owner. 

Zenith  Radio,  which  will  manufac- 
ture these  decoders,  says  they  will  sell 

for  "about  the  cost  of  an  average  ta- 

ble model  radio." 
Let's  be  generous  and  say  the\  will 

cosl  $20.  And  let's  say  there  are  33,- 
000,000  tv  sets  now  receiving  programs 
in    homes   and   other  locations. 

If  only  one-third  of  present  set-own- 
ers decide  to  install  decoders  they  will 

have  to  invest  220  million  dollars  just 

for  the  privilege  of  paying  to  see  tele- 
vision  which  the\  now  get  absolutelv 
free  once  they  have  purchased   a  set. 

Now  let's  imagine  that  the  millenium 
had  arrived  and  that  the  tv  serviceman 

will  install  these  decoders  (and  not  dis- 

cover that  a  couple  of  tubes  and  con- 
densers  need  replacing  along  with  a 

three  phase  "ret/.lifonomajig""  I  for 
only  $10. 

That  amounts  to  a  grand  total  of 

$330,000,000  to  be  spent  on  equip- 
ment alone. 

And  this,  mind  you,  includes  but 

one-third  of  sets  now  receiving  free 
tv.  If  they  all  convert,  the  national  bill 
would  be  i-  close  to  a  billion  dollars 
as  Channel  7  is  to  Channel  8. 

Kecause  no  ardent  advocate  of  pay- 

as-you-see  tv  has  made  an)  definite 
statement  as  to  program  costs  per-hour, 
"i  half-hour,  and  also  because  the 

$1,500  pci  annum  per  household  fig- 

ure for  program  costs  mentioned  ear- 
lici  undoubtedl)  will  be  attacked  as  too 

high  b)  the  "one-armed  bandit  tv" 
bo)  -.  let's  suppose  this  i  osl  to  the  a\  - 

erage  viewer  could  be  reduced  to  say, 

$500. \\  ith  one-third  of  today's  sets  receiv- 
ing programs  for  the  same  numbei  ol 

hours  as  at  present  the  annual  bill  for 
now  irce-t\  entertainment  would  run 

lo  the  staggering  figure  of  five-and- 
one-half  billion  dollars  a  vear. 

That's  a  dandy  figure,  all  right,  but 
will  the  American  public  be  able  to 
part  with  it  and  still  pay  the  grocer, 
the  tax  collector,  the  oil  man.  the  milk 
man,  the  service  station,  the  insurance 
collector,  etc.? 

Of  course  not.  The  American  econ- 

onrj  just  couldn't  stand  it  and  the 
sooner  these  facts  are  brought  home 

and  the  enticing  promises  of  the  "gloi\ 
boys"  are  forgotten,  tin-  better  off  the 
broadcasting   industry   will  be. 

Come  on,  Jackie.    Don't  desert  your 
loyal  fans  in  Brooklyn  and  in  the  thou- 

sands of  Brooklyns  all  over  the  coun- 

try.   Keep  on  selling  those  razors  and 

coffee  and  Buicks.    But  don't  make  a 
slot  machine  out  of  my  television  set. 

Leon  P.  Gohm  w 
General    Manager 

WABl-TV,  Bangor,  Me. 

i  Chairman.    Vew    England   Broad- 
casters for  Free-Tv) 

JOB 

SHOPPING? 

//   i  on  like: •  yelling 

•  fellow  broadcasters •  I  Hireling 

•  SPONSOR 

a  SPONSOR    termini  Execu- 

tive  position  icilli  liheral  salary 
and  commission  might  be  for 

you.    Semi  resume,  photo  and 

letter  with  minimum  salary 

acceptable    to    Jacob     Evans, 

SPONSOR 
40  E   %9th  Si,  eei. 

\  -■//    )  ork  17.  Sen    I  orh 
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ROUND-UP 

{Continual  from  page  (>.">  i 

\\  t'sliiifilioiisc    l!i  oud<  a-liiiL'    (  !o.    and 

the  National  Association  foj  Mental 

Health  have  launched  a  joint  puhlir 

service  project  to  help  solve  the  men- 
tal health  problem.  The  project  is 

called  "Sinj-  Aloii"  for  Menial  Health," 
and  features  eight  records  designed  for 

inclusion  in  disk  jocke)  show.-.  Edd) 

\rnold,  Betty  Johnson.  Sally  Sweet- 
land  and  The  Toppers  were  among  the 
talent  used  on  the  records,  which  van 

in  length  from  34-56  second-. 

The  records  were  designed  as  a  pub- 
lic service  to  advise  the  public  of  the 

availability  of  competent  help  to  cure 

mental  disturbances,  and  to  urge  con- 
tributions to  the  fund  raising  drives  in 

this  connection.  Westinghouse  Broad- 
casting Co.  made  the  records  available 

to  all  of  the  networks,  and  announced 

that  one  of  the  songs  had  even  been 
worked  out  into  a  t\  presentation. 

*        *        # 

Testimonials  are  effective  as  adver- 

tising vehicles  when  the  endorser's 

"public  personality"  fits  the  product 
and  the  values  and  attitudes  of  the  av- 

erage American.  This  conclusion  is  the 
result  of  a  motivation  research  study 

undertaken  by  Social  Research,  Inc., 
for  Endorsements.  Inc.  of  New  York 

City.  Endorsements.  Inc.,  celebrated 

its  10th  annuel sar\  recentl)  with  a 

small  part)  attended  In  tv's  June  Ha- 
voc  and  Fred  Allen  along  with  En- 

dorsements President  James  Alberti 

and  Morton  Freund.  v. p.  of  Lawrence 
C.  Cumbinner  Advertising. 

Endorsements,    Inc.,    observes    1 0th    anniversary 

WLOF,  Orlando.  Fla..  has  evolved 

a  new  "T.N.T."  format  they  believe 
will  attract  bigger  audiences.  The  new 
emphasis  will  be  on  Time.  News  and 
Temperature  for  their  19  hours  of 

daily  broadcasting,  announced  Donti 

Colee,  v.p.  and   general   manager. 

In  line  with  it-  desire  to  gel  more 
I'"  al  material  into  the  format,  \\  LOF 
has  severed  its  affiliation  with  the  Mu- 

tual liroadi  a-tiriij  S\  -tern.  I  his  move 

is  ju>t  part  ol  the  ii>-iiil  towards  more 
independent   radio  stations  noted  \  i  e 

President    Colee.    in    a   uncing    the new   format. 
*  *       # 

WRCA  and  WRCA-IA.  New  York, 

hope  to  broaden  the  future  scope  of 
the  broadcast  media  b\  reaching  the 
college  students  of  today.  The  stations 

have  begun  an  "Operation  Classroom" 
to  a— i~i  college  students  in  planning 
a  career  in  radio  and  tv,  and  to  learn 
and  observe  the  functions  of  these  two 
media  while  the\  are  -till  in  school. 

WRCA's  News  &  Special  Events  De- 
partment is  working  with  the  colleges 

in  the  New  York  metropolitan  area  to 

formulate  a  program  that  will  be  aired 
early  this  summer. 

The  format  is  currently  being  de- 

cided upon  b\  the  student-representa- 
tives who  will  take  active  part  in  the 

collection  and  presentation  of  news 
used  on  the  show.  The  students  will 

be  given  an  opportunity  to  cover  sto- 
iies  with  the  regular  station  staff,  and 

participate  in  interviews  and  panel  fo- 
rums to  gain  experience. 

*  *        * 

Indications  of  the  air  media-  search 
for  new  blood  are  found  in  the  two 

scholarships  announced  by  Iowa  Stale 

College,  one  in  tv  and  the  other  in 

radio.  Weed  Broadcasting  has  spon- 
sored a  $500  scholarship  for  a  senior 

or  graduate  student  seeking  profes- 
sional  training  in  radio  and  tv  at 

Iowa.  A  $1,000  scholarship  is  offered 
to  graduate  students  by  the  Alfred  I. 
DuPont  Awards  Foundation  for  appli- 

cation of  tv  to  the  fields  of  Agricul- 
ture. Home  Economics.  Science,  En- 

gineering or  Veterinan  Medicine. 
«        *        * 

There  is  no  doubt  that  countrj  mu- 
sic is  popular,  but  to  prove  it  to  am 

skeptic-.  W'SM.  \ash\ille.  sent  out  a 
map  of  the  U.S.  to  members  of  the 
industr)  and  various  ad  agencies.  The 

map  shows  all  of  the  places  that  weie 
visited  b)  -tars  of  Grand  Ole  Oprj 
during  1954.  Each  visit  was  marked 

by  a  red  dot.  and  the  2,55  1  dots  on 
the  map  make  it  look  like  an  advanced 

case  of  country-musicitis  has  hit  the 
country.  \\  SM  also  draw-  attention  to 

Grand  Ole  Opry  being  the  oldest  un- 
interrupted commercial  program  on 

radio.  *  *   * 

KTVH   BEAMS  PRINCIPAL 

CITY  SIGNAL  OVER  WICHITA 

Both  the  Wichita  arb  and  the  ktvh 
PULSE  show  at  least  7  out  of  10  loading  film 
and   network   shows  on   KTVH.    Programming 

and  strength  of  signal  offer  you  a  profitable 
combination.  Take  advantage  of  it,  now! 

•Recent   report  from  the  FCC  stales   that  KTVH 
has    a    principal     city     signal    over    Wichita. 

VHF 

240,000 

WATTS 

KTVH 
HUTCHINSON 

CBS  BASIC— DUMONT 

CHANNEL 

12 

Represented  Nationally  by  H-R   Representatives,   Inc 

KTVH,  pioneer  station  in  rich  Central 
Kansas,  serves  more  than  14  important 
communities  besides  Wichita.  Main 
office  and  studios  in  Hutchinson;  office 
and  studio  in  Wichita  (Hotel  Lassen). 
Howard  O.  Peterson,  General  Manager. 

*••••••••••** 

THE  SOUTH  LEADS 

PER  CAPITA  INCOME  GAINS. 

Up  282% 

and    your 

BEST  "TAP" to   this   business    is 

WEAS 
and   our 

50,000  Watts  at  1010  kc. 

DECATUR,   GEORGIA 

call    us    or 

STARS  NATIONAL 
New  York-Chicago-Detroit 

Los  Angeles-San  Francisco 

************* 
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Happy    Wilson 
Star  of 
Alabama  Grandstand 

1  :00  to  2:00  PM.  Saturdays 

Stars  Sell  on 

Alabama's 
greatest  TV  station 

Happy  is  starting  his  20th  year  as 
a  star,  first  on  WAPI,  then  adding 
WABT.  He  is  joined  by  his  Golden 
River  Boys  and  lovely  Marion  Worth 

for  a  full  hour  of  toe  tappin'  tunes 
and  hoe-downs  on  the  Grandstand 
every  Saturday  night.  Happy  in- 

creases his  popularity  by  traveling  all 
over  the  state  making  personal  ap- 

pearances. He  and  the  Golden  River 

Boys  carry  their  instruments  in  a 
trailer  decorated  with  the  n.'mes  of 

his  sponsors.  Happy  also  stars  on 

WAPI's  "Yawn  Patrol,"  4:45  to 
6:30  A.M.  Mondays  through  Fridays. 

You  can  SELL 

Your  Products 

to  Alabama  folks 

if  you  TELL 

them  on  programs 

they  enjoy  seeing 

Represented  by 

BLAIR.TV 

C7l«rf«».v  H.  Denny,  vice  president  in  charge  of 
\  III   owned  stations  and  NBC  Spot  Sales,  played 

a  l,e\   rule  in  developing  basic  concept  behind  new 

weekend  program  scheduled  to  start  on  NBC  Radio 
VI  June.    The    \0-hour,  round-the-clock    program, 

inlled   Monitor    (to  run  from  8:00  a.m.  Saturday 

in  midnight  Sunday)   will  consist  of  music,  news, 

Heather  reports,  debates,  interviews,  tv  audio  tapes, 

simulcasts,  short  dramas.    Commercials   will  be 

sold  in  one-minute,  30-second  and  six-second  lengths 

mi    flexible  "magazine  concept"   basis.    Programs will   be  of  no  set   length. 

T.  L.  Butt's,  who  founded  Ted  Hates  &  Co.  in 
IV  HI.  announced  the  conversion  of  that  agency    from 

a  pui  inn  ship  to  a  corporation  on  1  April,   In  the 
ihange.   liiihs   became  htinorun    chairman   of  the 

newly-created  board  of  directors  and  chairman  of 
the  executive  committee.    In   other  realignments, 

Thomas   /•'.   Harrington    became   chairman    of   the 
hoard:  Rosser  Reeves,  vice  chairman  of  the  board; 

and   William  II.   Kearns,  president.    Neiv  name 

ol  the  agency  is  Ted  Bates  &  Co.  Inc. 

Agency  rose  from  a  two-account  start  in    1910 
Id    lll//i    in    ail    billings   in    1954. 

f  f/irilt   IV.   Ehl'l.  director  of  corporate  marketing 
hi  General  Foods,  one  of  the  biggest  air  advertisers 

and    Vo.   One    loud  advertiser   mi    network    tv.   has 

been  named  a  vice  president  of  the  firm.    Ebel  has 

had  extensive  advertising  experience,  having  worked 

nl  a  number  of  agencies  before  coming  In   CI'  in 
1948.    Among  agencies  lie  worked  /<"    ueie  I  nil. ins 

X    Hidden.    I'eillur    &    Ryan    and    Tim\     /■ 
I  Inn  sun.    Starting  in  GF  in   the  Gaines    (dog  food) 

Division,  Ebel  later  directed  sales  and  advertising 
for  Post  cereals,  joined  the  corporate  marketing 

office  in    L952,  was  named  directoi  last   year. 

\\  iff iritfi  f«.  Power,  advertising  manager  of 

Chevrolet  Division,  General   Motors,  nil!  launch 

network    radio   campaign   specifically    aimed  at 

the  housewife.   Starting  today    <  111  April),  Chevrolet 

mil  sponsoi   9:45  10:00  a.m.  segment  mi     till 
Rutlm  Breakfast  Club  on    Mondays,   Wednesdays, 

Fridays.    Setwork   said  that  purchase  mailed  first 
cni i \   ni  a  majoi  auto  firm  into  daytime  radio. 

I  ihuts  to  reach  housewife  is  evidence  of  revolution 

in  marl. eiing  autos.    Program  toastmaster  Don 
1/.  \eill  will  invite  women  listeners  from  'mist  to 

Coast    I"    be    Sure   and    m'm/   (heirolet    showrooms. 
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Is  EVERYBODY  in  first  place? 
Being  first  for  the  sake  of  being  first— like  the 
fellow  who  first  swallowed  a  live  goldfish — 

doesn't  mean  much.  But  there  are  important 
"firsts"  to  be  won  through  leadership  and 
superiority,  and  in  television,  KSTP-TV  has 
won  more  than  its  share.  For  example, 
KSTP-TV  is  .  .  . 

The  Northwest's  FIRST  Television  Station 
FIRST  with  maximum  power 
FIRST  with  color  television 

FIRST  in  average  weekday  program  rat- 
ings* from  7:00  AM  to  midnight,  week 

after  week. 

These  "firsts"  are  important  to  you  because 
they  mean  sales  .  .  .  sales  to  KSTP-TV's  loyal listeners  in  this  market  of  more  than  half  a 
million  TV  homes  and  Four  Billion  Dollars 
in  spendable  income! 

*  ARB  weekly  average,  combined  metropolitan  and  out- 
side area,  January,  1955. 

100.000 

WATTS 

CHANNEL 

MINNEAPOLIS-ST.PAUL  Basic  NBC  Affiliate 

Yfo  /t/wt&w&frk-  leaden?  Qt&UofC 
EDWARD    PETRY    &    CO.,    INC.,    NATIONAL    REPRESENTATIVES 
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This  is 
San  Francisco... 

where  8  l'<  of  the  half-million 

trips  in  and  from  town  each 

d.i\  are  made  in  private  autos! 

It  you  want  i«»  go  along  for 

the  ride,  advertise  while  they 

listen  on  their  ear  radios  l<» . . . 

SO.OOO      WATTS 

Represented  !"•  CBS  l{<i<li<> 

Spot  Sales 

ADVERTISERS'    INDEX 

A  BC    Film 
AIMS  12" 
Air    Trails  114 

Associated    l'i  ■  ■'" A.   T.   &    T  75 
Broadcast   Music  86 
CBS   Radio  Net 
i  'i:s    TV    Film  12-13 
Croslpv  14-15 
i.l,  HI 

MCA-TV 
Mid-Continen1  FC 

ion    Film  93 
Public    Sei  ! '  ?> 
Ra,  burn  124 

RCA    Equip  ",:! Sarra  63 
sii.lt..,,    ll..!.  I  86 
SKI'S  126 
Stars  121 
Steinman  -! 
i      -     Bonds  117 

Westinghouse  46-47 
i'KI.w  TV.     Detroit 

KATV,   T,ittle    Rmk 
p  :  IET-TV,    Sacramento 
KBIG,    Hollywood    .. 
KIMS.    Bakersfleld 
KCBS,  San  Francisco  .. 
Kci  -i  !-TV,  Sacramento  ... 
KENS,    San   Antonio 
KE"5  I  '.     .Minneapolis K'.'.MK,    San    DiegO 

KFMB-TV,    San    Diego   .. 
KGA,    Spokane 
KGNC,    Amarillo    .. 
PCGUL-TV,    Galveston    . 
Ki  :  V<  i-TV,  Missoula 
KGW.    Portland,    Ore. 
KKTV,    Pueblo 
KMBC     Kansas  City,   Mo. 
KNUZ,    Houston 
KPHO,    Phoenix ki:i/    Pro 

KROD-TV,    El    Paso 
KSBW-TV,    Salinas.   Cal. 
KS1  >i  >.    San     Diego    .. 
KSL-TV,    Denvei 
KSDA-TV,    Shreveport 
K  ST  I '.    M  inneapolis  .. 
KTVH.  Hutchinson 
KVTV,    Si, >u.\    City 
KWKll.    Shreveport 

106, 

96 

73 
125 

8 

124 
6 
18 

114 

89 

76 

118 4f. 

US 

l  10 

105 
112 
BC 
119 
90 114 

112 
26 
10 
19 

9  i 

12:! 

121 

19 

\v  \mt.   Birmingham  ..  ..  122 
WAKB,  Baton    Rouge  60 
WAVE-TV,    Louisville 
w  BEN  TV,    Buffalo  17 

WBNS,    I  'ohm, bus WBRE-TV,    Wilkes-Bai 
\\,'\r      Philadelphia  97 
WCUE,  Akron  IT 
WDAY-TV.   Fargo  27 
u  i  >r..i,    Roanoke  65 
U'I'IA,     Memphis  67 
WEE!     Bo  103 
WEI  IT  TV,    ll.  nderson  l  10 
\\  I  M  P,    Milwaukee  22 
w  ria  ;  TV,   i  rn  em  ill.  .   S.  C  74 

WPBM,    [ndianapolis   .-.  99 
WKM  r-TV,  Grei  nsboro,   X    C  91 
vy<  ;i:i  TV,   Scranton  16 
\\,;i;     Buffalo  106 
wham,    Rochester 
w  1 1  r.i      Ro,  i.    Island,   111.  ' '  8 
wiit'll.    Boston  9 
win.!.    Hempstead,    1.     l.  72 
\vi  l<  >T\,    I  >es   Moil  21 

wir.w    i  \     Topeka  ~s 
WICH,   Norwich  > ' ,; 
WILD,    Birmingham  66 
WJBK     Detroit 
\\  K  M  II,    I  Vail,,.,-,,  1"! 
WK  RC  TV,  '  lincinnati  6-7 
WKZl  l  TV,  Kalamazoo  ..  77 

WLBC-TV,    Muncie  '"- 
WLS,  i  Ihicago  120 
WMBD,  Peoria  '  '  ■ 

w  m  B(  ;
.    I :  i  ■  1 1 

1 1
 
 

ll''1 ' w  \it.  Cedai    Ra  pids  U 
WNHC-TV,   New    Ha 
w  ,  ii  t\     \ui.       i..u  a 

\\  i  i\\    TV,    I  nnaha  80 

WPIN,  St    Peterst  1  's \\  pri  '  t\      Providei 
w  R  i   \   T\       Ro,  kfoi  .i 

WRGB,    Schenectady  7:' 
w  i:  \  \      Richmond  Sl' 
WSJS  TV      w  In    i..n   Sal.  in 
WS(  >K.     Nashville  1  1" 
WSPD,    Toledo WSYR,   Syi w  'i  \  -i     Miami 
•\  \  i  ;t    Roi 

w  w  ,i     i  let  roit 

107 [BC 

i  L6 

109 

77 

\v.\  i,\\     tndianapol  |n  ' 

/.  GLEh  7  I)  LOR 
(lice  President) 

General    Teleradio.    Inc. 

LIKE  MOST 
'Newsworthy 

BROADCASTING 

EXECUTIVES 

MR.  TAYLOR'S LATEST 

BUSINESS 

PORTRAIT 

IS  BY... 

Photographers  to  the  Business  Executive 

„,.  Fifth  Avenue.  New  York  17     PL  3-1882 
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NOW ♦ .  22  County  Coverage 
California's  Two  Billion  Dollar  Central  Valley's  Market 

YOUR  BEST 

C3  BET-TV CHANNEL  TEN  .  .  .  SACRAMENTO 

Televising  since  March  20  .  .  .  KBET-TV  —  Channel 
10  ...  is  Sacramento's  FIRST  and  ONLY  VHF 
station  with  basic  CBS  network  affiliation  .  .  .  reach- 

ing more  than  3  00,000  TV  families  (A  and  B  cover- 
age)   whose  income  is   .  .  . 

53%  ABOVE 
NATIONAL 
AVERAGE 

Stake  your  TV  dollars  on  KBET-TV  .  .  .  serv- 
ing an  effective  buying  power  of  $2,277,809,000 

.  .  .  with  the  nation's  highest  farm  income  for  19 
out  of  24  years.  State  and  federal  payroll  alone 
over   $250,000,000. 



The  account  executive  has  t
aken 

a  'rough  cut"  at  media  selection 

for  a  new  campaign  •  he  and  t
he 

media  director  sit  down  to  refi
ne 

the  list  •  your  medium  is  questi
oned  • 

they  reopen  the  account  man'
s  copy 

of  Standard  Hale  . . .  and  it'  you 

have  a  Service-Ad  near  your  li
sting 

you  are 
For  the  full  iter)  on  .he  values  1,161 

 media  get  from  thru 

Service-Ads,  see  Standard  Kate's  o
wn  Service-Ad  in  the 

foul  ,.f  an,   edition  of  SRDS;  o
r  call  a  Standard  Hate 

Sei  t  i<  e-Salesman. 

N.Y.C-Murray  Hill  9-6620   •  CHI
.- Hollycourt  5-2400  .  L.  A.- Dunk

irk  2-8576 

Sotei  Vccording  to  a  study  of  SRDS  use 
 made  by  National  Analysts 

In,     87'    of  alia   at  men  interviewed  make  use  of  one  or  more  ol 

the  SRDS  publii  ati( 



Crosby  blasts 

CBS  TV  approach 

Peabody  award 
winners 

Blair  expands 

radio  staff 

No    "sponsors" 
in  British  tv 

Am  networks 

essential 

Radio  programs 
at  low  cost 

REPORT  TO  SPONSORS   lor    l»  April    1  !>.>.» 

(Continued    from    page    2) 

Columnist  John  Crosby's  blast  at  CBS  TV  for  its  programing  came  on 
same  day  Peabody  Awards  were  announced,  including  5  to  CBS  TV  shows. 
But  Crosby,  who  is  one  of  16  members  of  Peabody  board,  specifically 

named  2  of  award-winning  shows  as  exceptions  to  what  he  contended  was 

generally  "cliche-ridden"  policy  at  network.   CBS  TV  shows  given 
awards  were  "Adventure"  in  tv  education  field;  "Omnibus"  and  "The 
Search"  in  special  awards  category. 

-SR- 
Reflecting  network's  program  buildup,  ABC  won  awards  for  "Disneyland" 
in  youth-children's  tv  category  and  for  John  Daly  radio-television 

news.   ABC's  Boris  Goldovsky  (Metropolitan  Opera  broadcasts)  won 
citation  for  radio  music.   NBC's  George  Gobel  copped  television  en- 

tertainment award  and  NBC  Radio  got  counterpart  award  in  radio  for 

"Conversation."   Other  award  winners  included  W JAR-TV,  Providence,  in 
tv  regional  public  service  category  for  Hurricane  Carol  coverage. 

-SR- 
Potential  of  farm  radio  advertising  indicated  by  John  Blair  decision 
to  appoint  farm  director  who  will  coordinate  drive  for  agricultural 

as  well  as  consumer  accounts  to  go  in  farm  shows.   Blair  feels  farm 
market  is  strong  preserve  for  radio  due  to  lower  tv  penetration  in 

farm  areas,  25-year  background  of   radio  service  to  farmer  in  terms 
of  information  he  needs  to  run  his  farm.   Blair  farm  director,  Tom 

Ragland,  will  operate  out  of  Chicago  office.   He's  former  commercial 
manager  WHBQ,  Memphis.   Other  radio  sales  appointments  announced  by 

rep  are  Art  McCoy,  who's  leaving  Avery-Knodel,  and  Al  Long,  ex  of 

McCann-Erickson.   Blair  states  its  expansion  represents  "complete 
continuing  confidence  in  the  future  of  radio  and  well-operated  radio 

stations."   It  will  open  Atlanta  office  1  July. 

-SR- 
While  U.S.  advertisers  are  gradually  accepting  magazine  format  in  tv, 
British  advertisers  will  have  no  choice  about  it  when  commercial  tv 

makes  debut  in  fall.   British  clients  and  agencies  are  prohibited  from 

having  anything  to  do  with  program  production,  thus  cannot  be  identi- 
fied with  shows.   Regulations  permit  up  to  6  one-minute  commercials 

per  hour,  which  must  come  at  beginning  or  end  of  program,  or  during 

"natural  breaks."   Peak  price  for  minute  commercial  is  $2,800  in 
London  during  8:00-9:30  p.m.  period. 

-SR- 

Since  sponsors  of  network  radio  news  shows  would  be  affected  most  in 

event  network  lines  were  ever  scrapped  and  taped  shows  used  instead, 
recent  civil  defense  confab  offered  heartening  news  to  them.   Meeting 

highlighted  importance  of  network   lines  to  U.S.  defense,  reached 
conclusion  that  radio  is  key  to  civilian  survival  in  event  of  enemy 
attack.   Conference  was  held  at  Western  Air  Defense  headquarters,  was 

attended  by  radio  broadcasters,  government  people. 
-SR- 

Willingness  of  packagers,  writers  to  build  radio  shows  at  low  cost 

indicated  by  Quality  Radio  Group  experience  in  lining  up  programs  to 

offer  clients.   QRG  has  offers  to  build  shows  ranging  from  $850  to 

$3,500  (half  hour)  ;  $750  to  $1,800  (quarter  hour  3  a  week)  ;  $1,800  to 

$3,000  (quarter  hour  5  a  week).   Program  types  include  music-and- 
personalities,  drama,  mystery;  most  are  new  offerings. 

L _J 
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SPEAKS_ 

Nielsen's  mathematical  curtain 

II  \ou  buj  time  on  the  basis  of  a 

rating  and  the  rating  is  based  <>n  an 

inadequate  technique,  you're  not  spend- 
ing j  our  monej  efficientl) . 

Simplv  stated  this  is  win  sponsor 

has  long  campaigned  for  higher  stand- 
ards in  rating  research.  No  more  than 

tin-  station,  the  advertiser  cannot  profit 
from  rating  information  which  fails  to 

guide  him  accurately. 

Repeated  sponsor  articles  have  an- 

alyzed shortcomings  of  the  rating  ser- 

\  i<  es  for  this  hasic  reason  (see "What's 

wrong  with  the  rating  services?"  spon- 
sor, 28  December  L953).  Now  the 

newest  of  the  audience  measurements. 

Nielsen  Station  Index,  has  appeared  on 
the  scene  and  in  this  issue  SPONSOR 

has  sought  to  explore  its  new  diary- 

plus-machine  method  I  see  page  40 1 . 

Our  article  present-  no  conclusions 

as  to  the  Nielsen  method.  Its  purpose 
was  to  state  objections  which  have 

arisen  to  the  NSI  technique  while  al- 

lowing Nielsen  lull  opportunity  to  pre- 
sent its  point  of  view.  \m  can  we 

state  editoriall)  thai  NSI  is  proved  in- 

adequate to  measure  what  it  purports 
to  measure. 

We  just  aren't  mathematicians 
enough  to  judge.  For  every  question 
throw  n  at  Nielsen,  the  company  can 

present  an  equation  two  blocks  long. 

The  companj  -  contention,  and  we  can 

-\  mpathize  with  the  problems  PhD's 
face  in  dealing  with  the  layman,  is 
that  those  untrained  in  statistics  must 

accept  on  faith  that  a  sample  of  some 
200-plus  homes  is  enough  to  measure 
homes  by  the  millions. 

Steeped  in  our  lay  limitations,  we 
put  this  request  to  the  A.  C.  Nielsen 

Co.:  "Could  we  see  with  our  own  eyes 
how  your  system  works?  Could  we 
\i-it  some  homes  in  your  sample,  ac- 

companied by  your  field  man.  and  get 
an  idea  of  just  how  people  fill  out  the 

diaries?" 
\\  e  frankly  wanted  to  see.  too. 

whether  all  the  radios  in  sample  homes 

were  actually  being  measured.  It's  our belief  that  radios  are  so  scattered  over 

the  home  todaj  that  it  might  take  some 
real  detective  work  to  make  sure  you 

aren'l  missing  the  set  in  the  workroom, 

the  one  in  the  child's  bedroom  or  even 
the  midget  receiver  in  the  bathroom. 

But  Nielsen  refused  our  request  on 

the  grounds  we  might  make  the  sam- 
ple homes  self-conscious. 

It"s  unfortunate  that  sponsor  was 

unable  to  get  behind  Nielsen's  mathe- matical curtain  because  what  is  most 

needed  for  understanding  of  the  re- 
search services  is  more  knowledge  of 

how  their  methods  work  in  practice. 

For  years  there  have  been  competing 
research  services  and  for  years  their 

findings  have  frequently  been  at  wide 
variance.  How  is  the  adman  who  is 

not  a  statistics  specialist  to  judge  be- 
tween  the  conflicting  reports  unless 

he's  given  all  possible  access  to  the methods  used? 

I  he  entire  confusion  centers  around 

methods  of  the  researchers:  their  in- 

tegrity is  not  in  question.  We  believe, 
therefore,  that  Nielsen  as  well  as  all 
the  other  researchers  should  actively 

seek  to  make  their  methods  better  un- 

derstood. Who's  fault  is  it  but  that  of 
the  researchers  if  admen  continue  to 

be  puzzled  about  how  the  small  sam- 
ples used  can  possiblv  do  an  accurate 

job  of  measuring  the  vast  radio  and 
television  audiences  adequately  ? 

*         #         * 

More  radio  confusion 

Some  of  the  sharpest  people  we 

know  are  newspaper  copy  readers.  Yet 

a  copy  reader  on  the  //  all  Street  Jour- 
nal recently  used  the  word  radio  over 

a  story  about  onl\  network  radio: 
"lading  radio"  said  the  bold  type, 

thus  implying  that  all  radio,  includ- 
ing national  spot  and  local,  was  fading. 

It's  an  index  of  the  confusion  about 
radio  when  even  a  sharp-eyed  cop) 

reader  on  so  distinguished  a  business 

publication  as  the  //  all  Street  Journal 
lumps  all  radio  in  one  pot.  And  to 

their  own  disadvantage  main  advertis- 
ers look  at  radio  in  the  same  light. 

But  we  say  it's  not  the  fault  of  the 

copy  reader — or  the  advertiser — who's 
confused.  It's  up  to  the  radio  industrv 
to  make  clear  the  continuing  vitalit) 

of  national  spot  and  local  radio. 
Radio  never  did  much  of  a  job  of 

getting  its  story  told  in  depth  lit 

never  had  to  perhaps*  but  the  industrv 
i-  more  alert  than  ever  now.  After 

some  fast  prompting  b\  station  exec- 
utives including  Hugh  Boice.  Jr.  of 

WEMP,  Milwaukee,  and  Charles  Bal- 

thrope  of  KITE,  San  Antonio,  and  the 
SRA,  sponsor  was  told  at  presstime  bj 

//  all  Street  Journal  that  it  planned  a 
second  article  on  non-network  radio. 
This  is  the  kind  of  action  radio  can 

get   when  it  fight-  to  sell  itself. 

Applause 
Creative  and  courageous 

As  we  heard  the  story,  one  da)  a 

^  M!  account  man  happened  into  the 

agency's  tesl  kitchen  while  some  eggs 
were  boiling.  I  he  a<  i  ounl  man  w  itched 

the   eggs    swimming    in    the    pol    and 
-uddenlv  ;in  idea  struck.  Could  \ou 

use  .1  Band  \id  Plastii  "-l  i  ip  to  lowei 
■  in  egg  into  boiling   watei  ? 

\  irtualh    evei  v     man.    woman    and 

child  within  reach  ol  television  knows 

b\  now  thai  the  answei  is  yes.  The 

Band-Aid  egg  commercial  has  become 
one  ol  the  mosl  long-lived  in  te\e\  ision 

it's  been  used  lor  ovei  a  \  cai  and  i 
half  and  it  remains  our  of  iv  s  mosl 

-in  i  essful  visual  conceptions  I  see  al- 
lele this  issue,  page  32 1 . 

SPONSOR  applauds  \  M!   i  nd   it-  a< 
<  ouiit.  Jolm-on  \  Johnson,  lot  the  i  re- 

ativit)  of  the  egg  commercial  concept 
and  their  courage  in  bringing  it  to 

the  air.  We're  convinced  that  main 
ol  the  best  innovations  in  commercial 

technique  die  before  the)  gel  through 
channels. 

The  people  who  frequent!)  brave 

platoons  of  squelchers,  therefore,  to 
put  original  -ales  ideas  on  tv  and  radio 
particular!)   merit  recognition. 
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ow 

WTVJ,  in  the  6  Station 
South  Florida  Market, 
HAS  A  LARGER  AUDIENCE 

SIGN-ON  TO  SIGN-OFF, 
THAN  ALL  OTHER  FIVE 
TV  STATIONS  COMBINED. 

In  each  l\4  hour  between  6  P.M. 

and  12  P.M.  over  80%  of  the  sets 

in  use  are  tuned  to  CHANNEL  4. 

Call  your  Free  &  Peters  Colonel  now!  Have  him 

show  you  the  latest  PULSE.  You'll  find  that 
WTVJ  has  the  lowest  cost-per-thousand  figures 

of  any  medium  in  Fabulous  South  Florida. 

Basic  Affiliate 

MIAMI    #" 

Cna*i<rtej£ 
FLORIDA'S    FIRST    TELEVISION    STATIO 

100,000  WATTS  POWER  —  1,000  FT.  TOWER 



Just  how  much  advertising 

ground  is  covered  by  Kansas  City's most  powerful  television  signal? 

Here's  a  sample: 

Two  weeks  after  going  full  power  with 

its  "tall  tower,    KMB(     I  V  began  a  pro- 
motion to  distribute  5,000  free  copies  of 

"Wee  Wisdom,''  a  character-building  maga 
zine  for  children.    The  giveaway  was  pre- 

sented   "live'  on  three  local  shows — Bea 

Johnson's  "Happy  Home";  "Comiclub" 
and   "Commander  9." 

The  predicted  KMBC-TV  0.1   millivolt 
coverage  map  (as  plotted  by  the  engine  i 
had  a  radius  of  75  to  85  miles  in  all  directions 

from  Kansas  City — to  include  2i  counties  in 
Missouri  and    19  count  us  in  Kansas.    There  are 

466,1  36  TV  sets  in  this  area.    Actual  coverage  was 

proved  to  be  53  counties  in  Missouri  and  40  counties 

in   Kansas,  double  the  expected  number — from  which 

came    10,459   requests  for  "Wee  Wisdom" — twice 
the  expected  respon  i  '    (  onsistent  returns  came  from  25 
miles  beyond  the  0.1   millivolt  contour;  and,  in  som< 

cases,  .is  far  as  7"i  miles     Scattered  returns  were  from    100 

io    '.()()  miles — one  was  from  700  miles  away! 

Your  Free  &  Peters  (  olonel  has  a  copy  of  this  proof-of-mail 

pull  map.    It's  worth  studying. 

DON   DAVIS  tml 

JOHN    UNHUNG.    I 

GIORGI    HICCIN\ 

KMBC-TV 
Kansas  City's  Most  Powerful  TV  Station 

And  in  Radio  KMBCKFRM  Team 

1   turn  the  Heart  of  Amv 

KMBC  9^  Konsos  City 

KFRM^Ot  fhp  State  of  Kodjos 



ELLE8     PI,-  -<£> 

tie       azme  radio  and  tv  advertisers  use 

50<  per  copy* $8  per  year 

cost per-th ousand  ? 

station  breaks  ?         ? 

saturation  cam
ped 

participa
tions  ? 

duplicated  circulation 
rotin 

9s  vs. 

rates 

Say. . .  whatever  happened  to 

igramming? Somehow,  among  the  logarithms  and  sliderule  wizardry  .  .  under 
the  mountain  of  rate  cards,  telescoping  discounts  and  incompatible 
ratings  — a  fundamental  about  radio  often  gets  lost.  Listeners  tune 

in  beca^l,se  they  like  a  station's  programs  —  and  like  'era  loud  and 
clear.  In  such  a  climate,  advertising  is  more  attentively  received  .  . 
sales  results  more  likely. 

This  uncomplicated  psychology  is  one  of  several  things  that  cre- 
ated the  Quality  Radio  Group  — a  league  of  36  prestige  radio  stations, 

each  long-established,  regionally  dominant.  Their  power,  commu- 
nity standing,  and  awareness  of  quality  programming  —  these  are 

vast  assets  to  advertisers  using  the  Quality  Radio  Group. 

For  the  first  time  you  can  have  nationwide  coverage,  reaching  90fc 
of  all  U.  S.  radio  homes,  with  only  36  prime  stations.  You  get  ad- 

vantages of  distinctive  nighttime  programming,  choice  of  best  local 

times,  deep  penetration  of  "outside"  areas  with  minimum  duplica- 
tion of  audience.  Yet  your  cost  (including  program  and  top  talent) 

is  less  than  jor  any  other  group  of  radio  or  TV  stations  —  or  any 
national  magazine— with  a  comparable  amount  of  coverage,  audi- 

ence, or  acceptance. 

Interested?  Then  get  yourself  the  facts  from  us  right  away! 

lity  radio  group 
designed  for  maximum  coverage  with 

minimum  duplication  -at  loivest  cost 

509  Madison  Avenue,  New  York  22-PLaza  1-0116 

a WHY  I  DROPPED 

BIG  TV  SHOWS" 

page  31 

Savarin:  now  no,  2 

in  New  York  market, 

using  75%  air  media 

page  38 

Saturation:  how  much 

spot  radio  do  you  need? 

page  40 

Blacklisting  probe; 

what  will  it  mean? 

page  42 

Tv  test:  early  April 

sales  up  370' ,  ovi same  period  in  195 

page  44 



THE  PULSE 

HITS  THE  HAIL  OH  THE  HEAD! 

90.9%  of  Baltimore  families  listen  to  radio 

during  an  average  week. 

71.2%  of  the  Baltimore  homes  are  reached 

by  radio  on  an  average  day. 

These  are  the  big  facts  proved  by  Pulses  new  "CPA"'  (Cumu- 
lative Pulse  Audience)  survey. 

And  here's  what  another  authority  proves  about  W-I-T-H: 

Top  Nielsen  ratings  go  to  W-I-T-II,  too.  Combined  with  low, 

low  rates,  W-I-T-H  delivers  more  listeners-per-dollar  than 

any  other  radio  or  TV  station  in  Baltimore.  Its  the  big  bar- 

gain buy!    Get  the  whole  story  from  your  Forjoe  man. 

IN  BALTIMORE 

Tom  Tinsley,  President     •     R.  C.  Embry,  Vice-president     •     Represented  by  Forjoe  &  Co. 



Is  guaranteed  tv 
circulation  due? 

Electronicam 

benefits  seen 

RCA  spurs 

color  era 

New  CBS  am  head 

bullish  on  radio 

Lucky  money 

to  spot  radio 

Guaranteed  circulation  for  tv,  which  has  been  discussed  by  admen  as 

possible  outgrowth  of  magazine  plan,  won't  come  until  there's  agree- 
ment on  tv  measurement.   That's  consensus  among  panel  of  6  who  discuss 

guaranteed  circulation  in  SPONSOR'S  forum  feature  this  issue  (page 
60).   Said  Arthur  S.  Pardoll,  director  of  Broadcast  Media,  Foote, 

Cone  &  Belding,  New  York:  "With  so  many  rating  services  available  to- 
day, it  would  be  difficult  to  establish  one  which  would  be  acceptable 

in  most  cases."   Max  Ule,  K&E  v. p.  and  research  director,  pointed  to 
fact  size  of  audience  is  not  only  advertising  criterion.   He  said 
guarantee  would  not  take  into  account  audience  composition,  response. 

-SR- 

First  benefits  to  advertisers  of  Du  Mont's  new  video-film  camera 
(Electronicam)  are  seen  as  speed  and  economy  in  making  of  tv  film 
commercials.   Erwin,  Wasey  used  new  camera  in  telecasting  Admiral 

commercials  live  on  "Life  Is  Worth  Living"  26  April,  is  now  shipping 
films  of  commercials  to  dealers.   Walter  Craig,  radio-tv  head  at 
Weintraub,  which  is  testing  Du  Mont  system  this  week,  said  he  was 
especially  interested  in  camera  because  he  understands  commercial  can 
be  made  in  as  few  as  5  days. 

-SR- 

RCA  determination  to  fight  for  fast  coming  of  color  tv  era  evidenced 
on  2  fronts:  1.  NBC  TV  announcement  to  affiliates  that  objective  for 
summer  and  fall  is  4  hours  weekly  of  color  programing.   2.  Reduction 

in  price  of  RCA  21-inch  color  tube  which  was  expected  at  presstime. 
RCA  now  has  30,000  monthly  tube  capacity  at  Lancaster,  Pa.,  plant. 

That's  enough  tubes  for  360,000  sets  annually. 
-SR- 

New  CBS  Radio  president,  Arthur  Hull  Hayes,  is  one  of  few  top  indus- 

try executives  who've  never  had  tv  responsibilities.   He's  bullish  on 
radio,  told  SPONSOR  shortly  after  sudden  takeover  of  new  post  he's 
confident  of  network  radio's  future  potential.   Observers  within  CBS 
pointed  to  Hayes'  background  in  developing  programs  and  talent  as 

presaging  new  program  developments.   Said  one:  "Hayes  built  the 
original  Godfrey  and  Jack  Sterling  shows  when  he  was  general  manager  of 

WCBS,  New  York.   You  can  look  to  him  for  creative  programing  ideas." 

-SR- 

More  Lucky  Strike  money  will  go  to  spot  radio  as  result  of  dropping 
of  Jack  Benny  on  CBS  Radio.   Plans  are  for  additional  sponsorship  of 
local  news  shows.   Lucky  now  sponsors  such  shows  on  29  am  outlets. 

Bigger  announcement  schedule  is  also  possible  along  with  "slightly 
more  emphasis"  on  print  media,  according  to  American  Tobacco  spokes- 

man.  Firm  has  also  dropped  "American  Tobacco  Theatre"  sponsored 
alternate  weeks  on  NBC  TV.   Another  sponsor  had  option  on  Jack  Benny 
radio  show  at  presstime. 
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KEPOKT  TO  SPONSORS   for  2   May    1955 

Metro   inching 

into   tv   films? 

Race  to  sell  tv 

films  due 

Tv   links    P&C 

with  5  agencies 

C&C  firm   is  both 

tv  buyer,  seller 

Specialized  shows 

accelerating 

Only  major  Hollywood  studio  that  does  not  have  tv  film  subsidiary 

(like  Columbia's  Screen  Gems),  or  program  (like  Paramount ' s  §100,- 
000-per-show  deal  with  Colgate),  or  show  of  its  own  like  Disney's 

"Disneyland"),  or  publicity  deal  ("Lux  Video  Theatre,"  etc.)  is  Metro- 
Goldwyn-Mayer.   But  even  mighty  Metro  has  been  checking  which  route 

it'll  use  to  make  a  tv  splash  via  television  "task  force"  reporting 
to  studio  production  chief  Dore  Schary.   You  can  expect  immediate 

efforts  by  networks  and  or  major  clients  to  develop  programing 
liaison  with  MGM. 

-SR- 

Syndicators,  who  pioneered  in  tv  films  when  majors  were  afraid  to 
offend  exhibitors,  are  determined  to  maintain  their  head  start  in 

selling  to  tv  stations  and  agencies.   With  most  majors  becoming  active 
in  tv  filming,  syndicators  expect  to  start  competing  directly  with 

film  giants  in  about  5  years  when  it's  time  to  start  selling  reruns. 
Race  may  start  sooner  if  several  majors  start  producing  directly  for 
local  syndication.   One  immediate   effect:  film  firms  will  be  bidding 
lavishly  for  services  of  top  sales  personnel.   Admen  will  benefit 
through  greater  selection  of  top  product. 

-SR- 
Procter  &  Gamble  now  employs  miniature  tv  network  to  review  commer- 

cials.  Each  Friday  afternoon  company  execs  gather  in  Cincinnati 
monitoring  room  to  watch  and  discuss  agency  productions  being  fed  to 
screen  directly  from  NBC  in  New  York.   All  5  P&G  agencies  in  New  York 
participate.   Arrangement  saves  time  and  travel  for  company  and 
agencies,  and  line  is  less  costly  than  plane  and  train  fares  in  long 

run.   SPONSOR  reporter  home  from  Cincinnati  after  exhaustive  inter- 

views with  P&G  executives  is  impressed  with  company's  outstanding  com- 
munications setup  with  agencies.   (Story  of  Procter  &  Gamble,  No.  1 

U.S.  air  advertiser,  will  appear  in  SPONSOR  next  issue.) 

-SR- 

Deal  between  Walter  Mack's  C&C  soft  drink  firm  and  Matty  Fox's  West- 
ern Television  Corp.  for  tv  rights  to  some  700  features  puts  C&C  in 

odd  position  of  being  both  tv  seller  and  tv  client.   As  subsidiary  of 
C&C  Western  will  continue  film  sales  via  Guild  Films,  its  sales  agent, 

Mack  told  SPONSOR.   But  deal  also  involves  nearly  $10  million  in 
local  tv  announcement  slots  (part  of  station  barter  arrangement  for 

films).   C&C  will  have  first  crack  at  using  these  time  periods  in 

C&C-owned  films,  may  resell  time  to  other  non-competing  clients. 

Sterling  Drug,  which  owns  film  series  "Mark  Saber,"  has  similar  ar- 
rangement with  stations,  but  not  on  such  large  scale. 

-SR- 
Trend  to  specialized  programing  at  local  level,  both  radio  and  tv, 

continues  to  accelerate.   Pattern   is  detailed  in  1955  "Buyers' 
Guide,"  published  by  Sponsor  Services  Inc.  after  6-month  survey  of 
U.S.  and  Canada.   "Guide"  will  be  in  mails  this  month.   These  are 
some  of  findings:  Percentage  of  stations  carrying  radio  d.j.  shows 

has  increased  from  88  to  92%.   Other  radio  gains:  concert , music ,  farm 

radio,  religious  programing.   In  tv,  percentage  of  outlets  programing 
local  newsreels,  kid  shows,  farm  reports,  sports  news  have  jumped. 
Segment  airing  feature  films  is  same,  but  shows  run  later.   (For 

highlights  from  "Buyers'  Guide"  see  article  page  36.) 

(Sponsor  ft«>i>or(.v  continue*   p«««'  lo:t) 

SPONSOR 



im^ 

^WJflgiganM^— i 

iff    ssiggwiiL 

BXSS^Pi  BS  MHb  ■■■  UK  ■■■?  Wd  mwa  rum  u  m  r*|  pppi 

a^l  Jil         I—   MMETmijiIIii^ 

HEI 

TO  REACH  THE  HEART  OF  PHILADELPHIA 

READ  ITS  "PULSE" 

Latest  survey  reveals  total  rating  increase 

of  25.9  for  WPEN  over  this  time  last  year 

When  it  comes  to  the  Philadelphia  Market  —  Pulse 

makes  it  easy  for  time  buyers. 

Compare  January  and  February  1955  with  the  same 

time  last  year. 

Of  72  quarter  hours  —  from  6  a.m.  to  midnight, 

Monday  through  Friday — WPEN  shows  an  increase  in  68, 

remains  even  in  4.  In  other  words,  a  rating  increase  in 

94.4  percent  of  this  total  time. 

...and  WPEN  increased  its  SHARE  OF  AUDIENCE  for 

the  same  period,  more  than  any  other  Philadelphia  station. 

NOW    WPEN     IS     A     BETTER     BUY  —  DELI VERING    MORE 

LISTENERS,    MORE    OFTEN    THAN    EVER    BEFORE. 

THE  STATION   OF  PERSONALITIES WPEN 
950  on  your  dial 

Represented    nationally   by   Gill-Perna,    Inc.     •     New    York    —    Chicago    —    San    Francisco    —    Los    Angeles 
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ARTICLES DEPARTMENTS 

"Will/  I'm  through  with  big  tv  shows" 
Hazel  Bishop's  Raymond  Spector  says  he's  sold  best  with  shows  which  have 

intimacy,  provide  opportunity  to  "harmonize'  commercials.  Views  of  admen 
who  differ  with   Spector  on   spectaculars  and   magazine    plan   appear  on    page   33  f$] 

Spot  radio  helps  build  an  airline 
North  American   Airlines  schedule   heavy  spot  radio  campaigns  to   produce   high 

sales   volume,   will   spend    $500,000   this   year   on    saturation    drives   in    10   markets  HI 

I. oval  pro;/ mining  trend:  more  specialization 
This    is    the    picture    of    local-level    radio    and    tv    unfolded    after    six    months    of 

research    on    "Buyers'     Guide,"    to     be     published     by    Sponsor    Services,     Inc.  *W 

7.>"0    «<t*  budget  jumps  Sttvttrin  to  No.  2   in    V.l  . 
Steady  use  of  air  media  for  10  years  mo/ed  Savarin  from  ninth  to  second  in 

sales  in  tough  New  York  market.  Company  has  I.D.'s  slotted  between  top- 
rated      net      shows      plus      exceptionally      highly-rated       15-minute      news      show  It  St 

Stttttrtttion:  how  mtteh  snot  radio  do  gott  need? 
Top   radio   experts   give   their  views   of   exactly   what   a   saturation    radio   drive    is, 

how   many   announcements   a   week  you'll   need,    how   much    it's   likely   to   cost   you  tit 

SI 00.000  talent  blacklisting  probe 
Fund   for  the   Republic   is   interviewing   admen   to   shed    light   on    political   criteria 

used    in    hiring    talent.     Article    tells    how    admen    view    probe  .|2 

Itlotv-bg-blotc  storu  of  a   tv  test 

Sales    rose    370'r     during    first    half    of    April    es    compared    to    identical    period 
last    year    without    tv.     B&M    beans    and    brown    bread    continue    strong    sellers  J  / 

The  maehine  that  bugs  time,  a  satire 

SRA's  Tom  Flanagan  writes  about  the  machine  which  would  replace  time- 

buyers.     Only    way    it    would    differ    from    humans:    yoj    can't    take    it    to    lunch  /  (; 

COMING 

The  Procter  A  Gamble  story 
A   SPONSOR   reporter   has  conducted   exhaustive   interviews   with    P&G   admen   in 

-incinnati.      For    the    report    on     P&G's    air    operations    see    article     next    issue         f  f »     VI II  If 

f*r<*-\  Mill:  Convention  section 

On  the  eve  of  NARTB's  33rd  Convention  SPONSOR  will  report  slqnificance 

of  issue's  facing  broadcast  industry  this  year.  Section  will  include  list  of 
NARTB   exhibitors,    report   on   film   sales    plans   at   Convention 
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For  Texas  Consumer  Response 
Here  is  a  typical  example  of  the  response  and  interest 

your   products  and  services  are  receiving  every   day   in 

the  Gulf  Coast  Area  on  KGUL-TV.    Below  is  a  consumer 

response  map  showing  the  origin  of  more  than 

Range  Rider  Club  membership  requests. 
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REPRESENTED    NATIONALLY    BY    CBS    TELEVISION     SPOT    SALES 



KBIG  RADIO  IS  THE  "STURDY0 

FOUNDATION  OF  "STURDY"  SALES 

In  1954  the  Sturd)  Dog  Food  Company 
of  Burbank,  California  (hanged  from 
multiple  media  to  the  one  medium 
which  matched  its  Southern  California- 

wide  distribution — RADIO.  Through 
the  Mogge-Privett  \gency,  the  Sturdy 

( '.o.  selected  a  mid-morning  KBIG  News llmadi  a-t  In  Man  Lisser.  the  Catalina 

Station's  Program  Director  and  award 
winning  newscaster,  as  their  Advertis- 

ing Foundation.  This  gave  blanket 
niMiage  at  low  <<»l  which  was  sup- 
I . I.  1 1 it •  r 1 1 «  1 1  In  -pot  announcement  cam- 

paigns. 

One  year  later  Craig  Sandford,  Sturdy 

President,  writes  KBIG:  "We  showed  a 

IT1  g'  ,   gain  in  sales  for  the  year.   The 
last  -i\  month-  and  llie  ln-l  two  months 

of  this  year  show  a  22'  |'(,  increase. 
Oui  K  l!K  .  new-ca-l  was  the  only  adver- 

tising we  ran  consistently  throughout 

L954." 
Sturd)  contract  renewal  on  KBIG  for 
L955  is  the  mosl  eloquent  testimonial 
possible.  Whether  its  dog  food  or 
cement,  men  -  clothes  or  groceries, 
floor  wax  or  real  estate,  your  KBIG  ac- 
COUnl  executive  ol  Uolieit  Meeker  man 

•  i  -hew  you  case  histories  which  may 

I"-  helpful  in  youi  Southern  California 
.id\  ertising  problems. 

JOHN  POOLE  BROADCASTING  CO. 

6540   Sunset    Blvd.,   Hollywood    28,   California 

Telephone:   Hollywood  3-3205 

Nat.  Rep.  Robert  Meeker  &  Assoc.  Inc. 

FfH° 1 \) 
ra 

Leslie  B.  Sterne,  radio  director,  Smith.   Taylor 

<v>  Jenkins  Advertising,  Pittsburgh,  says, 

"Spot  radio  becomes  extremely  important  when  one 
realizes  that  television    ratings  are  subject   to 

violent  fluctuations.   A  current  radio  survey  for  this 

i  it}   shows  that  radio's  daytime  audience  remains 
fairly  consistent.    During  the  8:00  a.m.  to  noon 

]>eriod  radio's  sets-in-use  varies  only  slightly 
from   21.4  to  25.0,  but  during  this  time  period 

tvs  sets-in-use  goes  from   11.8  at  8:00  a.m.  to  2.7  at 

9:30;  from  17.7  at  10:45  a.m.  to  5.1  at  11:15  a.m. 
Further  evidence  of  tvs  spotty  ratings  is  a  recent 

ARB  survey.  In  San  Francisco,  a  four-station 
market,  a  certain  network  program  had  a  38.2,  but 

in  Detroit,  also  a  four-station  market,  this  same 

program  on  the  same  night  had  only  a  12.1." 

Wnri«»  Coleman,  Donahue  &  Coe,  New  York, 

has  one  prejudice  in  radio:  "music  at  night.    It's 
a  buy  that's  too  often  overlooked,  even  though  it 
provides  a  mixed  adult  audience,  often  at  the  /must 

cosf-per-1,000.    This  is  the  time  when  radio  has  no 
competition  from  television.    The  rates  during  the 

post-midnight  hours  are  generally  reasonable  on   all 
stations,  be  they  independents  or  network   affiliates. 

in, I.  while  there  are  no  ratings  to  prove  the  point, 

we've  often   had  proof  of  the  value  of  this  ]>eriod 
from  the  mail  pull  our  commercials  have  drawn. 

A  surprising  number  of  people  work  from  4:00  p.m. 

till  midnight,  not  to  mention  those,  particularly    in 

metropolitan  areas,  who're  u\i  at  that  time.    It's 
a  good  buy  when  combined  with  other  times." 

Intlith    ICciM.Vr.   H iiber  Hoge  &  Sons,  New 

York,  sees  television  following  radio's  example  on  yet 
another  score.    "Fve  noticed  a  trend  in  television  for 

bigger  saturations  over  the  iiast  year."  Jud}   told 
sponsor.   "Tr  seems  to  be  following  radio's  example 
in   its  rate  structure.    For  example,   when   I  looh 

through  Standard  Hate  and  Data  today.  I  see  many 
more  frequent  \  discounts  being  offered  In   stations 

than,  say,  last   year.    These   frequenc}    discounts 
in  short-run  campaigns  male  it  possible   for  adver- 

tisers  I"  get   the  added  benefit  ol   lieipien,  i    impact 

that's  so  important  when   xou   don't  have  time  to 
build  an  audience.    Part  of  the  reason  for  this 

trend  in   television    is   the   rapid  nutcase   in    numbers 

ol    stations   plus    the    challenge   of   radio." 

SPONSOR 



T.  WASHINGTON  TV 
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"Best  darn  salesman  I've  ever  seen!" 

That's  what  you'll  say  after  you've  bought 
time  on  "the  mountain".  With  Mt.  Wash- 

ington TV  you  can  get  coverage  of  most  of 
Maine,  New  Hampshire  and  Vermont  at 
about  half  the  cost  of  any  other  three  TV 
stations  in  the  area  combined. 

Yes,  and  it's  no  secret  that  Mt.  Washing- 
ton TV  is  the  best  "buy"  in  northern  New 

England!  Over  80  national  advertisers,  a- 
mong  them  the  sponsors  of  You  Are  There, 

Rin-Tin-Tin  and  I've  Got  a  Secret  have 
jumped  on  the  band  wagon  already. 

CBS-ABC WMTW Channel  8 

John  H.  Norton,  Jr.,  Vice  Pre*,  and  General  Manager         REPRESENTED  NATIONALLY  RY  HARRINGTON,  RIGHTER  A  
PARSONS,  Inc. 

2  MAY  1955 



THE  GRANTLAND  RICE  STORY-fYom  The  Tumult  and  The 

Shouting  ...  1 5  minute,  once  a  week  broadcast  with 

famous  sportscaster  Jimmy  Powers  and  big  name  "sports 

world"  guests  such  as  Bobby  Jones,  Walter  Hagen,  Ty 
Cobb  and  Gene  Tunney.  Fully  recorded. 

DO-IT-YOURSELF. .  .Cash  in  on  your  local  share  of  th 

6  billion  dollar  do-it-yourself  business  with  this  new  The- 

saurus "Do-it-Yourself"   15  minute  show.  Three  times  per 

week.- 

RECORDED   PROGRAM    SERVICES 
RADIO  CORPORATION  OF  AMERICA     •      RCA  VICTOR  RECORD  DIVISION 

TMKS.  ® 

©  RCA 
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THE  FRANK  LUTHER  FUN  SHOW  .  .  .  Frank 

Luther,  nationally  popular  entertainer,  brings 

enjoyment  to  children  from  6  to  96  .  .  .  fully 

recorded  with  songs— many  created  specially 

for  this  show,  plus  jokes,  limericks,  "mail- 
pulling"   ideas  and  guest   stars. 

GREAT  DAYS  WE  HONOR  ...  15  minute, 

fully  recorded  show  for  39  important  holi- 
days during  the  year.  10  Catholic  holidays, 

10  Jewish,  10  Protestant  and  9  Patriotic  holi- 
days. Ideal  for  institutional  type  advertisers. 

Ray  Middleton,  Henry  Hull,  other  well  known 

personalities. 

It's  our  Platinum  Anniversary  .  .  .  we're  20  years  old, 

and  to  celebrate  we're  adding  8  new  sponsor-selling,  platinum-studded 
features  to  our  service. 

For  the  past  20  years  our  Library  Service  has  been  growing  bigger,  better, 

and  more  profitable  for  our  subscribers.  The  broad  range  of  25  different 

shows,  complete  continuity  service,  sponsor-selling  recorded  sell-effects, 

voice  tracks,  sales  clinching  brochures,  new  big  local  time  selling 

merchandising  plan,  other  selling  aids,  and  52  new  releases  each  and  every 

month  ...  all  this  gives  RCA  Thesaurus  subscribers  the  most  profitable 

program  service  in  the  industry.  For  example,  due  to  tremendous  success 

of  two  of  our  shows,  we  are  increasing  the  popular  Freddy  Martin 

and  Sammy  Kaye  programs  from  3  broadcasts  a  week  to  5. 

Stake  your  claim  to  the  lion's  share  of  your  local  advertisers'  dollars 

by  using  the  one  Library  Service  that's  king  of  them  all!  Write,  wire  or 
call,  today  your  nearest  Recorded  Program  Services  office. 

nN*X^ 
"SHOP 

rut 

'ORf 

?"»*^ooT" 

SHOP  AT  THE  STORE  WITH  THE  MIKE  ON 

THE  DOOR  ...  a  great  new  local  radio  time 
selling  merchandising  plan.  Builds  sales  and 
listeners. 

PRESENTING  THE  STATESMEN  QUARTET  .  .  . 

A  popular,  talented  group  brings  favorite  gos- 
pel type  singing  to  your  listeners.  Vi  hour, 

once  a  week. 

CONCERT  ON  THE  MALL  .  .  .  This  rich,  lush 

sounding  band  plays  everything  .  .  .  from 

''South  Pacific"  medleys  and  traditional 
marches  to  symphonic  and  popular  types  of 

"i  hour,  once  a  week. 

WEEKEND  SHOPPERS'  SPECIAL  ..  .This  new 

show  was  designed  to  give  stations  a  pro- 
gram with  strong  appeal  to  sponsors  who 

want  to  sell  to  weekend  shoppers.  Ideal  for 

participations.  Once  a  week,  30  minutes. 

630  Fifth  Avenue,  New  York  20,  N.Y.-JUdson  2-5011  522  Forsyth  Building,  Atlanta  3,  Ga.-  LAmar  7703 

1016  N.  Sycamore  Ave.,  Hollywood  38,  Cal.-  HOIIywood  4-51 71  445  N.  Lake  Shore  Drive,  Chicago  11,  III.-  WHitehall  4-3530 

1907  McKinney  Avenue,  Dallas  1,  Tex.— Riverside  1371 
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Coming 
into  full 
bloom! 
Sometime  during  May,  the 
folks  living  in  the  captive 
market  of  Wenatchee, 

Washington,  will  witness 
the  annual  blooming  of 
the  apple  trees.  These 
bios  oms  will  result  in  a 

multi-million  dollar  crop 
for  Wenatchee,  making  it 

the  "Apple  Capital  of  the 

World." 
This     apple    crop     helps 

give  the  Wenatchee  area  a 

per    capita     income     16 
above    the    national    aver- 

age,  and   a   sales  perform- 
ance   figure    160S     above 

the   national   average   .    .   . 
IN      A      MARKET     NON- 
PENETRABLE  by  other  sta- 

tions   because    of    the    sur- 
rounding curtain  of  7,000 

to  9,000  foot  mountains. 

YOUR      SALES      RESULTS 

WILL    BLOSSOM,    TOO 

.   .   .   WHEN   YOU    BUY 
STATION    KPQ 

5000 
560  K.C. 
WENATCHEE 
WASHINGTON 

REGIONAL    REPRESENTATIVES 

Moore  and  Lund,  Seattle,   Wash. 

NATIONAL   REPRESENTATIVES 

Forjoc   and    Co.,    Incorporated 

by  Bob  Foreman 

i^eir's  dream  media  salesman 

A  bunch  of  the  boys  were  whooping  it  up  in  a  Madison  Ave. 
saloon  and  there  with  the  rest  was  a  gent  named  Lew  who  had 
been  in  the  media  end  of  the  ad  business  since  the  days  when 

agencies  contracted  for  space  as  cheaply  as  possible  and 
brokered  it  out  to  advertisers  for  whatever  they  could  get. 

Lew  was  a  media  man  who'd  been  in  both  print  and  time 
buying  and  now  was  buying  tv  programs  as  well.  So  he  \\a~ 
on  familiar  ground  when  he  started  to  talk  about  tbe  varied 

sales  approaches  he'd  been  exposed  to  and  the  myriad  per- 
sonalities who  had  made  the  pitches. 

This  is  a  rather  commonplace  tour  de  force  for  folks  on 
the  agency  side  of  the  fence  and  might  lead  you  to  suppose 
Lew  was  sitting  there,  in  his  great  wisdom,  tearing  down  those 

folks  who  must  face  up  to  the  terrifying  proposition  of  pre- 
senting their  wares  to  that  flip,  glib,  cocky  group  which  buys 

what-have-you  in  an  agency. 

Far  from  it.  Upon  even  the  slightest  amount  of  reflection, 
even  the  dullest  or  most  hardened  among  us  was  aware  that 

he,  too,  is  a  salesman,  whether  it  be  of  ideas,  film,  time  spots 

or  merely  himself.  Thus,  let  me  assure  you,  Lew  was  in  a 

sympathetic  frame  of  mind  when  he  started  to  paint  a  por- 
trait of  his  favorite  salesman. 

Lew's  top  boy  calls  for  an  appointment  rather  that  appear 
(Please  turn  to  page  64) 

How  the  dream  mi'dia  salesman  operates: 

1.  He  makes  an  appointment  and  arrives  <>n  time  for  it  or 

|   even  a  little  early.   Never  poj>s  in  unannounced . 

2.  lie   /."/is    his    tales   pilch    short   and   relevant.     He   speaks 

jrom  the  buyer  s  point  of  view  as  much  as  possible. 

.'{.     lie    never    reads   the   presentation    verbatim,    but   gives   the 

prospect  credit  for  a  brain  of  his  own  and  let  s  him  read  it. 

I    4.     lie  presents   his  point   of  vieiv   iritliout   knocking  others  Ol 

bullying  the  prospective  buyei  with  an)  kind  o)  threat. 
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Rx    for 

Xenophobia  * 
fear    of    strangers 

f] 

NUMBER 

1 
STATION 

...  all  day  .  .  .  every  day  ...  in 

Jackson  Mississippi  .  .  .  has  58.3% 

of  TOTAL  audience  .  .  .  79.6% 

of  NEGRO  audience  ...  (7  day 

av )    'March    O'Connor    Survey 

NUMBER 

1 
MARKET 

.  .  .  Jackson  .  .  .  Mississippi's 
ONLY  MAJOR  MARKET  ...  45 

per  cent  NEGRO  .  .  .  higher  than 

any  U.  S.  city  .  .  .  one  of  the 

NEW  South's  fastest  growing  cities 

NUMBER 

1 
STATE 

...  in  the  United  States  in  per- 

centage of  NEGRO  population  . . . 

Mississippi  .  .  .  45.3  per  cent 

NEGRO,  only  ONE  Negro  Station 

to  serve  this  vast  audience 

1000  watts        •        Jackson 
:  IcGillvra 

/ 

t 

lroi/j! MADISON 
sponsor  invites  letters  to  the  editor. 
Address  40  E.  49  St.,  New  York  17. 

RATINGS 

It's  trul)  amazing  that  sponsors  can 
be  so  badly  fooled  by  the  so-called 

program  ratings  which  appear  to  re- flect audience  attitude. 

As  a  matter  of  fact,  these  "ratings" 
do  not  indicate  audience  preference  or 

acceptance  at  all!  They  are  a  measure 

(in  varying  degrees  of  accuracy)  ot 
audience  toleration. 

One  of  these  days,  sponsors  are  go- 

ing to  start  thinking  in  terms  of  pro- 
gram evaluation — a  measure  of  audi- 

ence acceptability  of  production  val- 
ue-. When  that  happens,  the  present 

rating  systems  will  be  heading  down 

memory  lane. 
Frederick    J.   Kirch 
Tv-Radio  Consultant 
Hicksville,  N.Y. 

B  &  M  TEST 

Just  recently  I  have  opened  offices 
in  the  new  Simms  Building.  Our  agen- 

cy will  be  specializing  in  television  and 
radio. 

I  enjoy  the  many  fine  articles  and 
features  of  sponsor  and  am  deeply  in- 

terested in  the  B  &  M  test  which  you 

are  carrying.   One  of  my  clients  is  con- 
templating a  very  similar  tv  campaign. 

so  we  are  more  than  interested   in  the 
results   of  this  campaign. 

Hugh  Riker 

Hugh  Rika   Advertising 

tlbuquerque,  N.  M. 
•      The  11  &  M  26-week  tv  test  series  referred  to 
l>>    reader    Riker    will    l><-    reported    In    every    brae 
until     it*    ruinplctioii    in    July. 

ON    RATE-CUTTING 

Let's    all    (lit    rates    and    go    broke. 

Vc   ling  to  most  of  the  quotes  from 

agencies  and  representatives  all  sta- 
lions  should  cut  their  rates,  offer 

package  rates  (rate  cutting),  and 
special  <  a-h  di-eoiints.  This  unfair 

"pre — in  <  is  being  exerted  on  all 
radio    stations    lai  :e    and    small. 

||     -rein-    In    no     llial     i.id'm    u  lib    just 
half  the   present   audience   is   still   an 

unequaled   buy.     Vnd   as  to  the  i«"- 
percent  cash  discount:  since  when  has 

i  Please  turn  to  page  17) 

£    * j4       I  1,000,000 

She's  one  of 

1,000,000  Span- 
ish -  speaking 

Mexican  Ameri- cans concentrated 

in  the  Texas  Span- 
ish-Language Net- 

work  coverage- 
area  in  the  South 
western  United 

States. 

Over  100  na- tional and  major 

regional  advertisers  are  now  aware  ot 
her  typically  American  buying  habits 
and  are  using  Spanish-language  radio 
to  reach  her. 

Among  the  advertisers  using  the 
Texas  Spanish  Language  Network  are 
Best  Foods,  Carnation.  Cocomall,  Gen- 

eral Mills,  General  loads.  Maun' 

Sardine's  and  others 
For  further  information  contact  yout 

nearest  National  Time  Sales  office. 

TEXAS  SPANISH 
LANGUAGE  NETWORK 
KIWW 

So  »  A  ntonio 

XE0-XE0R Rio  Grande 

Valley 

Represented  nationally  by 

NATIONAL  TIMES   SALES 

New  York  '  Chicago 
HARLAN  G.   OAKES  &  ASSOC. 

XEJ 
El  Paso 

LosAngele San  Francisco 
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GM 
DIESEL 

EQU I PM  ENT 
DIVISION 

Made    in    Michigan 

...to    move    the    world 

Family  car  —  locomotive  —  jet  plane  ...  all  rely  on  important 
precision  pan-  created  by  the  men  and  women  who  v> < •  r k  al  Crand 

Rapids'  General  Motors  Diesel  Equipment  Division:  Fuel  nozzles 
for  jet  planes,  unit  fuel  injectors  for  diesel  engines,  hydraulic 
valve  lifters  for  <iM  cars.  These  products,  and  man)  others,  are 
manufactured  thousand-upon-thousand  to  keep  a  multitude  ol  en- 

gines operating  smoothly  and  surely  ...  on  land  ...  on  sea 
...   in    the   air. 

GRAND  RAPIDS 
CITY  .  LIMIT 

Boring   the   inside  diameter  of  the   hydraulic  valve 

lifter  body  in  preparation  for  a  honing  operation. 
Operator   inserts   clip   by  machine  which   will    hold 
hydraulic  valve  lifter  assembly  together  as  a  unit. 

WOODIand-TV  is  big  territory! 
GM's  gigantic  pace  of  progress  in  the  precision 
parts  industry  is  a  stimulant  to  the  Western 

Michigan  area.  Continuing  growth  and  prog- 
ress are  prominent  characteristics  of  the  many 

successful  industries  which  flourish  in  WOOD- 

land-TV.  And  big-time  production  throughout 

the  area  makes  this  a  big-time  market  .  .  . 
always  on  the  go  to  even  greater  capacity  and 
achievements. 

WOOD-TV's  program  of  expansion  is  right  in 

step  with  the  thriving  market  it  serves  so  well. 
First  station  in  the  country  to  deliver  316,000 

watts  from  a  tower  1000'  above  average  terrain, 
WOOD-TV  gives  you  the  primary  trading  center 

of  Grand  Rapids,  plus  important  communities 

like  Muskegon  .  .  .  Battle  Creek  .  .  .  Lansing  .  .  . 

and  Kalamazoo.  For  top  coverage  of  this  rich, 

growing  Western  Michigan  market,  schedule 

WOOD-TV  .  .  .  Grand  Rapids'  only  television 
station! 

WOOD-TV 
GRAND      RAPIDS,      MICHIGAN 

GRANDWOOD  BROADCASTING  COMPANY  •    NBC.  BASIC :  ABC.  CBS.  DuMONT.  SUPPLEMENTARY  •  A 

TV.  INDIANAPOLIS.  IND.   .  WFDF.  FLINT.  MICH..  WEOA.  EVANSVILLE.  IND.  .    WOOO-AM.  WOOD-TV.  REPRE 

2  MAY  1955 
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WMiY  hmii rougnoux  me  nation. 

Although  known  from  coast  to  coast,  the  Statue  of  Liberty's 

inspiration  is  greatest  at  home. 
- 

Storer  Stations,  too,  have  achieved  national  recognition, 

impact  upon  the  local  audience  that  brought  truth  to  the  phrase, 

"for  sales  success  — sell  it  on  a  Storer  Station." 

"A  Storer  Station  is  a  Local  Station." 

STORER   BROADCASTING   COMPAN 
■^  NATIONAL   SALES   HEADQUARTERS: 

TOM  HARKER,  V.  P.,  National  Sales  Director  •  118  E.   57th  St.,   New  York  22,   ELdorado  5-7690 
BOB  WOOD,  Midwest  National  Sales  Mgr.  •  230  N.  Michigan  Ave.,  Chicago   I,  FRanklin  2-6498 
GAYLE  V.  GRUBB,  V.P.,Pac.  Coast  Natl  Sales  Mgr.  •  111   Sutter  Bldg.,  San  Francisco  4,  Calif.  WEst  1-2093 
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IIIJIIII  C0UI1TRV  HOUSE 
IN   LANSING,  MICHIGAN 

l    A    TOUR     OF    OUR     NEW     HOME 

L 
44 

1 

L 4S 

46 

1 

•     ] 

Fronkly  we're  bubbling  over 

with  pride  here  at  the 

Country  House  .   .   .   .  a  pride 

we'd   like  to  share  with 

you,   the   members   of 

our   industry.     Since  the 

off  ic  ia  I   opening   on 

October  31st,  thirty-five 

thousand   people  have 

visited  our  new  home. 

If  we  were  to  condense 

the  collective  reaction 

into   one  word,    it  would 

be  "fabulous   !"     Having 

been   in  the  advertising 

business  for  20  years, 
we're  a  bit  cautious 

about  the  word  fabulous... 

but  we  do    think  thot 

our  new  Country  House, 

with   its   flowing   ranch 

type  exterior  and  graceful 

French  Provincial   interior, 

rates  as  one  of  the  nation  s 

finest  plants.     Certainly 

it  has  no  peer  for  styling, 

comfort,  convenience  and 

utilization.     We'd   like  you 

to  see  it.     If  your  travels 

this  year  bring  you    within 

shouting  distance  of 

Central  Michigan,  give 

us  a  call.     We  can 

promise  you  a  personal 

tour  and  the   most 

gracious  hospitality. 

-.dLp 

WJIM-TV CowhaQb  thai  CowM ! 
N 

. 
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Maury  Farrell 

Star   of 

"Time   to    Rise" 
6:45  to  9:30  AM 

Stars  (Sell  on 

Alabama's 
greatest  RADIO  station 

Birmingham 

Maury  Farrell  is  liked  by  Birming- 
ham people,  and  they  always  respond 

when  he  speaks.  "Time  to  Rise" 
gets  Birmingham  awake,  out  of  bed, 

to  breakfast,  and  to  work.  It's 
loaded  with  cheerful  music,  news, 

weather  and  time  signals.  It's  the 
local  program  Birmingham  people 

listen  to  most.  It  doesn't  quite 
double  the  second  station  in  audi- 

ence, as  a  rule,  but  it  comes  awfully 
close. 

You  can   SELL 

Your  Products 

to  Alabama  folks 

If  you   TELL 

them  on   programs 

they  enjoy  hearing 

Represented  by 

John  Blair  &  Co 
Southeastern   Re  pre  sent  at  ire: 

Harry  Cummings 

40  E.  49TH 
(Continued  from  page  12) 

i  adio    buj  ing    been    an)  thing    but    a 

<  a-h  Iuimiios ''.  I  am  sure  that  should 
the  agencies  agree  to  lower  their  com- 

mission by  two  percent  that  all  sta- 
tions would  give  a  like  discount.  The 

whole  picture  is  ver)  peculiar  when  t\ 
and  newsprint  raise  and  raise  their 
rales  lime  and  again  while  we  in  radio 

are  asked  to  cut  our  ver)  modest  rate 
structure. 

We  are  not  cut-rate  specialists  even 

though  some  stations  led  the  media  in- 
dustry to  believe  we  are.  If  any  ad- 

justments are  to  be  made  they  should 

be  up — not  down. 
Monty  Moncrieff 

Sales  Manager 

Radio  Station  II  k  I  \ 
Kankakee,   ill. 

ALL-MEDIA  STUDY 

1  would  appreciate  a  copj  of  your 

publication  entitled  "All-Media  Eval- 

uation Study." As  research  director  of  this  agency 

and  a  professor  of  advertising  at  the 

University  of  Georgia,  I  would  like  to 

sa\  that  I  consider  your  study  and  re- 

port probably  the  finest  ever  made  and 
written  on  the  subject  of  media  evalua- 
tion. 

Robert  E.  Schaefer 
Research  Director 

Tucker  Wayne  &  Co. 
Atlanta.   Ga. 

•       Copies    of    ihe    "All-Media    Evaluation    Study" 
lire    available    at    S4.0O    each. 

U.  S.  STEEL 

I  have  just  received,  with  consid- 
erable interest,  the  excellent  stor\  on 

our  United  States  Steel  Hour  appear- 
ing in  your  4  April  issue. 

The  author.  Herman  Land,  deserves 
a  tribute  for  the  manner  in  which  he 

has  aligned  the  facts  which,  I'm  sure 
you'll  agree,  could  have  been  quite 
complex. 

Please  accept  our  thanks  and  appre- 
ciation. 

J.  Carlisle  MacDo.wi.h 
Asst.  to  the  Chairman 

U.  S.  Steel  Corp. 

Netc  York 

REPRINTS 

May  we  have  your  permission  to  re- 
print items  from  your  bi-weekl)    pub- 

i  Please  turn  to  page  '>'  I 

Let's  Splice  the 

Main  Brace* 
If  ever  a  toast  was  in  order— now's 
the  time,  because  as  usual  WTRF-TV 
shows  a  sweeping  majority  of  viewers 

by  all  accepted  standards  of  measure- 

ment. Whether  you're  a  Pulse,  Hooper 
or  ARB  man  you'll  find  proof  that 
WTRF-TV  is  the  big  favorite  in  the 

Wheeling-Steubenville  market. 

Latest  Hooper  shows  "This 
Is  Your  Life"-48;  Dinah 
Shore-43;  Tennessee  Ernie- 
23;  Pinky  Lee-32;  George 

Goebel-52! 

Results  of  the  March  ARB 

Survey  were  fabulous— and 
Hollingbery  has  the  full 
story. 

The  latest  Telepulse  ratings 
are  now  in— and  again 
WTRF-TV  scores  a  clean sweep! 

No  matter  how  you  look  at  it  (and 

apparently  most  everyone  in  the 
Wheeling-Steubenville  market  is 

looking  at  it)  WTRF-TV  is  the  tele- 
vision station  to  carry  your  message 

to  the  304,778  television  homes  in 
this  rich,  important  2  billion  dollar 
market.  For  availabilities  call  Holling- 

bery or  Bob  Ferguson,  VP  &  General 
Manager,  Wheeling  1177. 

'Sailor     Talk — "fo    role    a    drink" — 
especially  after  an  important  victory. 

WTRF-TV 

Channel 

7 
316,000 watts 

WHEELING,  W.  VA. 
Equipped  for  network  color 

2  MAY  1955 
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There's    unanimity    in    Kansas    City: 

Xo    matter    how    you    coufit    the    audience 

the    no.     1    station    is 

HERE    IS   THE    WHB 

LEADERSHIP    LINE-UP 

FIRST   PLACE — HOOPER 

Average    share    of    audience, 
Mnn.  Sat.,  Jan.  Feb.,  1955 

. a.m.  6 

p.m. 
FIRST    PLACE — TRENDEX 

Average    share    of    audience, 
Moii.  Fri.,  Jan.  Feb.,   L955 

8 a  mi    6 

p.m. 
FIRST    PLACE — PULSE 

Average    share    of    audience, 
Mon.  Sat.,   Jan.  Feb.,    L955 

6 a.m.  6 

p.m. 

m 
10,000  WATTS,  710  KC 

This  is  vvhal  Mid-Continenl  programming,  ideas 

and  excitement  have  achieved  Eor  Will'.'  All 
three  national  surveys  PULSE,  HOOPER, 
TRENDEX  give  Will;  the  top  daytime  -pot 
with  averages  as  high  as  48.99?  (Hooper).  So  no 
matter  which  ratings  you  buy  by,  your  besl  Kan- 

sas City  Ihi\  is  WIN'..  Talk  to  the  man  from  Blair 
or  WHB  General  Manager,  George  W.  Armstrong. 

CONTINENT  BROADCASTING  COMPANY 

President:    Todd   Storz 
KOWH,  Omaha 
Represented  by 
H-R,  Reps,  Inc. 

WTIX,  New  Orleans      WHB,  Kansas  Cify 
Represented  by  Represented  by 

Adam  J.  Young,  Jr.         John  Blair  &  Co. 
IS 

SPONSOR 



J\ew  and  renew MAY 

19  5  5 

1.    New  on  Radio  Networks 
SPONSOR AGENCY STATIONS 

PROGRAM,   time,  start,   duration 

Ball    Bros.    Muncie,    Ind Applegate    Adv,    Muncie, 

ABC 

Don    McNeill's    Breakfast    Club    Review;    Sat;    18 Ind 
|une;   13  wks 

Bauer  &  Black.  Chi Leo    Burnett,    Chi CBS  206 Codfrcy  Time;  T.  every  4th  F  10:30-10:45  am: 
6    |unc;    11    wks 

Boyd   A.    Peterson    lOldsmobilc   dealer). Robin,    Lee    &    Arnold,    LA KNX-CPRN Today    in     LA;     M-F     5:15-5:30    pm     PST ;    5     Apr 
LA 13   wks 

BuTay    Prods.    LA Dan    Miner,    LA CPN   21 Aunt  Mary;  5  min  seg  W  F  2:45-3:00  pm  PST; 
1    Apr;    13  wks 

Chevrolet   Dealers Campbell   Ewold     Det 
CBS 

Robert  Trout;  add  Sun  12:00  noon-12:05  pm;  4:00- 
4:05  pm;  5:00-5:05  pm ;  Allan  Jackson;  add 
Sat  1000-10:05  am;  10:55-11:00  am;  12  noon- 
12:05   pm;    30   Apr 

Chevrolet    Motor    Div,   CM.    Det Campbell-Ewald,   Det 
KABC-ABC   350 

Breakfast    Club;    M    W    F    8:45-9:00   am;    18    Apr; 

Wendy  Warren  &  The  News;  M-F  12:10-12:15  pm ; Corn    Prods,    NY C.    L.    Miller,    NY CBS    74 

23   Miy;   52  wks 
D-Con.  Chi    i insecticides) Leeds  &  York.  Chi NBC   full   net 

Mary  Margaret  McBride;  Sat  10:00-10:05  am;  9 

Apr;  8  wks 
"42"   Products.   LA Adcoa,    LA KABC-ABC    33 

Bob    Carred    News;    Th    7:30-7:35    am;    6    Apr;    26 

Races;    7    May    5:15-5:45    pm ;    28    May    5:30-6:00 Cillette   Safety    Razor.    Boston Maxon,   Chi CBS  206 

pm;   11    June  4:30-5:00  pm 
Hamm   Brewing.  St.    Paul Campbell-Mithun,    Mnnpls CBS 

Hamm's  Scoreboard:  M-F  7:00-7:05  pm;  T-F 
10:00-10:05   pm;   Sat   6:55-7:00   pm;   25   Apr 

Harrison    Prods,    SF Sydney   Carficld,    SF 
CBS  206 Tennessee  Ernie;  5  min  seg;  F  7:15-7:30  pm;  20 

May;  10  wks 
Harrison    Prods    'for    No-Dozi,    SF Sydney   Carficld,   SF MBS    full    net Nick   Carter;   Sun   4:30-5:00   pm;    12   June 
Miller   Prods.   St   Louis Winius  Brandon,  St  Louis CBS    159 Robert   Q.    Lewis;   Sat    11:00-11:15   am;    14    May;   8 

wks 

Amos   V   Andy;   6   min    seg   alt   Th   9:30-9:55   pm; Murine   Co,    Chi BBDO,    Chi CBS    206 
28    Api;    10    wks 

Scholl    Mfg.    Chi Donahue  &   Coc,   NY MBS    full    net Multi-Message;  days  not  set;  8:00-8:30  pm;  28 

Apr;   10  wks 
Seaboard    Finance,    LA Frank   Bull.    LA 

CPN    15 
Amos  n'  Andy  Music  Hall;  6  min  seg  MTW  9:30- 

9:55  pm;  22   Mar;  13  wks 
Texas  Co,   NY Kudner,    NY 

ABC   350 Texaco  News  Reporter;  Sat  11  times;  Sun  11 
times;   16  Apr;   33  wks 

F.  W.   Woolworth.   NY Lynn    Baker,    NY KNX-CBS The   Woolworth   Hour;   Sun   1:00-2:00  pm;   5   |une 

Eclls    <3> 

William    C. 

0  Donnell     (3) 

Arthur 

McCoy    13) 

2.    Renewed  on  Radio  Networks 
SPONSOR AGENCY 

Campana   Sales.   Batavia,    III 

Ceneral    Prods,    for   Offex 

Lever    Bros.    NY 

Erwin,  Wasey,  Chi 

Dean  Simmons,  LA 

BBDO,    NY 

STATIONS 

CBS    206 

KNX-CPRN  23 

CBS    188 

FROGRAM,  time,  start,  duration 

Arthur    Codfrcy    Time;    M-F    10:15-10:30    am;    31 

May;    52    wks 
Story    Master;    Sat    9:05-9:20   am    PST;    2    Apr;    47 

House    Party;    M    W    F   3:15-3:30   pm;    30    May;    52 

wks 

3.     Broadcast  Industry  Executives 
NAME 

Bernard    M.    Alpcr 
Charles    Alsup 
Alan    T.    Axtell 
Robert   M.    Baird 
Sidney    Barbet 
Ceorge    Baron 
Joseph    H.    Barker 
William    H.    Bell 
Frank   Beasely 
Frank    Benesh 
Frank    P.    Bibas 
Robert    Blake 
Frvin    J.    Brabec 
Ceorge    Bristol 
Robert   Button 

|ohn    J.    Cassin 
Edmond    Chavanette 
Charles  Christianson 
Marc   Conant 
Dick  Covey 
William   M.   Dawson 
Louis   Dorfsman 
W.  Ward   Dorrell 
Mickey    Dubin 
lules    Dundes 
W.illie    Dunlap 

FORMER  AFFILIATION 

WLEV,    Bethlehem,   Fa,   acct  exec 
Advertisers  Tv   Program  Service,  in  chg  of  sis,  western   div 
CBS  R  Spot  Sis,  Chi,  acct  exec 
John    E     Pearson,    Dallas,    in   chg  of   Dallas  office 
United  Artists 
KOWL,   LA,  gen  mgr 
WV/KO,  Ashland.   Ky,  W.  Va    sis  mgr 
WHEN-TV.  Syracuse,   comml  mgr 
KBAK,    Bakersfield.   Calif,   sis   mgr 
WNEM-TV.    Bay  City,   Mich,   news   dir 
McCann-Erickson,    NY,    dir,    motion   pic   div 
NBC.   NY,  dir  of  publ 
MCA   Corp 

CBS    R.    NY,    dir    of    sis    prom    &    adv 

WAAB.   Worcester.    Mass,   sis  stf 
KOVR-TV.  Stockton 
WINS,   KTVW,  west  coast  offices 

WMBR.  WMBR-TV.   Jacksonville,  acctg  dept 
KRNT,  Des  Moines,  prog  dir 
WARM,  WARM-TV,   Scranton.  gen   mgr,  sec.   Union   Bcstg 
CBS  R.    NY.  dir  of  sis  prom   &  adv.   assoc   dir 
John    Blair,    Blair   Tv,    NY.   res   dir   &   prog   consultant 
MCA-TV   NY 
KCBS.   SF.   dir   of  sis  &   adv 

WICC-TV.    Bridgeport,    vp    in    chg    programing,    dir    of    tv 

opers 

NEW  AFFILIATION 

WCLV,    Easton,   Pa,   acct  exec 
Same,  sis  mgr  of  syndication  div 
Katz  Agency.  Chi,   tv  sis  stf 
Same,   Atlanta,   hd   of  Atlanta  office 
WTVW,    Milw,   film    buyer 
Same,  also  vp 
Same,  stn   mgr 

WHEN.   Syracuse,  asst  to  gen   mgr 
KNXT.  KNXT-TV,   Hllywd.  acct  exec 
Same   prog  dir 
Roland   Reed   Prods.  SF.  vp  in  chg  of  comml  film  opers 
CBS  TV,   NY.   Press   Infor  Dept.  mgr  of  spec  projects Same,   vp 

CBS  TV,   NY,   dir  of  sis  presentations 
U.S.    Infor  Agency:   Wash,   deputy  asst  dir  for   r  and 

Soviet   orbit 
WRCA-TV,   NY,   slsman 
KFSD-TV,   San    Diego,   dir 
Adam   J.   Young.   SF.   mgr  SF  office 
Same,  local  acct  exec 
Same,  also  KRNT-TV,  prog  dir 
Same,  also   Union   Bcstg  vp 

Same,  co-dnector 
Same,   also   vp 
Chad,  Wilton,  Conn,  exec  dir  of  sis 

Same,    gen    mgr 
WTAO.  WTAO-TV.  Cambridge,  gen  mgr 

In  next  issue:  JVeto  ami  Renewed  on  Television  (Network);    tdvertising  Agency  Personnel  Changes i 
Sponsor   Personnel   Changes;    Station    Changes    (reps,    network    affiliation,    power    increases)} 
New   Agency   Appointments 

^\ 

£5       Fred 

r         Sh.iwn    (31 
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Ragland    i3> 

X 

-^  Lochridgc  (3) 
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.Yew  and  renew 

Ward 
Dorrell    (3) 

3.     Broadcast  Industry  Executives  (continued) 

Robert 
Elliot  13) 

Alan    T. 
Axtell    (3) 

Michael 
Renault     (3) 

Robert    M. 
Baird    (3) 

Frank 

Bcncsh     <3i 

NAME 

fames    Duffy 
Donald    H.    Edgemon 
Bruce    Eclls 
Robert   Elliott 

John    Henry   Faulk 

Peter   A.    Finney 

Richard   L.   Foote 

Jerry    Franken 
Stephen    C.    French Paul    Freygang 

Marilyn    L.    Friedel 
Robert  C.   Garland 
Raymond   C.   Cirardin 
William   C.   Craincr 
Cordon   A.    Hellmann 
Howard    H.    Henkin 
Harvey    Herbst 
Ceorge    P.    Herro 
Bill    Hippec 
Robert   Hodges 
Allan    jefferys 
Frances  Horwich 
William    Kaland 
Earl    Katz 
Martin   Katz 
|oe    Kelsey 
Ray    H.    Kremer 
Norman    Land 
Anthony   Z.    Landi 
Ben    Lochridge Al    Long 

Ray    Marsh 
Sidney    Matz 
Thomas   McCary 
Arthur   H.    McCoy 
Frederick    Mcnzies 
Evans   Meier 
Herbert    L.    Miller 
Thomas    Murphy 

lory    Nodland Albert  Oberhofer 
William   C.    ODonnell 
Robert   0.    Pusey 
Tom    Ragland 
Gilbert    A.    Ralston 
Robert    C.    Reagan 
Bok    Reitzel 
Michael    A.     Renault 

Raymond  Ruff 
Richard    E.    Ryan 

loseph    Sarlin Robert   L.    Schuessler 
Robert   E.   Scott 
Fred    Shawn 
Alexander  W.   Sheftell 
Harry    B.    Simmons 
lames    E.    Szabo 
Shcrril    W      Taylor 
John   A.    Thayer   )r. 
John    H     Thompson 
Donald    E.    Tomkins 
|ohn    |.    Tormey 
Henry    Traiman 
H.   Taylor   Vaden 
Jeff   Waugh 
lay    A.    Whalen 
Tom   Whitesell 
Norah   A.    Yardley 

FORMER  AFFILIATION 

Wisconsin  Tel,  adv  dept 
WLWC-TV,   Col,  client   serv  dir 
Ziv  Tv,  New  England  rep 
Ruthrauff  &   Ryan,  NY,  copy  supvr 

WCBS,  NY,  "The  John  Henry  Faulk  Show" 

Harry  B.  Cohen  Adv,  vp  in  chg  of  r-tv 

Hoag-Blair,  NY,  acct  exec 
Lester  Lewis  Assoc,  NY,  dir  of  sis 
KLIF,   Dallas,  acct  exec 

Platte  Valley   Bcstg,   Scotts-bluff,  acct  exec 
Universal   Studios,    Hllywd 
KOLD,  Yuma.  Ariz,  gen  mgr 

H.    B.    Humphry,  Alley  &   Richards.    Boston,   r  &  tv  dir 
NBC  Film   Div,  slsman 

CBS  TV.   NY,  dir  of  sis  pres 
Teleprompter 
WFAA-TV,   Dallas,  prod  stf 

MBS,  Chi,  publicity  &  prom   mgr,   mid-west  div 
KRNT,   Des  Moines,  acct  exec 
WNEW,  NY,  prodcr 

WTOP,   Wah,  own   show 

"Ding   Dong   School"    prodcr-star WNEW,   NY,   prog  dir 

W|AC,    Norfolk,    Nebr,   anncr 
Blair-Tv,   NY,  spec  projects  dir 
Philco,   Phila,  factory  rep 

Rutledgc  &   Lilienfeld,  Chi,   r-tv  dir 
ZIV  TV 
Enterprise  Studios 
CBS  R  Net  Sis,  Det,  chg  of  Det  office 
McCann-Erickson,  NY,  r-tv  supvr 
WCOL.   Columbus,   slsman 
Best  Super  Markets,  Phila,  adv  mgr 
KRCA,  LA,  gen  mgr 
Avery-Knodel,   NY,  sis  mgr 
WHEN-TV,  Syracuse,  regl  sis  mgr 
W|AC,    Norfolk,    Nebr,   opers  dir 
TPA,   NY 
Grant  Adv.   Dallas,  vp  &  mgr  of  Dallas  office 
WMAQ,  Chi,  sis  stf 

KXOK,  St.   Louis,  sis  mgr 
KSL.  SLC,  acct  exec 
WHBQ,  Memphis,  stn  &  sis  mgr 
Independent   prodcr 
Public    Infor   Office,    U.S.    Army,    Fort    Ord 
CBS  R.   Pacific  Coast  Sis  mgr 
WABC,   NY,  comml  mgr;  acting  gen  mgr 

KTVQ,   KTVQ-TV.  Okla   City,   sis  mgr 
KLOK,  San  Jose,  sis  mgr 
Du  Mont,  Mi3mi,  gen  mgr 
Atlanta   Journal 
WFAA,    Dallas,  sis  stf 
NBC   R.  dir  of  stn  rels 
WTTC,  Wash,  acct  exec 
NBC  TV,    NY,  sis  dept 
Adam  Young  Tv,  NY,  sis  mgr  tv  dept 
CBS   R   Spot   Sis,    NY,   sis   prom    mgr 
Du   Mont,    NY,   acct  exec 
KNBC,   SF.   prog  dir 

Grant  Adv,   NY.   dir  of  r-tv 
Avery-Knodel,   NY,  acct  exec 
Robert  Lawrence   Prod,    NY,   Editorial   Supvr 
WPTF,   Raleigh,   N.  C,  prom  dir 
WDVA,   Danville,   Va. 
John   Blair,   NY,  asst  prom  mgr 
Louis  de  Rochemont,   NY 
MPTV,   NY 

NEW  AFFILIATION 

WOKY,   Milw.  acct  exec 

WKRC.  WKRC-TV.  Cin,  publ  &  publ  rels  dir 
TPA.  vp  in  chg  of  the  western  div 
MBS     NY,   dir  of  adv,   General  Tclcradio,   Film   L 
Texas    Bcstg    Corp,    vp    in    chg    of    public    aff 

KTBC,    KTBC-TV,    Austin    &    KANC-TV,    Wao 
Vidicam    Pictures,     NY,    partner,    exec    vp    in    i 

creative   prod 
Same,  eastern  sis  mgr 
TPA.    NY,   dir  of   publicity 
WNOE.  New  Orleans,  vp  &  gen  mgr 

KHOL-TV,    Kearney-Holdregge.    Neb,   acct  exec 

United  Film  &   Recording  Studios,  Chi,  dir  of  pu'. 
KOOL.    KOOL-TV,    Phoenix,    natl    sis  mgr 
WFBR,   Bait,  acct  exec 
Natl  Tv  Distributors,  NY,  pres 
TvB,    NY,   dir  of  sis  prom 
Walter   Schwimmer,   Chi,   eastern   sis   mgr 
KTBC-TV,    Austin,   sis   stf 
Same,    acct   exec 

Same,  also  KRNT.   KRNT-TV   local  sis  mgr 
Same,    prod    supvr 
Advertisers   Tv    Program    Service,    eastern    sis    rep 

NBC,    NY,    supvr   of   children's   programs Westinghouse.  NY,  asst  natl  prog  mgr 

Same,  prom  dir 
Same,  dir  of  sis  dev 
WKDA,    Nashville,    sis   stf 

CBS  R  Spot  Sis,  Chi,  acct  exec 
Same,   NY,   Intl  Div,  acct  exec 
Parsonnet  &  Wheeler,   NY,  vp 

Same,   NY,  eastern   sis  mgr 
Blair,    NY,   acct   exec 
WTVN,  Columbus,  acct  exec 
WRCA.   WRCA-TV,    NY.   mdsg  exec 
Same,   also   in   chg   r  net  activities,    NBC    Pacific 
|ohn   Blair,   NY,   radio  acct  exec 
Same,  comml  mgr 
Same,  asst   mgr 
NBC   Film   Div.   NY,   sis  rep 

John    E.    Pearson,    Dallas,   in   chg   of    Dallas  office 
NBC    TV  Spot  Sis.  Chi,  sis  stf 
Boiling,   NY,  acct  exec 
Same,  also  member  of  bd  of  dirs 
KSL-TV.   SLC,  acct  exec 
|ohn    Blair,  Chi,   sis  stf 
CBS  TV,    NY,   exec   prodcr 
MCA-TV,    Beverly  Hills,  wetern   div  publ   mgr 
Same.   Det,   sis  mgr  of   Det  office 
Same,  gen   mgr 
KSAN.  SF,   sis  stf 
Same,  gen  mgr 

Same,    N),   gen   sis  mgr 
Hollingbcry,    Atlanta,   sis  rep 
WLWC,  Col.  sis  exec 
WABT-WAPI-WAFM,  Birmingham,  exec  asst  to 
WMAL,  Wash,  sis  stf 
Boiling  Co.  Chi.  acct  exec 

Advertisers'  Tv  Program  Service,  NY,  natl  sis  mf> 
CBS  R,  NY,  sis  prom  &  adv,  co-director 
Gotham  Recording,  NY,  sis  mgr 

NBC  Pacific  Div,  mgr  of  news  &  special  events 
Owen  Murphy  Prods.  NY.  gen  sis  mgr 
Same,  mgr  r  sis Same,  also  vp 

WCAU-TV,   Phila.   prom   dir 
Same,   prom  dir 
Edward    Pctry,    NY,    prom   dept 
Transfilm.   NY,   prod   supvr 

WCOP.    Boston,    dir   of   pub   rel   &   sis   prom 

4.     New  Firms,  New  Offices,  Changes  of  Address 

Broadcast  Management,  5  East  57th  St,  NY,  specializing  in 
tv  and  r  organizations  and  talent;  Marvin  Josephson,  for- 

merly  of  CBS  TV   Legal   Dept,   hd 

Emerson  Radio  &  Phonograph  moved  administrative  hdqtrs  and 
plant  to  Icrscy  City  bldg;  public  relations  and  export  corp 
will  occupy  suite  in  Plaza  Hotel,  5th  Ave  &  59th  St.,  NY 

Filmack    Studios,    NY,   adds   new   phone  service,    PL.iza   7-0900 
lames  Fisher  Co  Ltd.  Toronto,  changed  name  Apr  1  to 

Thompson-Peterson   Adv   Agency 
Freitag  Adv,  Atlanta,  will  become  a  div  of  Burke  Dowling 

Adams,    Atlanta    |unc     1 
Ralph  D.  Gardner  Adv,  745  Fifth  Ave.  NY,  new  agency  formed 

by    Ralph    D.    Gardner,    formerly   of   the    NY   Times 

Herman  Hack  Productions'  new  address  is  2441  Beachwood 
Drive,    Hllywd    28.    Calif 

Hirshon-Carficld    will    consolidate    with    Peck    Adv    on    May    1; 

Sydney  Garfield,   pres  of   Hirshon-Garfield  will  be  a   member 
of    the   board   and   chmn   of  exec   committee  with    hdqtrs   at 
400  Madison  Ave.   NY 

Mumm,    Mullay  &   Nicols.   Adv,   Col.   opened    NY  office  at   130 
East   59th    Street   on   Apr     1 

Pace   Adv,   NY,   moved   to   larger   quarters   at    19  West  44th   St 

on   Apr   6;    phone    MUrray    Hill   7-4090 
Public  Relations  Film  Corp,   104   East  52nd  Street.   NY;  Cilbert 

Conte.     exec     vp;     to     produce     public     relations     films     for 
advertisers,    agencies,    foundations 

Tracy-Locke   Co.    Houston,   moved   to   2332   W   Holcombe    Blvd. 
Houston 

Wiltman  &  Calahan  Adv,   Pittsburgh,   changed  name  to  Robert 
Wiltman  Co  on  April  1  ;  same  address;   Bencdum-Trccs  Bldg, 
223    Fourth   Ave.    Pittsburgh   22.    Pa 

Adam   |.   Young   )r   opening  new   office   in   SF,    Fairmont    Hotel, 

Under   management   of   Charles   "Chuck"    Christianson 

20 SPONSOR 



NTA  presents... 

THE  ONLY  SHOW  AMONG  THE 
TOP  5  IN  ALL  CATEGORIES 

BILLBOARD  says:  BullseyeAmongMen. 
"For  22  basic  markets 

....  Police  Call- 
ranks  2nd  among 

Men  per  1  00  viewing 

homes." 

VBK   ».».—- 

BILLBOARD  says.  Bullseye  Among 

Women.  For  22  basic 

markets  ....  Police 

Call —  ranks  4th 

among  Women  per 

100  viewing  homes." 

BILLBOARD  says:  Bullseye  Among 

Teens." For  22  basic 

markets  ....  Police 

Call—  ranks  5th 

amongTeens  per  1  00 

viewing  homes." 

'OLICE  CALL 
N  T  A's  newest  TV  film  adventure  series. 

hot  in  the  dark  ...  a  man  falls  to  the 

jnd  clutching  a  wisp  of  cloth.  A  phone 

s  at  headquarters  and  a  police  sergeant 

*ers.  It's  the  French  Surete,  Scotland 
d,  the  Royal  Canadian  Mounted,  the 

an  Carbinieri,  the  famous  police  forces 

he  world,  all  rolled  up  into  a  gripping 
es  of  thrills  and  chills! 

The  stories  are  developed  from  actual  case 

histories  in  international  police  files.  Each 

show  is  steeped  in  the  rich  atmosphere  of 

the  foreign  locale  in  which  the  case  occurred. 

This  is  a  colorful  human  interest  series,  pre- 

senting people  from  every  walk  of  life  —  a 

pulsing,  fever-pitch  of  excitement. 

Audition  Prints  upon  request. 

26  half-hour 

dramas  ready  for 

regional    and 

local    sponsorship. 

N 

Call  Your  NTA  Man  Today!  He's  Only  Minutes  Away! 

A       riationai    \.eie£Mm  J\.Mecrft/f.>,  inc. 
625  Madison  Avenue,  New  York  22,  N.  Y.     ■     PLaza   5-8200 



NOW these  feature  picturi 



\r  the  first  time  on  television   Hand-picked,  top  budget, 

hoar-long  (58  min.t  20  sec.) 

Republic  Pictures 

Corporation  feature  films 

starring  Gene  Autry 

and  a  cast  of  top 

supporting  players. 

hour-long  features 
are  immediately  available 

for  local,  regional  or 

national  sponsorship  from 

in. AMERICA'S   NO.   1    DISTRIBUTOR   OF   TELEVISION    FILM   PROGRAMS 

wtc 

WIRE,  PHONE  OR  WRITE  YOUR  NEAREST  MCA-TV  OFFICE  TODAY 

BEVERLY  HILLS:  9370  Santa  Monica  Blvd.,  CRestview  6-2001 

ATLANTA  •  BOSTON  •  BUFFALO  ■  CHICAGO  •  CINCINNATI  •  CLEVELAND  ■    DALLAS  ■  DETROIT  •  HOUSTON  •  INDIANAPOLIS  •  KANSAS  CITY,  MO.  •  MINNEAPOLIS  '  NEW  ORLEANS 

NEW  YORK   •   PHILADELPHIA   •   PITTSBURGH   •    ROANOKE   ■   ST.   LOUIS   •  SALT  LAKE  CITY  •   SAN  FRANCISCO  •   SEATTLE  ♦  TORONTO  •   LONDON   •   PARIS 



HOW these  feature  picture 



wer  before  on  television These  hour-long 

(53  min.,  20  sec.)  Republic 

Pictures  Corporation 

high  budget  productions 

star  Roy  Rogers  and 

feature  a  well-known 

supporting  cast. 

hour-long  features 
are  immediately  available 

for  local,  regional  or 

national  sponsorship  from 

in 
AMERICA'S   NO.   1    DISTRIBUTOR   OF  TELEVISION   FILM   PROGRAMS 

WK, 
NtRE,  PHONE  OR  WRITE  YOUR  NEAREST  MCA-TV  OFFICE  TODAY 

IEVERLY  HILLS:  9370  Santa  Monica  Blvd.,  CRettview   6-2001 
ITLANTA  •  BOSTON  •  BUFFALO  •  CHICAGO  •  CINCINNATI  •  CLEVELAND  *   DALLAS  •  DETROIT  *  HOUSTON  •  INDIANAPOLIS  *  KANSAS  CITY,  MO.  •  MINNEAPOLIS  *  NEW  ORLEANS 
1EW  YORK  •   PHILADELPHIA  ■   PITTSBURGH   •   ROANOKE   •   ST.   LOUIS   •  SALT  LAKE  CITY  •  SAN  FRANCISCO  •  SEATTLE  ■  TORONTO  •   LONDON   •   PARIS 



WEMP 
MILWAUKEE 

Notv! 

MILWAUKEE'S 

MOST   POWERFUL 

INDEPENDENT 

5000 
WATTS  on 

1250 
MILWAUKEE'S 

BEST   BUY 

Second   Highest   Ratings* 

mornings   and   afternoons 

in    7   station    market 

LOWEST   COST 

PER   THOUSAND 

*Pulse— Jan. -Feb.    I955 

WEMPWEMP-FM 
MILWAUKEE 

HUGH  IOICE.  JR..  Gen.  Mqr. 
HEADLEY-REED,  Natl.  Rap. 

HOURS  OF  MUSIC,  NIWS,  SPORTS 

m  Spw 
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Robert  Young 

V.p.    of    marketing    and    advertising 
Golden    Gift,    Deland,    Florida 

Ihh  years  ago,  while  Bob  Young  was  at  William  Est}  Co.,  he 
stumbled  upon  a  new  product,  a  fresh  orange  June  packaged  in 
containers.  Within  a  matter  of  months,  Youngis  brother  and  two 

other  partners  had  bought  into  the  company.  Within  a  vear  sales 
rose  li   $500,000  to  $3  million,  now  move  at  the  rate  of  $13  million. 

"There's  no  question  but  that  heaw  ad\ertising  investments  are 

necessar)  to  launch  a  new  product,"  Bob  Young  told  sponsor. 

"However,  the  groundwork  for  our  successful  national  product  was 

laid  bj  m\  partners,  particular!}  Bob  Stivers,  who  heads  sales." 
The  two  Bobs  head  up  Golden  Gift's  \ew  York  office,  directing 

-all-,  marketing  and  advertising  out  of  a  Fifth  \\enue  penthouse. 
Doth  men  are  tall,  athletic-looking,  in  their  thirties.  Both  have  heen 
in  advertising  a-  clients  as  well  as  agencymen. 

"Here"-  how  we  proceed  into  a  new  market."  ISoh  Young  ex- 

plained. "I'ir-I  we  -el  up  distribution,  usuall)  through  milk  com- 
panies. Then  we  break  a  campaign,  starting  with  publicity,  followed 

b}  500  and  1,000-line  neuspapei  ad-.  Within  davs  alter  that  our 

radio  and  t\  campaign  gets  undei  wax.  It'-  m\  idea  that  the  air 
media  should  take  up  some  70',    of  our  budget." 

i  urrentl}  in  their  second  13-week  cycle  in  some  30  market-. 

Golden  (-ill  spends  al  the  rate  of  N.">ili>.IM>0.  The  pattern  on  the  air 
i-    i  combination  of  saturation  radio  plus  tv  participations. 

Golden  Gift's  agencx  i-  Hani-  and  W  hitebrook,  Miami.  The 

media  director,  Joan  Stark,  shares  < -olden  Gift's  New  York  pent- hou-e  office.  Out  ol  il.  -he  Inn-  a  minimum  ol  30  radio  minutes 

weekl}  pei  market,  plus  minute  participation-  in  kid  l\  -hows  or 

women  -  t\    programs  al  the  rate  of  five  weekh    per  market. 

"We  like  in  have  the  sales  pitch  delivered  live  b}  a  personality 

whenever  possible,  Boh  Young  says.  "\  new  producl  particularl} 

needs  ever}  extra  push  it  <  an  get,  and  there's  an  indefinable  plus 
from   a   commercial   delivered   b}    a   local    personality." 

There's  an  una  ol  continuous  activitj  about  Golden  Gift's  offices, 
even  though  the  wall-  -lill  smell  of  Fresh  paint,  and  some  of  the 
rooms  are  a-  \  el  scantil}  furnished. 

Sitting  igainst  the  wall  behind  Bob  Young's  desk  is  a  large 
photograph  ol   hi-  seven-year-old  daughter  on   horseback. 

"'I  II  pui  ii  up.  says  he.  "il  evei  the  phone  -top-  ringing  long 

enough."  •  •  * 
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NATIONAL  SALES 

HEADQUARTERS 

GAYLEV.  GRUBB,  V.P.,  West  Coast  Sales  Manager,  111  Sutter  St.,  San  Francisco,  SUtter  1-8689 

TOM  HARKER,  V.  P.,  National  Sales  Director,  118  E.  57th  Street,  New  York,  ELdorado  5-7690 

BOB  WOOD,  Midwest  National  Sales  Manager,  230  N.  Michigan  Ave.,  Chicago,  FRanklin  2-6498 

Represented Nationally  by 

NBC  Spot  Sales 



Green 

Gold! 

.  .  .  and  50  per  cent  of  all  that's 
packed  and  shipped  in  the  U.  S. 
comes  from  the  Salinas-Watson- 
ville  area. 

"Green  Gold",  a  produce  man 
tells  you,  is  lettuce  .  .  .  and  48 

million  dollars  of  Uncle  Sam's 
lettuce  will  pour  into  this  area 
before  November  in  payment 

for  the  leafy  product.  It's  one 
of  the  crops  making  this  a  top 

area  in  agricultural  dollar  vol- 
ume (Monterey  county  alone  is 

twelfth  in  the  U.S.). 

Did  we  mention  that  the  $48  mil- 
lion comes  in  between  May  and 

November?  Get  your  full 
share  of  this  Gold  (Yellow 

Variety)  by  placing  a  schedule 
on  KSBW-TV  ...  the  only  TV 
Station  covering  the  central 
coast  counties  of  California. 

\<K   HOLLINGBER"5 

RADIO  TELEVISIC 
1380KCI      1  cV«nntl 

SALINAS  .MONTEREY 
C«LIIO«NIA 

CBS,    NBC,    ABC,    DuMONT 

by  Joe  Csida 

is  it  a  total  loss  if  they  forget  the  commercial? 

Roughly  about  every  10  years  I  become  a  rabid  fan  of 

some  person  I've  never  met  and  about  whom  I  know  little  or 
nothing.  My  1955  enchantment  is  with  Rod  Serling,  who  won 
more  boosters  than  he  needs  with  his  tv  drama,  Patterns,  not 

too  long  ago.  I  saw  another  Serling  show,  this  time  for  U.  S. 
Steel  Theatre.  This  one,  called  The  Rack,  concerned  itself 

with  a  young  Army  captain,  who  was  being  court  martialed 
for  collaborating  with  the  Chinese  Communists. 

The  kid  was  intelligent  and  of  fine  character,  but  he'd 
cracked  under  some  not  too  extreme  forms  of  grilling  and 

torture.  Before  the  captain  was  found  guilty  Serling  had  ex- 

plored every  facet  of  this  complex,  heart-tearing  and  mind- 

jolting  dilemma,  and  under  Alex  Segal's  tight  and  driving 
direction  left  a  viewer,  a  citizen  of  the  U.  S.  and  a  member  of 

the  human  race,  disturbed,  pondering  the  problem,  and  the 

answers  (if  any).    Left  this  viewer  in  that  state,  at  any  rate. 
The  commercial  came  on,  a  spot  or  maybe  two.  and  the 

opening  of  the  next  show,  and  I  tuned  out.  It  wasn't  until 
some  time  later  that  1  began  to  think  about  the  position  of  the 

sponsor  in  connection  with  a  drama  of  such  pow7er.  My  own 

mind  had  been  so  filled  with  Selling's  story  and  the  questions 
it  raised  that  I  couldn't,  to  save  my  life,  recall  what  U.  S. 
Steel  bad  been  >elling.  I  have  no  recollection  at  all  of  the 

spots  or  the  name  of  the  show  which  followed. 

I   dent    believe  I'm  any  more  susceptible  to  being  thus 
affected  by  a  tv  drama  than  the  next  guy.   And  this  obviously 

raises  the  dollars  and  sense  query:  Did  U.  S.  Steel  blow  the 
commercial  benefits  of  whatever  it  cost  them  to  bankroll  The 

Rack?    I  don't  think  so.    For  I  know,  knew  before  and  while 
the  show  was  unfolding  that  tin-  was  the  (J.  S.  Steel  Theatre. 
I  was  and  am  impressed  with  the  courage  and   integrity  of 

U.  S.  Steel  in  sponsoring  ,i>  adult  and  thought-provoking  a 
show  as  The  Rack.  To  one  customer,  then,  U.  S.  Steel  did  not 

get  across  it1-  specific  commercial  message  of  that  week,  but 
it  did  sell  me  on  U.  S.  Steel,  as  a  corporation. 

\ml  Mr.  Serling.  as  I've  indicated,  can  write  my  video 
ill  ama  an\  time,  any  day,  any  station. 

*        *        * 

Jack  Gould,  certainly  one  of  the  most  able  of  all  observers 
of  matters  radio  and  tv,  did  a  fine  piece  in  the  Sunday  (17 

\|)iil|   New  York  Times   Magazine  section  on  radio.    Jack 
{Please  turn  to  page  76) 
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OK,  You're  First  in  Seattle-But  What  About  Outside?'7 

We've  got  news  for  you.  Pulse's  new  15-county  study  of 
Western  Washington  shows  Radio  KING  to  be  23  percent 
stronger  outside,  than  inside  Seattle.  Not  bad... considering 

we're  the  highest  rated  station  in  the  metropolitan  market. 

That's  not  all.  KING  hauled  down  an  average  daytime 
quarter-hour  Pulse  rating  of  5.3  among  the  533,300  radio 
families  in  the  15  surveyed  counties.  The  second  highest  station 
got  a  4.4  average  rating,  and  the  third  station,  a  4.1. 

So  much  for  the  statistics.  If  you  have  a  SRDS  and  a 
slide  rule  handy,  you  can  compute  our  low  cost  per  thousand. 

We'd  much  rather  talk  about  how  we  can  move  your 
merchandise.  About  how  the  KING  personalities  can  put 

extra  sell  into  your  next  campaign.  Extra  punch  to 
set  your  sales  force  chirping. 

There  are  2,000.000  customers  in  15  counties  waiting  to  be 

sold.  We've  done  it  before.  We'll  do  it  for  you. 

50,000  Watts 
ABC— Blair,  Inc. 

FIRST  IN   SEATTLE 

Radio 
Otto  Bramli,  I  fee  President  onJ  General  Manager 



Sound-est  investment 
tOnly  on  WBT  Radio  can  you  associate  for  your  product  the 

massive,  traditional  selling  power  of  "Grady  Cole  Time",  now  in 

its  twenty-sixth  year  and  stronger  than  ever.  Grady  gives  each  of 

his  forty-six  current  sponsors  individualized  benefit  of  his 

8.7  average  Pulse  rating  (5:45  to  9  a.m.,  Monday 

through  Saturday)  plus  canny  commercializing 

and  immense  influence  with  consumers, 

retailers  and  wholesalers. 

The  rarity  of  availabilities  underlines  the  prudence  of 

regular  contacts  with  your  CBS  Radio  Sales  man. 
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"Why  I'm  through 

with  big  tv  shows" Hazel  It K hop's  Raymond  Spccior  says  they  have 

no  I  clcklivorcktl  sales  for  him.  hits  ail  iiiscki*lioiis 

as  violation  oi'  lv*s  fundamental  strength 

IV  PUT  livzn  BISHOP  OVEB 

Cosmetics  firm  wenl  Erom  |4.5 

million  in  sales  in  L952  to  es- 

timated $18  million  this  year. 

During  this  time  inai  l\  all  the 

ad  money  went  into  video.  In 

next  fiscal  year  more  tv  money 

w  ill  be  spent  bill  a  -mailer  pro- 

portion about  BO';  will  go 

into    tv    which    now     gets    90% 

jg  elev  ision  costs  are  reaching  the 

danger  point.  Every  industry  can  price 

itself  out  of  business.'" The  warning  conies  from  a  man  who 
attributes  most  of  his  firm  -  success  to 

television  advertising:  Raymond  Spec- 
tor,  head  of  both  Hazel  Bishop.  Inc.. 

and  the  Raymond  Spector  agency.  Ha- 
zel Bishop  is  currently  spending  at  the 

rale  of  $6  million  ycarlv  on  tv  to  pro- 
mote its  cosmetics  line. 

Spector  is  the  most  outspoken  net- 
work advertiser  among  those  disturbed 

by  skyrocketing  costs  of  time,  talent, 

and  production  facilities.  In  a  conver- 
sation with  sponsor,  during  which  he 

spoke  bluntly  and  for  the  record,  Spec- 
tor  made  a  number  of  significant 

points: •  "Television  should  remember  that 
there  are  still  other  great  media  around 

— like  newspapers,  like  magazines.  Ha- 
zel Bishop  is  now  spending  more  than 

$500,000  in  newspapers,  and  intends  to 
increase  that  portion  of  the  ad  budget. 

Next  year's  tv  budget,  in  fact,  although 
larger  in  volume  than  this  veai  >.  will 

drop  from  90  to  80%  of  the  total." 
•  The  answer  to  t\  advertising  doe- 

not  seem  to  lie  in  the  much-promoted 

"■magazine  concept,"  at  least  not  for 
advertisers  like  Hazel  Bishop.  Spector 

feels.  Thai  approach  has  favored  the 

large,  over-costl)  -how.  he  says,  which 
i-  in  basic  conflict  with  what  i-  unique 

2  MAY  1955 

aboul  the  medium     its  intimac) . 
•  Moreover,  the  practice  of  jusl 

dropping  in  commercials,  Spe  i"i  saj  -. 
\  iolates  the  fundamental  strength  oJ  lv 

as  an  advertising  medium  it-  abilitj 
to  combine  show  and  sales  pit*  h  into 

one  integrated  instrument. 
•  I  he  w  ,i\  In]  advertise]  -  t"  soh  e 

the  financial  and  programing  headache 
is  to  re-establish  control  over  theii 

own  show-.  "The  networks  are  doing 

a  disservice  by  departing  Erom  the  pol- 
icy   of   offering    Facilities.    The)    have 

FOR     OPINIONS    OF    THOSE     WHO     TAKE    OPPOSITE     VIEWS 

ON    SPECTACULARS    AND    MAGAZINE    PLAN.    SEE    PAGE    33 
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I'm iln ighl  opinions 

of  Spector  il<>  not 

mean  he  is  no*  i  old 

to   tv.    He  -till 
feels   ii    i-   the 

gri  itesl  of  all  ad 
in.  ■  1 1 .1 .  u  ill  continue 
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WHY     1    M    THROUGH     WITH     BIG    TELEVISION     SHOWS 

not  distinguished  themselves  from  a 
standpoint. 

sponsor  reports  Raymond  Spectoi  s 
views  at  length  because  the  issues  he 

raises  arc  of  paramount  importance  to 
t\  and  arc  ihe  source  of  much  discus- 

sion in  advertising  circle?.  Spector's 
argument  with  the  medium  is  that  of  a 
man  who  fears  that  his  favorite  nia\  be 

going  astray;  he  is  anxious  to  get  it 
back  on  what  he  regards  a>  the  right 
hack. 

However,  there  are  those  who  feel  t\ 

i-  on  the  right  track  right  now.  Sun- 

beam, Ha/el  Bishop's  own  co-sponsor 
on  the  Sunda)  night  spectaculars,  feels 

it  has  gotten  its  money's  worth  out  of 
the  big  -hows  and  i-  coming  hack  for 
more  nexl  season.  For  the  \iews  of 

Sunbeam  as  well  as  others  who  dis- 

agree  with  Spectoi  on  big  show-  and 
the  magazine  format,  see  next  page. 

How  much  J  la/el  Bishop  owes  to  tv 

i-  i  \  idenced  in  the  amazing  stoi  \  ol 
the  <  ompan)  -  growth  since  1950  when 
Spectoi  became  its  hoard  chairman. 

Ihe  ad  budget  has  been  growing  al 
the  rate  ..1  a  million  dollar-  a  \ear  and 

nearl)  all  ol  the  mone\  has  heen  going 
ml"  t\.    Sales  went   from  $4,549,165  in 

L952  to  §9,908,804  in  1953.  In  L954 

sales  passed  $12  million.  This  \ ear's 
gro--  i-  expo  ted  to  reach  $18  million. 

In  1954,  the  company  estimated  that 

it  was  doing  25%  of  the  nation's  lip- stick business. 

Although  no  advertising  has  \et  ap- 
peared to  support  it.  it  i-  reported  the 

new  "Compact  Make-up"  is  in  great 
demand  b)  the  suppliers  of  Hazel  Bish- 

op"- 175.000  retail  outlets.  The  com- 
pany will  put  $3  million  of  ad  money 

behind  il  and  most  of  this  will  he 

-pent  in  t\.  Bui  Ha/el  Bishop  will  not 
be  programing  in  tv  in  quite  the  same 
wa\    it  has  in  the  past. 

For  Spector  is  changing  course.  He 

is  not  renewing  Hazel  Bishop's  spon- 
sorship of  either  the  spectaculars  or 

MJC  I  \  "s  The  Martha  Raye  Show.  He 

sums  it  up  in  the  declaration:  "We  are 
finished    with    hig    -how-. 

Hazel  Bishop's  fall  tv  plans,  fairly 
well  advanced,  put  more  emphasis  on 

ever)  week  half-hour  shows  in  which 
the  traditional  sponsor  loyalty  is  con- 
sidered  important.  This  is  the  Hazel 

Bishop  program  line-up  for  the  1955- 
.">(>  season: 

1.    This  Is  Your  Life,  Wednesdays 

MWWWUmwmvusHBtWWS  «»!--i*M«< 

on  100  NBC  TV  stations:  alternate 

sponsor,  Procter  &  Gamble;  cost,  $90,- 

000  per  show  for  time  and  talent. 
2.  Place  the  Face,  a  half-hour  quiz 

m.c.'d  by  Bill  Cullen.  will  start  off  on 
NBC  as  a  summer  replacement  in  The 
Martha  Raye  Show  slot.  Time  and  net- 

work for  the  fall  is  not  \et  set  hut  the 

show  will  probably  continue  on  NBC. 
About  60  to  70  stations  will  be  used. 

YVeekh  cost  is  estimated  at  $60,000 
for  time  and  talent. 

3.  The  Dunninger  Show,  thought- 

reading  and  magic  exposes  by  Dun- 

ninger. Time  and  network  are  current- 
ly under  negotiation  hut  about  60  to 

70  stations  will  be  used.  Cost  is  esti- 

mated at  $60,000  for  time  and  talent. 
For  the  first  time.  Hazel  Bishop  will 

add  a  spot  tv  campaign  in  all  its  im- 
portant markets  with  a  budget  of  $1.5 

million.  Total  ad  outlay  for  the  fiscal 

year  beginning  nexl  October  is  esti- 
mated at  $7.5  million. 

Titer**  are  other  m<»<iin:  Hazel  Bish- 

op is  paying  considerably  more  for 
This  Is  }  our  Life  than  a  year  ago. 

NBC  signed  up  Ralph  Edwards  for  a 

I  Please  turn  to  page  ()3  i 

One  sold,  one  didn't:    Spectoi  says  impact  of  "This  1-  Your  Life"' 
"M    lipsitck    sales       i-   strong,  with   re-orders   immediate!}    measur- 

able.   Such   obvious   sales   results   were   not    apparent    from    Hazel 

Bishop's    Sunday    night    spectaculars    and    "Martha    Raye    Show" 
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»»wr The  other  side  of  the  story 
Many  advertisers  disagree  with  Spector,  like  spectaculars 

for  their  excitement  and  way  glamour  rubs  off  on  products 

For  editorial  on  this  subject  see  page  104 

Tlie  dissatisfaction  expressed  hy  Raymond  Spec- 

tor  with  spectaculars  and  insertion-type  t\  ad- 
vertising  represents  the  point  of  view  of  those 

who  are  opposed  to  the  direction  in  which  televi- 
sion seems  to  be  traveling  today.  Spector  i- 

only  one  among  tv  advertisers  to  liave  \oiced 
such  complaints.  But  the  acceptance  of  (and.  in 
senile  cases,  enthusiasm  for)  the  big  show  and 

magazine  format  indicate  to  many  admen  that 

these  arc  the  pattern  of  the  future.  CBS.  for 

example,  has  already  made  plans  for  adding 

spectaculars  in  the  NBC  hour-and-a-half  mold 
next   season. 

The  advertisers  and  agencies  who  like  spec- 

taculars like  them  for  the  reasons  that  NBC's 
Pat    Weaver    said    they    would: 

•  They  are  talked  about  by  the  tv  audience, 

which  adds  intensity  and  word-of-mouth  circula- 
tion to  their  impact. 

•  They  create  enthusiasm  among  dealers,  add 

push   to   selling   efforts. 

•  They  provide  a  powerful  merchandising 
springboard  to  retail  selling. 

•  They  surround  advertised  products  witli 

glitter,   prestige. 

The  advertisers  and  agencies  who  use  inser- 
tion advertising  say  this  about    it: 

•  Tt  enables  an  advertiser  with  a  relatively 
small  budget  to  get  into  television  during  prime 

viewing  hours,  thus  assuring  wide  circulation  for 
his    sales    message. 

•  Tt  gives  the  small  advertiser  a  chance  to 

surround  his  product  with  the  glamor  of  night- 
time programing  and  stars. 

•  While  insertion  advertising  does  not  oro- 
vidc  much  sponsor  identification  with  the  show 
or   stT.   some   television    is   better   than   none. 

•  The  magazine  format  is  here  to  stav.  so 
wbv  not  learn  to  live  with  it?  Moreover,  talk 

about  viewer  loyaltv  to  a  sponsor  who  ha*  his 
own    show    is   exaggerated. 

Vmoiia  those  returning  to  snectaculars  next 
season  is  Sunbeam,  which  bas  bought  three  of 

the  six  "positions"  in  the  Sunday  nieht  "color 

snreads"  from  September  throuerh  December. 
(Others  definitely  retaining  hie  show  sponsor- 

ship pre  Ford  and  BC  \  on  NBC.  Chrvsler  on 

TBS  )  Sunbeam  is  also  buying  into  the  Milton 
Berle  and  Martha   Rave   shows. 

A.  F.  Widdifield.  vice   president   in  charge  of 

advertising    foi    Sunbeam,    expressed    In-    firm's 
thinking  on  spectaculars  to  mm\mhi  a-  follows: 

"Our  experience  bas  been  thai  in  t\  you  musl 
reach  ma--  audiences  i"  gel  tangible  results. 
We  were  ahle  to  gel  tin-  power  for  thi 
lime  with  the  Sundaj  nighl  spectaculars  which 

have  rathei  consistently  exposed  our  product 
demonstration-  to  audiences  of  around  10  mil- 
lion. 

"We  have  gone  along  with  the  spectaculars 
again  this  fa||  because  the  new  color  spn  ad 
format  enables  us  to  obtain  power  when  and 
where  we  want  it.  during  a  key  merchandising 

period,  without  incurring  the  prohibitive  cosl  of 
a  series  of  26  or  more  shows. 

"This  is  most  important  to  us  and  i-  an  in- 

stance when  Pat  Weaver's  magazine  concept 
proves  practical  and  desirahle.  Prior  to  this 
time   it   had   been   difficult,   if  not   impossible   to 

get    mass    audience    power    foi    a    c   ientrated 

four-month   marketing  effort." 
The  excitement  of  spectai  ulars  and  values  de- 

riving from  it  were  stressed  h\  Ralston  11.  Cof- 
fin. RCA  ad  director.  RCA  will  continue  with 

spectaculars  through  the  summer  and  nexl  sea- 
son.   Coffin   said: 

"Most  -how-  are  evaluated  on  the  basis  of 

ratings  and  cost-per-1000.  But  we  go  beyond 
ti.it  with  snectaculars.  We  ..<-t  certain  intangi- 

bles. They  are  not  ea-\  to  pin  down  but  they 
are  there.  We  do  know  that  spectaculars  duI 

everv  dealer  and  distributor  on  his  toes.  T"ve 
never   seen    anvtbina   like    it. 

"Tt's  hard  to  measure  the  direct  impact  on 
sales,  but  we  do  know  that  snectaculars  have 
contributed  to  accenfanco  of  the  RC  \  line. 

Thousands  of  letters  from  viewers  -how  that." 
The  factor  of  prestige  is  an  imnortant  one  in 

snectacular  sponsorship,  hut  especially  impor- 
tant, sav  admen,  for  products  win.  have  01  seek 

to  create  a  position  of  leader^hin  in  their  field- 

•\n  examnle  of  thi-  i-  IT  all  Bros  .  m  ik< 

Hallmark  BTfieting  cards.  The  firm  will  snnnsoi 
eiebt  NBC  show-  produced  bv  Maurice 

next  season  on  Sundav  afternoons.  While  not 
,  -....a  ■.,•1.1  .. ..  In  fnp  inilin.'M  sense  of  t"*"  term. 

thev  nualifv  bv  reason  of  'heir  length  one-and- 
a-half  hours  and  the  uuabtv  nf  the  production 

Prestige  advertising  is  not  new  to  Hall  Bros.. 
i  Pleas*"  turn  to  rtaee  06) 



M  t  was  not  until  North  American  Air- 
lines took  to  the  air  that  it  really  got 

off  the  ground. 

The  firm  first  went  into  spot  radio 

in  a  big  \\a\  in  1952.  with  marked 
success.  Ticket  sale  volume  increased 

about  30',  to  an  estimated  $9,000,000 
in  1953.  B\  the  end  of  1954  volume 

was  about  $11,000,000.  And  in  1955 

the  companj  hopes  to  rack  up  some 

$15,000,000. 
I  o  help  accomplish  this,  the  spot 

radio  budget  has  been  doubled.  It 
stands  now  in  excess  of  $500,000  to 

cover  10  markets.  Total  ad  budget  is 
estimated  at  about  $1,000,000. 

Heart  of  North  American's  radio  ap- 

proach is  saturation.  Hit  'em  hard,  hit 
em  often,  the  company  has  found,  and 
the    flight    reservations    will    come    in 

At  left,  three  of  four  owner-founders  of 

North  American  Airlines,  which  did  $11,000.- 

000  husiness  last  year,  expects  to  do  $15,000- 
000  in  1955,  Ross  Hart,  Jack  Lewing,  James 

Fischgrund.  Below,  agency  president  Ar- 

thur   Fischer    dictating    on    a    DC-6B    flight 

radio  helps  build  an  airlim 
North  American  Airlines  uses  heavy  announcement  barrages 

company  will  spend  $500,000  this  year  on  snturatH 
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case    history 

as  a  direct  radio  result  that  very  dav. 
A  half-million  dollars  spent  in  onl\ 

10  markets  can  buy  a  lot  of  radio  time, 
but  there  is  more  to  the  North  Ameri- 

can Airlint a  campaign  that  just  heavy 
schedules.  These  are  some  of  the  cam- 

paign's highlight  facets: 
1.  Reversing  a  common  practice,  the 

air-travel  outfit  uses  high  ad  frequency 
to  sell  something  as  infrequently  pur- 

chased as  plane  transportation. 

2.  Advertising  aim  is  not  to  create 

desire  to  travel;  company's  only  pros- 
pect is  the  person  who  already  has  that 

desire  and  is  planning  to  take  a  trip. 

3.  Copy  slants  go  to  contrasting  ex- 
tremes: from  the  barker-type,  shrill 

pitch  of  the  music-and-news  station  to 

the  low-key,  cultivated  address  on  good 
music  stations. 

4.  Rather  than  spread  a  schedule 
among  many  stations  in  a  market,  the 
firm  prefers  to  concentrate  it  on  one 
at  a  time,  load  it  with  between  35  to 

100  announcements  per  week  where 
possible;  it  gets  the  best  discounts 
thereby  and  feels  it  tends  to  dominate 

that  station's  audience — though  it  tries 
to  use  as  many  stations  as  the  budget 
permits. 

So  successful  has  the  young  com- 

pany's advertising  been  (it  was  found- 
ed in  1950),  that  it  believes  it  stands 

as  number  one  among  the  so-called 

"non-scheduled"  or  "independent" lines  and  claims  to  be  about  sixth  in 
size  among  all  airlines. 

To  compete  with  the  long-established 
companies,  which  can  operate  with  the 
comfort    of   mail    contracts    from   the 

[luce  high  sales  volume; 

ip.i  in  us  in  10  markets 

post  office,  North  bnei  ican  offered  the 

public  the  postwar  innovation  of  "air- 
coach  sen  ice.  Il  m  reused  ain  raft 

passenger  capacity  20"  I  .  I  his  permit- 
ted substantial   price  reductions. 

loda\.  reports  national  sales  man- 

ager Ralph  Sacks,  all  airlines  feature 

coach  transportation  as  pari  ol  their 
sei  \  ice. 

Ihe  advertising  problem  has  been  to 
convince  the  traveler  thai  cost  is  the 

onlj  important  difference  between 
North  American  service  and  that  of  the 

o'.her  airlines.  North  \merican's  fleel 
consists  of  two  luxurious  DC-6B's  and 

six  DC-4's,  with  three  additional  DC- 
6B's  on  order.  And.  as  the  copy  boasts, 
the  firm  has  a  perfect  safety  record. 

Why  radio?  Traditionally,  airline  ad- 
vertising has  featured  luxur\.  comfort, 

speed,  the  idea  of  travel  itself.  To  these 
appeals  North  American  adds  the 

strong  appeal  of  low  fares.  But  there 
is  a  problem:  for  the  average  person 

a  long  trip  is  a  rarity.  Even  the  busi- 
nessman, more  accustomed  to  travel- 

ing, seldom  hops  from  coast  to  coast. 

Assuming  that  your  prospect  is  go- 
ing to  make  only  one  trip  this  year, 

from  New  York  to  Los  Angeles,  or 
vice  versa,  or  from  New  York  to 

Miami,  what  do  you  do  to  reach  him 
with  your  story  at  the  crucial  moment? 

COMPETITION:  2nd  year  on  radio  (see  below) 

is  feted  by  American  Airlines  execs  Morris 

Shipley  and   Herb  Ford,  WTOP's  Lloyd   Dennis 

To  ad  director  and  part-owner  Mau- 
ley Weiss  the  answer  is  frequency. 

"Keep  a  barrage  of  ad  impressions  hit- 
ling  \our  prospect  without  letup.  Then 
when  he  decides  to  make  that  long- 
dreamed-of  trip,  he  will  be  read)  to 

pa\  attention  to  your  message,"  says 
Weiss.     If   your  story   gets   to   him    at 

this  very  moment,  it  has  a  g   1  chance 
of  stimulating  him  to  phone  your  offi<  e 
for  a  reservation. 

Arc  there  enough  such  pm-pc.  is  to 
(Please  turn  to  page  86) 

What  other  airlines  do  on  radio  and  tv 

EASTERN  AIRLINES 
via  Fletcher  D.  Richards 

Spends  about  $400,000  for  radio  an- 
nouncements on  Eastern  seaboard,  in- 

land cities,  once  daily  Monday-Fridaj 

AMERICAN  AIRLINES 
via  Lennen  &  Newell 

Sponsors   "Mu-ir    Till    llawn."    t 
a.m.    Ml'.    N.Y.,    Chi.,    L.  \  .    Boston, 
\\  ash.,    Detr.,    San    Y     I  BS    stations 

PAN  AMERICAN  AIRWAYS 
via  J.   Walter  Thompson 

Sponsors  "Mei  t   the   Press,"  on   \  !'•' TV  alternate  weeks.  Some  radio  Wash- 
ington, Miami,  foreign  language  Y  i 

UNITED  AIRLINES 
via  N.  W.  Aver 

Radio  announcements  10  West  Coast 
cities.  Chicago:  Tuesday,  Thursday 
radio    newscasts    and    tv    sports    show 

TRANS  WORLD  AIRLINES 
via  DBDO 

\  ses      liltll       M'lio     at      present      time. 
mnouncemenl  schedu 

ried  in  a  number  of  smaller  market- 

SKYCOACH  AIRLINES li  i -  spot  radio  most   productive 
medium.   Hea\  j  Bcheduli  -  in  ni 

pol   h    in   New    ̂   ork,   I ..  \. 

2  MAY  1955 
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Popular  music 

Trend  to  local  radio  disk 

jockeys  is  increasing.  1  asl 

year,  <">!!',  of  the  stations  bad 

d.j.'s;  thi-  Mar.  tin  figun  is 
up  to  927c.  About  12%  of 
station-  air  75  or  more  hours 

of  popular  music   each   wi 

Farm  radio 

More   radio   sho\\  -    of 

nature     are     lieing     ail  <•< 
U.  S.  and  Canadian   farn, 

Last    year,    64%    of    star. 
had    radio    farm    shows: 
19.").").    figure    stands    at 

Most    are    in    early    morn] 

fSO.OOO   RADIO-TV   FACTS   &   FIGURES   SIFTED   FOR    '55   "BUYERS'   GUIDE" 

"Ii  -  a  Sears-Roebuck  catalogue  of  local  radio  and  television,  ami  just  as  handy,"  is 
how  one  veti  i  mi  agencj  timebuyer  described  the  1955  Buyers'  Guide  when  she  saw  an 
advance  copy.  The  compilation,  designed  to  unci  the  needs  of  timebuyers,  agencymen 

and  radio-tv  executives,  simplifies  man)  a  common  buying  chore  by  profiling  the  pro- 

personality'"  and  facilities  of  2.172  individual  radio  and  381  television  stations. 
Published  by  Sponsor  Services,  "Buyers'  Guide"  was  supervised  b)  Bernard  Piatt, 
president;  research  was  directed  l>\  Karolyn  Richman;  design  was  executed  by  Donald 

Duffy.    En  tin    job  represents  eight  months  of  sifting  and   surveying  7)0,000  local   air  facts. 

Local  radio-! 
1955  "Buyers'  Guide,'  publis 

Mm  adio  and  tv  spot  time  buying  this 
summer  is  likely  to  become  even  more 
a  matter  of  skilled  decision  based  on 

knowledge  of  prog  rani  patterns  and 
audience  tastes. 

Reason:  Stations  in  tbe  U.S.  and 

Canada,  both  radio  and  tv.  are  airing 

more  and  more  shows  designed  to 

catch  the  fancy  of  audiences  with  spe- 
cialized tastes  or  special  interests. 

Agencymen  and  advertisers  will  find 
details  of  this  over-all  local  trend  in 

the  200-page  Buyers'  Guide  which  goes 
out  in  the  mails  to  sponsor  subscrib- 

ers this  month.  (  Non-subscribers  can 

purchase  copies  at  S2  apiece.  I 

Buyers'  Guide,  the  only  "group  por- 
trait"' of  U.S.  and  Canadian  local  ra- 

dio and  television  programing  pub- 

lished in  the  industry,  is  the  result  of 
over  six  months  of  intensive  survej  ing. 

Questionnaires  were  sent,  starting 

last  December,  to  every  radio  and  tv 
millet  in  both  countries.  Of  the  U.S. 

group,  77' (  of  the  radio  and  <'!<>'. <if  the  tv  stations  replied.    Of  the  Ca- 

Feature  films 

percentage    of    stations 

liring    tv    feature 

films   this   year  as  last.     But, 
due    to    lateness    of    network 

1   film   features 

in    1  up    from    74%. 

Studio  facilities 

U.  S.  and  Canadian  stations 

are  well-equipped  to  bandle 
local  live  commercials:  80 

reported  permanent  facilities. 

Of  this  group,  989!  had  liv- 
niiini  set--.  H7'  ,  had  kite  li- 

en sets,  75%  had  outdoor  set-. 



Concert  music 

Spurred    1>\     recorded    music 
ami  hi-li  boom.  inn. .  1 1  inii-ii 

programing  lias  gained  no- 
ticeably.  This  year,  78%  of 
all  stations  s<  beduli  it.  I  asl 

year,  figure  stood  at  61%. 

Group  covi  i  -  <  lanada  and  I  ,S. 

Negro  radio 
1949-1954     I   m     in     N 

ontinuing,  although iv,  29%  of 

all  I  .  ~  as  have  Negro- 

appeal  shows.  Last  year, 

figure  was  25r; .  Total  week- ly   hour-    :ir-'    up    for    m 

pecialized  programing  accelerates 
Sponsor  Services,  details  program  trends  as  shown  by  survey  of  U.S.,  Canada 

nadian  group.  07'i  of  the  radio  and 
60%  of  the  tv  outlets  returned  data 
forms.  In  both  cases,  the  returns  were 

a  gain  over  those  of  1954. 

Timebuyers,  account  men  and  radio- 

tv  executives  will  find  much  in  Buyers' 
Guide  to  enable  them  to  evaluate  sta- 

tions and  local  programs  when  build- 
ing spot  campaigns. 

Under  the  direction  of  Bernard 

Piatt,  president  of  SPONSOR  Services, 
Inc.,  and  Karolyn  Richman,  research 
director,  staffers  sifted  over  40,000  ra- 

dio and  10,000  tv  items  of  time  buying 
information.  The  result  is  a  basic  time 

buying  tool — a  station-by-station  list- 
ing of  hundreds  of  local  program  pat- 

terns. In  addition,  there  are  special 

categories  wherein  stations  are  grouped 

under  various  programing  specialties 

to  further  aid  radio-tv  buyers. 

These  include:  Music,  Sports,  Fea- 
ture Films,  Farm.  Religious,  Home- 

making.  Foreign  Language,  Negro  and 

many  others. 
Analysis  by  sponsor  editors  of  the 

ihnusands    of    filled-in    questionnaires 

brought  this  picture  of  U.S.  and  Ca- 
nadian local  radio  and  television  into 

focus : 

•  Local  Radio:  Radio  outlets  are 

staying  on  the  air  later  than  they  did 
last  season,  hence  are  broadcasting 

more  radio  program  hours.  The  per- 
centage of  daytime-only  radio  stations 

has  dwindled  from  33  to  29%  of  the 
total  since  1954. 

The  big  local  radio  news  continues 
to  be  music. 

A  total  of  92%  of  the  responding 

radio  outlets  carry  popular  music 

shows  today,  compared  with  88%  last 

year.  More  than  one  out  of  10  stations 
carries  75  or  more  music  hours  per 
week.  In  almost  all  cases,  these  shows 

are  built  around  the  ever-popular  disk 

jockey,  and  are  interspersed  with  news- 
casts. 

But  the  music  programing  isn't  con- 
fined to  d.j.'s  with  a  stack  of  "pop"  or 

"rhythm  'n'  blues"  records.  Light  and 
classical  concert  music  now  counts 

more  outlets  than  ever:  78%  for  1055. 

as  compared   with   over   61%    a   year 

ago.  Most  of  the  outlets  are  big->  its 
stations.  But.  interestingly,  18%  of 

I  lie  farm  stations  now  air  programs  of 

this  type,  as  compared  with  only  5% 
last  year. 

Folk  music,  too,  has  grown  steadilv. 

Last  year,  65%  of  the  responding  sta- 
tions aired  folk  music  programs.  This 

year,  the  figure  stands  at  77%. 
Another  area  in  which  stations  are 

making  stepped-up  efforts  to  reach  au- 
diences with  specialized  tastes  is  thai 

of  various  "Service"  programs — re- 
ligious, farm,  homemaking  and  pro- 
graming slanted  to  minority  (racial  or 

language)  groups. 
Here,  the  most  striking  jump  i-  in 

religious  programing.  Today,  83%  of 

the  stations  air  religious  program- 

many  sponsored  by  local  advertisers — 
as  compared  with  the  1954  figure  of 54%. 

Other  local-level  radio  programing 

gains: 

Farm    programing    has    edged    up- 

ward: last  year,  (>V '<   of  radio  stations 
(Please  turn  to  i>n^r  92  I 

Ipmemaking  shows 

Iain  has  been  made  in  the 

ercentage  of  tv  stations 

■rying  homemaker  shows, 

p  from  81%  to  90%.  But 

hows  are  broader  in  scope, 

ange  from  fashion  and  dec- 

rating    to    child    psychology. 

Sports  show- 
Local  li\''  t>  sports 

mi  the  downgrade,  due  per- 

haps  to  lui-k  radio  competi- 
tion, high  priri-.  Figure 

has  dropped  from  L954  level 
to  \2' ,  to  1955  figure  of 
ir,.   Sports  news  h 

^k 
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75%  air  budget  helps 
Savarin  perk  to  No.  I  in  NX 
Consistent  air  use  in  past  10  years,  a  "qualify"  approach  and  a 

catchy  slogan  helped  Savarin  coffee  rise  to  a  strong  second 

in  a  tough  market.    Tv  and  radio  hudgel:  ahout  $125,000 

M  f  Jean  Anthelme  Brillat-Savarin,  the 
French  gourmet,  could  visit  New  York 
today  and  see  how  many  people  buy 
the  coffee  brand  which  was  named 

after  him  many  years  ago,  he  would 

probably  exclaim,  "Voila!  C'est  mag- 

nifique!" 

Ami  if  soinebmlv  told  him  that  in 

the  past  nine  years,  Savarin  has 
climbed  from  ninth  place  in  sales  to  a 

strong  second  in  that  highly  competi- 
tive  market,  he  might  go  so  far  as  to 

sa\.   "liens!    Est-ce  vrai?" 
Savarin  had  to  compete  against  a 

virtual  army  of  other  national  and  lo- 
cal brand-  in  the  New  York  market, 

most  of  them  well  supported  by  adver- 

Top  ratings  are  garnered   05    Savarin's  "Saturdaj    Night  News"  show  on  WRCA-TV,  which 
follows   "lln    Parade."    This    L5-minute    stanza   i-   in    lifih   year   for   firm,   was   first   tv   buy 

r 
Savarin    c limbed    from    9th    place 

in     N.Y. to    2nd     in    nine    years 

Coffee    brands   in    the    New   York    market 

lined    up    a?    follows    early    in    1955,    ac-          ' 

cording     to a     leading     grocery     survey:          . 
1. 

Maxwell    House 
2. wa\  arin 

;. 

1. 

5. 
6. 
:. 
8. 9. 

10. 

Chock  full  o'Nuts .  Nui 

Killers                                               ' 

Martinson's                               ■ 
i  hase  &   Sanborn 
Old  Dutch 

Sanka 

Mi  daglia    d'Oro"                    ' 
Ila    d'Oro    Is    packed    by    same    com- 

[n,      Medaglta    runs    a    satura-           1 
t Ion   campaign   on    WQXH    In   winter,    sprine. 

tising.    How  did  they  do  it? 
Here's  the  clue  that  stands  out.  For 

more  than  10  years,  Savarin  has  been 

devoting  a  large  portion  of  its  budget 

to  air  media — at  first  to  radio  alone, 

then,  since  1950,  to  tv  as  well.  So  ef- 

fective has  the  approach  been  in  put- 

ling  over  Savarin's  "quality"  story  that 
today  Savarin  spends  some  75%  of  its 

ad  budget  in  tv  and  radio — predomi- 
nantly tv.  sponsor  estimates  that  Sav- 

arin's current  air  expenditure  comes 
to  about  $425,000  for  1955.  The  rest 
of  the  budget  goes  for  subway  posters 
and  newspapers. 

Savarin's  sales  growth  closely  paral- 
lels its  air  investments,  according  to 

the  Lawrence  C.  Cumbinner  Advertis- 

ing Agency,  New  \ork.  which  has  been 
handling  Savarin  since  1945.  The  air 

budget  has  quadrupled  since  the  ac- 
count came  to  them.  savs  Paul  G.  Cum- 

binner, radio  and  tv  director  of  the 

agencj . 
Vnothei  view  of  Savarin's  growth 

comes  from  John  Ma/./ei.  advertising 

manager  of  S.  A.  Schonbrunn  &  Co., 

\eu  'i  ork,  Savarin  roasters  and  pack- 
er-. He  states  that  when  the)  first 

Started  advertising  Savarin  back  in 
L940,  the  average  advertising  COSl  per 

pound  was  over  10c;  todav  the  ad  cost 
i»  down  to  less  than  3c.    They   now   do 
in  one  dav  the  business  thai  thej  used 

to  do  in  a  j  eat .  saj  -  Mazzei. 

Savarin  has  managed  to  secure  an 
enviable  -ale*  position  in  a  tough  mar- 

ket. Ii  has  also  managed  to  pin  down 

some    choice,    hard-to-get    video    time 

SPONSOR 



I.D.'s  between  major  tv  shows  are  keystone  of 

Savarin    campaign.     Most   are    held    long    time 

Hulk  of  tv  budget  goes  for  I.D.'s  between  such 
shows  as  "Sid  Caesar"  and  "Medic"  (WR<  \ 
TV),  before  "Toast  of  the  Town"    (WCBS-TN  I. 

slots  in  Class  "A"  time  on  leading 
New   York  tv  stations. 

Savarin  pitches  its  "coffee-er  coffee" 
chiefly  in  10-second  I.D.'s  on  WRCA- 
TV  and  WCBS-TV,  slotted  next  to  top- 
rated  nighttime  network  video  shows; 

on  its  own  15-minute  Saturday  Night 

News  program  (11-11:15  p.m.)  on 
WRCA-TV  (which  has  achieved  top 
ratings  on  its  own  hook)  ;  and  in  five- 

night-a-week  participations  in  the  late- 
night  Tex  and  Jinx  radio  program  on 
WRCA. 

The  above-mentioned  I.D.'s  appear 
as  follows:  One  at  8:00  p.m.  Sunday 

night  immediately  preceding  Toast  of 
the  Town  on  WCBS-TV.  One  at  9:00 

p.m.  Monday  nights  between  Sid  Cae- 
sar and  Medic  on  WRCA-TV.  One  at 

10:00  p.m.  Wednesday  nights  (20  sec- 
onds) between  Krajt  Tv  Theatre  and 

This  Is  Your  Life  on  WRCA-TV;  and 
three  nights  a  week,  the  11:00  p.m. 

I.D.  between  WRCA-TV's  news  and 
Uncle  Wetherbee. 

Savarin's  news  show  on  Saturday 
night  at  11:00  p.m.,  following  the  Hit 
Parade,  is  now  in  its  fifth  vear  on 

WRCA-TV.  Featuring  Bob  Wilson  as 
newscaster  and,  till  recently  Jean  Alex- 

ander as  the  commercial  hostess  for 

Savarin.  the  program  has  pulled  down 
substantial  rating.  Nielsen  New  York 

Area  Tv  Ratings  for  January  1955 

gave  the  show  a  27.7.  only  a  few  points 

lower  that  the  Hit  Parade  which  pre- 
cedes it.  This.  sa\s  the  agency,  makes 

the    program    the    highest-rated    local 

news  show  in  the  U.S.  (Nielsen).  In 

New  York,  it  frequently  beats  out  all 
other  news  shows,  including  those  on 
the  networks.  For  instance,  it  more 
than  doubles  the  audience  of  the  Camel 

News  Caravan  (NBC  TV,  7:45-8:00 
p.m.)  on  an  average  weekday  night: 

Camel  rating  stood  at  11.7  in  Niel- 
sen's January  report. 

Though  heaviest  advertising  is  in 

New  York,  tv  is  also  used  in  Philadel- 

phia (WCAU-TV),  in  New  Haven 
i\VNHC-T\  i  and  in  Hartfo  rd 

(WKNB-TV). 
Much  of  the  effectiveness  of  the  ad- 

vertising the  agency  attributes  to  the 

apt   and   fortunate  slogan   which   was 

case    history 

dreamed  up  for  Savarin  about  five 

years  ago — "It's  coffee-er  coffee!"  This 

slogan  keynotes  all  of  Savarin's  adver- tising, both  air  and  print.  It  has  come 
in  for  some  joshing  from  professional 
comics  (anions;  others.  IJob  and  l!a\ 

nol  so  long  ago  did  a  bit  on  "  I  he 
tea-er  coffee"  i .  "Y\  e  don'l  mind."  says 
Paul    Gumbinner,    who    welcomes    the 
extra  publicit]  . 

A  secondary  slogan  serves  to  rein- 

force the  "quality"  idea:  "The  coffee 
served  at  the  Waldorf-Astoria."  This 
i-  chiefly  promoted  bj  I  ex  and  Jinx 
who    happen    to    broadcast    from    the 

Waldorf-Astoria  (Savarin.  incidental- 

ly, was  Tex  and  Jinx'  first  commercial 
sponsor  on  their  old  WNBC  morning 

radio  show    in    l'H7.) 
Savarin  commercials  run  in  10-sec- 

ond I.D.,  in  20-seeond  and  in  one- 
minute  length*,  both  live  and  film.  The 

one-minute  films  feature  endorsements 
of  the  product  1>\  such  names  as  Gladys 

Swarthout,  Constance  Bennett.  Eva  Ga- 
lor.  Arlene  Francis,  Maria  Riva.  On 

Bob  Wilson's  news  show  Saturday 

nights,  Bob  himself  now  does  the  com- 
mercials, i  Jean  Mexander  handled  the 

live  pitches  on  their  program  Eoi  ovei 
four  years;  new  tack  is  recent.) 

Three  little  animated  coffee  pots  ap- 
pear frequently  in  the  shorter  plugs, 

are  also  tags  for  live  pitches.  Savarin  s 
animated  commercials  are  generalK 
backed  b\  deep,  mellifluous  male 

voices.  The  original  voice  for  Savarin 
nil     radio     was     Frank     Gallup,     who 
-■lined    lame    foi     his   eerie    annOUni 

chores  on  the  h  drama  series,  Lights 

Out.  Since  then,  several  announ 
have  been  u>ed.  most  of  them  chosen 

foi  the  rich,  mellow  qualities  "I  their 
voices  onsidered  appropriate 

talking  about  the  similar  qualities  in 

SaA  arin. 
\\  ho    are    the    men    behind    >a\  arin  - 

advertising  planning,  ■  a  i  lose- 
knit  company-agenc)  team  comprised 
,.'  Milton  Goodman,  president  "I  Gum- 

binner; Paul  Gumbinner;  John  Maz- 
zci.  win.  heads  advertising  and  pro- 

I  Please  turn  to  pagt   .".I  I 
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You  need  announcements  totaling 

this  number  of  rating  points  to . 

400 

140 

40 

,  ,  REACH  25%  of  radio  homes  .  ,  ,  .  50%  of  radio  homes   75%  of  radio  homes 

CHART  ABOVE  is  based  on  formula  developed  as  planning  aid 

for  Colgate's  ad  agencies.  Note  thai  spot  frequency  is  geometric; 
to  triple  homes-reached,  you  must  boost  spot    frequency  about   10 

times.  Rating  point  levels  in  chart  refer  to  simple  arithmetic  sum  of 

ratings  of  time  slots  you're  buying  in  major  city.  Formula  is  guide, 
not  absolute,  but  most  veteran  timebuyer-  1 1  —  •  -  comparable  formulas. 

How  much  spot 
radio  do  you  need ? 
100  :i  ii  ii  ounce  me  11  is  a  week  in  major  cities 

is  "average  saturation,"  buyers  su^^osi 
40 

M  ou  want  to  clobber  the  radio  audi- 
ence. 

Hut  the  questions  come  rapidly: 

"How  much  spot  radio  do  1  need  to- 

da\  to  make  a  real  impression?" 
"W  hat's  all  litis  going  to  cos!  me? 

"Just  what  is  'saturation  radio'  ex- 

actly?" 

Chances  are,  you'll  know  some  of the  answers. 

You  know,  for  instance,  thai  there 
are  more  U.S.  radio  homes  than  ever 

and  more  radios  in  those  homes  and 

more  "round-the-clock  listening.  ̂ i  ou 
know  that  more  stations-  nearh  2.700 

-compete   for  loda\"s  radio   audience. 
Therefore  your  saturation  campaign 

has  to  be  l»ii:  enough  to  make  a  notice- 

able splash  in  litis  lniLre  electronic 
ocean. 

"^  i mi  also  know  that  your  campaign, 

whatever  the  final  plan  will  he,  won't 
<  <>-i  Mm  pre-war  prices  for  each  an- 

nouncement. ()i  e\en  10-1 .7-10-18  prices. 

Stations  and  reps  now   -~«'ll  spot  radio 

SPONSOR 



iii  the  large  economy  size — package 

plans,  saturation  plans,  special  dis- 
counts to  heavy  users. 

Therefore  vou'll  get  a  lot  of  mileage 
today  out  of  \  our  spot  radio  dollar. 

You're  determined  to  find  the  rest  of 

the  answers,  because  you've  got  a  prob- 
lem and  you  think  saturation  spot  ra- 

dio will  he  your  gimmick. 

Perhaps  your  biggest  competitor  is 
pounding  away  in  your  best  markets 

so  hard  he's  stealing  your  customers  in 
carload  lots. 

Mavbe  you've  got  a  new  food  or 
drug  product,  and  you  want  to  stir 
up  huge  consumer  demand  before  the 
other  brands  know  what  hit  them. 

Possibly  your  problem  is  seasonal. 

You're  unveiling  your  new  line  of  cars. 

\  ou're  pushing  a  beverage  item  as  the 
hot  weather  season  starts.  You're  tie- 
ing  in  with  a  calendar  date,  like  Moth- 

er's Day  or  Christmas. 
Or,  you  just  want  to  give  your  sales 

curve  in  a  problem  market  a  good. 
hard  shove  upward. 

You  call  up  your  agency  contact. 
The  account  man  or  the  chief  time- 

buyer,  or  both.  You  start  firing  your 

questions,  but  you  won't  get  nice,  pat answers. 

"There's  no  over-all  formula  that 

solves  everything  for  everybody," 
they're  most  likely  to  reply.  "Satura- 

tion radio  is  a  lot  of  different  things 

to  a  lot  of  different  advertisers." 
You  mutter  something  under  your 

breath  about  how  agencymen  like  to 

duck  a  direct  question.  Then,  as  you 
probe  further  and  realize  the  delicate 

balances  involved  in  planning  a  satura- 
tion spot  radio  campaign,  you  begin  to 

realize  that  they're  not  stalling. 

There  isn't  any  perfect  formula. 
But  there  are  some  very  valuable 

sign  posts. 

What  is  "saturation?''  A  chemist 

will  tell  you  that  "saturation"  means  to 
make  "the  greatest  possible  amount  of 
a  substance  unite  with  another  through 

solution."'  More  simply,  it  means  to 
soak  something  completely . 

In  air  advertising  tactics  today, 

saturation  means  prettj  much  the  same 

thing — "soaking'"  the  radio  homes  in 
a  market  thorough!)  with  \our  spot 
schedules. 

The  outer  limit  is  obvious.  If  you 
reached  all  of  the  homes  in  a  market 

at  least  once  during  a  week,  you  cer- 

tainly  could  claim  lot)',    saturation. 
But  even   if  you  bought  up  all  the 

iadio  availabilities  around  tin-  clock 
on  all  radio  outlets  in  .1   market,   you 

could  never  hit   LOO^l    ol  hi   is.    ">  ou 
wouldn't  do  badly,  though.  U>ou1 
98%  of  all  the  homes  in  majoi  mar- 

kets have  one  or  more  radios  \ml. 

about  nine  out  of  It)  radio  homes,  ra- 

how-to-do-it 

dio  researchers  figure,  use  their  radios 

sometime  during  the  course  of  a  week. 

To  pound  on  '"t  "I  the  radio 
homes  in  a  week,  however,  would  in- 

volve the  biggest  ad  budget  you  can 

imagine.  One  Young  &  Rubicam  staff- 

er's guess:  "about  $200,000  per  major 

market  per  week." 
Saturation   spot  radio,   in   practical 

terms,  therefore,  means  something  less 

than  the  dictionary  definition  of  100' 
"saturation"   or  even   reaching   all   of 
the  radio  homes. 

Generally,  it  means  "reaching  a 
great  many  radio  homes  several  times 

in  a  short  period."  Or  in  other  words 
enough  to  get  the  whole  market  im- 

pressed with  your  product  through  ad- 

vertising plus  word-of-mouth. 
But  just  how  many  homes  and  how 

often,  as  related  to  practical  advertis- 
ing budgets,  is  a  matter  for  individual 

di  •  ision  and  agen<  \    deliberations. 

Hote  iikiiii/  hornet?  Ii  you  wani  a 

spot  radio  campaign  that  1-  enerallj 

  sidered  "saturation,"  you'll  have  a 
■  hoice  t"  make  1  [ghl  at  the  >lart : 

1.  In     foi    the    broadest    possible 

number   of   h<   •-.   and    sa<  1  ifi<  e    I  re- 

quency  of  impressions  on  each  home. 
2.  Settle  foi  fewer  homes  reached, 

and  hit  them  a~  often  as  5  ou  can. 

Or,  you  ma\  want  to  ei.mpromise. 
^  mi  ma\  want  both  a  fairly  broad  base 

n|  homes,  and  .1  reasonable  Frequency . 

Here-  what  some  of  the  experts  con- 
tacted l'\  si'ONsoii  in  a  survey  of  a 

dozen  top  ad  agencies  had  to  sis  : 

"You  ought  to  use  enough  spot  ra- 
dio to  reach  40  to  50%  of  the  radio 

homes  per  week  in  a  market  if  you 

want  to  'saturate'  the  market, '  said  a 
media  executive  of  Ted  Bate-. 

"I'd  put  the  weekly  'saturation'  level 

at  no  less  than  50%,"  said  Ann  Jano- 
wicz,  timebuyer  at  Ogilvy,  Benson  & 
Mather. 

"I'd  certainlj  saj  50%  of  the  homes 
at  least  once  or  twice  on  a  weekly  ba- 

-i-.  and  I'd  put  the  four-week  target 

at  70%  of  the  radio  homes,"  said  Dr. 
Lyndon  Brown,  research  v.p.  of  Danc- 
er-Fitzgerald-Sample. 

The  50%-of-home--weekl\    level,   in- 
cidentally, was  the  consensus. 

(Please  turn  to  page  88) 

This  is  saturation:  buy  enough  radio 

to  reach  50%  of  homes  on  weekly  basis 

►  homes  reached:  To  reach  90/,   of  the  radio  homes  in  a 

major  market  with  spot  radio  in  a  week  would  require  mas- 

sive spot  pressure.    Most  large  agencie-  today  ague  thai   a 
campaign  which  readies  50%  of  radio  homes  in  one  week, 

70%  in  four  weeks  represents  adequate  radio  "saturation." 

►  frequencies:  Research  formulas  show,  in  general,  thai  you 

need  huge  multiples  of  spot  announcements  to  keep  the 

"homes  readied"  curve  going  up.   Timebuyers  feel,  however, 
that  rate  of  about  100  spot  announcements  weekly   in  major 

cities  will  do  "saturation"  job,  reach  half  of  radio  homes. 

►  budgets:  Cosl  <>l  spol  "maximum  effort"  might  amounl 

to  $4,000,000  annnall)  to  cover  I  .S.  year-'round.    II.  n. 
many  all-out  campaigns  are  of  short  duration,  from  two  to 

eight   week-.     But  "average  saturation"  campaign    I 
chart,  above  left)  in  top  50  markets  can  be  bought  for 

around   $250,000   for    IH   ueeU   about   S  I  .(MM)  .<)()()   annnallv. 
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Chief  prober  John  Cogley:  He  says  his  aim.  as  director  of  The  Fund  for  the  Republic's  talent  study,  is  to 
'"-lied  light  on  the  political  criteria  n<>\\  being  used  by  the  radio-tv  industry  in  hiring  talent."  A  journalist 
(former  executive  editor  of  "The  Commonweal,"  a  Catholic,  magazine),  Cogley  has  staff  of  eight  researchers 

Blacklist  probe:  meaning  to  admen 
Fund  tor  the  Itcpiihlic  is  studying  hiring  practices  in  radio-tv.    Heroin,  its 

ohjc»c*tives  and  approach  plus  reactions  to  the  study  from  admen 

j^omc  time  late  this  summer  the  suli- 

ject  of  talent  blacklisting  will  probabl) 

crop  up  in  the  n  ition  -  newspapers 
again  follow  ing  release  "I  a  Fund  fot 

th(  Republic  reporl  on  talent  hiring 

practices  now  entering  its  final  si  i 
<>t  research. 

\\  liat  can  admen  expect  as  a  resull 

"I  the  report?  \\  hal  doe-  it  seek  to 
accomplish? 

sponsor  sought  answers  to  these 

questions  to  help  guide  executive  read- 

ers who  are  con<  ei  ned  in  general  with 

public  relations  arising  out  of  corn- 

pan)  programing  <>r  who  maj  have 
themselves  been  approached  foi  it 

mation  b)    the  Fund   for  the  Republic 

42 

Manx  admen  have  already  been  ap- 

proached  or  have  seen  Fund  research- 
ers. Late  last  month,  for  example.  200 

important  executives  in  firms  which 

sponsoi  radio  and  television  shows  re- 
ceived a  letter  from  the  Fund  asking 

for  information  on  lalenl  hiring  pto- 

•  fduir.  The  letter-  will  supplement  in- 

terviews being  conducted  among  ad- 
vertisers, agencies,  networks,  talent 

and  union  officials.  Ml  told  the  I'  unil 
expects  i"  talk  in  500  people  b)  the 
time  it  concludes  its  near-$100,000 

stud)  this  summer, 

I  hese  are  highlight  facts  about  the stud) . 

I.  //  hat  is  Fund  for  the  Republic? 

It  i-  an  independent  organization  es- 
tablished   b\    the   I  "id    Inundation.     It 

has  a  $15  million  grant  to  use  in  civil 

liberties  projects,  of  which  the  most 

active  currently  is  the  talent  hiring 

stud)  which  the  Fund  term-  it-  Enter- 
tainment Project.  Another  project  in 

tin  planning  stage:  packaging  ol  a  t\ 
show  which  might  be  made  available 

for  commercial  sponsorship  a  la  Omni- 

bus, which  is  produced  1>\  the  parent 
Ford  Foundation. 

President  of  the  Fund  is  Robert  M. 

Hutchins,  former  Universit)  of  Chi- 

cago chancellor;  chairman  of  the 
I  ii n< I  hoard  is  Paul  G.  Hoffman.  The 

I  nleilainment  Project  is  headed  up  by 

John  Cogley,  former  executive  editor 
nl  Commonweal,  lav  Catholic  publica- 
tion. 

SPONSOR 



2.  What  is  the  objective  of  the 

study?  SPONSOR  put  this  question  to 

John  Cogley.  He  stated:  "We  would 
like  to  report  the  position  the  industry 
as  a  whole  takes  on  the  civil  liberties 
issue  involved.  That  is.  should  known 

Communists  be  kept  off  the  air,  fellow 

travelers,  persons  with  dubious  past 

political  associations,  anyone  named  in 
Red  Channels,  etc.?  We  would  like  to 

be  able  to  report  where  the  industry 
draws  the  line,  why  it  does  and  what 

objective  standards  are  used  to  deter- 
mine who  falls  into  the  unemployable 

category.  We  believe  the  criteria  need 
to  be  aired,  to  be  made  public.  Then 

these  criteria  can  be  accepted  or  re- 

jected by  the  public." 
3.  Will  the  study  name  agencies  or 

advertisers  as  having  blacklisted  tal- 
ent? As  far  as  SPONSOR  could  deter- 

mine, the  answer  is  no.  The  report,  it 
was  said,  will  probably  reach  general 

conclusions  rather  than  pointing  to  in- 
dividuals or  companies. 

4.  How  widespread  is  blacklisting 
in  the  findings  of  the  Fund?  States 

John  Cogley:  "Virtually  everyone  in- 
terviewed says  he's  against  blacklist- 

ing.   But   further  probing  shows  that 

political  criteria  for  hiring  radio-tv 
pei  sonnel  do  exist.    The  criteria  var) 

from  agenc)   to  agenc) .  Ii    client  to 

client,  but  r\i-t  the)  do." 
sponsor  sought  reactions  as  to  what 

the  stud)  mi^bl  mean  from  executives 

at  major  agencies,  uncovered  se\  i ■<  il 
who  had  themseb  es  been  inlci  \  iewed 

by  Fund  researchers.  The  quote-  which 
lollow  show  a  range  of  opinion,  in- 

cluding those  who  regard  the  Fund 
project  as  doomed  to  uselessness  and 
some  who  welcome  it. 

Said  the  radio-tv  director  at  one  of 

the  top  20  radio-tv  agencies:  "This 

group  won't  accomplish  anything. 
I  hey'll  have  a  hard  time  getting  a  re- 

action from  people  about  this — people 

will  just  clam  up.  No  one's  going  to 
be  completely  truthful. 

"It's  still  the  sponsor's  money.  He's 
spending  million  to  create  good  will. 
\\  by  should  he  go  out  on  the  limb  and 

offend  somebody — be  it  a  majoriu  or 

a  minority?  It's  the  clients  who  gen- 
erally set  up  the  criteria  because 

they're  the  ones  who  get  the  letters. 
They  vary  in  point  of  view,  and  the 

agencies  and  networks  just  try  to  fore- 
stall adverse  client  reaction. 

"i  II  com -e.  we  don't  have  an)   s) b- 
tern  "I  blacklisting  at  all.   It  just  makes 

-••     that     We'd      Bta)      clear     of     the 
Drapers    and    Paul    Robeson,    and    I 

\\  "ill. In  t    run   ,i   (  ha | il i ii    film.      I    don't 
know  wh\  an)  outside  group  want-  to 
spend  a  lot  of  dough  just  to  find  that 
out.  What  can  the)  do  about  it  any- 

how ?" 

Said  a  top  radio-to  executive  of  an 
agenc \  thai  had  hit  the  headlines  in 

the  Matusow  case:  "  \t  m\  level  I  don't 

care  whether  there's  a  survey  or  not, 
but  it  can't  serve  any  useful  function. 

They  won't  find  out  anything.  We  have certain  specifications  for  hiring  people. 

Another  agenc)  has  other  specifica- 
tions. Wh.ii  <l<>  I  care  what  their  cri- 

teria are?" 
The  head  of  a  major  agency's  legal 

department  made  th.-e  comments: 

"The  Fund  impressed  me  as  being  a 

group  of  earnest  people.  Thev  had 

talked  to  main  before  me.  It's  a  fact- 
finding job  they're  doing,  and  they 

conducted  a  factual  research  inter- 

view." 

The  radio-l\  v.p.  of  a  top  L0  agency 

said  succinctl)  :  "The)  spoke  to  me  and 
(Please  turn  to  page  91) 

QUOTES  FROM  AGENCYMEN  ON  BLACKLISTING  PROBE 

"This  group  won't  accomplish  anything. 

It's  still  the  sponsor's  money.  He's  spend- 
ing millions  to  create  good  will.  Why 

should  he  go  out  on  the  limb  and  offend 

somebody — be  it  a  majority  or  a  minor- 

ity? It's  the  clients  who  generally  set  up 

the  criteria  because  they're  the  ones  who 
get  the  letters  .  .  .  and  the  agencies  and 

networks  just  try  to  forestall  adverse  cli- 

ent reactions." 
Radio-tv  director  of  one  of 

the  top  20  radio-tv  agencies 

"I'm  delighted  that  the  Fund  is  doing  this 

job.  We've  been  running  into  terrible 
problems  at  times — all  kinds  of  phone 
calls  from  clients  because  of  letters  or 

calls  they  in  turn  have  had.  It  would  be 

verj  tnii^h  for  a  job  like  this  to  be  under- 

taken within  the  industry  .  .  .  Why  it\- 

gotten  to  the  point  where  one  "I  oui 

clients  even  suspected  a  hii;  uetwork  va- 

riety show  because  he  was  doubtful  <>t 

the  loyalties  of  some  of  the  guest  talent. 

...  At  an  agency  you're  under  constant 

client  pressure.  That's  whj  I'm  glad  this 
outside  group  i-  undertaking  the  job." 

Radio-tv  v.p.  of  one  of  the 

top  30  radio-tv  agencies 

"  \i  my  level  I  don't  care  whether  there's 

a  survey  or  not,  but  it  can't  serve  any 
useful  function.  Thev  won't  find  out  any- 

thing. We  have  certain  specifications  foi 

hiring  people.  Another  agency  has  other 

specifications.  What  do  I  care  what  their 

criteria  are?  I  don't  care  if  there's  a 

study  or  not,  and  don't  you  draw  am 

conclusions  from  that." 
A  top  radio-tv  executive 

"The    Fund    impressed    me    as 

group  of  earnest  people.  Thev  had  talked 

to  many  before  me.  It's  a  fact-finding 
job  they're  doinj;.  ami  they  conducted  a 

factual  research  interview." 
Head  of  a  major  agenc*  's 

legal  department 

"They    (the    Fund)     mentioned    ether-    in 
that   the}    wanted  to  talk  to, 

but  no  one  else  would  talk.    They  b 

bunch  "i  peopli    goin  I  to  talk  to 

agencies,   but    the)    don't   kimu    anything 
[t's    jusl   not   in  "ur  interest   to 

disi  uss  this  subject." 
Radio-tv  v.p.  of  one  of  the 

top   10  radio-tv  agencies 



Blow-by-blow 
story  of  a  tv  test 

"Startling"  is  the  way  B&M  ad 

manager  describes  sales  after  first 

half  of  April.    Increase  hit  370% 

Grocers   are   smiling;   as    R&M    sales   skyrocket. 

It's   been   easier   to   get    displays  like   this  one  set 
up  as  result   of   tv  campaign.     Sales    in   April  rose 

despite  imminence  of  tax  on  inventory   (see  text) 

7  or  £/ie  /ir.s/  /»'«»'  in  television  and  trade  paper  history, 
sponsor  is  ofc/e  /o  report  results  of  a  tv  test  campaign  as 

they  happen.  SPONSOR  recently  revealed  that  Burnham  & 
Morrill  Co.  had  launched  a  campaign  using  tv  only  in  a 
market  where  it  had  never  advertised  before  and  where 

sales  of  its  oven-baked  beans  and  brown  bread  were  low. 
Objective:  to  see  if  tv  alone  could  boost  sales. 

This  is  sponsor's  second  major  series  on  media.  The 
first  was  sponsor's  two-year  All-Media  Evaluation  Study 
{recently  published  in  book  form).  The  All-Media  Study 
explored  the  role  of  each  major  advertising  medium,  urged 
advertisers  to  test  media.  The  present  B&M  campaign  is 
one  case  of  an  advertiser  turning  to  a  media  test  in  the 

effort  to  solve  a  marketing  problem. 

J[ I  is  startling  to  get  an  increase  of  this  kind  in  such 

,i  shorl   period.' 
This  is  the  reaction  of  W.  <i.  Northgraves,  Burnham  & 

Morrill  advertising  manager,  to  sales  in  the  Green  Bay, 
i.  si  area  after  I  1  weeks  of  television.  The  latest 

li  mm  -  show  a  170',  increase  the  first  half  of  April  this 
\.,n  compared  with  I  he  like  period  in  L954.  Total  sales 
[or  the  II  weeks  of  television  reported  thus  far  are  TV, 

above  the  same   period   lasl    \ear. 

[o  see  the  full  picture  of  how  L955  sales  compare  with 

last  year's,  consult  the  <  hart  on  the  page  opposite.  It 
shows  total  sale-  (,l  the  B&M  bean  and  brown  bread  prod- 

ucts l"i  each  of  the  two-week  periods  reported  thus  Eai 
in  sponsor.  Note  how  the  increase  in  sales  during  L955 

is  to  point  upward  ai  a  stepped  up  rate  as  the  effe*  I 
of  tele\  ision  builds  up. 

The  recent    ri-'-   is  e\en    more    impressive,   -a\    veteran 
grocerymen  in  the  area,  when  you  considei  it  was  achieved 
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in  the  face  of  a  Wisconsin  state  tax  on  inventories  which 

falls  due  1  May.  Wisconsin  wholesalers  try  to  cut  orders 
for  all  products  they  cannot  be  sure  of  moving  quickly 

during  the  month  of  April,  would  not  have  ordered  large 

quantities  of  B&M  products  unless  lhe\  were  fully  confi- 
dent of  demand.  Reason:  the  Wisconsin  inventor]  tax  i^ 

5%,  which  would  virtually  wipe  out  profit  on  B&M  prod- 
ucts still  in  stock  by  the  end  of  the  month,  i  Wholesale 

profit  on  B&M  beans  is  5  to  7%.) 

Yet  to  be  seen,  however,  at  presstime  was  whether  whole- 
salers would  continue  their  heavily  increased  ordering  dur- 

ing the  second  half  of  April  as  the  tax  deadline  drew  near. 
Will  Burnham  ,\  Morrill  go  into  telc\  ision  heavih  foi 

the  first  time  on  the  basis  of  Green  Bay  test  results  thus 
far? 

Northgraves  had  this  answer  for  SPONSOR:  "When  the 
time  for  1956  planning  rolls  around,  we  would  be  most 

remiss  if  we  didn't  give  television  heavy  consideration. 
There  are  many  other  markets  corresponding  in  general 
to  this  test  area  as  far  as  our  sales  position  is  concerned 

TEST  IN  A  NUTSHELL 

PRODUCTS:    B&M    beans  and  brown  bread 

AGENCY:     BBDO,    Boston 

market:     100-mile  zone  around   Green   Bay,   Wis. 

media    used:    television    only 

PAST   advertising:    almost   none   in   area 

SUCCESS   YARDSTICK:    sales,    increased    distribution 

BUDGET:       $12,    

DURATION:     six    months 

SCHEDULE:    6-min   amnts   wkly.    most   in   afternoon 

SPONSOR 
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which  might  respond  to  a  similar  campaign." 
Unlike  most  advertising  managers  who  cannot  be  sure 

just  what  is  increasing  sales  because  they  employ  several 
media,  Northgraves  is  able  to  isolate  results  in  the  Green 

Bay  test.  Only  television  is  being  used  as  compared  with 
last  year  when  there  was  no  real  advertising  effort  in  the 
market. 

Northgraves  attributes  the  success  of  the  campaign  to 
the  copy  approach  as  well  as  the  medium.  He  said: 

"WBAY-TV  deserves  a  lot  of  credit  for  taking  the  copy 
platform  we  provided  and  working  it  into  commercials 

given  in  the  style  of  local  talent.  It's  proved  to  us  that 
careful  descriptive  copy  can  be  engineered  into  a  com- 

paratively short  announcement." 
Here  are  some  excerpts  from  copy  on  the  air  currently  : 

"Hi  there,  I'm  Cap'n  Hal;  and  you  know7,  you'll  always 
find  something  good  to  eat  in  your  cupboard  when  you've 
got  a  supply  of  B&M  Brick  Oven  Baked  Beans  on  hand.  .  . 

"You  see,  B&M  Brick  Oven  Baked  Beans  are  made  from 
a  recipe  generations  old.  It  calls  for  choice  beans,  pork 

and  rich  molasses  sauce  baked  together  in  open  bean  pots 
all  day  long  to  golden  brown  perfection.  .  . 

"Here's  a  real  Yankee  dinner  .  .  .  B&M  Brick  Oven 
Baked  Beans  and  brown  bread.  Serve  them  soon  but  make 

sure  you  get  the  genuine  B&M  brand.  Look  for  the  orange 
and  blue  label  and  the  oval  trademark  with  the  letlfi  ~ 

B&M!" Northgraves  points  to  the  full  story  of  how  B&M  beans 

are  prepared  as  a  vital  factor  in  convincing  the  housewife 

that  there's  a  reason  she  should  pay  considerably  more 
for  oven-baked  beans  than  for  the  can-cooked  variety.  He 
feels  that  description  of  the  product  label  and  trademark 

is  equally  important  to  make  sure  the  housewife  doesn't 
end  up  picking  some  other  variety  of  oven-baked  beans 
off  the   shelf.  •   •   • 

11 
TH  WEEK  OF  B&M  26-WEEK  TV  TEST 

This  is  the  week-by-week  inside  report  of 
what   happens   to   a   previously   iinadrertised 
product  in   a   weak   market   when   only 
one    medium    is   used   to   stimulate   sales 

Results:  Sales  for  all  />£  ]/  test  ptoditcts  in 

the  Green  Bay  area  totaled  1,644  dozen  cans 

during  the  first  half  of  April.  In  the  same 

period  last  year  sales  were  only  350  dozen 

cans.  This  .'>7<>',  increase  lias  accomplished 

despite  imminence  of  a  5'  <  ta\  on  inventories 
which  causes  wholesalers  to  slow  down  in  or- 

dering unless  they  are  confident  the  prod- 

uct  will  move   off  their  shelves   quickly. 

Dislribtitiitu:  While  distribution  of  brown 

bread  particularly  has  increased,  one  major 

local  chain  still  refuses  to  stock  B&M  beans. 

Krambo,  which  lias  30  stores,  still  says  it  ha^ 

enough  varieties  of  beans  on  its  shelves  with- 

out adding  B&M.  It  has  its  own  private  label 

brand  of  oven-baked  beans.  But  Otto  I . 

Kuehn,  B&  Ms  broker  in  the  territory,  still 

hopes  to  crack  Krambo  after  the  chain  has 
had  a  better  chance  to  observe  how  television 

has   built  demand  for  the   B&  1/   line. 
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Yes,  (hero  is  a  time  buying  machine 
This  satire  on  a  machine  that  buys  time  was  written  by  SRA's 

Tom  Flanagan.    His  inspiration:  a  reeent  "Timebuyers  at  Work"  eolumn 

ww    e  quote   herewith   from   a   state- 
ment by  \\  illiam  B.  kroske,  of  Ketch- 

um,  Marl. cod  &  <  Irove,  Pittsburgh,  in 
sponsor  (Timebuyers  at  work  I  : 

"Incidentally,  I  hear  tell  of  buy- 
ers  in    New     i  oik   bin  ini>    l>\    ma- 

chine.    It's    inconceivable   to   me 
thai  a  Inner  could  feed  < overage, 

rating    and   cost   info   into    a   ma- 
chine  and   come   up    with    an    in- 

telligent   bin  in»    decision." 
Yes,  Bill,  you  can  feed  coverage,  rat- 

ing and  cost  info  into  a  machine,  as 
well    as    availabilities,    and    come    up 

with    an    intelligent    Inning    decision. 

Doubts    that    a    machine    can    accom- 

Time  buying   robot  gels  fact9   al  one  end,  turns  out   orders  at   oilier.    Tom   Flanagan   says 

machine  will  automatically  reject  inadequate  ratings,  but   can't   be  taken   out  to  luncheons 

JVJ  M  J    I 
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plish  such  things  only  reflect  the  skep- 
ticism of  a  skeptical  age. 

1  he  telephone  company  has  been  us- 
ing machines  that  make  decisions  for 

30  years.  General  Electric  engineers 

assure  us  that  "We  shall  soon  have 
machines  that  sense,  feel  and  count 

(computers)  capable  of  logical  deci- 

sions." 

So  you  see.  Bill,  time  buying  ma- 
chines can  make  intelligent  buving  de- 

cisions, and  they  exist,  just  as  sure  as 

the  idea  of  a  flying  machine  did  exist 
in  the  minds  of  the  Wright  Brothers; 

just  as  sure  as  the  current  generation 
of  boys  know  that  we  will  have  a  space 

moon,  space  ships  and  trips  to  the 

planets. 
So,  Bill,  you  and  the  other  timebuy- 

ers will  have  the  stimulating  experi- 
ence of  moving  into  new  fields  of 

agency  work;  because,  Bill.  ]()  years 
from  now  it  is  quite  true  that  the  only 

people  employed  may  be  truck  drivers 
and  advertising  men.  Automation  and 

cybernetics  will  do  all  the  rest  of  our 
work   for  us. 

I  carried  to  Oklahoma  Citv  recent- 

ly, at  a  meeting  of  the  Southwestern 
Advertising  Agencies  Association,  the 

big  news  about  the  advertising  copy- 
writing  machine  that  is  now  producing 

good,  normal  $90  a  week  copy,  and  i* 
expected  to  produce  good  $120  a  week 
( o|i\  when  transistors  are  perfected 

and   available. 

At  the  Radio  Round-!  p  of  the  sales- 
nun  and  executives  of  our  members 

earB  in  March.  I  described  the  work- 

ings of  this  time  buying  machine,  in- 
cluding the  tad  that  there  is  a  rejec- 

tion slot  Eor  inadequate  and  grossl) 
mi  uni|ilete  radio  audience  ratings.  The 

machine  will  not  even  ((insider  them. 

01  course  the  machine  also  w ill  give 

no  consideration  to  local  cut-rates  for 
national  advertisers. 

I  think  the  consensus  on  Madison 

\\enue  i-  that  many  timebuyers  will 

go  into  the  research  department  to  do 
i  Please  turn  to  page  84) 

SPONSOR 
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How  to  convert  film  feet  to  time 
Chart  simplifies  task  lor  busy  television,  aclisien.  producers,  editors 

ww  hat's  the  running  time  on  the 

air  of  147  feet  of  35  mm.  film'.'''' 

"How  many  feet  of  16  mm.  film  are 
there  in  a  10-second  tv  'I.D.'?" 
You  can  solve  time-and-footage 

problems  like  these  with  a  stop  watch 

and  a  tape  measure — if  you've  got 
plenty  of  time  on  your  hands. 

But  a  quicker  and  easier  way  ap- 
pears above  in  the  form  of  the  conver- 

sion table  prepared  by  Screen  Gems 
Technical  Director  Peter  Keane  for  use 

by  tv  film  men.  It's  based  on  stand- ard rate  of  film  travel. 

Although  invaluable  to  tv  film  edi- 
tors, the  chart  is  not  for  them  alone. 

Account  men,  copywriters,  producers, 

timebuyers,  ad  managers — all  ma\  tare 
the  problem  of  computing  the  i  irrecl 

length  or  running  time  of  tv  films. 
Here's  how  it  works:  To  convert 

odd  chunks  of  35  or  16  mm.  film  into 

time,  accurate  within  a  third  of  a  sec- 
ond, break  the  film  length  down  into 

the  Lengths  shown  in  the  tables  (thou- 
sands,  then  hundreds,  then  multiples 
of  10,  then  single  feel  i  and  add  up  the 

times  ii>  ;el  an  answei .  \  35mm.  film 
2,6  17  feet  long  breaks  down  to   1,800 

feel   (20  nun...  .".in  feel   (9    
feel  |  20  sec. '  an  1  7  feel  (5  sec.),  fe- 

tal: 2()  minutes  and  25  seconds. 
I  o   com  lit    time   into    fool  i  e,   the 

pi   ss   i-   merel)    reversed.     \<\A   the 
footage  (  ounts  for  the  nearest  number 

of  whole  minutes,  then  se<  onds.    *  *  * 
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Top    10   shows   in    10   or   more   market s 
Period    7-7    Morc/i    7955 

TITLE.    SYNDICATOR.    PRODUCER.    SHOW    TYPE 

Average rating 

7-STATION 
MARKETS 

5-STATION 

MARKETS 4-STAT10N   MARKETS 

3-STATH 

MARKE1 

MV 
N.Y.          LA. Boston       Mnpls.     S.  Fran Atlanta 

Seattle- Chicago    Detroit    Tacoma      Wash 

Bait.       Buff.  I  p 

1 
1 

1 1  Led  Three  Lives,      Ziv  |D) 
21.9 6.7      74.8 

wabc-tv       kttv 
10:00pm   8:30pm 

27.0    23.0     20.0 

wnac-tv     kstp-tv     kron-tv 
7:00pm    9:30pm    10:30pm 

75.7 

wsb-tv 
10:30pm 

73.2     77.3     75.4     20.3 

WPn-tv      wjhk-tv      ktnt-tv      WTC-tT 
9:30pm    10:30pm    7:00pm    10:30pm 

74.5     37. ;j. 
wbal-tv     wben  lH|t 
10:30pm    9  :30p  ■ 

1 

2 

1 
Waterfront,    MCA.  Roland  Reed   (A) 20.2 

6.8     79.5 

wabd         kttv 

:  30pm 
2.7    20.3 

kevd-tv    kron-tv 7:00pm     8:30pm 

72.3 

waea-tv 7  :00pm 

75.3    22.7    27.7 
wxvz-tv    komo-tv  wtop-tv 
7:00pm    8:30pm    9:30pm 

25.0    24.CW 

wmar-tv     wgr-t-^k' 9:30pm     7:00p:-H| 
.'{ 

1 
Cisco  Kid.  Ziv  (W) 20.J 

73.2 

kttv 

6 :30pm 

72.5    22.3    20.7 

wnac-tv     wceo-tv     kron-tv 
6:00pm      4:30pm     6:30pm 

73.2 

waga-tv 

7:00pm 

22.7     23.0      78.4 

whkb       wxvz-tv    komo  tv 
5:00pm     6:30pm    7:00pm 

27.7    20.2fc 

wbal-tv    when-   top 
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3 •> 
1 

Favorite  Story.  Ziv  (D) 20.1 
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wjar-tv     weeo-tv     kron-tv 
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79.5 
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7  00pm 
6.3     78.0 
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:; 1 

1  3 I 
Mr.  District  Attorney,  Ziv  (A) 20.1 

5.6      77.0 
wabc-tv      knxt 
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u 1. 1 
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20.0 
7.8     76.9 

wor-tv         kttv 
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Superman,    Flamingo,   R.  Maxwell    (K) 

19.7 72.0     72.0 
wrca-tv        kttv 
0  :00pm    7  :00pm 

76.7     7  7.7    20.0 

wnac-tv      wmin        kgo-tv 
6:30pm    11:30am    6:30pm 

26.0 

wsb-tv 

7:0Opm 
79.2    26.7       9.6     78.0 
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7 :00pm     7 :00pnH 

8 
I 

1  « 1 
Annie  Oakley.     CBS  Film,  Flying  A  (W) 

19.4 73.4     78.2 
webs-tv       kttv 

5  30pm    7:00pm 

75.7                74.7 
wbz-tv                      kgo-tv 
6:00pm                      6:30pm 

20.7     77.9    25.8     70.3 
wbkb      wxvz-tv    king-tv       wttg 

2:00pm      4:30pm    6:00pm    7:00pm 

30.7 

wbal-tv 

5:30pm 

'* 

1 
1  8 1 

Liberaee,    Guild  Films  (Mu.) 

18.7 5.7       8.0 

wplx          kttv 1!  :30pm    8:30pm 

76.2     77.5    26.7 
wbz-tv      weeo-tv      kpix 
3:00pm     7:00pm     9:30pm 

4.4 

wlw*  a 

8:00pm 
9.5       8.0    24.0       8.3 

wgn-tv     wwj  tv     king-tv      wttg 
9:30pm     6:30pm    8:30pm    9:00pm 

72.0    25.71 
Wbal-tV        WfTT-tV  jH 7:00pm     6:30pn.H| 

10  | Stories  of  the  Century,    Hollywood  TV  (W) 1 7.» 

74.0 

kttv 

9:00pm 

76.3     77.3       7.0 

'\      wtcn-tv     kovr-tv 
6:00pm     5:00pm     7:00pm 

75.0 

11:00pm 

78.0       9.3 

king-tv   wtop  tv 

9:30pm    7:0flpm 

I 
H.nk 

IMF 
Paet* 
rani Top    10    shows   in    4    to    9    markets 

1 1. 1 
Passport  to  Hanger, ABC  Film,  Hal  Roach  (A) 

21.7 
7.5 kcop 

8:00pm 
77.5     74.3 

keyd-tv     kron  tv 
7:30pm    10 

77.3 

W  \V7.-tV 

10:00pm 

77 2 
: 

1  I 1 
Life   Of   Riley,  NBC  Film,  Tom  McKnight   (C) 

19.1 

73.0 

kttv 

8:00pm 
77.9     78.3 

kstp-tv      kgo-tv 0:00pm      7  OOpm 

76.2                 30.6 

npn  tv                       king-tv 
9:00pm                     7:30pm 

3  1 Foreign   Intrigue.       Sheldon   Reynolds   (A) 18.2 
3.3      9.8 

krea 

L0 :30pm  10:00pm 

22.7 

wbz  t\ 

10:30pm 

75.3 

WtOO-tV 

7  :00pm 

:; 
1 

fiene  Autry,   CBS  Film   (W) 
18.2 

9.8 

knxt 7  :00pm 

79.5 

6:00pm 
78.0                 26.9 

wbbm-lv                    king-tv 
5:30pm                     0 :00pm 

.» i The    Whistler,      CBS    Film,   Joel    Malone    (M) 
16.6 

72  3 

kllv 

72.7                 24.0 
wi>/.  iv                   kron-tv 

11 :00pm                  10:30pm 

20.4 

kinu'   IV 

10  OOpm 

72.7 

6 
1 .» 

Kir    Carson,   MCA,    Revue   Prod.    (W) 
15.9 8.7       9.3 

urea  tv       kttv 0 :00pm 

73.7 

wlw-a 

6 :00pm 

74.2 

wbal  tv 

6:00pm 

r 8 The  Falcon,  NBC  Film  (D) 
14.7 

70.2 

knxt 

1 0:30pm 5.5 

koyd  iv 

OOpm 5.5     75.7     73.0 
ikiw  iv    klng-tv  b 

i,  I,,    g  00pm    i 8.2 

u  nam 

8   1 
1 

ltoug.  Fairbanks  Presents,    interstate  TV  (D) 

i  1.3 
20.7      703 

1 
10 :30pm  10  30pm 

72.2 

kstn  ti 

0  80pm 

74.6 

ktnt-tv 

10:30pm 

1 
Mayor  of  the  Town,     MCA,  G.-K ,  R.-G.  (C) 13.3 

6.0 

keyd-ti 

7:30pm 

72.5 

8  30pm 

78.5     74.3 

unli.j        u» 
in  00pm    7 :00pm 

1 
Jluii    Behind   lladge,      MCA,  B.  Proclcter   (Doc.) 12.9 

7.3     70.6 

km- 

6:30p
m    

8  30pm 

9.2                   5.7 

Wlbk-tT                            li  n i.i I    IV 1"  30pm                   10:30pm 

22.9 
wcr-tv    1 10;30pm  ■ 

1  '  :  I  (H       kids ; 

1  lima    Hated    an  1  hair-hour    li 
in    four   or   n  an   unwolghti  ol    Individual 

In  Ibis    market     1  7 

March      While   ncuvoik    slums    arc   fairly    itablc    tarn      •'   nth    to    mother    I"    the   markc 
leaier  extent    with    s\n  Heated   shows.     This   s 

be   borne   in    mind   when    analyzing,    rating   trends   from  one   month   to  another    In   this   chart.    *F 
chill       li    blank,    ihoii   was   no4    rated   at   all   in  last  chart  or  was   in  other 



[ 1 

■tally  made  for  tv 

3-STATION    MARKETS 

Columbus    Milw.       Phila.       St.  L. 

20.7     79.7     75.3     79.9 

wbns  -tv 
9:30pm 

wtmj  tv 
10:30pm 

\wau-lv :    
i   m 

20.0     78.0     75.7 

wbns-t? 
7:00pm 

trail 
8:30pm veau-tv >  :30pm 

72.2     24.4 

wlw-c 
6:00pm 

wtmj-tv 
5:30pm 

79.0 
k-  i  ti 

5:00pm 

79.7 7.5 

wbns-tv 
10:00pm wpt/ 11:00pm 

22.4 20.7 73.5 22.9 

wlw-c wtmj-tv      wptz 
10:30pm  10:30pm ksd-tv 10:00pm 

20.2 8.2 79.5 28.2 

wlw-c 
7:00pm 

wtvw 
8:30pm 

wcau-tv 
7:00pm ksd-tv 9:30pm 

20.0 72.3 20.0 23.3 

wbns-tv 
6:00pm 

wtvw 
6 :30pm 

wrau   tv 
7:00pm had  tv 6 :00pm 

75.7 73.5 74.4 

wtvn 
6:30pm 

wtvw 
5:00pm 12:30pm 

20.4 34.9 70.7 79.4 
wbns  tv 
7:00pm 

wtmj-tv 8:00pm 
wptz 1 1  :00pm ksd  tv 

10:00  pm 

74.3     74.0 

wbns  tv 
6:00pm 

WX1X 

10 :00pm 

37.7 
lis, I       IV 
:i  ::ti,.m 

2-STATION  MARKETS 

Blrm.     Charlotte  Dayton   New.  Or. 

22.0     55.0   26.3     47.3 

nulit 

9:30pm WbtV       U'hto-tV 
9:30pm   9:00pm 

9  :30pm 

78.5     53.5    24.5     34.5 

ubrc-tv 10:00pm wbtv     whio-tv 
9:30pm    7:00pm 10:30pm 

34.5 

wdsu-tv 5:30pm 

56.5 

wbtv 9:30pm 

52.8 

wdsu-tv 9:30pm 

23.0 58.0 79.0 29.0 

wbrc-tv 9  30pm 
whtv «  1111,1m 

wlw-d 10:30pm wdsu-tv 10:30pm 

29.0 45.3 78.3 

wbrc-tv 9:30pm wbtv 10:00pm 
wlw-d 
7  :00pm 

28.5 37.0 75.0 
32.0 wabt 

6:00pm wbtv 5:30pm 
wlw-d 6:00pm wdsu-tv 

5:00pm 

37.3 30.5 

wbtv 2:00pm wdsu-tv 12:00n 

24.0 25.8 55.5 
wabt 

9:00pm whio-tv 7:30pm wdsu-tv 9:30pm 

46.0 

wdsu-tv 5:30pm 

77.9 

kwk-tv 10:30pm 

56.5         _42-5. 
wbtv                    wdsu-tv 

8:00pm                   5:00pm 

78.7 
wxlx 
8:00pm 

8.5     75.3 

wtvw        wcau-tv 
9:30pm    7:00pm 

50.0 
wbtv 

9:30pm 

76.8 

whio-tv 7 :00pm 

77.0 

wdsu-tv 11:30pm 

28.0 

wtmj-tv 
5:00pm 

27.3 

wlw-d 

""^  6:00pm 

7  7.9     79.4 

wptz       kwk-tv 10:30pm  10:00pm 

43.0 

wdsu-tv in  iiii]iiu 

75.8     72.5 

wptz        ksd-tv 
10:30pm  10:30pm 

73.7 

wcau-tv 
10 :30pm 

20.8 

B  :30pm 

Classification  as  to  number  of  stations  In  markel  Lfl  Poise's  own 
etermmcs  number  by  measuring  which  stations  are  actually  re- 
y  homes  in  the  metropolitan  area  of  a  given  market  even  though 
Itself    may    bo    outside    metropolitan    area    of    the    market. 

QUALITY 
IS  OUR  BUSINESS 

For  COMPLETE 

FILM  PROCESSING 

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



RESERVE  THESE 
IMPORTANT  SELLING  DATES: 

Septembe! 
11 Premiere 

October  9 Fall  Season 
November 6 Pre-Thanksgiving 
December 1 Pre-Christmas 
January  1 

New  Year's  Day and  Winter  Travel 
January  29 Cold  Weather  Items 
February 

26 

Pre-Spring,  Lent 
.March  25 Pre-Easter 

April  15 May  6 

June  10 

Spring  Items 
Pre-Mother's  Day 

Pre-Father's  Day and  Graduation 
July  8 

August  5 

Scptcmlx'i 
2 

Summer  Season 
Summer  Travel 
Back  to  School 

OLOR 



Now  for  the  first  time  the  excitement  and  power 

of  the  Spectaculars  is  within  the  budget  of  any 

national  advertiser ! 

COLOR  spread,  a  new  series  of  90-minute  color  ex- 

travaganzas, will  be  introduced  this  fall  and  will 

be  sold  on  a  participation  basis.  It  will  be  seen  in 

the  primest  of  prime  evening  time,  7:30-9:00  PM, 

NYT,  approximately  every  fourth  Sunday. 

SPECTACULAR  SCHEDULE:  On  COLOR  SPREAD  VOU  will  be 

able  to  place  a  full  90-second  commercial  immedi- 

ately before  every  major  merchandising  event 

throughout  the  year.  Note  the  key  dates  at  the  left, 

buy  as  many  participations  as  you  need -on  the 
dates  vou  need  them  most. 

spectacular  audience:  Based  on  the  performance 

of  the  NBC  Spectaculars  this  past  season,  an  audi- 

ence of  over  30,000,000  viewers  is  expected  for 

every  COLOR  SPREAD  commercial. 

spectacular  sales  impact:  The  Sunbeam  Corpora- 

tion reports  that  more  than  a  million  Sunbeam 

Fryers  have  been  sold,  at  $25  each,  following  its 

commercials  on  nbc-TV's  Spectaculars,  color 
spread  is  something  that  your  salesmen  can  crow 

about.  Its  gigantic  nation-wide  promotion  and  pub- 

licity can  be  merchandised  to  the  hilt. 

Call  your  NBC  representative  while  choice  selling 

dates  are  still  available. 

exciting  things  are  happening  on 

SPREAD TELEVISION 



LAUNDRY  SERVICE 
M.I  \(.i  :    Direct Laundry 

CAPS1  i  '-  I   V-P  HISTORY:         The  Pilgrim   Laundry  peo- 

not  feel  their  new  "Fluff  and  Fold"  service  wis 
.  eptance,  although  they  were  advertis- 

They  decided  to  try  radio.    Tom   Brooks,  a   II  s  // 
personality  toured  their  main   office  and  plant 

quaint  himself  with  the  "Fluff  and  Fold"  operation. 
I    six-iveek    campaign   of   22   announcements   each    week, 
ad  libbed  by  Brooks,  so  increased  business  that  the  an- 

nouncements had  to  be  suitched  to  another  service.    The 

weekly  cost  of  the  campaign  was  $92.84. 

Vv"SAZ,  Huntington,  W.  \  a.  PROGRAM:  Announcements 

results 

TOURS 

SPONSOR:   Olsen  Travel 
( Organization 

M.I INl   i  :   Genclifi-Breslich, 

Chi. 

CAPSI  II  <  W:  III- linn:  Harvey  Olsen.  to  boost  his 
travel  organization  s  all-expense  tours  to  Europe,  spon- 

sored a  10-minute  classical  d.j.  show.  The  show  is  m.c'd 
by  Norman  Ross,  Jr.,  uho  formerly  conducted  tours  for 

Olsen,  and  is  on  Saturday  mornings.  This  was  Olsen's 
first  venture  in  radio.  During  the  first  week,  mail  in- 

quiries credited  to  the  program  brought  in  estimated 

business  of  over  $84,000.  1 'he  cost  of  the  program  is 
$350  per  u  eek. 

W  M  M.).   Chicago PROGE  \M:   Classical  re. 

PLUMRING 
SPONSOR:  Montoya  Bros.  Plumbing  I  o.  M,I\<A  :  Direct 

<  VPS1  ii    I  w    HISTORY  :        The  Montoya  Bros.  Plumb- 

ing Co.  says:  "II  hen  ice  tool,  advertising  u  illi  .lose  Calle- 

gos  we  were  sun-  u,-  mmld  gel  good  results,  because  of 

his    large   listening   audience   and    sales   ability"     The\    do 

no  other  advertising.    "However,     tht  )  state,  "II  e  didn't 

expect   anything   like   the   response   we    have   received.' 
.liter  the  first  eight  one-minute  announcements  on   his 

ram,  and  as  a  direct  result  of  this  advertising,  they 

sold  north    of   plumbing   and   construction,    iiith 

orders   still  coming  in.     Each   announcement   CO 

uquerquc,  N.   M.  PROGR  VM:   Jo-c  Callrgo- 

i 

DRY  CLEANING 

SPONSOR:  Henderson's  I  leaners  &  Dyers  AGENCY:  Direct 

i:\PMU-:  <:\>K  HISTORY:  /„  keeping  with  the  Cana- 

dian government's  theme  "have  your  spring  work  done 
in  the  slack  winter  months  and  aid  unemployment," 
Henderson  s  cleaners  ran  a  campaign  in  March  for  the 

cleaning  and  sterilization  of  pillows.  A  weekend  "pack- 
age" of  six  30-second  announcements  and  six  15-second 

flashes  on  a  Sunday,  Monday  and  Tuesday  doubled  the 

"pillow"  business.  For  an  expenditure  of  $25.00  the  spon- 
sor took  in  $95.00  in  pillows  alone,  and  the  majority  of 

orders  were  accompanied  by  dry  cleaning  business. 

CKOY,  Kelowna,  B.  C,  Canada  PROGRAM:  Announcements 

EMPLOYMENT 

SPONSOR:   Natl   I  mployment 
Information  Service 

AGENCY:  Max  Walter  Adv. 

«  \P-ULE  CASE  HISTORY:  The  sponsor  used  six  an- 
nounccrncnls.  one  each  day,  on  the  WINC  Dave  Jacobs 

Hill  Bill)  Show  to  invite  phone  call  or  letter  inquiries 
from  potential  employers  and  employees.  The  show  is  on 
from  5:05  to  6  p.m.  These  announcements  alone  brought 

4P<4  phone  calls  and  letter  replies.  The  cost  for  each  an- 
nouncement mis  si 5  or  a  total  of  $90. 

WING,  Dayton,  Ohio 
PROOR  WI:   Dave  Jacobs  Hill  Billy 

Show,  announcements 

CARS 

SPONSOR:    MmMon   Motor* AGENCY:  Direct 

CAPSULE  CASE  HISTORY:  This  Plymouth  Dealer 

bought  CKWX's  "New  Car  Package,"  consisting  of  21 

one-minute  announcements,  15  eight-second  I.D's  and  a 

30-minute  "on  the  spot"  broadcast  from  the  dealer's  show- 
room. The  campaign  ran  one  week.  No  other  advertis- 

ing was  used.  All  the  new  cars  in  stock — 33 — were  sold, 
tddilional  orders  and  an  excellent  list  of  future  pros- 

pects teas  also  gained.  The  total  cost  7vas  $550;  resulting 
sales  volume  about  $83,000. 

<  K\\  \.  \  am  ouvi  i 
PROGR  \M  :     MinouiH-emenl- 

MEAT 
SPONSOR:  Hunk  &  Chunk  Slaughtei  House      AGENCY:  Direcl 

CAPSI  II  CAS!  HISTORY:  A  JVSPD  salesman  was  try- 

ing to  increase  the  Hunk  and  Chunk  schedule  of  16  an- 

nouncements  per  week  on  Thursday,  Friday  and  Satur- 
day. The  salesman  uas  told  the  company  WOSJl  t  even  sure 

the  announcements   the]    had  acre  doing  an\    good.    'That 
u  eel.  em!,  without  the  clients  knowledge,  the  salesman  can- 
celled  all  Id  announcements.  The  following  Monday  the 

client  reported  he  was  sure  the  announcements  weren't 
doing  any  good  because  his  Friday  and  Saturday  sales 

were  $1,500  less  than  they'd  been  the  week  end  before. 
\,in  the  client  is  convinced  of  the  power  of  its  schedule 
u  hit  h  costs  SU>0  I'  eehl\  . 

WSPD,  Toledo PROGRAM :    Announcements 



WD  AY  WINS- 
HANDS  DOWN! 

PREFERRED  32  TO  1 

IN  RURAL  SURVEY 

Rural  Radio  Survey  of  the  Red  River  Valley  Area  was  recently  com- 

pleted by  the  Northwest  Audit  Company  of  Fargo.  A  double  postcard  w.i- 

mailed  to  3,200  families  living  in  the  41  counties  within  150  miles  of  Fargo, 

in  all  directions. 

Out  of  the  1681  replies,  the  amazing  total  of  1541  said  thai  their  fami- 

lies listened  to  WD  AY  most!  That's  91.7%  .  .  .  ami  there  were  25  stations 

mentioned  in  the  survey!  WDAY  was  t he  choice  over  the  second-lie*! 

station  32  to  1  .  .  .  and  11  to  1  over  all  other  stations  combined. 

Let  a  Free  &  Peters  Colonel  give  you  the  break-dots  □  on  these  staggering 

facts,  or  write  us  if  you  wish. 

WDAY 
FARGO,  N.  D. 

NBC  •  5000  WATTS  •  970  KILOCYCLES 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 



V  U  U  U  .  .  .    advertising 

f  always  pays  in  the   ^ 

f   I'/   /,  -•     \\       I:    \   \S\      \y. 

RICH,  GROWING 
NORTH  CAROLINA 

MARKET 

D  C  I  I  t  K  .  .  .  coverage 

than  ever  before  is  yours  with 

RADIO  in  the   

15-county 

Winston-Salem 
NORTH  CAROLINA 

Market 

DLj  I  .  .  .  buy  morning, 

afternoon  and  evening  is 

Repraonled  by 

HEADLEY-REED  CO. 

IVetc?  developments  on  SPONSOR  stories 

Sec:  Kids  and  animals  on  t\ 

I.SSIIO:  •*  November  1952,  page  30 

Sill) feet:    Handling  animal-  on  television 

I  he  man  who  s  probably  hooked  more  animal  and  circus  acts  than 
any  other  agent,  George  A.  Hamid,  has  a  reassuring  word  for  the 
adman  who  s  concerned  about  handling  circus  acts  on  a  show. 

"'I.a-l  summer,  '  sa\s  Hamid.  "we  flew  out  a  plane-load  of  a  dozen 
roaring  lions  that  were  featured  at  the  Atlantic  City  Steel  Pier  to 
play  a  tv  show  on  the  West  Coast  the  following  day.  Very  rarelv 
does  an  act  fail  to  show  up  on  time.  Circus  performers  are  real 

troupers  and  will  go  through  fire  and  water  to  make  an  engagement." 
Circus  talent,  like  sports  promoters,  have  sometimes  worried  about 

their  box  office  after  they  appear  on  television.  But  Hamid  contends 
tv  stimulates  interest  in  a  circus  act.  Many  fairs  and  amusement 

parks,  he  says,  book  talent  sight  unseen  once  they're  assured  the  tal- ent have  tv  credits. 

See:  Spanish-language  market  trends 

I.SSlie:  9  August  1954,  page  26 

SllbjCCtS      How    advertisers    use    Spanish    broad- 

casting 

The  theory  that  the  best  way  to  sell  foreign-language  groups  is  in 
their  own  language  is  proving  out  on  television  as  well  as  radio. 

XEJ-TV.  located  in  Ciudad  Juarez,  which  is  just  outside  El  Paso, 
has  been  selling  successfully  to  the  130,000  Mexican-Americans 
who  live  in  and  around  El  Paso. 

Two  announcements  on  the  station  recently  helped  sell  $500  worth 
of  Bexel  vitamins  in  two  drug  stores  followed  up  by  a  fast  reorder  of 
$500  worth  of  additional  vitamins. 

The  border  station  programs  entirely  in  Spanish,  using  local 

features  plus  U.  S.  film  shows  with  Spanish-language  soundtracks. 
Among  the  syndicated  film  shows  in  Spanish  on  the  station  are  Ziv 

Tv's  Cisco  Kid  and  ABC  Film  Division's  Public  Defender.       *  *  * 

YP  l. TV  ns°s  Sp^ris1!   lanquaqo    programs  *o   soil   to   Mexican-Americans  in   El    Paso 

54 SPONSOR 



THE  ONLY  COMPLETE  COVERAGE 

OF  THIS  VITAL 

MARKET  AREA 
Population  900,000 

Retail   sales   $750,000,000 

Effective  buying  income 

$1,000,000,000 

^X
 

MAXIMUM   POWER 

MINIMUM  COST 

The  only  maximum 

power  station  between 
Memphis  &  Dallas 

KCMC-TV 
Represented  by 

VENARD.  RINTOUL  &  MeCONNELL 

WALTER  M.  WINDSOR,  General  Manager 

2  MAY  1955 

55 



Decision-makers  with 

number  one  sellers  are 

left  to  riKh,-.  Robert  M.  Gray-. Advertising  and  Sales  Promotion  Manager,  Esso  Standard  Oil  <  o  Robert  T.  Howard- Radio  Salesman,  MIC  Spot  Sales. 
Robert  H.  Jones-*'.  Pres.,  A, ,  ounl  I  re<  utii  e,  Marsi  halh  &  Pratt.  Vernon  G.  Cmnimr-Assistant  Advertising  and  Sales  Promotion  Manager, 
Esso  Standard  Oil  Co.  George  E.  Pnmcnt.il  /  I  Salesman,  NBC  Spot  Sales.  Wallace  l_  Rushar-Section  Head.  Radio  and  Television,  Esso 
Standard  Oil  Co.  Curt  A.  Peterson-)     PreS.,  Radio-  TV  Director.  Mars,  hall.  &  Pratt. Candid  Photo  by  Robert  Frank 



ON 

TVBCl  SPOT    SALES 
30   Rockefeller  Plaza,    Vew    York   20,   V    )'. 

Chicago    Detroit    Cleveland   Washington    San  Francisco    Los  Angeles 

Charlotte* 
Atlanta*      Dallas' *Bomar  Lowrance  Associates 

Esso  and  the  Marschalk 

&  Pratt  Division  of 

McCain i- Erickson  are 

Sold  On  Spot  as  a  basic 

(K Ivertising  medium ! 

Esso  — first  in  sales  in  the  area  where  its  products 

are  sold— was  a  pioneer  in  Spot  hroadcasting.  This 

is  "The  Esso  Reporter's"  20th  year  on  the  air  — a 
testimonial  to  the  value  of  Spot  advertising.  Spot 

Radio  and  TV's  total  flexibility  allows  Esso  to: 

Change  Copy  To  Fit  Weather!  Esso  gears  sales 

messages  to  changing  local  driving  conditions. 

They're  on  the  air  with  a  pitch  for  Spring  change- 
overs  the  day  the  first  robin  hits  town,  and  they 

sell  anti-freeze  hours  before  a  cold  snap  comes. 

Pre-select  Audience!  Esso's  heavy  schedule  of 

news  programs  reaches  predominantly  male  audi- 

ences—the people  who  buy  most  of  the  automotive 

products. 

Sell  To  Drivers!  Spot  Radio  does  the  extra  job 

of  reaching  drivers  while  they  are  approaching 

Esso  Service  Stations. 

These  Spot  advantages  can  help  you  sell  your 

product,  too.  Ask  your  advertising  agency  or  an 

M5C  Spot  Sales  Representative. 

More  and  more  advertisers  are  Sold  on  Spot, 

because  more  of  their  customers  are  Sold  on 

Spot  .  .  .  and  some  Spots  are  better  than  others. 

representing  TELEVISION  STATIONS: 
WNBK     Cleveland       KPTV    Portland.  Ore.       WAVE-TV     Louisville 

WRGB     S,h,nrctad>-llbany-Troy       KONA-TV     Honolulu,  Hauaii 

wrca-tv    Ve»    York      wnbq    Chicago      KRCA    Lot  Angela 

KSD-TV    St.Loait      WRC-TV    I  i  \ington,  D.  C, 

representing  RADIO  S  TAT  IONS: 

KSD     St.  Louis       WRC     Washington,  D.  C.        WTAM     t  .'.  |  eland 
WAVE    Louisville      KGU    Honolulu,  Hawaii      WRCA    New  York 

WMAQ    Chicago       KNBC     San  Francisco 

and  the  NBC  Waatarn  Radio  Natwork 

\\%\m\%\%m 
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agency  profile Alfred  Hollender 

V.p.,  radio-tv  director 
Grey   Advertising,    New   York 

"There  are  only  two  ways  to  tarry  on  a  conversation  with  Al 
Hollender,"  some  of  his  former  and  current  associates  told  sponsor. 
"One  is  at  a  lunch  table,  the  other  on  roller  skates." 

Al  Hollender  s  reputation  for  being  continuously  on  the  run  ma\ 
stem  from  his  singular  knack  for  odd  timing:  On  Election  Day  1952 

he  not  only  began  working  at  Grev  Advertising  as  radio-tv  director 
but  he  also  got  married. 

Since  thai  time  Grey  Advertising  s  radio-t\  billings  have  risen  to 

$7.5  million,  or  33%  of  the  1954  total  of  $23  million.  Among  Grey's 
major  air  clients  are  Doeskin  Products.  Kxquisite  Form  Bras.  5-Day 

Deodorant  and  RGA.  One  of  Grey's  most  recent  tv  achievements — 
the  puppet  commercials  in  the  NBC  TV  Peter  Pan  spectacular. 

"Our  purpose  in  buying  a  high-priced  show  is  to  get  as  close 

identification  with  the  star  as  possible,"  Hollender  told  sponsor. 
"There's  a  four-to-one  margin  between  a  good  and  a  bad  buy  in  tv, 

and  that  margin  depends  upon  the  handling  of  the  commercial." 
The  RCA  commercials  in  the  Peter  Pan  show  were  as  closely  in- 

tegrated into  the  mood  of  the  program  as  possible.  The  Baird  Pup- 
pets, impersonating  Mary  Martin  as  Peter  Pan.  and  Captain  Hook, 

came  out  on  the  scene  while  a  record  from  the  album  played  Man 
Martins  rendition  of  the  show  tunes.  KCA  sold  50.000  alliums  of 

the  show  within  two  weeks  after  the  commercial. 

"You  can  generally  do  one  of  two  things  with  a  t\  commercial, 
claims  Hollender.  "You  can  sati-l\  \  our  client  or  keep  the  viewers. 
Advertisers  as  a  rule  like  to  have  their  product  mentioned  as  often 

as  possible  and  as  main  sales  points  made  as  time  permits.  But,  if 

you  don't  entertain  viewers,  you  cant  sell  them  at  least  when  \  oure 

selling  products  that  people  don't  automatical^   like  to  look  at." 
rlollendei  was  well-known  in  radio  and  t\  circles  long  before  he 

became  an  agencyman.  From  L945  until  l('52.  he  headed  Louis  G. 
i  owan,  Inc..  a  packaging  outfit  that  produced  Slop  the  Music  and 

Other  currenl  radio  and  t\  properties.  In  1052  he  headed  the  Kisen- 
howei  radio  and  i\  campaign,  helped  choose  its  ad  agen<  ies. 

Today,  when  not  personall)  supervising  radio-t\  production  at 
Grey,  rlollendei  is  likel)  to  plan  ail  strategj  for  agenc)  clients. 
\ikI  around  midnight  (during  the  last  Few  months  at  least)  he  can 

generally  be  found  pacing  up  and  down  the  rlollendei  apartment  in 

Manhattan  with  hi^  bab}  D05  in  his  arms.  •  *  • 

yJACKSOA/V/UE, 
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C.LUMSY  foot-work  and  slips  of  the  tongue 
waste  time  and  talent . . .  cost  money  and 

prestige.  Make  sure  such  things  don't  happen 
on  your  show.  Just  rehearse  it  and  shoot  if     * 

—and  edit.  Easy,  inexpensive— a  big  help  in 
programming,  too— when  you  . . . 
USE  EASTMAN  FILM. 

For  complete  informati 

latest  processing  technics 

Motion  Picture  Film  Departmi 
EASTMAN  KODAK  COMPA 

Rochester  4,  N.  Y. 

im 

East  Coast  Division 
Madison  Avenue 

M.Y. 

Midwest  Division 
1 37  North  Wabash  Avenue 

Chicago  2,  Illinois 

West  Coast  Division 
6706  Santa  Monica  Blvd. 
Hollywood  38,  California 

or  W.  J.  GERMAN,  INC. 
Agents  for  the  sale  and  distribution  of  Eastman 

Professional  Motion  Picture  Films 

Fort  Lee,  N.  J.;  Chicago,  III.;  Hollywood,  Calif. 

Shoot  in  COLOR  ...  it  won't  be  long  now  I 



a  forum  on  questions  of  current  interest 

to  uir  advertisers  ami  their  agencies 

Should  teli'vision  soil  on  the  basis  of 

guurtuiteed  circulation? 

STEP  TOWARD  DESPERATION 

By  W.  Ward  Dorrell 
V.P.   and   Research    Director 

Blair-Tv,  rVeic  York 

Our  answer  to 

this  question  is  a 

categorical  "No!" \\  e  believe  that 

instituting  this 

policy  for  the 
sale  of  tv  spot 
time  is  a  first 

step  toward  sales 

desperation. 

Undoubtedl)  this  plan  has  been  bor- 
rowed  from  the  publication  field  where 

it  has  long  been  in  use.  It  is  relativeh 

simple  to  base  magazine  or  periodical 
rates  on  circulation  as  determined  b\ 

the  Audit  Bureau  of  Circulation,  which 

is  supported  by  the  industr)  and  mea- 
sures  the  number  of  copies  printed  and 
delivered  to  subscribers.  There  is  no 

disagreement  in  the  print  field  regard- 

ing this  definition  of  circulation,  but 

converselv  there  is  little  agreement  in 

the  television  industr)  as  to  it.  [stele- 
vision  circulation  to  be  considered  the 

number  of  tv  sets  in  the  station  area? 

Oi  is  it  to  be  considered  the  viewing 

of  tv  programs  as  reported  bv  the  cur- 

rent syndicated  audience  measurement 

service-.  It  i-  my  understanding  that 

the  basis  for  selling  guaranteed  tele- 
v  ision  circulation  is  the  existing  audi- 

ence measurement  service-.      II  so.  ibis 

measurement  would  compare  more  fa- 

vorablv  with  the  concept  <>|  "reader- 

ship" than  "circulation." 
Other  reasons  foi  our  conclusion 

come  from  the  practical  standpoint  of 

the  station  using  this  plan.  Some  of 

the  disad\  antages  are: 

I .  It  is  '  ontinuall)  necessai  \  foi 

the  station  to  adjust  it-  rates  or  num- 
ber of  spots  pro\  ided  to  the  rapidl) 

and  sometimes  \  iolentl)  Mm  tuating 
audience  measurements  used  as  a  base 

foi  the  contract.    I-  there  alwa)  -  as  ree- 

ment   between   buyer   and  seller  as   to 
the  service  used? 

2.  With  irregularis  patterned  pro- 

graming, for  example,  baseball  is  not 

generally  measured  on  a  "per  game" 
basis.  Consequently,  no  accurate  mea- 

surement for  guaranteed  circulation  is 

possible. 
3.  In  programing  that  runs  90  min- 

utes, such  as  feature  film  programs,  the 

tendency  would  be  to  schedule  several 

spots  each  of  which  would  be  counted 

in  the  total,  but  probablv  represent  the 
same  audience. 

4.  Several  advertisers  who  have 

large  guarantees  might  bring  product 

conflict  problems  to  other  ''fixed"  ad- vertisers due  to  frequentv  of  schedule 

required.  It  has  often  happened  that 

-tat ions  having  negotiated  the  guar- 
anteed circulation  have  found  that 

-ullicientlv  Mood  positions  are  not 

available  for  the  make  good. 

BETTER  MEASUREMENTS  NEEDED 

By  Maxwell  Ule 
V.P.   and   Research    Director 

Kenyan  &■  Eckhardt,  rV.  J. 

Before  von  can 
establish  such  a 

thing  as  guaran- 
teed tv  circula- 

tion, there  a  re 
three  important 
conditions  to  be 

considered : 

1 .  The  neces- -itv  for  assuring 

valid  measurement  of  audience  si/e. 

There  are  as  vet  no  audience  measure- 

ments reliable  enough  to  back  up  and 

"guarantee"  am  circulations  on  which lob  i-e  iv   pi  icing. 

2.  The  inherent  gandding  instinct 

of  advertising  and  marketing  people 

w hich,  in  broad<  asi inn.  lead-  ihem  to 
want  to  take  a  flyer  at  getting  a  high 

rating  -bow  at  low  cost.  Mthough  we 

i  ci tainlv  have  a  lot  of  respect  for  peo- 

ple who  feel  they  can  do  better  using 

their  own  judgment,  the  evidence 

clearly  shows  that  onlv  a  few  pro- 

grams are  reallv  outstanding  in  de- 
livering low  audience  costs.  I  ntil  the 

ad  people  are  willing  to  minimize  their 

propensity  for  gambling  and  submit 

to  the  fact  that  they  can't  beat  the 
ratings,  you  are  going  to  have  trouble 

establishing  a  guaranteed  tv  circula- tion. 

3.  Differences  in  the  qualities  of  the 

audience,  which  will  not  be  shown  in 

audience  size  or  cost  figures.  The  size 

of  the  audience  is  not  the  only  or  even 

an  adequate  criterion  for  judging  the 

value  of  a  program.  The  composition 

of  the  audience  and  the  responsiveness 

to  the  product  advertised  are  overrid- 
ing factors  in  making  for  values:  until 

we  have  measurement-  bv  which  to 

judge  these  values  too,  guaranteed  cir- 
culation alone  will  have  limited  use- fulness. 

INTANGIBLES  ARE  UNMEASURABLE 

By  Arthur  S.  Par  doll 
Director  of  Broadcast  Media 
Foote.  Cone  &■  lidding.  (V.   V. 

In  principle,  at 
least,  the  idea  of 

a  guaranteed  tele- 
v  ision  audience 

sounds  al tractive. 

I  be  term  audi- ence i-  italicized 

so  as  to  distin- guish i|  from  the 

circulation  of 

print  media  since  the  two  arc  not  com- 

parable. 
In  order  to  work  out  guaranteed 

audience  in  a  practical  basis,  there  has 

to  be  common  agreement  on  the  re- 
search service  which  will  provide  a 

valid  measurement.  \\  ith  so  main  rat- 

ing service-  available  today,  it  would 
be  dillicult  to  establish  one  which 
would  be  acceptable  in  most  (  ases. 
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Assuming  that  an  acceptable  audi- 
ence measurement  service  were  avail- 

able, what  then  are  the  possibilities  of 
a  guaranteed  television  audience  rate 

card?  As  long  as  a  seller's  market  pre- 
vails in  the  case  of  highly  sought-after 

franchises,  we  cannot  foresee  an  ac- 
ceptance of  the  idea  by  many  stations. 

Those  stations  which  lack  either  net- 

work affiliation  or  highly  popular  pro- 
graming may  be  compelled  to  offer 

time  contingent  upon  the  delivery  of 
specific  rating  points. 

It  should  be  borne  in  mind  that 

there  are  certain  factors  influencing 

audience  potential  over  which  the  net- 
works and  stations  have  little  control. 

Competition  and  package  shows  pro- 
duced independently  of  networks  and 

stations  are  among  these.  Obvioush 

stations  have  very  little  to  say  about 
network  adjacencies. 

A  guaranteed  television  audience  is 
fraught  with  one  serious  disadvantage, 

namely,  a  tendency  to  overlook  in- 

tangible values.  In  a  system  which  in- 
volves time  purchase  on  the  basis  of 

rating  points  only,  this  could  lead  to 
inefficient  time  buying.  It  provides  an 
easy  justification  for  the  inexperienced 
time  buyer  and  for  the  buyer  who  is 
figure  minded. 

One  of  the  primary  objectives  of  all 
media  selection  is  to  reach  the  largest 

number  of  prospects  at  the  most  rea- 
sonable cost.  On  the  surface,  guar- 

anteed television  audience  seems  to  be 

in  line  with  this  concept.  However, 

literal  application  might  result  in  mis- 
use. For  example,  the  over-all  audience 

afforded  by  a  number  of  announce- 

ments on  some  stations  may  be  so  lim- 
ited in  scope  that  an  accumulative 

mathematical  figure  could  mean  reach- 
ing a  very  small  group  of  viewers  over 

and  over  again. 

ACCURATE  AUDITS  TOO  COSTLY 

By  Ralph  C  Robertson 
V.P.  and  Marketing  Director 

Geyer  Advertising.  IS.  Y . 

I   am   a   firm  be- 
liever   that    rates 

for    tv    time,    as 

well   as  for  pub- 
lication    space, 

should  be  related 
to   circulation    as 

determined   by 

impartial    audits. 
However,   as   a 

long-time  user  of  radio  and  television 
time    and    a    former    member    of    the 

Board   of  Directors  of  the   Audit  Bu- 

(Please  turn  to  page  ')(>  I 

2  MAY  1955 
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FOUR 

KIND 

Viewers  across  the  nation  salute 

Gene  Autry.  The  Range  Rider  and 

Annie  Oakley  as  their  favorite 

television  Westerns,  arb*  shows, 

for  example,  that  these  hot-as-a- 
pistol  properties  draw  the  biggest 

audiences  in  their  time  periods 

in  such  major  markets  as  New  York. 

Boston,  Houston,  Seattle-Tacoma. 

And  with  good  reason.  They're  all 
produced  by  Flying  A  Pictures, 

assuring  top  scripting  and  direction 

. . .  top-notch  hoss  opera. 



Now  there's  a  fourth  Flying  A 
champion,  too:  Buffalo  Bill,  Jr., 

starring  Dick  Jones  of  Range  Rider 

fame.  Here's  a  brand-new  series 
of  26  half-hour  adventures  of  a 

heroic  young  son  of  the  Old  West. . 

produced  to  the  same  standards 

which  have  made  Gene  Autry,  The 

Range  Rider  and  Annie  Oakley 
the  hottest  Westerns  in  television 

year  after  year.  Buffalo  Bill,  Jr. 

has  already  been  sold  in  more  than 

100  markets  to  Milky  Way. 

Act  fast  while  Buffalo  Bill,  Jr. 

is  still  available  in  some  markets. 

Get  details  on  this  fast-selling 

new  series  —  or  on  any  of  the  other 

films  in  this  Flying  A  foursome 

—  by  calling  or  wiring . . . 

CBS  Television  Film  Sales,  Inc. 

Offices  in  New  York,  Chicago, 

Los  Angeles,  San  Francisco, 

Dallas,  Atlanta,  Boston,  Detroit 

and  St.  Louis.  Distributor  in 

Canada:   S.  W.  Caldwell,  Ltd. 



ft  INDIANA'S 
SELL 
STATION 

NEW  POWER! 

NEW  SOUND! 

NEW  SPOT  — 
950 

WXLW    sells    because 
Hoosiers  are  sold  on  WXLW! 
And  now,  with  an  all  new 
5000    watts    of    power, 

the  finest  sound  transmis- 
sion  in   the   state,   and   a 

new    location    on    Indiana 

radio    dials,    WXLW 

saturates     the    state's 
multi-million     dollar 

central    and    southern 

markets.        Dawn-to- 
du  k    WXLW   gives 
listeners    what     they 
want:    music    all   day 
long  and  news  every 

half    hour.      Yes, 

Indiana's    top    per- 
sonalities   and    mike 

salesmen  keep  'em 
buying.   More  than 

a     million     new 
Hoosier  clients 

are  listening! 

TELL  THEM 

ABOUT  IT —   ON 

WXLW! 

(Continued  jrom  page  10  i 

suddenly  in  the  lobby  and  when  he  calls,  it  is  because  he  has 
something  of  specific  interest. 

When  he  makes  an  appointment  for  a  certain  time  he  ap- 

pears on  time.  In  fact,  sometimes  he's  even  three  or  four 
minutes  in  advance.  This  alone  puts  him  in  a  class  by  him- self. 

Lew's  favorite  salesman  has  no  repertoire  of  jokes  and  he's 
completely  inept  at  long-winded  and  irrelevant  prefaces. 

According  to  Lew,  when  this  salesman  is  in  the  office  with 
him,  Lew  feels  that  the  fellow  gives  him  credit  for  having 

half  a  brain  or  even  better.  This  is  as  pleasant  as  it  is  un- 
usual. 

He  has  the  habit  of  speaking  from  your  point  of  view,  not 
from  his  own. 

Every  word  he  utters  is  strictly  relevant.  If  he  happens  to 
be  working  from  a  canned  presentation  all  nicely  printed  up 

and  handed  to  each  salesman,  Lew's  pal  eliminates  the  ir- 
relevancies  as  he  goes  through  the  pitch.  This  shows  he  knows 

what  it's  about  and  to  whom  he's  talking.  A  novel  tack  indeed! 

He  never  reads  what's  on  the  presentation  verbatim.  In 
other  words,  he  assumes  the  prospect  can  read.  He  uses  the 

printed  wrord  as  a  point  of  departure  and  elucidates  there- 
upon. As  a  result,  Lew  says,  his  favorite  guy  never  sounds 

as  if  he  had  been  handed  the  presentation  at  9:30  a.m., 

pushed  out  the  door  and  had  to  deliver  it  at  9:32 — seeing  it 
for  the  first  time  as  he  did  so. 

Lew's  dream  man  avoids  artifice,  sham  and  cornball 

whimsy.  He  doesn't  employ  the  Stanislavsky  method  of  ap- 

pearing smooth,  saccharine  and  friendly.     He's  all  business. 
Brevity  is  the  essence  of  every  presentation  he  make-.  He 

know  that  where  there  is  intrest  and  more  time  is  needed,  he'll 
be  asked  to  stay  and  take  more  time. 

And  here  are  the  final  clinchers: 

This  man,  said  Lew,  never,  never  says  to  you  he's  covered 
the  boss  who  was  highly  in  favor  of  the  idea  alreadv.  (This 
implies  uilh  all  the  subtlety  of  a  meat  cleaver  that  you,  you 

jerk,  will  lose  your  job  if  you  don't  agree.) 
He  never  says:  all  the  other  agencies,  or  station-,  or  what- 

have-you,  are  dying  to  bu\  tlii-  so  you'd  better  hurry.  And 
Lew's  boy  always  avoids  knocking  what  i-  presently  being 
done. 

This  is  quite  a  guy  Lew  had  in  mind.  We  all  wished  he 

would  get  around  more.  •  *  • 
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YOU  MIGHT  THROW  A  BASEBALL  443  FEET*   - 

BIT  . 

GRAND   RAPIDS   HOOPERS 

November,  1954  —  January,  1955 

MONDAY  THRU    FRIDAY WjEF 
B C D E 

7  a.m. — 12  noon 26.2 21.7 
17.5 15.3 11.3 

12  noon —  6  p.m. 
28.1 17.6 16.4 24.7 10.6 

SUNDAY  THRU   SATURDAY 

6   p.m. — 11    p.m. 
41.7 27.2 17.6 

WKZO  —  KALAMAZOO 
WKZO-TV  —  GRAND  RAPIDS-KAIAMAZOO 
WJEF  — GRAND  RAPIDS 
WJEFFM  — GRAND  RAPIDS-KAIAMAZOO 
KOLN  — LINCOLN.  NEBRASKA 
KOLN-TV  —  LINCOLN.  NEBRASKA 

Associated   with 
WMBD  — PEORIA.  ILLINOIS 

YOU  NEED  WJEF  RADIO 

TO  PLAY  BALL 

IN  GRAND  RAPIDS! 

WJEF  gets  the  biggest  share  of  the  Metropolitan  Grand 

Rapids  radio  audience,  morning,  nth-moon  mul  night.  Latest 

Hoopers  show  that  of  the  area's  116,870  radio  homes,  WJEF delivers : 

20.7%  more  morning  listeners  than  tin-  next  station — 

13.8%  more  afternoon  listeners — 

53.3%  more  evening  listeners! 

What's  more.  WJEF  costs  less.  On  a  52-time  basis,  you  i  ar 

buy  a  daytime  quarter-hour  for  less  than  25c  per  thousand  radio homes! 

WJEF 
CBS  RADIO  FOR  GRAND  RAPIDS  AND  KENT  COUNTY 

Avery-  Rnodel,  Inc.,  Exclusive  National  Representatives 

Don  Grate,  an  outfielder  for  Chattanooga  in  the  Southern  Association,  set  this  record  on    lugust  2  >'.  1953. 



There's  always  one 

that*\0PS  the  rest! 
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WMGT, 5»HSS 

atop  Mt.  Greylock  in  Massachusetts 

*  extremely  high  transmitting  site 

(3700  feet   above  sea   level)   means 

tops  in  area  coverage. 

^k  effectively  covers  3  MAJOR 
MARKETS  in  5  STATES. 

*  serves  507,000  TV   families 

in    more  than  100  communities 

*  reaches  industrial,  urban  and 

rural  areas 

*  offers  MAXIMUM  TV  coverage  at  a 

low  cost  per  TV  home 

GREYLOCK   BROADCASTING   CO. 

8    Bank    Row     •     Pittsfield,    Massachusetts 

Represented  by  THE  WALKER  COMPANY 

WMGT-  Channel  19,  the  only 
TV  station  which  blankets  the 

populous  and  prosperous  area 
of  Albany  and  the  Hudson 
Valley,  the  Berkshire  Hills  and 

Springfield  and  the  Connecti- 
cut   Valley   13    counties    in 

eastern  New  York,  northwest- 
ern Connecticut,  western  Mass- 

achusetts, southern  Vermont 

and  southwestern  New  Hamp- 
shire. Write  today  for  full 

details. 

N.Y. 

VT. 
N.H. Albany. 

WMGT 

(Vm.fl.id      MASS. 

.    Springfield 

CONN. 
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ciwi»iixed-upa geography! 
PITTSBURGH  and  BUFFALO 

in  WASHINGTON  STATE? 

,0*—    i  -8fsr 

No,    O^.wiid'    Pimburgh    .md    Buffalo 

arc    NOT    in    Washington    State.    But 
fake     the     combined     populations     of  -<y 

these   great  cities  and   you'll   have  the  0^ 
number    of    people    living    within    the  /.  **  •;■  W 
"A"  Contour  of  KTNT-TV.  That  gives  ,:*      t,*'  [VfRfTT     ̂  

you  a  good  idea  of  audience  quantity, but    read    further    .    .    . 

More  than  hall  the  population  of  Washington  State  Is  concentrated  In 

the  western  portion  bordering  on  Piiget  Sound  And  most  of  these 

people  are  found  within  the  limits  of  KTNT-TV's  "A"  contour  Illus- trated above.  This  area  also  accounts  for  more  than  half  of  the 
state's  spendable  income  and  retail  sales. 

KTNT-TV's  INFLUENCE  AREA  Includes  the  entire  area  west  of  the 
Cascade  mountain  range,  from  Canada  on  the  north  to  Oregon  on  the 
south.    Incomes  in  this  area  exceed  the  national  average. 

Sell  this  prosperous,  growing  market  with  KTNT-TV 
BEST  OVER  PUGET  SOUND. 

■  oitii        ,.j..n..ii..M»  fo  help  uou  use  thin  chart  Sponsors  ff*(t>rf  alphcibefica(lf|-  irilh  agency  and  time  on  air 
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ii  J.-|,:k.,-.,i      Norlham-V 
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Canpball  Scud.   BBDO:  NBC.  F  1:30-10  pro;  C 

Ckmatlan,    Entln.    Wai.f:    CBS.    11    (-8:30    pi 

n:    ABC.    all   Tu   •-.JO n   I30-S   pm:   NBC,   alt 
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10  ll'-'so   .m'l-t-U  003 

Daw   Chrmiial.   M.cdIJAA  :   NBC.   ll"i'  9  30  pm 

|    Carp..    FCAB     NBC.    Sun   T-T:30   pm 

tidalrr,    FCili' 

f   Bro...  Mc-E:   CBS, 

L*nal<>».    Bmuiiii     CBS. 

Plymauth.    I kEDtv, 316,000  WATTS 

CHANNEl.  ELEVEN 

^2Slpr  CBS  Television  for  Puget  Sound 

ASK  WEED  TELEVISION 
KTNT-TV,   TACOMA    5,    WASHINGTON 

T/ie  Word  Gefs  Around. ..Buy  Puget  Sound'' 



'The  service  with  the  most  subscribers" 

LARGEST  SAMPLING  OUTSIDE   U.   S.  CENSUS 

PROGRESS  REPORT  ON  DAX 
1.  Encouraged  by  stations,  networks,  and  agencies,  we 

are  pressing  ahead  for  the  first  market  tests 

2.  Improved  transistors  now  available  will  be  combined 
with  printed  circuits  for  our  cigarette-package  size 
Dax  Home  Unit 

3.  Engineering  simplification  has  lowered  overall  costs 
somewhat,  permitting  continuous  magnetic  tape 
monitoring  for  100%  electronic  processing 

We  are  considerably  encouraged  in  laboratory  improve 

aimed  at  short-cuts  in  time  and  expense  of  launching  Da 

new  all-electronic  system. 

Those  of  you  who  were  among  the  numerous  groups  of  ex- 
ecutives and  technicians  who  saw  the  Dax  demonstrations  at 

Pulse  Headquarters  gave  us  considerable  encouragement.  Dur- 
ing October,  November,  December,  and  until  January  15,  we 

showed  Dax  in  wire-ups  from   New  York   homes. 

This  is  the  eighth  year  of  developmental  work  on  Da 

is  the  third  year  of  practical  field  work. 

Without  in  any  way  affecting  the  industry's  tremendous  and 
growing  investment  in  Pulse  standard  techniques  dating  back 

to  1941,  we  are  developing  Dax  as  an  added  service.  You  under- 

stand, of  course,  that  Dax  can  be  used  for  polling  panels — an 
operation  separate  and  distinctly  apart  from  ratings. 

for  those  who  want  machine  reporting,  Dax  will  be  the  best 

available.  No  home  servicing,  no  tapes,  nothing  to  mail  in,  no 

diary  fill-in,  no  "adjustment  factors",  no  so-called  "quality  con- 
trol."   Dax  is  100%  electronic. 

We  indeed  appreciate  the  interest,  support,  and  patience  of 

those  in  the  industry  who  are  helping  us  to  bring  Dax  to  com- 
mercial completion. 

Sincerely, 

^r^T 
&~*^

- 
Director 

This  month  throughout  the  U.S.,  117,000  homes  are 

being  interviewed  for  next  month's  "U.S.  Pulse  TV" 

\ 

RBAN   COVERAGE 

PULSE,  Inc.,  15  West  46th  St.,  New  York  36 
Telephone:  Judson  63316 



THE ADVENTURES  of NEW 

mm  sum 
STARRING DAN  DURYEA 

As  timely  as  today's  dramatic  international  events ...  as  hot 
as  a  firecracker  ...  as  tense  as  the  Far  East  situation 

exploding  into  a  possible  World  War  III  . .  .here  is  the  most 

exciting,  shot-on-location  show  you  can  put  on  the  air. 

26 
up-to-the-minute,  ALL  NEW,  half-hour  episodes 

. . .  combined  with  the  original  26,  give  you  52  half-hours 

of  top-quality,  top-rated  programming  . . .  always  "rated" 

among  the  "Top  3"  in  every  market  shown.  Available  FIRST 

RUN  .  .  .  all  markets'    Audition  Prints  upon  request. 

Zall  Your  NTA  Man  Today!  He's  Only  Minutes  Away! 

WJtff 

\  I  \  625  Madison  Avenue,  New  York  11,  N.  Y.     •     PLaza   5-8200 



Mr.  Station   Manager: 

^4 re  you  looking  for  results  from 

your  trade  paper  advertising? 

r 

"Sales 

Results  on 

the  trip 

were 

excellent ' 

(oolwado  UMemkmi  (ocv/ifrmfam 
I0»9    ONNOCK     STRtST       0 1 N  V  HI       COIODAOO     .      PHONl     TAbor    t]>> 

CHANNEL 1 
JOSEPH  HEROLD 

Station   Manager March  2,  1955 

Mr.  Edwin  D.  Cooper 
Western  Manager 
SPONSOR  Magazine 
6087  Sunset  Boulevard 
Los  Angeles,  California 

Dear  Ed: 

I  found,  while  on  a  sales  trip  to  New  York,   that  time buyers 
do  look  at  the  ads  in  SPONSOR.     KBTV  ran  a  full-page  ad  in 
the  January  10th  issue  of  SPONSOR  which  coincided  with  my 
sales  trip  to  New  York.     Quite  a  number  of  timebuyers  mentioned 
they  had  seen  the  KBTV  ad  and  were  quite  impressed  with  the 
story  on  the  program  ratings  of  KBTV. 

Sales  results  on  the  trip  were  excellent  and  I  am  firmly  con- 
vinced that  our  ad  in  SPONSOR  helped  to  pave  the  way  in  connec- 

tion with  many  of  our  sales  pitches. 

Kindest  regards, 
Sincerely, 

JH:rls 
^-£>  ̂viTtA 

Joseph  Herold, 
tation  Manager 



WPJU 
lOOO   WATTS 

Telephone  3-6428 

CLEAR    CHANNEL 

73D 
Charleston.   South  Carolina 

Mr.    Norman   R.    Glenn,    publisher. 
Sponsor  Publications   Inc. 
40  Last  49th  Street, 
New  York   17,    N.Y. 

Dear  Norm: 

I  know  you  like  "off-beat"  letters.   So  bear  with  me  and  you'll 
find  this  one  fits  that  classification. 

About  three  years  ago  v/e  entered  into  a  national  promotion 
campaign,  using  only  SPONSOR,  with  a  series  of  ads  pointing  up 

our  "Pal"  trademark  and  outlining  the  specialized  negro 
programming  and  high  ratings  at  WPAL.   We  continued  this  ad 
schedule  for  two  years. 

During  the  period  in  which  the  ads  Avere  running  I  was  constantly 
amazed  at  the  strong  identification  of  our  little  dog.   After  our 
ads  had  been  running  about  six  months  time  buyers  would  say, 

when  I  called,  "Oh  yes,  you're  from  the  'little  doggy'  station." 

All  this  leads  up  to  the  fact  that  since  we've  been  out  our 
identification  has  slipped,  and  we  need  the  push  that  SPONSOR  can 

provide. 

So  we'd  like  to  reinstate  our  schedule  of  third  page  ads  effective 
with  the  first  April  issue  once  a  month  for  one  year.   Lots  of 

new  time  buyers  in  the  business  who  ought  to  get  acquainted  with  "Pal." 

Viould  you  be  good  enough  to  send  me  a  contract — same  rate,  I  trust. 

Cord 

"Oh  yes, 

you  're  from 
the  little 

doggy 

Laurens  /ftJOo re 
Executive  Vice  President 

station 
jy 

Here's  what  an  ad  schedule  in  SPONSOR  dors  for  your 

station.     You're  in  the  limelight.     And  that's  important. 
For  there  are  more  than  3,000  sets  of  tv  and  radio  call  Letters  fighting  for 

the  timebuyer's,  account  executive's,  and  ad  manager's  attention.    Your  message 
gets  the  full  attention  of  these  decision  makers  in  a  top-rated  prestige  magazine 
where  7  out  of  10  readers  are  in  buying  jobs  (guaranteed  circulation 

10,000)  and  every  word  of  editorial  copy  is  beamed  right  at 

them.     You  can't  beat  a  buy  like  SPONSOR. 

SPONSOR 
THE   MAGAZINE   RADIO   AND   TV   ADVERTISERS    USE 



Make  that  buy  WJAC-TV  and  you've 
taken  the  three  busy  Southwestern 

Pennsylvania  markets  out  of  the  sun, 

and  tucked  them  conveniently  on 

your  own  front  porch.  What  better 

sales    spot?      Hooper    rates    WJAC-TV: 

FIRST    in    Johnstown 

(a  2-station   market) 

SECOND    in    Pittsburgh 

(a   3-station   market) 

FIRST   in    Altoono 

(a  2-station   market) 

Enjoy  greater  sales  coverage  with 

the    one    buy    that    covers    three    .    .    . 

Get    full   details    from    your    KATZ    man! 

{Continued  from  page  28) 

pointed  out,  as  a  number  of  us  have  been  yelling  for  a  num- 
ber <>l  years,  that  radio  must  program  in  areas  where  it  is 

able  to  do  things  better  than  television,  and  do  such  things 
with  daring,  ingenuity  and  imagination.  Music,  particularly 
serious  music.  Jack  indicated,  was  one  of  those  areas.  Two 

recent  NBC  network  radio  segments,  I  believe,  were  typical 
of  what  radio  may  do  lots  more  of,  and  which  agencies  and 
advertisers  may  profitably  adopt  as  series,  which  have  the 
ability  to  win  and  hold  large  audiences. 

Both  these  shows  were  built  around  records,  but  built  with 

themes  and  ideas  which  gave  them  stature  and  irresistible 

audience  appeal.  One  was  developed  around  the  question: 

"Can  music  adequately  interpret  great  paintings?"  Ben 
Grauer  was  the  m.c.  of  this  stanza  and  the  art  critic  for  the 
New  York  Herald  Tribune  and  the  music  critic  for  the  New 

N  ink  /I  orld-TeU'tiram  were  ihe  panelists.  The  records  played 
were  selected  from  a  new  RCA  Victor  LP  in  which  Henri 

Rene  presented  12  instrumental  selections,  each  representing 

Henri's  interpretation  of  one  of  12  great  paintings.  Included 
were  Renoir's  "Gabrielle  in  an  Open  Blouse,"  BotieellFs 

"The  Birth  of  Venus,"  Pica-n\  "Girl  Before  Mirror."  Tou- 

louse-Lautrec's "At  the  Moulin  Rouge,"  and  Degas'  "L'Ab- 

-inlhe." 
This  made  a  stimulating,  entertaining  yel  cultural  show, 

which  mosl  certainly   impressed  listeners.     On  another  music 

leyel.  llic  evening  previous  as  an  episode  in  it>  much-lauded 

"Biographies  in  Sound"  series,  the  network  did  a  show7  de- 
tailing the  manner  in  which  country  and  folk  music  had  be- 

come integrated  into  the  general  fabric  of  popular  American 
music  over  the  past  decade.  This  theme  was  pegged  to  Eddy 

Arnold's  10th  Anniversary  a.-  an  RCA  Victor  recording  star. 

The  I  lonorable  Frank  ( '.lenient,  governor  of  Tennessee.  -erved 
as  narrator  here,  and  Perry  Como,  Eddie  Fisher.  Dinah  Shore 

and  many  other  names  "appeared"  as  guest-. 

Certainly  for  musical  content,  both  as  to  material  and  ex- 

cellence of  performance  liye  radio  show-  cannot  match  the 
output  of  the  major  record  companies.  The  Rene  album,  for 

example,  was  recorded  with  IB  men.  1-8  of  the  fines!  musi- 
cian- in  the  industry.  The  arrangements  were  sweated  over 

b\  Mr.  Rene  for  six  month-  before  the  first  of  the  recording 
-c--i(ii)-  were  held. 76 

SPONSOR 



Speaking  of ■ 

NETWORK  COVERAGE  IN  INDIANA, 

It's  WTTV  2  tol 
You  get  2  Major  Markets  for  the  price  of  1 

when  you  buy  WTTV- NBC  — Channel  4 

WTTV  Tower  located  halfway 

between  Indianapolis  and 

Terre  Haute 

Low  Channel  4 

High  1000-feet  Tower 

100,000  Full  Power 

Serving  TWO  MILLION 

people  in  the  Great 
Hoosier  Heartland 

Cost  of  CBS  two  station 

package,  1  Hour  M600 

Cost  of  WTTV-NBC    1000 

N^TTV-Nec 

WTTV 

TOWER 
NBC 

INDIANAPOLIS 

Station  A 

CBS 

vvrrv-NB^ 

600  difference  equals  network  1-hour  rate  for  San  Antonio,  Texas 

WTTV hannel 
A     SARKES     TARZIAN      STATION 

BUSINESS    OFFICE:    Essex   House,  Indianapolis  6,  Indiana 

Represented   Nationally  by  MEEKER  TV,  Inc. 

2  MAY  1955 

77 



Pittsburgh  agency  to  syntlica 

\  novel  film  show  helped  a  Pitts- 
burgh bank  move  successfully  into  t\. 

The  hank"-  agencx.  Cavanaugh  Morris, 
found  chat  a  five-minute  show  cosl  onlj 
20*  i  more  than  a  20-second  announce- 

ment and  advised  the  hank  to  choose 

the  larger  period  on  KDKA-TV.  But 
what  kind  of  a  show  do  you  put  in  a 
five-minute  shot  ? 

\\  arren  R.  Smith.  Inc.  came  up  with 

a  unique  five-minute  film  show  that 
traced  the  derivation  ol  common  words 

In  their  origins  b)  using  animated  fig- 

ure-. It's  (ailed  II  lull's  the  Good 
WordY .  and  the  commercial  message  is 
delivered  in  same  st\le  as  the  show  and 

using  the  same  narrator. 

they  used  to  call  it 
HORSE    SENSE 

now  they  call  it 
MOTIVATION 

)iotivat ion  research  is  just 

horse  sense,  sftys  )lit€'ln>ll 
W  ith  all  the  talk  making  the  rounds 

about  the  use  of  motivation  research  as 

an  aid  to  building  hellei  radio  and  1\ 

commercials,  Harold  \|.  Mitchell  \<l- 

vertising  Agency,  New  ,]  ork,  has  a  new 
definition  of  motivation  research. 

Miii  hell  calls  it  "Horse  sense,  con- 
tending thai  an  advertiser  has  to  be 

able  to  ihink  like  a  consume]  in  order 

to  -'  II. 
Observation  on  motivation  research 

mm  a  sei  ies  ol  mailings  the  agenc) 
has  senl  out.  Another  Miller  obsei  \  a- 
tion:  an  advertise]  should  change  his 
selling  idea  before  he  •  hanges  media, 
il  the  campaign  isn  i  selling.        *  *  * 

te  novel  five-minute  show 

Show  has  attracted  city-wide  interest 

and  man)  grammar  school  teachers  ad- 
\ise  their  classes  to  watch  weekh.  In 

addition,  the  show  is  promoted  by 

newspaper  and  outdoor  dispkns  in  car- 
toon-limerick stvle. 

Cavanaugh  Morris  considers  the 
show  so  successful  after  over  four 

months  on  the  air  that  it  has  set  up 

the  mechanics  for  syndication  on  a  na- 

tional basis.  The  What's  the  Good 

WordY  package,  including  show,  inte- 
grated commercials,  newspaper  mats 

and  copy  as  well  as  outdoor  advertis- 
ing material,  is  being  offered  at  a 

weekh    package  price  in  key  cities. 
•  •  • 

1,500  ii-ohm'm  pieli  format 
of  nnv  K\Q  morning  show 

K\  Q,  Pittsburgh,  has  a  new  wake-up 
show  beamed  at  women  as  the  decision- 

makers in  household  mone\  matter-. 
From  6:00-9:30  a.m..  1410  Time  plays 

solel)  instrumental  music  and  keeps 
the  "talk     to  a  minimum. 

Station  officials  say  they  are  sure 

this  is  a  format  that  appeals  to  the 
lad\  -of-the-hou-e.  because  the\  based 

the  program  on  a  surve)  ol  the  tastes 
of  1,500  Pittsburgh  area  women.  The 

surve)  revealed  that  the  ladies  had  a 

decided  preference  For  melodic  music 

and  an  equall)  pronounced  distaste 
for  "too  much  talk. 

The  "eas)  listening  concepl  is  ex- 
pected  to  be  populai  with  housewives 

bus)  preparing  breakfast  and  the  rest 
of  listening  audience,  a  well. 

S]   sored  segments  and  announce- 
ments l"i  the  show  are  on  a  rotating 

basi-. In  kick  the  show  oil  and  get  the  gals 

into  the  habit  of  tuning  in,  the  station 

ran    a    gi\e-awa\     for    three    week-    in 

\|n  il  w  ith  $8,500  in  |n  izes.  I  lie  pro- 

gram is  lin  the]  suppoi  ted  now  b)  mer- 

chandising Featuring  cut-out  ol  the  disk 

jockey,  Joe  Deane,  in  man)  "Steel 
(  ii  \     store  windows.  *  *  * 

American  ratlio-tv  women 
to  discuss  industry  needs 

I  he  national  convention  of  Ameri- 
can Women  in  Radio  and  Television. 

Inc..  offers  the  guests  a  chance  for  a 

real  bus-man's  holida)  when  it  meets 
in  Chicago  5-8  May.  The  ladies  will 

be  given  the  opportunitx  to  see  radio 
and  l\  programs  originating  from  the 
"\\ind\  Cit)  and  will  hear  speeches 

b)    several  industry    leader-  and  talent. 
The  members  will  tour  some  radio 

and  t\  studios,  and  participate  in  pan- 
els and  discussions  on  various  facets 

of  current   industr)   problems.       *  *  * 

<  iticiiiiirif  t'.s  IMU    offers 
2  for  1  merchandising!  plan 

(Cincinnati's  WLW  is  conducting  a 
campaign  to  familiarize  advertisers 

and  agencies  with  the  stations  mer- 
chandising program.  The  campaign  is 

-parked  b\  I  he  slogan.  "2  for  1."  The 
sponsor's  single  dollar.  sa\-  the  sta- 

tion, buys  both  a  dollar's  worth  of  air facilities  and  merchandising. 

Three  ashtrays  figure  in  the  "2  for 
f  promotion.  The  slogan  is  spelled 

out  on  them  in  quarters,  half  dollars 
and  silver  dollars.  Four  days  before 

the  presentation,  the  prospect  receives 

an  ashtray  with  the  slogan  spelled  out 

in  quarters.  The  next  day  he  gets  the 

ashtra)  with  hall-dollar-,  and  two  da\- 
hefore  the  presentation  his  ashtrax  ar- 

rives with  silver  dollars.  Finally,  the 
da\  before  the  salesmen  arrive,  he  re- 
ceives  a  leather  folder  thanking  him 
lor  his  attendance  and  piqueing  his 

CUriosit)  even  more.  The  campaign 

was  planned  b\  lhe('rosle\  Client  Serv- 
ice Department,  under  Director  Dick 

Jones.  *  *  * 

Dick    Jones     shows     "2     for     I"     plan     ashtrays 
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Briefly  .  .  . 

New  ̂   oik's  i  uncut  anti-litter  cam- 
paign is  receiving  support  from  tlic 

local  radio  stations  in  the  <il\  includ- 

ing WCBS.  Jack  Sterling,  disk  jocke) 
who  devotes  part  of  his  morning  show 

to  the  transit  system,  presented  an 

award  to  a  12-year  old  Brooklyn  girl 
who  won  his  anti-litter  contest. 

He  is  shown  ai\inu  Paula  Weissler 

the  winning  check  as  her  mother  looks 
on.  The  contest  was  staged  to  stress 

the  litter  problem  in  New  York  City 

subways,  and  had  the  cooperation  of 
the  Transit    \uthorit\. 

\\  h\  out-of-home  listening  has 

grown  is  shown  1>\  figures  recently  re- 
leased by  the  B.  F.  Goodrich  Co.  re- 

search dept.  They  found  that  the  aver- 
age American  faniil\  puts  700  more 

miles  per  year  on  the  family  car  than 
ii  did  in  1940. 

If  Compton  Advertising  is  not  care- 
ful, the)  may  lose  some  of  their  best 

agent)  men  to  radio  or  tv  as  announc- 
ers. The  agency  is  putting  their  key 

personnel  through  a  speech  and  tech- 
nique of  face-to-face  communications 

course  at  Columbia  University's  School of  General  Studies. 

The  20-hour  course  is  planned  for 
10  \\eek~  and  i~  designed  to  aid  the 
admen  in  dealing  with  their  clients  and 

the  general  public.  Compton  plans  to 

repeat  the  course  at  regular  intervals. 

Shown  below  are  some  of  Compton 

people  in  (he  first  course.  *  *  * 

IXI  didn't  like  to  cook 

very  much  until 
I  started  watching 

your  program  . . ." 

!>
 

".  .  .  and  now  I  Uki  to  cook."'  says  a  viewer 
from  Trenton.  Tennessee,  writing  to  Carolyn 
Godman  of  WMCT. 

This  is  just  one  excerpl  from  thousands  of 
letters  Mrs.  Godman  has  received  sine  she  has 

conducted  The  Homemakers  Program  with  Trent 
W   1.  over   W.MCT.   Memphis.    Some  others: 

•■I'm  surt  you'n  giving  great  pleasun  to  main/ 

ImiiM  inn  S.  " 

"Your  recipa  art  good.    I  try  lots  of  Hum  and 

pus*  tin  in  on  to  <>lli<  rs. " 

"  You  uiiil.i  cooking  look  so  easy  and  i  njoyable." 

She  really  dees — every  day,   Monday    throi 

Friday.     Some   participations  si  ill   available. 

WIVICT 
MEMPHIS 
CHANNEL  5 
WMC-WMCF-WMCT 

MEMPHIS'   FIRST  TV  STATION 

NOW  100,000  WATTS 
NATIONAL    REPRESENTATIVES 

THE    BRANHAM    CO. I Owned   and   operated    by 

THE  COMMERCIAL  APPEAL 

NBC    BASIC ALSO    AFFILIATED    WITH    ABC    AND    DUMONT 
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manac i SERIES      1 

FOOD  FOR  THOUGHT: 

Iowa  families  do  things  in  a  big  way— flour  by  the  hundred  pounds,  apples  by  the  bushel,  lockers 
of  beef  and  pork.  The  315,600  television  families  within  range  of  WOI-TV  form  a  tremendous  mark« 
quality   products. 

Quality  products  demand  quality  service,  the  kind  of  service  established  by  WOI-TV,  the  station 
sistently  watched  most  by  Central  Iowans  for  the  past  five   years. 

IOWA     BTATE     COLLEGE 

WOI-TV 
AMES-DES   MOINES 

CHANNEL  5 

IDD.DDD  WATTS 

CBS       ABC       DUMDNT 

REPRESENTED   BY 

WEED  TELEVISION 



SAVARIN 
(Continued  from  page  39) 

motion  activities  for  S.  A.  Schon- 

hrunn :  Albert  Scfaonbrunn,  who  han- 
dles sales  and  production;  and  S.  A. 

Schonbrunn.  president  of  the  coffee 
concern. 

The  team  believes  in  strong  and 

steady  concentration  on  a  given  area 

in  order  to  get  maximum  selling  sat- 

uration, rather  than  in  quick  expan- 
sion. They  are  aware  that  coffee 

brands  cater  to  local  tastes,  which  dif- 

fer in  different  areas,  are  capable  of 
building  strong  local  followings. 

The  advertising  they  buy  is  selected 

with  extreme  care.  Says  Paul  Gumbin- 

ner:  "We  are  always  keeping  our  eyes 
open  for  additional  advantageous  an- 

nouncement spots  or  programs  on  ra- 

dio and  tv — but  we  arc  nol  interested 
unless  the  buy  offn-  us  unusual  plusses 
both  From  an  audience  and  an  econ- 

omy  standpoint." 
How  did  the)  manage  to  capture  the 

several  choice  and  desirable  I.I).  Blots 

the)  employ,  in  prime  time  and  nexl  to 

top  shows?  "It  was  very  simple."  >a\  - 
Gumbinner.  "'We  just  keep  on  the 
lookout  for  time  periods  we  might  like, 
then  alert  the  station  to  the  fact  that 

we  are  interested  in  those  particular 
times  as  soon  as  they  are  available. 
Since  we  have  built  up  a  reputation  foi 

being  a  stable  advertiser  and  a  long- 
time steady  holder  of  time  spot-,  the 

Mat  ions  are  generally  glad  to  cooper- 
ate. Then,  the  moment  we  learn  of  an 

especially  good  availability,  we  don't hesitate  or  hold  any  long  conferences 
— we  snap  it  right  up. 

"( )n.  e  we  get  a  •  hoi<  e  pei  iod,1  <  lum- 

binnei  i  ontinues,  "we  simplj  hold  onto 
ii  tight,  52  weeks  a  •  eai ,  Some  of  out 
spots  became  even  bettei  than  when 

we  bought  them  as  even  higher-rated 

shows  were  slotted  around  them." 

rhe  onl)  full-program  buys  that  Sav- 
ii  in  ha-  made  >o  far.  a-ide  from  the 

Bob  Wilson  WR(  \  l\  nn\-  -how.  are 

in  Philadelphia  on  WCA1  -TV.  The 
lum  sponsors  film  shows  Badge  714 
and  Boston  Blackie  on  Thursday  and 

Friday  nights  respectively,  each  on  an 
alternate-week  basis.  The  one-minute 

"star"  commercials,  among  others,  are 
aired  on  these  programs. 

The  agency   attributes  Savarin's  ex- pansion to  the  Philadelphia  market  to 
the  effectiveness  of  their  radio  advei 

tising  in  New  York:  enough  people  in 

Philadelphia  heard   messages  on   New 

I.    IVeiv  stations  on  air* 

CITY  4  STATE 

EFFERSON  CITY,  MO.5 

T.  LOUIS,  MO. 

VAILUKU,    HAWAII 

CALL  CHANNEL 
LETTERS  NO. 

KRCG 

KTVI 

KMAU 

ON-AIR DATE ,ERP(kw)"     Antenna   |  NET  STNS. 
Visual  (ft)"*         AFFILIATION  ON  AIR 

SETS  IN 
MARKETt 1000) 

PERMITEE.    MANAGER.    REP 

13  13    Feb. 

36  9   Apr. 

3  12   Apr. 

105 

214 

660 CBS 

590         Du   Mont     KETC 

ABC  KSD-TV 

CBS  KWK-TV 
WTVI 

fs|FA  Jefferson    Television    Co.  Hoag-Blair (Mrs.)    Betty  G.    Handy,  pres.  &.  gen.  mgr 
Robert    Blosser,    v. p. 
Cam i Ik    Williams,    set.-tres. 

7A1    vkf  Signal   Hill  Telecstg  Radio  Tv  Reps 
/»■    vnr  pau,    E      p0[tas0Tli    pres.-treas. 

Harry    Tennenbaum,    vp 

John    D.    Scheuer,    Jr.,    exec   vp    &    gen   mgr 

11/  c  ax  a  |BM  wi  utA  Hawaiian    Bcstg  Free    &.    Pet*rs \V%  5,960  ABC-  None  NFA  j.     Howard    WorraM.    pres 

CBS 

C.   Richard   Evans,  vp  &   gen  mgr 

ff.    \t*w  construction  permits* 

CITY  II  STATE CALL  CHANNEL 
LETTERS  NO 

DATE  OF  GRANT  TARGET  DATE lERP  (kw)"    Antenna      STATIONS 

I       Visual 

SETS  I N 

MARKET*         PERMITEE.     MANAGER.     RADIO     REP1 

(000) 

iACRAMENTO,  CAL. 

:LORENCE,  S.  D 

KCRA 3  13    Apr. 

3  6   Apr. 

100 

25.7 

495    KCCC-TV    162,125        kcra  u*^    ̂   &  ̂   j** 
K  BET-TV  C.    Vernon    Hansen,    vp 

Robt      Meeker 

710    None 
NFA 

Hills    Bcstg 
Midcorrtinent    Bcstg.    sole    owr 
N.    L.    Bentson.    pres 
Edmond    R.    Rubin,    vp 

Iff.    i%etc   applications 

CITY    II    STATE CHANNEL 
NO. DATE 

FILED 
ERP    (kw>" 

Visual 

Antenna 

(ft)"' 

ESTIMATED 
COST 

ESTIMATED 

1ST    YEAR 
OP.     EXPENSE 

TV    STATIONS 
IN    MARKET APPLICANT.    AM    AFFILIATE 

PHRATA,   WASH.* 
43 

15    Apr. 13.3 656 
$82,405 $25,000 

None Basin    Tv 

Cascade     Bcstg.     owner 
The*.    C.    Bostie.    pre* 

roy  trnpr DUA    otUltL 

U.  S.  stations  on  air            , 
1>U 

263 Markets  covered      ,   

17.  S.  tv  sets  (1  Mar.  '55)   35,028,000$ 

U.  S.  tv  homes  (1  Mar.  '55) 33.200.000$ 

•Both    new   c.p.'s    ami    station!    lolnf    f\    the    air    lilted    here    11 
rod    21    April   ..r  .m   which    Information   could   be  obtained    In   thai   i  mi    ire 'J  to  be  on  the  air  when 

power    usually    Is    one  half    the    visual    povra  a    height    ib<ne    ivencc 
round),     tlnformitlon   im   the    ni  being 

mile.     51>at:i    froil     NBC    Ilrseirch    in.l    P  «   radio 
station   which    is    granted   •   c.p  l*   opentliHi.     Since   it    prcstilma  It   li 
g.  iutjIIs    too  earls    10  confirm   tv    representatl  the   m>i   of 

:    Ihls  column    (when  a  radio  station  ha.  bem  given  the  It  grin'       M  \     No 
figures    avallui  in    market. 

I  lie.    ii'iimiulthcd. 
II    satellite  Honolulu,    duplleatlni     KQMB-Tl     protrimlng,    which LBI      ..    I    CBS    programing. 

will    operate   as    satellite     •'    MM\  TV      Taklrca 

"  nol. 
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York  stations  to  start  the  ball  rolling. 

Due  In  the  qualit)  pitch  on  the  air.  the 

high-priced  Philadelphia  food  stores 
started  to  sell  Savarin  at  almost  ri- 

diculousl)  high  prices,  giving  it  "snob 

appeal."  Over  the  years,  however,  the 
price  has  come  down  to  a  more  reason- 

able level. 

S.  \.  Schonbrunn  firs!  put  Savarin 
on  the  consumer  market  in  individual 

cans  in  L931.  No  advertising  was  used 

until  September  L940  when  -pare  was 
bought   in  Sunda)    color  supplements. 

In  1941,  Savarin  launched  it-  first 

radio  advertising  in  \e»  York,  buy- 

ing announcements  and   participations 

in  such  morning  programs  as  Mar\ 

Vtar^uift  Mrliritlc.  Martha  Dearie. 

Morton  Downey.  The)  bought  time 

on  practically  all  the  stations  in  the 
cit\.  The  budget  was  divided  about 

50-50  between  radio  and  newspapers. 

In  1(J42.  both  Sax  arin  and  Schon- 

brunn 's  other  coffee.  Medaglia  d'Oro, 
were  withdrawn  from  the  consumer 

market  due  to  the  war  and  concomi- 

tant shipping  difficulties.  It  was  impos- 
sible for  them  to  maintain  the  usual 

standard  of  quality  in  the  coffees,  ex- 

plains John  Mazzei,  and  rather  than 

compromise,  Schonbrunn  suspended 
brand  sales  and  lor  a  year  or  two  sold 

HAMM'S  BEER  GAINS 

9%  DUE  TO  KXLY-TV'S 
FREE  MERCHANDISING! 

Big  volume  items  such  as  beer  also  show  substantial 

sales  gains  when  participating  in  KXLY-TV's  free  mer- 
chandising assistance  available  to  advertisers.  Such 

sales-building  support  is  available  to  you  too.  In- 
vestigate! 

"We  wish  to  report  an  increase  of  9%  in  sales 
during  the  week  March  7th  through  March  12th, 

above  the  previous  week. 

It  was  during  this  week  you  featured  HAMM's 

on  your  "Parade  of  Products",  and  we  wish  to 
thank  you  very  much  for  your  wonderful  help  in 

advertising  this  product. 

Yours   very    truly, 

JOEY  AUGUST  DISTRIBUTORS 

Distributors   for    Hamm's    Beer 

Available  at  a  discount 
when   purchased   In   conjunction 
with    the    XL   netwoik. 

SPOKMIE 

RIIHHRD  E.  J0F1ES 
uice  p res. ft  gen.  mgr. 

uinsHincTon 

Rep.-RVERV-KIIODEL 
mooreft  Lund  :ieattle,port  land 

i  oflee  in  1  > ii Ik  only. 

In  1944.  Schonbrunn  resumed  the 

packing  of  Savarin  land  Medaglia  i 

and  since  then  its  growth  has  been  un- 
interrupted. 

Radio  was  resumed  in  L945,  with 

two-thirds  of  the  budget  allocated  to 

the  air.  one-third  to  newspapers.  Sav- 

arin rode  the  husband-and-wife  team 

trend.  The)  blanketed  the  early-a.m. 

women's  audience,  largelv  between 
8:00-9:00  a.m..  participating  in  such 

piourams  as  Dorothy  and  Dirk.  \\  OR: 
The  Fitzgercdds,  W.I/  (now  \\  VBC) ; 
7V.v  ami  Jinx.  \\  MIC   mow   WRCAl. 

The  schedule  they  used  on  radio  at 

the  time  was.  according  to  John  Maz- 

zei. a  sort  of  "saturation  stagger  sys- 

tem." The)  would  run  a  saturation 
announcement  schedule  for  about  >i\ 

weeks,  consisting  of  about  60  an- 
i  nouncemeiits  a  week  on  five  or  six 

stations.     Then    they    would    stop    for 

•        ••••••• 

**B>  anj  measurement  you  [  broad- 
casters j  are  in  the  van  i^  guardian* 

of  the  free  enterprise  for  which  men 
have  struggled  through  the  centuries; 

for  free  speech — and   free  speech  alone 
  is     the     last     harrier     to    enslavements 
Your  stern  resolve  against  encroach- 

ments upon  it  must  not  falter  in  the 
face  of  improper  actions  even  by  con- 

stituted authorities.  Freedom  has  not 
been  won  \tv  complacency,  nor  will  it 
be  held   by   subservience.'' HAROLD    E.    FELLOWS 

President 

NARTB,   Washington,  D.  C. 

about  a   month,  do  no  air  advertising 

at  all.    They  would  then  repeat  the  sat- 
uration and  go  through  the  cycle  again. 

I  sing  this  technique,  the)    increased 
business    \oiume 

foi 

about 
(><>',   between  1945  and  L946. 

In  September  1950  Savarin  made 

it-  first  sortie  into  television,  pur- 

chased  the  Saturday    Wights   \ews  on 

\\RC\-I\.  iitimedia'elv  following  the 

Luck)  Strike  Hit  Parade  at  I  1  :00  p.m. 

I  his  proved  such  a  fortunate  invest- 
ment thai  Savarin  looked  with  favor 

toward  more  l\.  short!)  after  that 

bought  the  10-econd  \\  CRS-TN  slot 
hi  fore  tin  Toast  of  the  Town  and  has 

held  on  to  it  since.  \\  ithin  the  past 

year,  Gumbinner  has  acquired  live  oth- 
ei  strategic  adjacencies  foi  Savarin 
in  New  Y.  ork  i  see  beginning  of  ar- ticle). 

In  \cw  Haven  and  llaillord.  Sav - 

.:iin  . > i i  -  one-minute  and  2U  stvond 

(oinnieii  ials.   three  to  -i\   evenings   pel 

week. 

I  n  the  earl)  radio  da)  s.  Sa>  arin  s 

1 1  lumen  i. il   approach  consisted   large- 
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KGW How 
merchandising 

SELLS  THE  MAN 

WHO  SELLS  YOUR  PRODUCT 

SUPERMARKETDISING' 

KGW's  four  instore  merchandising  men  check  97  supermarkets,  includ- 
ing Safeway,  doing  an  estimated  60%  of  the  area  food  volume.  They 

check  YOUR  PRODUCT'S  stock— build  displays— better  shelf  position 
and  frontage — give  re-order  reminders — place  shelf  arrows  and  display 

pieces  and  furnish  you  a  complete  weekly  store-by-store  report.  In  these 
97  markets  YOUR  PRODUCT  receives  two  instore  broadcast  announce- 

ments each  day. 

'GROCER  OF  THE  WEEK' 

Merchandising  the  way  the  retailer  likes  it — at  a  practical,  dollar-and- 

cents  level.  KGW  ties  YOUR  PRODUCT  in  with  a  different  super- 

market promotion  each  week  which  boosts  store  sales  as  high  as  ■}()()'  [> 

overall.  Grocers  volunteer  cooperation  with  mass  display  and  ad  fea- 

tures. Weeklong  promotions  culminate  with  KGW  personalities  plug- 
ging products  and  sales  instore.  A  complete  written  and  photo  report 

furnished. 

LUNCHEON  IS  SERVED1 

YOUR  PRODUCT  is  demonstrated  to  women's  groups  totaling  over 
1000  persons  each  month.  YOUR  PRODUCT  participates  in  ten 

luncheons  during  a  13-week  period.  "Luncheon  Is  Served"  is  available  in 
only  2 1  cities  in  the  United  States  and  is  yours  exclusively  in  the  Portland 
market  at  no  additional  cost  with  KGW. 

HOWARD  McANULTY... 
KGW's  Food  Merchandising  Director 

combines  agency  and  radio  experi- 
ence with  a  19-year  background  in 

selling  food  products.  He  comes  to 

KGW  from  four  years  of  service  as  ex- 
ecutive secretary  of  the  Oregon  Food 

Merchants  Association,  knows  some 

2000  Oregon  grocers  by  their  "first 

name". 

KONNIE  G.  WORTH  .  .  . 

KGW's  sparkling  hostess  of  "To  The 
Ladies",  Portland's  lop  Pulseraled 

women's  program,  does  not  stop  ol  the 

microphone  but  takes  her  large  follow- 
ing and  salesmanship  into  the  area  s 

largest  markets  each  weekend  to 
smash  sales  records  and  sell  YOUR 
PRODUCT  directly. 

Now  Represented  by 

JOHN  BLAIR 
&  COMPANY 



lv  of  singing  jingles,  which  stressed 

the  finer  qualit)  of  Savarin,  justifying 

the  few  cents  more  it  cost.  Today,  Sav- 

arin is  no  longer  higher-priced  than 

ether  coffee  brands.  The  personality- 
endorsers  of  the  brand  stress  that  even 

with  its  superior  qualities  "Savarin 
is  priced  right  in  line  with  ether  vac- 

uum-packed brands. 

It  is  interesting  to  note  thai  the  cam- 

paign for  the  recently-launched  Chock 

lull  o'Nuts  coffee  (see  sponsor  '<'<  Feb- 

man  L954)  currentl)  parallels  Sav- 

arin's  earl)  advertising  pattern.  The 

company  points  to  the  brand's  higher 
cost,  hut  stresses  the  superior  qualities 
which  make  it  worth  it.  Chock  full 

o'Nuts,  too.  devoted  more  than  half  of 
it-  initial  budget  (about  $500,000)  to 
air  media  to  secure  distribution  in  the 

New  ̂ ork  market  last  year  (1954). 

Saleswise,  it  is  now  third  in  New  ̂   ork, 
follows  Savarin. 

The  Medaglia  d'Oro  brand  which 
has  hem  packed  b)  S.  A.  Sehonbrunn 
si  nee  about  1921.  is  a  demi-tasse  cof- 

lee.  whose  advertising  is  aimed  to  ap- 

peal to  a  highly  sophisticated  group. 
\  saturation  schedule  of  IDs.  about  80 

a  week,  on  New  ̂   ork's  "good  music" 
station.  WQXR,  promotes  Medaglia. 

primarily  in  winter  and  spring.  Sub- 

wav  posters  give  heavy  hacking,  too. 

rhe  combination  has  helped  I   ~t  Me- 

daglia to  the  No.  10  sales  spot  in  the 

city.  Kiesewetter,  Baker.  Hagedorn  & 

Smith.  New  ̂   ork.  is  the  brand's 
agencv .  *  *  + 

TIMEBUYINC  MACHINE 
{Continued  from  page  46) 

held  work  on  audience  measurement. 

\\  hen  the)  want  a  job.  they  will  ad- 

vertise   something   like   this — "Wanted 
Research  field  Job.  Have  heavv- 

-i Jed  shoes.  \\  ill  travel."  Perhaps  you 
will  go  to  Philadelphia  to  prove  again 
that  the  measurement  of  220  diar\ 

homes  proves  nothing,  since  Nielsen 

has  effectively  punctured  the  worth  of 

diaries.  Perhaps  you  will  cheek  up  the 

people  represented  by  31  Audimeters 

in  a  market  where  there  are  approxi- 

mately 3,000.000  radio  sets.  Perhaps 

you  can  solve  the  problem  of  how  with 

31  Audimeters  you  can  project  the  ra- 

dio listening  of  one-half  of  a  teen-ager. 

10'  *  of  a  person  listening  to  a  foreign 

language  program,  l'(  of  a  traveling 
salesman  with  his  radio  going  all  dav 

and  the  ghost  of  a  relaxed  businessman 

listening  to  the  10  p.m.   radio  news. 

Maybe  you'll  go  into  barber  shops, 
into  automobile  sales  rooms  and  ga- 

rages, women's  specialty  shops,  fac- 
tories where  radio  sets  are  going  eight 

or  more  hours  a  day.  not  to  a  one-per- 

son audience,  but  to  groups  of  any- 

where from  two  up  to  hundreds. 
Of  course  not  all  the  timebuyers 

may  turn  into  research  men.  There  is 
no  end  to  account  executives,  so  more 

timebuyers  may  end  up  with  that  agen- 

cy department.  Except  Cunningham  & 

Walsh.  Having  had  splendid  experi- 

ence. C&W  men  will  he  found  selling 

vegetables  and  fruits  in  super  markets. 

^  es,  Hill,  time  marches  on.  These 
darn  machines  will  not  make  the  minor 

number  of  human  errors  that  creep  in- 

to time  buying  decisions.  Furthermore, 

it  isn't  so  much  a  question  of  error  as 
it  is  that  these  machines  have  exactly 

the  correct  scientific  attitude  toward 

maximum  sales  at  lowest  cost  per  case, 

or  per  unit;  and  thev  will  not  l>e  in- 
fluenced by  personal  considerations. 

The  designers  first  thought  that  the) 

ought  to  make  a  machine  which  could 

handle  a  big  luncheon.  Hut  thev 

couldn  t  get  the  machine  small  enough 

to   be   transported   to   the   Stork    Club. 

*•*••*•• 

'^Television  is  tin-  first  of  the  great 
modern  inventions  to  bring  people  back 
into  the  home  and  keep  them  there. 
Most  of  the  other  noteworthy  advances 
of  this  age   the  auto,  the  motion  pie- 
lure,  the  airplane — have  contributed  to 

taking    people    out." HARRY  BANNISTER 

V.P.   of  Station   Relations 
NBC 

Some  of  the  engineers  wanted  the  ma- 

chine to  be  able  to  absorb  liquid  re- 

freshments, but  common  sense  pre- 
vailed when  it  was  found  that  the 

liquid   would  leak  through. 

And.  incidentally,  haven't  you  read that  the  first  Ford  cars  were  built 

with  a  whip  socket  on  the  dash  board? 

W  ell.  these  new  machines  at  the  mo- 

ment have  a  special  useless  pocket  in 

which  you  may  insert  a  slide  rule. 

Hill,  you  must  believe  in  automation 

and  cybernetics.  •   *  • 

REMEMBER  KXJB-TV  &  KCJB-TV 
COVER  THE  THREE  MAJOR  MARKETS 

IN  NORTH  DAKOTA-FARGO- 
GRAND  FORKS  &  MINOT 

DELIVERING  AN  AUDIENCE  THAT  CONTROLS 

$879,164,000— SPENDABLE  INCOME— 
ON  KXJB-TV  THESE  TOP  SHOWS  OFFER  FINE  ADJACENCIES 

*  JACKIE  GLEASON 
*  TOAST  OF  THE  TOWN 

*  STUDIO  ONE 

*  CLIMAX — SHOWER    OF    STARS 

•  ARTHUR    GODFREY 

•  FOUR    STAR    PLAYHOUSE 

*  TWO   FOR  THE   MONEY 
*  THE  HALLS  OF  IVY 

*  I    LOVE   LUCY 
*  DECEMBER    BRIDE 

*  PRIVATE   SECRETARY 
*  JACK   BENNY 

BROADCASTING  AT  100  KW  FROM  THE  THIRD  TALLEST  TOWER  IN  THE  U.  S.  —  1085  FT. —  ABOVE  GROUND 

KXjB  TV  IS  COLOR  EQUIPPED  FOR  NETWORK  —  SLIDES  &  MOTION  PICTURES 

CBS-DuMONT 
WITH    STUDIOS    IN    VALLEY    CITY,    FARGO,    GRAND    FORKS    (1955)    BISMARCK    (1955) 
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Did  you  cross  pollinate  ? 
However  conceived,  your  ideas  for  the  Advertising  Council  have  grown  into 
great  campaigns.  And  this  is  no  father  to  son  opinion.  Just  look  below  at  the 
record  of  only  four  of  the  many  hundred  you  have  created  since  1942.  You 

can  be  proud  of  your  brood,  but  don't  quit  now.  The  Advertising  Council 
still  needs  your  fertile  brains  to  help  solve  other  problems  facing  America. 

And  by  you,  we  mean  the  agency  account  men,  writers,  artists,  and  media  people  who  have 

donated  their  time,  talents,  and  space  for  free — and  those  who  haven't  as  yet. 

**fni* 

Olf**
 

Aided  U.  S.  Treasury  in  the  Helped  restore  public  con-  Made  millions  of  men  and  Helped  Crusade  for  Free- 

sale  of  billions  of  dollars  worth  fidence  when  a  recession  women  aware  of  their  respon-  dom  broadcast  the  Truth  to 

of  War  and  Savings  Bonds.  was  predicted  by  many.       sibilities  in  Civil  Defense.  Iron  Curtain  countries. 

The  Advertising  Council,  Inc.,  25  West  45th  Street,  New  York  36,  N.  Y. 

2  MAY  1955 
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NORTH  AMERICAN 

page  35 i 
warrant  unremitting  advertising?  The 
North  American  view  is  that  in  am 

well-populated  area  there  are  a] 

ivavs  ~i >iih-  people  who  want  to  go 
somewhere,  and  who  are  thus  potential 

passi Frequency,  Weiss  lias  discovered,  i> 

most  economicall)  obtained  via  spol 
radio,  which  also  turns  out  to  be  the 

company's  most  productive  medium  in 
terms  of  actual  dollar  sales. 

liadio.  in  addition,  permits  a  \ast 

coverage  of  nearl)  all  segments  of  a 

market  population.  The  compan)  and 

its  agency,  Van  Wood-Fischer,  arc  less 
concerned  with  the  individual  rating 

ot  an  announcement  period  than  with 

ilic  cumulative  audience  delivered  b) 

the  stal  ion  o\  ei  the  weekl)  schedule. 

I  he  medium  s  ability  to  sell  d\  mimi- 

cal!) is  put  to  work  in  strong  messages 

urging  immediate  listener  action.  The 

aim  i-  "to  .-ell  today,"  to  get  the  lis- 
tener to  pick  up  thai  phone  and  call 

the  number  he  has  just  heard  on  the 
air. 

Thai  insistent  voice  issuing  from  the 

loudspeaker  ma)    be  just  the  final  hit 

n!  pel  suasion  that  some  pi  ospei  t-  need 
id  make  up  their  minds  to  travel  h\ 

air,  the  company  feels.  Pari  ol  its  pro- 
motion job  i>  to  convince  the  con- 

sumer to  travel  h\  plane  instead  of 
train  or  bus. 

Heavy  schedules:  North  American 

believes  in  dominating  a  station  audi- 

ence. It  seeks  a  minimum  announce- 
menl  schedule  per  station  of  35  per 

week,  hut  hies  to  gel  more  where  bud- 

gel  and  hulk  discounts  permit.  Prac- 

tice is  tending  now  to  la\or  at  least 

one  network  station  and  one  indepen- 

dent, though  availabilities  and  price 
attractions  are  factors  in  final  station 

choice-,  along  with  rating  analyses. 

Heaviest  single-station  schedule  i- 
KLIF,  Dallas,  with  100  announcements 

per  week.  Largest  dollar  outlays  are  in 

Chicago,  $2,600  weekly;  New  York 

and  Los  Angeles,  $2,500  each.  The 
other  cities  on  the  radio  schedule  are 

Detroit.  San  Francisco,  Miami.  Mil- 

waukee. Washington,  San  Diego.  Con- 

tracts are  usuall)  for  ~>2  week-,  with 
emphasis  on   hea'v  j    travel   months. 

Announcements  g  e  n  e  i  a  I  I  \  run 

through  the  week,  hut  are  least  fre- 
quent on  Sunday.    Thev   begin  with  the 

LJ£*fo  i )  es 

KNAK 
SALT  LAKE  CITY,  UTAH 

S  //,'/   LAKE'S  ONLIl 
21  1101  li  INDEPENDENT 

PARDON  OUR  Smoke  Signals   but 

INJUN  love-um  happy  smoke  signals.    Spellum  "heap 

good   listening  on    KNAK" Make  braves  happy.    Make  squaws  happy. 

Make-um    white-man    much    happy! 

(Make-um  only  competitors  sad) 

Chief  No-Bull  says: 

Iron  Horse  speaks  much  truth. 

KNAK  has  hcap-biR  Hooperating. 

All  squaws  know 
Cet  big  story  from  Forjoc  man. 
Htm  know  much,  tell  much! 

Happy  story  tor  Paleface  Time-buyer 

You'rc    on    the    right    track    with    KAY-NAK 

wakeup  7  a.m.  period,  and  end  1>\  7 

p.m.   Morning  and  afternoon  "driving 
time  is  given  special  attention,  while 

the  Sunda)  audience  is  considered  as 

a  combination  of  home,  car  and  beach- 

park  listeners. 

The  agency  likes  a  well  rated  sta- 
tion, which,  according  to  president  Art 

I  i->  her.  can  deliver  a  huge  cumulative 

audience  This  was  the  reason  for  tak- 

ing on  \\  LI1M  in  Chicago,  for  exam- 

ple. At  the  same  time,  he  feels  it  neces- 
-aiv  to  spread  out  the  announcement 
schedule  in  order  to  hit  as  broad  an 

audience  cross-section  as  possible.  For 

litis  reason,  less  desirable  ratings  will 
Mini,  lime-  be  purchased. 

The  payoff:  Does  spot  radio  actual!) 

bring  in  the  customers?  Yes,  without 

question,  the  compan)  savs.  Sales 

Manager  Sacks  state-  that  immediate- 
Iv  after  a  station  is  added  to  the  sched- 

ule, the  phone  calls  pick  up.  However, 

he  cautions,  vou  can't  always  isolate 
what  it  is  that  is  really  causing  the 

sale-  jump,  because  other  local  media 

are  at  work,  too.  chiellv    newspapers. 

One  of  the  group  of  girls  answering 

the  telephone  is  instructed  to  ask  the 
caller  where  he  learned  about  North 

American's  service.  Radio  shows  up 

strongly,  hut  it  is  difficult  to  pin  down 
the  sounc  to  the  exact  station.  How 

trick)  Mich  surveying  can  be  is  illus- 
lialed  b\  a  recent  compam  (heck  in 

New  York.  \\  MOM.  one  of  the  sta- 

tion- used,  seemed  to  show  up  less  fre- 

quentlv  than  expected  in  the  telephone 

operator's  reports.  \n  experiment  was 
tried.  For  a  few  days,  the  station  call 
letter-  were  announced  after  each  com- 

mercial. Results?  There  was  a  sharp 

i  ise  in  mentions  of  the  station. 
Clearest  case  of  results  from  spol 

radio  is  Dallas.  There,  125  announce- 
ments had  I  ecu  running  on  KLIF,  an 

independent,  for  two  and  one  hall 

years  (schedule  is  now  100  per  week). 
Other  media  are  of  minor  importance 
foi  litis-  citv.  From  the  beginning  of 

the  si  hedule.  savs  Sacks,  results  in  the 

Texas  <ilv  have  been  "highlv  satis- 

I'actoi  v . 

\di  ill  \ 1 1 1 < •  i  ican  puis  a  heav  v  bur- 

den on  its  advertising,  tries  to  make 

eve,  j  a<\  dollar  produce  M*  dollars  of 

business.  This  is  the  tesl  which  ulti- 

malelv  tells  the  stoi  v .  over-riding  such 

!. .<  tors    as    rating-    and    cost-per- 1 ,000. 

Radio  meets  this  test,  reports  Sacks, 
i  in  outstanding  fashion. 

Vtass  tmd  class:  Recently,  the   Van 

\\   I-Fischet    agenc)     which    handles 
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the  account  from  offices  in  New   \  oik 

and  Los  Angeles,  coin  inced  North 
American  to  add  another  approach  to 

its  radio  advertising — schedules  on  the 

"good  music"  stations.  Reasoning,  ex- 
plains Ait  Fischer,  is  that  such  stations 

have  sizable  audiences  that  make  good 

travel  prospects  for  the  price  pitch: 
teachers,  white  collar  workers,  and  the 
like,  who  might  be  considered  to  fall 
Into    the    lower    middle    class. 
Two  such  stations  are  now  in  use: 

\\n\i;  in  New  York,  KFAC  in  Los 

Vngeles. 

The  New  1*  oik  station  lineup  shows 
\\0\lt.  42  announcements  per  week; 
\\  MCA.  47:  \\  \IC\I.  .T>.  (No  net- 

work station  has  yet  been  added  be- 
cause of  budget  limitations  in  this 

market  I . 

In  Los  Angeles  KFAC  carries  26  an- 
nouncements, KABC  70  and  KM  PC 

75. 

It  is  still  loo  early  to  assess  the  pre- 
cise value  of  the  serious  music  station 

'•Working  with  manufacturers  and  re- 
tailers, in  such  activities  as  distriet 

meetings,  trade  shows  and  company  con- 
ventions,  will  give  radio  executives  an 
insight  into  general  economic  problems 
and  those  particular  ones  of  the  busi- 

nessmen they  serve,  and  want  to  serve. 
Radio  broadcasting  is  a  major  market- 

ing tool  of  American  business,  and  far 
too  many  stations  are  giving  only  su- 

perficial attention  to  the  role  radio 
plavs    in    this    marketing    picture." 

ARCH  L.   MADSEN 
Director   Member   Serricp 

BAB,    Neiv    York 

as  a  sales  producer,  but  North  Ameri- 
can has  already  had  indications  that 

the  announcements  are  pulling. 
Listeners  to  the  serious  music  sta- 

tion, Fischer  feels,  tend  to  stick  with  it. 

1  his  ma)  mean  a  lower  cumulative  au- 
dience, but  it  also  means  an  audience 

which  is  probably  being  exposed  with 

greater  frequency  to  \our  sales  mes- 
sage. 

1  he  North  American  copy  change- 

of-pace  on  a  station  like  WQXR  is 
striking.  If  \  ou  have  heard  the  firms 

average  announcement,  you  know  it  as 

loud.  fast,  high-pressure.  Announcers 
Fred  I  Uil  and  Andre  Baruch  pound 
awa\  in  a  two-voiced  high-decibel  race. 

I  he  pressure  pilches  pa\  olT.  -a\  -  agen- 

cy production  supervisor  Ricky  Mo- 
reno, but  they  are  so  strong  that  oc- 

casional!) complaints  are  made  to  the 

company  by  irritated  listeners.  The) 
will  be  toned  down  somewhat  in  the 
future. 

None  m|  this  is  1 1  lie  ol  the  announce- 

ments on  the  good  music  stations. 
I  hese  are  deli>  ered   bs    Milton   <  Iross 
in  hi-  usual  unhurried.  -"It  manner. 

Cross  has  long  been  associated  with 
ilic    Mel  ropolitan  <  Ipera  broadcasts  on 

i  rable  public  skepticism  greeted  their 

efforts  to  compel,-  u  ith  the  solid! 

tablished    lines.     But    ih<-    fly-by-night 
operators  are  gone  now. 

Still,  travel  remain-  a  sensitive  |   I 
uct,  and  it  is  general!)   recognized  that 

ABC,  and   lull  advantage  is  taken  of      despite  the  advances  in  air  travel,  the 
the  association.  Hi-  cop)  frequently 

uses  opera  oi  cla-sical  music  references 

as  take-off  points,  lie  ma)  mention 

great  composers  or  conductors,  per- 
foi  mers,  compositions. 

Because  of  the  announcement  fre- 

quenc)  on  most  stations,  the  agent  j 
feels  some  changes  are  necessar)  at 

tegular  interval-.  Kven  three-month 

i  \<|e  usuall)  sees  a  new  batch  of  an- 
nouncements cut. 

C'opi/:  Whether  slam-bang  or  soft, 

cop)  theme  is  two-fold:  (a)  airline 
fare  is  lowest:  (b)  service  and  equip- 

ment are  of  the  highest  standard-.  I  he 
rider  is  offered  300-mile-an-hour  equip- 

ment of  the  latest  type,  pressurized 

cabins,  a  perfect  safety  record  ol 
1,000,000,000  passenger  miles,  two 
courteous  and  helpful  stewardesses, 
free  food.  milk,  bottle  and  bab)  foods 
for  infants. 

When  the  first  irregular  operations 

appeared  after  World  War  II.  consid- 

average  person  ma)  j  el  feel  there  is  a 
cei  lain  element  "I  i  i-k  in  IK  ing. 

I  se  of  the  term  "nun--,  iheduled"  has 
hurt,    the   compan)    -a\-.     It    implies 
thai    there    i-  something    inlei  ioi    in    the 

«.u  the  -ci  \  ice  is  operated,  w  hich  is 

not  the  case,  compan)  -poke-men  say, 
pointing  to  the  new  maintenance  plant 
in   Uui  bank,  w  Inch  the)   claim  to  be  the 

best  in  the  business,  as  an  example. 
North  American  refers  to  itsell  as  an 

"independent."  It  prefers  to  di-tin- 

guish  itself  as  a  "non-subsidized"  line, 
that  i-.  one  that  depend-  on  passt  i 
coach  service  alone  foi  revenue  and 

does  not  have  the  advantage  ol  govern- 
ment mail  contracts. 

This  is  win  agenc)  \.p.  and  cop) 

head  Lee  Rogow  stresses  the  Luxuiy 

aspects  so  strongly.  The  new  giant 
DC-6B,  say  the  announcements,  take 
v  on  from  coast  to  coasl  la-ha  than  the 

planes  of  other  major  lines.  You  trav- 
el  to  the  airfield  b)  limousine.  \  1 1 « I 
your    comfort    is    assured    b\     flying 

it's  a  matter  of  record! 

WCUE  spins  more  pop  platters,  more 

often;  plays  the  sweetest  music,  all  day 

long.  WCUE  gives  the  home  folks  more 

news,  more  often;  reports  on  their  neigh- 

bors, brings  the  whole  world  into  their 

homes.  You're  right  on  CUE  .  .  .  it's 
a  matter  of  record. 

more  MUSIC 

more  NEWS 

more  OFTEN 

Wcue 
Akron'i   only   independenl  .we're   home   folkl Tim  ELLIOl 

John  E.  Pearson  Co.,  Nationo'  Representative* 
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ATTENTION,  RADIO 
SPONSORS 

NOW  YOU  CAN  REACH 

THAT  BIG  RICH 

CHICAGO  BILLION  DOLLAR 

NEGRO  MARKET 

721,500 
LATEST  FIGURES 

"JAM  WITH  SAM" 
The  disk  jockey  show  that 
is    the    talk     of    the    tottti 

Mondav    Thru    Saturday — 
9:3OP.M.-12:00  M. 

ft  GES-" S-000    Watts    — 
1390  Kc. 

PARTIAL  LIST  OF  SPONSORS 
\KMOUR  —  Carnation —  Coca-Cola 

Ebony   Magazine   Illinois  Bell 
Telephone   Lueky    Strike 

Miller  High  Life 
WRITE,    WIRE     OR     PHONE    FOR 

AVAILABILITIES 

SAM  EVANS  PRODUCTIONS 
203     N.     Wabash     Ave,     Chicago,     III. 

Phone    Dearborn    2-0664 

IF  YOU  CAN   USE  THE 
SERVICES   OF   A 

RADIO-TELEVISION 
SPECIALIST 
with  extensive  ad  agenc) 

experience  in  positions  of 

responsibilit)   like — 
Media   Director 

Head    of    Timcbuying     Unit 

Talent    Buyer 
Account    Executive 

;iikI  who  is  generally  recognized  aa 

having  worked  more  closely  with  -ia- 
network  executives,  and  station 

representatives  than  an\  one  "f  the 
advertising  fraternity.  .  .  . 

You'll  wanl  to  gel  in  touch  with  me. 
I  am  instantly  available  and  would 
like  an  opportunity  to  -how  you  how 
m\  varied  experience  involving  the 
well-being  of  30  different  ai  i  ounl  can 
tit  \ < . u r  agencj  or  advertise]   needs. 

Plcosc    address    Box    52 

SPONSOR 

10  I..   l'»ili  St. 

Ne     York  17.  Y  Y. 

"above  the  weather"'  at  more  than  300 
miles  an  hour  in  pressurized  cabins. 
For  sleeping  on  the  reclining  seats  you 

are  supplied  with  a  pillow  and  a  blan- ket. 

But  price  is  still  the  big  pitch:  $80 
each  way  on  round  trip  New  York  to 
Los  Angeles,  $24  to  Chicago,  $39  to 
Miami,  $56  to  Dallas. 

Future  prospects:  North    American 

expects  to  increase  its  radio  budget  in 

the  future,  particularly  after  it  obtains 
certification  from  the  CAB.  It  was 

founded  in  1950  by  four  men  who  had 
gone  into  the  air  coach  business  with 
their  own  firms  immediately  after  the 
Second  World  War  with  inexpensive!) 

pun  based  surplus  C-47's  (DC-3's). 
The  firm  says  it  has  helped  bring 

the  cost  of  air  travel  down  to  where 

the  average  person  can  ea-ilv  afford 
it.  and  has  ambitious  plans  for  the  fu- 

ture to  do  even  more  in  this  direction. 

In  envisions  a  future  trans-oceanic  ser- 

vice patterned  after  its  continental  op- 
eration. Cost  for  a  round  trip  to  Eu- 

rope may  be  as  low  as  $250.        *  *  * 

SATURATION  RADIO 
(Continued  from  page  41) 

Now.  how  do  you  get  there? 

Spot  frequency:  Research  helps  to 

guide  spot  radio  clients. 

Radio  Advertising  Bureau,  for  in- 
stance, ordered  an  analysis  from  A.  C. 

Nielsen  last  year  to  learn  the  cumula- 
tive effect  of  spot  announcements. 

This  is  what  Nielsen  told  RAB: 

"'In  New  ̂   ork,  Chicago  and  Los  An- 
geles during  January  1953  a  total  of 

seven  announcements  per  week  on  a 

single,  top-rated  station  of  all-around 
program  appeal  reaches  21%  of  all 
radio  homes  an  average  frequencv  of 
two  times  weeklv  . 

"A  total  of  21  announcements  per 
week  on  the  same  station  will  reach 

some  !•>'  <  of  all  radio  homes  with  an 

average  frequencv  of  2.3  times  per 

family." There's  the  key.  To  double  the  num- 
ber of  hoine-  reached,  you  have  to 

triple  the  number  of  announcements, 

according  to  RAB's  yardstick. Other  research  confirms  the  fact  that 

you   have  to   add   radio  pressure  at  a 

'•■,,  metric  rate  in  order  to  keep  the  per- 
entage  figure-  of  radio  homes  reached 

on  the  rise. 

I  he  Colgate  agencies  have  a  formula 

(see   page    in   for  chart)    which   goes 

something  like  this: 

Using  Hooper  radio  rating  points, 

and  not  worrying  about  duplicated 
audiences,  it  takes  a  total  of  40  points 

to  reach  25*^  of  the  radio  homes  in  a 

major  market  on  a  one-week  basis, 
they  estimate. 

To  reach  the  50rr -of-homes  figure. 

you'll  need  about  140  rating  points. 
(The  "50$  level,  you'll  remember,  is 

the  one  at  which  average  "saturation" 
begins,  veteran  buyers  feel  I . 

To  get  the  level  up  to  75 r/(  in  a 
week's  time,  you'll  need  about  400  rat- 

ing points. \gain.  it's  a  geometric  upward 
climb:  to  triple  the  number  of  homes, 

you  have  to  multiply  the  number  of  an- 
nouncements you  purchase  10-fold. 

What  does  all  this  mean  in  terms  of 

planning  a  saturation  campaign? 

Here's  how  a  veteran  media  execu- 
tive at  Young  &  Rubicam  summed  up 

the  problem : 

"Up  to  a  point  in  spot  radio,  the 
more  announcements  you  pile  on.  the 
more  homes  you  reach. 

"But,  as  you  continue  to  pile  up  the 
announcements,  the  emphasis  of  your 

campaign  begins  to  shift  automatically. 

IN  THE   LAND   OF 

MILK  ANDl*ONEY 

THE  ONLY  CBS  PROGRAMMING  AVAIL- 
ABLE TO  A  MILLION  NICE  PEOPLE! 

From  7  A.M.  to  1  A.M. 

Yep!  Bigger'n   Baltimore! 

HATCH  R.  EVANS,  Gen.  Mgr         •       WEED  TV.  Rep 
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You  slow  down  in  the  number  ol  new 

radio  homes  you're  reaching.  But  you 
begin  to  increase  the  number  of  times 

you're  hitting  any  one  home  in  the 

group  you  are  reaching." 
Where  is  this  magic  cut-oil  point? 

It  all  depends  on  the  campaign  and 

the  product,  agencymen  told  sponsor. 
One  advertiser — like  an  auto  firm  with 

a  new  car — may  want  to  get  the  broad- 
est home  base,  regardless  of  how  main 

announcements  it  takes  to  get  there. 
Such  an  advertiser  will  go  the  limit 

on  budget.  But  another  advertiser — 

such  as  a  baby  food — might  prefer  a 
fairly  broad  home  base  but  would  want 

to  reach  young  housewives  with  as 
much  repetition  as  possible. 

Timebuyers  and  media  men  \sitli 

wide  experience  in  spot  radio  have 
some  formulas  of  their  own  as  to  what 

frequency  will  give  you  "saturation" 
in  a  major  market  today. 

Here  are  some  examples: 

"When  I'm  just  starting  to  plan  a 
sizable  spot  radio  campaign,  I  usually 
take  all  of  the  radio  stations  in  the 

market  and  multiply  the  figure  by  two. 
That  will  be  my  weekly  base  frequencv 
to  do  an  average  job.  If  there  are  10 

stations,  I'd  buy  20  announcements 
weekly,  in  other  words.  I'd  then  go  up 
or  down  from  this  base — but  mostly 

up,  '  said  Kudner  assistant  media  di- 
rector John  Marsich. 

"If  \oure  going  to  have  a  saturation 
campaign,  you  should  figure  roughly 
on  150  spot  announcements  a  week  in 
the  top  10  or  15  U.  S.  markets,  and 
about  60  announcements  weekly  in  the 

next  20  markets,"  said  Mary  McKenna, 
former  Benton  &  Bowles  timebuyer 
who  is  now  research  chief  of  \\  \K\\. 

"'We  used  to  feel  that  15  radio  an- 
nouncements weekly  in  the  top  mar- 

ket-, spread  around  on  three  stations, 

was  a  pretty  solid  schedule,"  said  J. 
Walter  Thompson's  Jayne  Shannon. 

"But  today  I'd  say  you  had  to  have 
three  times  that  frequency,  at  least,  in 
order  to  have  minimum  saturation.  If 

you  really  want  to  hit  the  audience 

hard,  you  ma)  ha\e  to  have  60  or  70 

announcements  weekly." 
The  David  J.  Mahoney  agency,  in 

planning  saturation  radio  campaigns 

for  Virginia  Dare,  has  another  slant 

on  the  problem.  It's  one  that  is  par- 
ticularly interesting  to  spot  tv  adver- 

tisers (see  "Virginia  Dare  comes  back 

to  'full  strength"  spot  radio,"  SPONSOR 
4  April  1955 ). 

The  Mahoney  media  men  feel  that 
you  begin  to  saturate  a  radio  market. 

on  a  minimum  basis,  uitli  a  stead) 

frequency  "I  around  35  announcements 
a  week.  But,  in  practice,  the  agency 

actual!)  runs  the  frequency  rate  be- 
tween .i>  .mil  1  <  m  >  announcements 

weekl) .  according  to  Media  Dire*  toi 
Roger  Bumstead.  Reason:  Mahone) 

figures  you  can  bu)  20-25  radio  an- 
nouncements for  the  price  ol  one  g   I 

t\  announcement  today  and  good  t\ 
availabilities  are  too  few  and  far  apart. 

Dollar  for  dollar,  the  Mahone) 

agency  has  found  that  in  a  top  radio- 
tv  market  radio  delivers  about  seven 

and  one-half  times  more  audience  im- 

pressions than  t\. 

Station   executives,   too,   bave   some 

Strong  idea-  ol  theii  own  on  H  hat  i~. 
aid    H  li.it     i-n  I.    spot    i.idm    -at  II I  at  mil. 

Man)    would   prefer   the  equivalent 
dl  'II. II    \  olllinr    id    short   t<  I"!    -aim  atioli 

<  ampaigns  t"  I"  spread  ovi  week 
basis,  h  -  often  ,i  real  heada<  In-,  sta- 

tion men  58) .  t<>  "leal  an  aiinoiiii«  e- 
menl  a  bedule  "I  50,  75  or  loo  week- 
K  on  a  lew  days  notice,  onl)  to  have 
ih«-  -lot-  vacated  in  a  month. 

But  station  nun  feel  thai  if  an  -i>\- 
v . - 1 1 1 — t  i  i»  jjoin^  to  urn  a  saturation 

schedule,  he  should  make  it  l>i^  enough 
to  be  effective. 

I     S.    Marshall,   president   ■•!    v\  t  i 

I — 

MR.  CIGARETTE  MANUFACTURER- 
just  two  cartons  of  your  cigarettes  sold  to  the  homes 

reached  by  WCN  alone  would  mean  53,092,400  packs  — 

nearly  $11,000,000  at  $2.00  per  carton! 

WCN  reaches  more  homes  than  any  other  advertising 

medium  in  Chicago,  and  our  Complete  Market  Saturation 

Plan  has  proven  it  can  sell  your  products  to  these  homes. 

*N!elsen  Coverage  Service — Monthly  Daytime  Audience 

A  Clear  Channel  Station 

Serving  the  Al  i, LI  I ,  II  est 
MBS 

Cr> 
Wfi 

Chicago 

II 
Watti 

720 

Dial 

For  your  best  television  buy  in  Chicago,  it's  WCN-TV,  Channel  9- 
delivering  top  results  for  advertisers. 
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WOLF,  summed  it  up  typically 
fur  SPONSOR. 

"There  are  .1  greal  many  advertisers 
isionall)     in    the    market 

for  'saturation'  schedules  who  end  up 
buying     1<)    or    15    announcements    a 
week  in  a  metropolitan  market. 

"The)  imagine,  or  are  advised  by 
their  agencj .  that  such  a  schedule  is 
saturation,  and  radio  loses  a  chance 

to  show  what  it  can  really  do. 

"It  is  significant  that  retail  advertis- 
er-, who  naturall)  have  a  better  chance 

to  check  results  b)  "kc\  specials'  than 
do  manufacturers,  seldom  fool  around 

with  small  doses  of  radio.  Our  super- 
market ad\crli-ii-  almost  invariably 

run  12  or  more  a  day  on  peak  days. 

We  have  at  present  eight  local  ac- 
counts who  broadcast  30  to  57  an- 

nouncements a  week  regularly,  and 

build  peaks  on  top  of  this  for  special 

event-.    This  is  saturation." 

Who*  stations?  If  you're  playing  in- 
dustry averages,  your  saturation  cam- 

paign now  looks  something  like  this. 
1.  You  want  to  reach  about  50%  of 

the  radio  homes  weekly. 

2.  You'll  use  between   75  and   100 

announcements  weekK  in  the  major 
markets  to  do  the  trick. 

But  what  outlets  should  you  bu\  ? 

There  are  two  distinct  schools  of 

thought  on  this,  you'll  find. 
The  first  group  will  urge  that  you 

put  all  your  advertising  eggs  in  one 
ladio  basket.  Buy  one  or  two  top  sta- 

tions in  a  market,  they  propose.  What 
stations?  The  top  network  outlet  and 

the  top  independent.  Why?  Because 
your  concentration  on  these  two  sta- 

tions will  earn  you  nice  discounts. 

And,  it  will  help  to  off-set  the  higher- 
than-average  cost  of  each  announce- 

ment, as  compared  with  the  average 
I  rice  per  announcement  of  all  stations 
in  the  market. 

I  In1  -r., mil  ;_.|  uup  has  the  same  l.n  - 

get,  but  urges  a  different  route  for  get- 
ting there.  Spread  the  announcements 

all  over  the  dial,  they  urge,  and  forego 
some  of  the  discounts.  This  way, 

they'll  tell  you,  you'll  reach  a  wide 
cross-section  of  listening  —  network 
shows,  music-and-news,  classical  mu- 

sic, sports,  farm  programs,  and  so  on. 

What  price  sttturation?  At  this 

point,  you  can   start   to   doodle  some 

THE  MOST  POWERFUL  RADIO  AND  TELEVISION  COVERAGE  IN  THIS  REGION 

CKLW  radio  covers  a 

15,000,000  popula- 
tion in  5  important 

states.  The  lowest  cost 

major  stotion  buy  in 
the  Detroit  area. 

800  kc.  Radio 
50,000  Watts 

National  Rtp. 

Adam  J.  Young,  Jr.,  Inc 

Channel    9 

325,000  Watts 
J.  E.  Campeau,  Pret. 

Guardian  Bldg.,  Detroit 

figures.  They  should  look  something 
like  this: 

1.  The  average  cost  of  well-rated 
radio  announcements  todav.  timebuy- 
ers  estimate,  runs  between  $30  and  $50 
net  apiece  in  the  largest  U.  S.  cities, 
provided  the  campaign  is  about  four 
weeks  long. 

2.  You're  figuring  on  a  loose  aver- 
age of  100  spot  radio  announcements 

weekly  in  the  largest  markets.  That 
puts  your  per-market  weeklv  costs  into 

the  $3,000-15,000  weekly  '  (brackets) if  you  want  to  achieve  a  level  of  real saturation. 

3.  You  are,  let's  say,  planning  to 
clobber  the  top  50  markets  during  the 

run  of  your  campaign.  That  means  a 
"nationwide"  weekly  cost  of  some  $20,- 
000  weekly  for  time  charges.  To  this 
\ou  can  add  the  costs  (fairly  nominal) 
of  recording  talent,  pressings,  shipping 

charges  for  transcriptions  and  the  like. 

4.  On  a  13-week  basis,  vour  cam- 

paign, timebuyers  told  sponsor,  might 
run  you  around  $250.000 — more  or less. 

At  this  rate,  you'd  be  spending  in 
the  neighborhood  of  $1,000,000  annu- 

ally to  achieve  a  comfortable  level  of 

steady  spot  radio  saturation. 

You've  probably  noticed,  however, 
that  many  of  the  saturation  drives 

you've  seen  are  of  a  short-term  dura- 
tion. Apart  from  the  fact  that  a  brief, 

intensive  push  may  be  all  the  adver- 
tiser wants  at  the  time,  the  length  of 

the  campaign  is  sometimes  a  matter 

of  co-l-. Remember  how  man\  more  an- 
nouncements \ou  have  to  buy  to  push 

the  level  of  homes-reached  up  a  few- 
percentage  points? 

Apply  the  figures  above  to  a  "75% 
of  homes"  campaign,  and  you'll  find 
that  il  might  cost  as  much  as  $4,000,- 
000  annualK  In  keep  up  massive  pres- 

sure of  this  type  all  year  in  all  major 
markets.  But  ihi-  has  no!  been  the 

pattern. Saturation's  future:  \i  the  mo- 
ment, most  saturation  advertisers  in 

spot  radio  are  usim:  the  technique  on 
a  market-by-markel  basis,  rather  than 
.1  nations  ide  basis. 

I  In-  includes  advertisers  such  as: 
tnstanl  Maxwell  House  I  Benton  & 

l'"w les  1.  Halo  Sham]    |  Bryan  Hous- 
ton),    Wild,,,,,)     (BBDO)     and     I.WI 

1  igarettes  I  <  unningham  &  \\  alsh  1. 
I  he  others  w  ho  do  trj  to  cover  the 

whole  nation  usuall)  <U<  -,>  onlj   lor  a 
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"llight"  of  announcements  (two  to 
eight  weeks),  and  then  drop  back  to 
regular  schedules  or  drop  out  entirely. 

This  group  includes:  Ford  (J.  Wal- 
ler Thompson),  P&G  (various),  Men- 

nen  (Kerry on  &  Eckhardt).  Lipton  Tea 
I  Young  \  Rubicam),  Super  Anahist 

(Ted  Bates!  and  man)  others. 
But  most  timehuyers  surveyed  b) 

sponsor  predicted  a  trend:  More  and 
more  advertisers,  they  said,  will  start 

putting  their  saturation  campaigns  on 

a  regular  basis,  covering  as  many  mar- 

kets as  possible.  *  *  * 

BLACKLISTING  PROBE 

(Continued  from  page  43) 

mentioned  others  in  the  agency  that 
they  wanted  to  talk  to,  but  no  one  else 

would  talk.  They  have  a  bunch  of  peo- 
ple going  to  talk  to  agencies,  but  they 

don't  know  anything  specific." 
Another  radio-tv  v.p.  at  one  of  the 

top  30  radio-tv  agencies  said:  "I'm  de- 
lighted that  the  Fund  is  doing  this  job. 

We've  been  running  into  terrible  prob- 
lems at  times — all  kinds  of  phone  calls 

from  clients  because  of  letters  or  calls 

they  in  turn  have  had.  It  would  be 

very  tough  for  a  job  like  this  to  be 
undertaken  within  the  industry  itself, 
desirable  though  it  may  be. 

"At  an  agency  you're  under  constant 

client  pressure.  That's  why  I'm  glad 
this  outside  group  is  undertaking  the 

job,   but    I    bet   they'll   have   a   rough 

time.  I  personalis  would  cooperate 

full)   w  ith  them." 
The  radio-tv  v.p.  of  still  another  top 

radio-t\  agenc)  put  it  this  wa)  :  "We've 
got  to  be  realistic  about  this.  Ever) 
agency  has  some  sort  of  a  file,  and 
the  criteria  depend  on  who  runs  it. 

Certain  types  of  clients  clamp  down 

more  than  others.  Personally,  I  don't 
care.  I  wouldn't  want  to  hire  a  Com- 

mie, myself — I  don't  think  they've  gol 
a  place  in  America.  And  if  a  guy's 
being  investigated  and  he  refuses  to 

answer,  well,  you've  got  to  form  vour 
own  conclusions.  But  if  a  guy  clears 

himself.  I  personally  don't  see  any 
reason  for  not  hiring  him.  Still,  it 

isn't  my  dough.  Look  at  what  hap- 
pened a  few  years  back. 

"Some  gal  sang  on  our  client's  net- 
work tv  show,  and  the  next  day  that 

phone  was  hopping  like  mad.  It  seems 
that  the  sponsor  got  a  letter  from  some 
character  complete  with  a  photostat  of 

a  handbill  inviting  people  to  some  rai- 

ls .  and  the  gal's  name  was  on  the  hand- 
bill as  a  performer.  The  client  was 

mad  as  hell.  He's  spending  a  small 
fortune,  so  he  doesn't  want  to  be 
caught  in  the  middle  of  a  controversy. 
I  felt  sorry  for  the  gal,  because  that 

was  a  one-time  thing  and  the  rally  had 
a  real  patriotic-sounding  name,  and 

ma)  he  she  didn't  know.  But  what's  the 
sponsor  going  to  do?  And  what  can 
an  outside  group  like  this  Fund  do 

when  it's  a  question  of  sales?" 
sponsor   spoke  to  Fund   staffers   to 

get  the  picture  ol  its  operations.  The 

Fund's  approa<  h.  a<  >  ording  t"  Mi<  had 
Han  111-ton.    a    [oi  nier    Life   «  <  1 1 1 « ■  r    who 

is  (  ogle)  s  administrative  assistant,  is 

"journalistic,  nol  academic."  llead- 
quai  tei  s  for  the  project  are  two  small 

adjoining  offices  in  New  i~  oik-  Shel- ton  Hotel.  Two  Fund  staffers  are  cur- 

rentlj  working  out  of  I  lolK  u   I.  re- 
searching the  political  criteria  in  movie 

in  dust r)  hiring     I  ive  others  are  work- 

******** 

"There  arc  two  force-  al  work  to  en- 
courage experimentation  and  change. 

The  first  of  those  is  that  it  baa  become 

incredibly  costly  to  remain  on  television 
and  use  an  ineffective  and  imitative 
-ale-  approach.  \d\erti-er>  are  begin- 

ning to  realize,  in  this  connection,  that 
relatively  little  can  be  done  am  more  in 
the  direction  of  controlling  the  coal  of 
reaching  viewers,  hut  that  a  great  deal 
can  he  done  in  increasing  the  effective- 
tiveness  of  the  commercials  you  present 

to   them." HORACE   SCHWERIN /'resident 

Schtcerin    Research   Corp. 
ISetc   York 

******** 

ing  primaril)  on  radio  and  tv  out  of 
New  York.  The  staff  is  composed  of 
six  men,  three  women.  Three  of  the 

staffers  were  with  Time  Inc. — one  as  a 

Fortune  writer,  two  as  Time  research- 
ers. Two  others  have  a  background  in 

labor  journalism. 

Exact  form  the  staff's  report  Avill 
take  has  not  been  determined.  It  may 

be  put  together  as  a  book  or  as  a  se- 

ries of  articles,  Cogley  states.        *  *  * 

Quafter^ii
r  JF irsts** 

~  co  Blue-Chip  NBC W«'th  Over  50  ■"£  Top 
Programs  A nd   W'  Cl/ArV  Week!. 

SEE  YOUR 

PETRY 

MAN  TODAY r.    .    •KEDD 

Is  The  Best  Buy  In 

Wichita's  Big  Ten-County 
Market  -  Reaching  Over 

-\      148,000  Sets 
In  The  Area. 

rtNtt*)^ 
*ARB 

JANUA
RY 

V955 
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29 of  the  Best 
Independent 
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ALWAYS  BEST 
in  the  MARKET  - 
the  AIMS  station! 
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I  Continued  from  page  37  > 

had  farm  shows  hut  this  year  the  fig- 

ure  stands  at  70',.  Home  economics 
shows  have  taken  a  sizable  jump.  The 

L954  figure  for  homemaker  shows  was 

Hi'  i  :  today  the  figure  stands  at  61 '  ,  . 
I  he  percentage  of  stations  airing  -hows 
tailored  especialh  for  minority  audi- 

ences is  about  the  same  this  year  as 

last  -51%.  Negro  radio  is  up.  from 

25  to  29' ,  . 

There's  been  a  slight  decrease  in  the 
amount  of  foreign-language  program- 

ing other  than  Spanish;  it  went  from 

I1''  ,  carrying  foreign-language  broad- 
casts in  1954  down  to  17%  today. 

Spanish-language  programing  is  hold- 

ing stead)    al   7'  ,  . 
rhere's  no  lack,  however,  in  the  va- 

riety of  languages  imohed.  which  has 

grown.  Programs  in  no  less  than  38 
foreign  languages  are  aired  in  radio 
in  the  U.S.  and  Canada.  The  languages 

range  from  Arabic  and  Greek  to  Japa- 
nese and  Lithuanian.  There  are  even 

stations  which  air  programs  in  the  Na- 
vajo Indian  tongue. 

•  Loral  Tv.  There  have  been  some 

major  shifts  in  the  pattern  of  local  tv 

programing. 
The  percentage  of  stations  airing  lo- 

cal feature  films  is  the  same  this  year 

as  last-  95',.  But  the  feature  shows, 
largely  due  to  the  growing  lateness  of 

network  daily  schedules,  are  being  tele- 
cast in  later  time  periods.  Last  year, 

71',  of  tv  stations  had  a  late-night 
feature  film  show.  This  year,  the  fig- 

ure is  84%,  a  noticeable  gain. 

Local  tv  homemaking  shows  have  in- 

>  teased  somewhat,  from  81  In  'Hi',  ,,f 
stations.  But  here  again  is  a  trend  be- 

neath the  surface,  timebuvers  will  be 

interested  to  learn.  Homemaking  shows 

are  becoming  broader  in  scope.  Al- 

though 90','  «>f  them  are  si  ill  based 
around  the  kitchen  stove,  70' ,  of  them 
also  feature  decorating  and  fashion 

tips,  55%  also  feature  "do-it-yourself" 
aetix  ilies  and  35'  ,    feature  child  care. 

The  percentage  "I  i\  stations  carry- 
ing local  newscasts  has  gone  down  a 

h  ill.-  from  97  to  90' ,  .  This  is  olf- 
sel  In  ipiile  a  degree  1>\  the  lad  thai 

news  coverage  at  the  local  level  is  ex- 

panding.  I ,asl  j ear.  onlj  ■>_''  -  of  the 
stations  produced  their  own  local 

filmed  newsreels.  This  vcar.  50',  of 
the  stations  film  local  happenings. 

I  ud  othei  i\  categories  have 

dropped  somewhat,  perhaps  due  to  in- 
tensive    radio    competition     in     these 

fields.  Local  t\  folk  music  shows  were 

aired  by  43',  of  tv  stations  last  year; 
this  year,  the  figure  stands  at  36%. 
Local  sportscasts  were  televised  by 
42%  of  stations  in  1954:  today  the 
level  is  34%. 

Syndicated  films  this  year  have  be- 
come almost  as  widespread  as  network 

programs.  Of  the  total  tv  station  re- 
spondents, 82' ,  air  syndicated  film 

shows  of  some  sort;  94',  also  air 
network   shows. 

Television  shows  slanted  to  the  farm 

audience  are  also  on  the  increase.  In 

1954,  some  47'r  of  tv  stations  aired 
farm  tv  programs — crop  reports,  fann- 

ing tips,  weather,  farm  bulletins,  mar- 
ket conditions  and  the  like.  This  year, 

due  mostl)  to  the  recent  growth  of  tv 
in  small  cities  and  farm  areas,  the  per- 

centage of  stations  airing  t\  farm 
shows   has    risen    to    56%. 

Juvenile-appeal  shows  have  also  in- 
creased in  local-level  tv  programing. 

Today,  more  than  nine  out  of  10  sta- 
tions -  92'  ,  air  localh -produced 

moppet  or  teen-age  programs.  A  year 

ago,  that  figure  stood  at  86' .  . 
Programing  definitely  slanted  at  mi- 

nority  viewers  has  generally  eased  off 

a  bit,  dropping  from  a  1954  level  of 
Hi',  I,,  .,  1955  figure  ol  9',  .  How- 

ever,  Negro-slanted  tv — following  in 
the  footsteps  nl  the  huge  sun  ess  of 

Negro-appeal  radio  -  -  has  increased 
from  3  to  5%,  and  now  covers  nearly 

20  tv  outlets  in  the  U.S.  Foreign-lan- 

guage tv  is  still  confined  to  one  or  two 
of  the  largest  citie-  i  except  for  French 
tv  show-  in  big  Canadian  cities  like 
Montreal  i  and  does  not  as  \  ct  emerge 

as  a   recognizable  trend.  *  *  * 

".  .  .  and  see  that  your  radio  stays 

tuned  to  Bob  Johnson's  Early  Birds 

on    KRIZ    Phoenix!" 
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BIG  TV  SHOWS 

(Continued  from  page  32) 

long-term  deal  at  a  hi«ih  figure  in  or- 
der to  insure  against   raiding.     Uter- 

nate  sponsor.-  lla/t*l  Rishop  and  Proc- 
ter &  Gamble  are  paying  a  bigger  bill 

as  a  result. 

Such  network  deals  with  talent,  Spec- 
tor  complains,  are  driving  costs  too 

high.  Station-.  Furthermore,  are  con- 
stantly raising  rates.  And  the  various 

unions  appl)  their  pressures  steadily. 
Somewhere  along  the  line  something 

lias  to  gi\e.  the  Hazel  Bishop  head  in- 

sists.  "  I  \   must  not  live  in  a  vacuum." 

Mo-t  important  of  all,  perhaps,  in 

Specter's  \iew.  is  the  increasing  dis- crimination of  the  audience.  Where 

block  programing  was  significant  in 
radio,  he  believes  it  plays  a  minor  role 
in  tv.  Viewers  are  growing  more  and 
more  selective. 

This  is  paralleled  1>\  a  more  critical 
appraisal  of  the  medium  toda\  on  the 
part  of  advertisers,  Spector  says.  He 
adds   the    following   comment: 

'"Advertisers  have  never  spent  such 
great  amounts  of  mone)  in  combina- 

tion with  such  frequency  in  anv  other 
medium  as  in  television.  Some  of  us 

are  beginning  to  wonder  whether  we 
could  not  achieve  outstanding  results 

if  we  applied  the  tv  pattern  to,  let  us 

say,  newspapers.  I  should  like  to  re- 
mind the  television  industry  that  Ha- 

zel Bishop's  first  great  advertising  suc- 
cesses were  scored  in  newspapers." 

At  the  same  time,  Spector  declares, 

it  must  be  recognized  that  television 
is  the  greatest  of  all  media.  There  has 

never  been  anything  like  it.  The  doubts 

are  arising  now  only  because  of  the 
frightening  increases  in  costs. 

"Insertion"  faults:  Spector  rejects 

the  concept  of  "insertion"-type  spon- 
sorship. Such  a  participation  ap- 

proach, he  feels,  suffers  from  two  in- 
herent faults: 

A^o  sponsor  identification:  Spector 
\iews  sponsor  loyalty  as  a  major  fac- 

tor in  commercial  success  on  tv.  Thi> 

i>  made  startlingly  clear,  he  told  SPON- 
SOR, when  This  Is  Your  Life  features 

a  subject  with  whom  specific  popula- 
tion groups  can  identify  themselves. 

Localized  sales  leaps  testify  to  the  ex- 
istence of  a  fund  of  good  will  which 

is  expressed  in  such  instances  by  large- 

scale  purchasing  of  the  sponsor's  prod- uct. 

A'o    integration   of   commercial   am! 

CARTER   M.   PARHAM,   Pretident 

HEADS  'N SHOULDERS 

ABOVE  THE  REST! 

Top  "Hooperatings"  in  41 

out  of  a  total  of  62  meas- 

ured quarter  hours  (7:00 

a.m.,  -  10:30  p.m.)  Mon- 

day thru  Friday.  See  the 

January-February  1955 

Hooper  Report. 

It's  a  TERRIFIC  Story! 

AskBRANHAM! 

D  A  HIA    NBC  AFFILIATE  IN 
KADKJ    CHATTANOOGA,  TENN. 

•  KEN    FLENNIKEN,    General    Manager 

/h       Pi 

"|T000WATTif 

w-PAL 
of  Charleston 

South   Carolina 

VV  hen  you  sell  the  Negro 
Market  in  the  Charleston 

area,  you  sell  half  the  popu- 
lations! 

The  Negro  market  is  sold  on 
w  PAL! 

Consequently,  you  can't  sell 
the  Negro  Market  without w-PAL! 

Let  Emmett  Lampkin  or  Bob 

Vichols,  two  of  the  South's 
greatest  Negro  radio  person- 

alities, sell  for  youV 

Forjoe  &  Company 

I  )or  i  C  l.i\  ton 
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...cuts  cost  too! 

negro  rodio 

Gill-Perna,   Inc.,  Nat'l  Representatives 

Lee  f.  O'Connell,  West  Coast 

program:    Spector    lias    a    qualitative, 
rather  than  a  quantitative  interest  in 

programs.  For  example,  when  asked 
whj  he  had  cancelled  The  Martha 
Raye  Show  in  view  of  its  high  ratings 
(which  he  had  been  happy  with  last 

November — see  "The  Spectaculars,  an 

interim  report."  sponsor,  15  Novem- 
ber 1954)  he  replied,  "I  would  much 

rather  not  discuss  the  entire  subject 

of  ratings." Instead,  he  dismissed  them  with  the 
observation  that  audience  measure- 

ments too  often  lead  people  to  over- 
look the  most  important  factor  of  all 

— intensity  of  vieiving.  What  counts 
is  how  attentively  the  viewer  watches 
and  how  he  feels  about  the  show,  he 
says. 

From  this  point  of  view  the  all-im- 

portant question  is  whether  "the  loy- 
alty and  affection  which  a  star  gen- 

erates flows  over  to  the  commercials." 

Spector's  answer  is,  yes.  This  is  why, 
he  insists,  proper  integration  of  com- 

mercial into  the  show  is  so  important. 

By  integration,  Spector  does  not 
mean  that  the  star  must  necessarily  de- 

liver the  commercial,  or  actually  take 

part  in  it,  but  that  the  transition  be- 
tween the  program  and  commercial 

be  smooth  and  that  the  commercial 

itself  be  in  keeping  with  the  show's 
spirit  and  content. 

This  might  better  be  described,  says 

Spector  as  "harmonizing"  rather  than 
as  "integration."  Commercial  and 
show  should  "harmonize"  with  each 
other. 

Mis  agency's  research  department 
has  found,  Spector  reports,  that  view- 

ers tend  to  like  commercials  more 

when  they  are  so  "harmonized"'  with the  rest  of  the  program. 

On  t lie  other  hand,  he  insists,  the 

noii-"hannonized  '  commercial  which 
is  abruptly  dropped  into  a  show  hurts 
both  itself  and  the  program. 

"It  should  never  be  forgotten,"  Spec- 

tor  warns,  "that  people  turn  their  tv 
sets  on  to  see  a  show,  not  a  commer- 

cial." This  is  why  it  is  necessary  to 
lead  them  on  to  the  sales  pitch  in  a 

pleasant,  easy  manner.  Spector's  pref- 
erence is  for  a  lead-in  by  the  star. 

But  you  have  to  be  careful  not  to 
mislead  the  viewer.  If  you  trick  him 

into  thinking  he  is  going  to  see  part  <d 
the  >liow,  and  then  catch  him  with  a 

commercial  instead,  you  wind  up  with 
resentment  for  \  our  de\  ei  ness  i  ather 

than   approval,  Spector  states. 
In  neiiher  the  Sunday  night  spectac- 

ulars, which  Hazel  Uishop  has  co-spon- 

sored  with  Sunbeam  Corp.,  nor  The 

Martha  Raye  Show,  has  "harmony" 
reigned  between  the  show7  and  com- 

mercial,  according  to   Spector. 

So  far  as  he  is  concerned,  his  thesis 

is  proved  by  the  failure  of  the  big 
shows  to  produce  lipstick  sales.  Many 
advertisers  are  unwilling  to  attribute 

-ales  results  directly  to  specific  ad  ve- 
hicles, but  Hazel  Bishop  has  found  a 

sensitive  barometer  in  variety  and  oth- 
er self-service  stores.  These,  says  Spec- 

tor,  re-order  about  every  10  days  or 

so,  and  directly  reflect  customer  in- 
terest in  the  product.  This  Is  Your 

Life,  he  reports,  produces  immediate 
sales  action  that  is  immediately  mea- 

surable through  the  size  of  re-orders. 
Sales  in  markets  covered  by  This  Is 

Your  Life,  he  adds,  are  invariably 

greater   than    in    other   markets. 

(Hazel  Bishop,  it  should  be  pointed 

out.  does  not  employ  the  common  deal- 
ership structure.  For  companies  that 

do — Sunbeam,  Ford,  Oldsmobile  are 

i  samples — the  merchandising  aspects 

of  the  big  show's  are  of  tremendous 
importance.  The  lipstick  firm  has  only 

nine  salesmen,  needs  no  merchandis- 

ing gimmicks  to  stimulate  a  sales  force. 
According  to  Spector,  Hazel  Bishop 
introduced  modern  mass  distribution 

techniques  into  the  lipstick  business.) 

Simplicity      and      showmanship: 

Spec-tor's  opposition  to  big  shows  stems 
not  only  from  an  irritation  over  high 

costs,  but  from  the  belief  that  they  are 

too  big-cityish,  too  sophisticated  to 
satisfy  the  mass  taste.  Some  might  call 

him  "corny,"  but  Spector  is  a  strong 

"She  told  mc  I  was  the  dream  that 
KRIZ  Phoenix  had  the  sandman 

send  her." 
94 
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advocate  of  the  sentimental  and  heav- 

ily emotional  in  programs.  This  Is 
Your  Life  is  a  perfect  case  in  point. 

Simplicity  and  showmanship  go  to- 

gether in  Spector's  eyes.  ̂   ou  don't 
need  spectacle  to  interest  an  audience. 

Hazel  Bishop's  two  new  fall  shows  are 
cited  as  examples  of  this  point.  Place 

the  Face,  which  has  heen  around  be- 

fore, will  obviously  be  built  on  the  per- 
sonalities and  talents  involved.  Appar- 

ently the  show  is  being  revised,  but 
no  details  are  available  at  this  time. 

The  fact  that  the  program  is  a  Ralph 
Edwards  property,  however,  indicates 
that  it  will  not  be  endangered  by  too 
much  sophistication. 

The  Dunninger  Show  is  described 

by  Spector  as  "our  kind  of  show."  He is  convinced  that  this  fall  tv  show  will 

be  one  of  the  major  events  of  the  sea- 
son. Present  plans  call  for  Dunninger 

to  read  thoughts  of  famous  personali- 
ties and  to  expose  famous  illusions  of 

stage  magicians.  A  number  of  sensa- 

tional stunts  are  planned — which  seem 
sure  to  cause  nationwide  excitement  if 

they  work — like  the  mass  telepathic 
communication  Dunninger  hopes  to 

carry  on  with  the  audience  throughout 
the  country. 

It  is  interesting  that  Spector  says  he 

bought  the  show  after  talking  with 
Dunninger  and  convincing  himself  that 

the  man  was  legitimate.  He  refused  to 

look  at  a  kinescope,  preferring  to  be 

guided  by  personal  talks  with  Dun- 
ninger. Dunninger  apparently  con- 

vinced Spector  by  a  personal  mind 
reading   demonstration. 

Look  for  some  bold  time-slotting 
with  respect  to  the  two  new  tv  shows. 

While  fall  periods  are  not  yet  set, 

Spector  doesn't  expect  to  have  any 
trouble  finding  a  slot  I  despite  the 
crowded  nighttime  network  tv  lineup) 
because  he  says  he  is  willing  to  take 

time  periods  other  sponsors  don't  want. 
Spector  has  had  great  success  in  plac- 

ing programs  opposite  rating  power- 

houses. He  cites  the  slotting  of  Drew- 
Pearson  opposite  Jack  Benny  back  in 

the  heyday  of  Benny's  radio  show. 
The  reasoning  was  that  since  most  of 

the  people  who  liked  comedy  were  lis- 

$60.00  INVESTMENT 
SOLD  $1,500.00  in  floor  covering 
via  ALL-NEGRO 

WSOK 
NASHVILLE,  TENNESSEE 

lening  t<>  Benny,  an  entirel)   differenl 

type  "I   program  would   find  different 

listeners.     IVai~on'~  .u,  ,  ,■--   IS  history, 
said  Spe<  tor. 

\  similar  radio  success  was  scored, 

he  said,  when  tlexander's  Mediation 
Board  was  slotted  directl)  against  I  Id- 

gar  Bergen  and  Charlie  \l  I  arthy. 
And  on  tv,  Spectoi  spotted  This  Js 

)  our  Life  against  the  Pabst  fights  on 
CI!S  T\  \\  ednesda\s.  \ol>od\  want- 

ed to  buck  the  fights,  he  recalls,  but  it 

seemed  obvious  that  women  weren't 
enthusiastic  about  them  and  would  re- 

spond if  a  show  slanted  their  wa) 
came  by.  The  record  shows  the\  have 

responded. 
Note  that  the  talent  cost  of  each  new 

show  is  estimated  as  being  under  $25,- 

000,  a  far  cry  from  the  huge  program- 
ing sums  laid  out  for  the  spectaculars. 

Spector  says:  "I  am  opposed  to  net- 
work control  of  shows.  No  individual 

can  he  judge,  jury  and  complainant  at 
the  same  time.  It  is  inconsistent  with 

every  element  of  common  sense.  The 

same  is  true  of  networks  and  pro- 
grams. When  a  network  has  a  flop,  it 

cannot  have  the  objectivity  to  toss  it 
out;  too  much  of  itself  is  invested  in 

the  project.  The  networks  thus  have 

become  entrapped  in  their  own  crea- 

and  destro)    what  the)    seek  to 

a<  bieve." <«»!»•/••  Hazel  Bishop  copj  illustrates 

the  Spector  approach.  Like  the  pro- 
grams, the  commercials  are  simple  and 

prett)  basic.  First  major  cop)  theme 

was  that  Hazel  Bishop  lip~ti<  k  would 
nol  smear  oil  or  leave  telltale  traces 

on  the  1m.\    Ei  iend's  shirl  <  ollai , 

Later,  the  "long  lasting"  notion  im- 
plicit in  this  non-smear  theme  was  em- 

phasized. I  In-  i-  >lill  the  main  idea, 

with  the  "creamy,  won't  dry"  thought added. 

Spector  make-  it  -(Mind  easj  :  "There 
i-  no  guess  work.  Our  copy  simpl) 
tells  women  what  our  research  reveals 

the)  want  to  hear."  \  large  part  of 
the  company's  success,  he  explains, 
arises  from  application  of  research  in- 

formation in  the  product  field.  A  nota- 

ble example  i-  the  mw  "Compai  I  Make 
I  p,"  which  was  developed  after  agen- 
C)  researchers  found  out  women  waul- 

ed two  formulas,  one  for  dry,  one  for 

oily  skin.  The  company  expe<  ts  it  to 

be  its  biggest  seller. 

Commercials  are  always  live.  Rea- 

son: "The)  must  convince,  and  dem- 
onstrations are  most  convincing  when 

thev  are  live."  *  *  * 

MKOW  Cotmi/uk_. 
msm  Trice  $$  Big 

$$  Milwaukee 
Sell  it  at  half  the  price! 

The  50  county  wKOW  COUNTRY  market  with  Madison  as 

itscapitol  city,  has  retail  sales  of  $2.6  BILLION  annually— 

627c  of  the  state's  total,  over  twice  as  high  as  Milwaukee. 

You  can  sell  it  all  at  bargain  rates  on  WKOW,  Wisconsin's 
mpst^powerful  radio  station,  at  half  the  cost  of  Milwaukee. 

Ask  your  Headley-Reed  Co. 
man  for  proof  ol  performance 
and  the  wKOW  COUNTRY 
Saturation  Hate  Plan. 

WKOW 
MADISON,  WIS. 

CBS 
Affiliate 

«55rttt«. 
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C  BS K^dic 
5.000  WATrS-l280KC 

EUGENE. OREGON 
WANT  MO/*£  FACrS  ? 

-coA/rAcr  w£ED  e  co. 

the  music  that 

pleases  .  .  .  the  people 

pleases  uou  .  .  . 

the  sponsor  I 

CALL  OR  WRITE 
NOW  FOR  SPOT 
AND  PROGRAM 
AVAILABILITIES 

KOME 
THE    MUSIC    STATION     FOR 

THE   MAGIC    EMPIRE 

5000  WATTS 
TULSA,  OKLAHOMA 

OTHER  SIDE  OF  THE  STORY 
[Continued  from  page  33) 

the  firm  having  sponsored  two-hour 
Shakespearean  productions  as  well  as 

Gian-Carlo  Menotti's  opera,  "Aniahl 
and  the  Night  \  isitors. 

In  explaining  the  Hall  Bros,  ad  ap- 
proach. Roger  Pryor,  vice  president  in 

I  charge  of  radio  and  tv  for  Foote,  Cone 
iv  Belding.  New  York,  told  sponsor: 

"As  the  leader  in  the  greeting  card 
industry.  Hallmark  cannot  be  identified 

with  just  any  kind  of  show.  The  show 

must  express  the  leadership  and  author- 
ity of  the  sponsor  and  it  must  fit  the 

nature  of  the  product.  And  that's  what 
the  Maurice  Evans  shows  will  do." 

Regarding  the  late  afternoon  slot, 

Pryor  said:  "While  the  show  will  not 
be  slotted  in  what  is  generally  consid- 

ered prime  time,  it  has  nevertheless 

been  chosen  as  a  time  calculated  to  pro- 

vide us  with  the  broadest  possible  audi- 

ence composition."' The  spectaculars  are  seldom  consid- 
ered the  end-all  of  tv  advertising.  The 

consensus  of  top  media  men  is  that  the 

"big  splash  show  is  supplemental  to 
the  basic  form  of  advertising,  namely, 

frequency  I  See  "10  Media  Directors: 
How  they  view  radio  and  television  to- 

day," sponsor,  21  March  1955).  But 
for  such  purposes  as  seasonal  adver- 

tising, special  promotions,  special  holi- 
day sales  pushes  they  are  regarded  as 

extremel)  effective,  for  those  who  can 
afford  them.  And  with  NBC  now  offer- 

ing single  90-second  "color  spread"  an- 
iioum -einents  in  its  spectaculars,  the 
number  of  advertisers  who  can  afford 

them  has  been  greatly  increased. 
Is  it  possible  to  get  frequency  plus 

a  big  show  for  the  tv  advertiser  whose 

budget  won't  go  very  far?  The  oppor- 
tunities are  limited,  but  they  are  there 

and  there  will  be  more  of  them.  Two 

current  examples  are  the  Jackie  (ilea- 
\<>n  Show  on  CBS  and  Caesar's  Hour 
on  NBC.  Both  are  hour  shows  with 

participations  for  three  sponsors. 
One  of  them  is  Speidel  Corp..  mak- 

er- n|  expansion  watchbands.  who  par- 

ticipate in  the  Caesar  show  via  SSCB. 

Philip  II.  Cohen,  vice  president  and  tv- 
radio  director  for  the  agency,  described 

Speidel  -  reasons  for  bu\  in<:  the  .-how  : 
"Speidel  i-  aflei  circulation.  \  big 

audience      brings     our     cost-per- 1,000 
down  and  so  we  bought  a  big  snow. 

Speidel  couldn't  afford  a  lull  hour 
show,  oi  course,  nol  even  on  alternate 

week-.    SO    we   did    I  lie    nc\l    bc-|    thing. 
The  prestige  we  gel  from  sponsoring 

i  .IC-. ii  i-  important,  too."  *  *  * 

SPONSOR  ASKS 
[Continued  from  page  61  I 

reau  of  Circulations.  I  believe  the  kind 

of  auditing  that  would  be  necessary — 
under  tri-partite  control  similar  to  that 

of  the  ABC — in  order  for  a  station's 
or  networks  guarantee  of  circulation 
to  be  meaningful,  would  add  too  much 
to  the  cost  of  television  to  be  practical 
at  this  time.  But  I  think  the  concept 

of  guaranteed  circulation  is  something 
we  should  strive  for  in  the  future. 

The  magazine  concept  of  program- 

ing might  have  to  be  universally  ac- 
cepted before  the  station  or  network 

could  guarantee  circulation.  In  my 

judgment,  if  that  should  come  to  pass, 
many  of  the  advantages  inherent  in  the 
television  medium  would  be  dissipated. 
For  example,  we  think  there  is  a  big 

plus  to  us  and  our  client,  American 
Motors  Corp..  in  Disneyland.  We  are 

selling  today's  buyers  at  a  lower  cost 
per  thousand  than  other  automotive  tv 
shows,  and  at  the  same  time  cultivating 

tomorrow's  buyers  at  no  extra  cost  .  .  . 

an  opportunity  not  available  in  the 
magazine  concept  of  programing  where 

you  buy  an  insertion  in  whatever  pro- 
gram the  network  or  station  selects. 

SELL  The 
Tremendous 

NEGRO 
Market    Of 

DURHAM       RALEIGH And 

Eastern  North  Carolina 

(America's  Most  Fabulous 
Negro   Market) 

With 

WSRC 
Durham,  N.  C. 

1410  Kc.  •  1000  Watts 

"Only  station  in  Eastern  North 
Carolina  Programming  exclusively 

to  this  great  Negro  Market." 
0.5   MV/M  138,750  Negroes 

O.l   MV/M  187,350  Negroes 
*I950  Census 

For  the  complete  WSRC  Story  call 

RAMBEAU 

Southeastern  Dora-Clayton 
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NEED  AGREEMENT  ON  BASIS 

By  Frank  Minehan 
V  ./*.  and  Media  Director 

Sullivan,  Stauffer.  Colwell 
&•  Bayiet)  ISetv  York 

As  we  understand 

it.  guaranteed 
circulation  would 
mean  that  for  a 

given  cost,  a  tele- 
vision station  or 

network  delivers 

a  given  number  of 

people  or  homes 
to  an  advertiser. 

The  difficulty  at  the  outset  seems  to 
be  that  this  is  a  general  definition.  The 
practicality  of  the  suggestion  would 
have  to  depend  on  what  would  be  the 
basis  for  defining  circulation  and  who 

would  do  the  measuring. 
Should  circulation  mean : 

1.  Number  of  homes  within  the 

radius  of  the  station  or  network;  or 
2.  Number  of  such  homes  that 

viewed  the  station  or  network  with 

some  degree  of  regularity;  or 

3.  Number  of  homes  a  specific  ad- 
vertiser could  reach  with  a  particular 

program  or  time  period? 

WfST  S|DE 
IOUND 

NEW  YORK 
ALL  'ROUND 

SHELTON 

ABBEY  HOTEL 

s 
Q 
U 

A 

R 

E 

"C  a  II  your  local 
travel  agent  for 
reservations,  or 

write  hotel  direct". 
• 

Teletype  NY  1-3601 
*   *   * 

Comfortable  Rooms 

Sensible  Rates 

TV  Available 

Air  Conditioning 
Central  Locations 

Fine  Food 

Friendly  Hospitality 
Conventions 

Garage  AAA (At  the  Shelton 

Enjoy  the  Free 
Pool  and 

Monte  Proser'j 
"La  Vie") 

KING  EDWARD 

BE  SURE  TO 

ROYAL  CREST 

Because  none  of  these  factors  are 

fully   agreed   upon   al    present    b)    all 
parties  concerned,  it  i-  haul  to  \  isual- 

i/e  how.  under  the  present  set-up,  the} 
could  be  used  as  a  basis  for  circulation 

guarantee. 
From  the  buyers'  point  of  view,  a 

guarantee  in  any  service  i-  verj  desir- 
able. In  television,  it  might  possibly 

lake  some  of  the  enjoyment  out  of 

timebuyers  work  because  good  buyers 
are  intrigued  by  the  fact  that  they  are 
in  competition  with  other  buyers  to 

get  the  most  for  their  monev.  They 

find  a  real  enjoyment  in  putting  to- 
gether a  combination  of  buys  pur- 
chased at  low  cost,  near  programs 

which  will  help  sell  a  product. 

We  are  very  much  in  favor  of  ha\  ing 
this  subject  aired  and  discussed  with 

an  eye  towards  seeing  if  we  can  sim- 
plify or  increase  our  opportunities  for 

getting  more  for  each  advertising  dol- 

lar spent.  *  *  * 

STOP  AT 

HOTELS 

40  E.  49TH 

{Continued  from  page   ]  T  • 

lication  and  your  annual  special  fea- 

tures for  our  monthly  "Newsletter," 

Each  month  this  "Newsletter"  goes  out 
to  four  or  five  hundred  clients  and 

prospects,  without  cost  to  them.  When- 

ever we  use  a  reprint  from  your  pub- 
lication we  will  credit   the  source. 

John  W.  Wallace 

Galloivay-W  allace  Advertising 
Oklahoma  City 

•  Permission  lo  quote  from  SPONSOR  has 

been     granted     to     Calloway-Wallace's     stimulating newsletter. 

FARM   BROADCASTING 

I  have  a  letter  from  Corporal  Ted 
Ilutchkroft.  with  the  513th  Militan 

Intelligence  Group  in  Germanv  who 

hopes  to  get  into  farm  broadcasting 
when  he  finishes  his  Army  service. 
He  attended  Iowa  State  College  and 
held  farm  radio  jobs  during  summer 
vacations. 

Ted  asks  particularh  if  he  can  get 

back  copies  of  SPONSOR  with  feature- 
on  farm  broadcasting.  Would  it  be 

possible  for  you  to  send  some  of  them 
to  him? 

Frank    \i\\ood 
President 

\al'l     tssoc.  of  Tv  &   Radio 
Farm  Directors 

•      SPONSOR  li  pleased  t   nd  the  Corporal  our 
1954  Farm  Ittue.  1  November,  wliirli  dJseussea 
the  farm  market,  trends  in  farm  listening  and 
Mivin-,     farm     radio     and     tv     results. 

the 

KMBC-KFRM Radio  TEAM 
You're  making  a  blue  ribbon  radio  buy 
in  a  blue  chip  market  when  you  use  the 

Midwest's  leading  radio  combination. 
KMBC-KFRM.  KMBC  delivers  metro- 

politan Kansas  City  (ranked  15th  na- 
tionally in  retail  sales)  plus  79  count  te- 

rn eastern  Kansas  and  western  Missouri. 

KFKM.  a  bonus  to  KMBC.  serves  Kan- 
sas, sixth  richest  agricultural  state.  To 

get  to  this  big,  responsive  Heart  of  America 
at  the  lowest  cost  per  advertising  impres- 

sion, the  first  thing  to  do  is  to  see  your 

Free  &  Peters  Colonel.  He'll  give  you 
first-rate  availabilities  on  the  Team's  first- rated  radio  schedule. 

KMBC   Off  Kansas   City 

KFRM   fat  the   State   of   Kansas 
Primary  Basic  CBS  Radio 

Free  &  Peters,  In 

yyuey 

oDon  t  foraet  me 

in  cJLoA  ̂ rnqeied 

F\ememoer  Ine  rJL.  -M.   oLalin 

$454,000,000    Spendable 
Income 

500,000  Population 

Spanish  Radio  Prefsrred 
KWKW  Most  Listened  To 

Station 
Belden  Market  Survey 

Available 
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HERE  THEY  ARE! 

STD
Pmt

P transcr
ibed 

RADIO  SHOWS 

Foley  and  his  Ozark 
Jubilee  network 
Stars  with 

|    audience  building 

appeal 

Red  Foley  Sho* 
SURE  CURE  FOR 
MS.. 

Mirthful,  musical 
variety  plus  the 
songs  of  the  old 

"Pea-picker" himself r 
Tennessee  Ernie  S

ho* 

LOST  LISTENERS 

There's  only  one 
"Smiley"  and  he's at  his  best  in 
this  show 

Smiley  Btirnette  Show 
•  Time  tested  stars  .  .  .  appealing  for- 

mats designed  to  capture  and  hold  the 
greatest  number  of  listeners  .  .  .  network 
quality  production  ...  at  low  budget  cost 
.  .  .  everything  a  sponsor  wants  ...  at  a 
price  he  can  afford! 

FOR  COMPLETE  INFORMATION 

about  these  3  audience-getting  shows, 
FREE  AUDITION  DISCS  and  costs,  con- 
tact: 

John  B.  Mahaffey   •    E.  E.  Siman,  Jr. 

RADIOZARK 
ENTERPRISES,     INC. 

SPRINGFIELD,  MISSOURI     •    PHONE  2-4422 

NEW   YORK 
Plata  1  3366 

CHICAGO 

Stat*   7-7494 

Minneapolis 
Lincoln  S689 

DALLAS        LOS  ANGELES    SAN   FRANCISCO 
Protptcl    3773        Dunkirk  7-4388  Sultar   5568 

Frederic  K.  fiamble,  president  of  the  4A's, 
presided  over  the  organization's  37th  annual  meeting 
at  Boca  Raton,  Florida,  21-23  April.    Business  ses- 

sions and  talks  were  interspersed  with  golf,  tennis, 

deep-sea  fishing,  swimming  and  other  recreations 
offered  in  the  area.    The  roster  of  distinguished 

admen-speakers  was  long,  included  such   men  as 
Arno  Johnson,  v.p.,  J.  Walter  Thompson ;  Fred  B. 
Wanchce,  exec,  v.p.,  BBDO;  Henry  G.  Little,  presi- 

dent,   Campbell-Ewald;    Lyndon    0.    Brown,    v.p., 
Dancer-Fitzgerald-Sample ;   Henry  M.  Schachte, 
senior   v.p.,  Bryan   Houston,   <\ew   York. 

(ivorae  it.  Storer,  president  of  the  Storer 
Broadcasting  Co.,  predicts  the  death  of  uhf  tv 
service  in  the  U.S.  within  a  year  unless  it  can  win 

more  advertiser  acceptance.   He  is  urging  the  adop- 

tion  of  "de-intermixture" — that   is,   having  all  sta- 
tions in  any  one  market  either  all  vhf  or  all  uhf — 

on  a  market-by-market  basis.   As  a  start,  he  recently 
proposed  re-allocating  video  channels  in  the  Miami- 
Fort  Lauderdale  area  to  make  all  commercial  sta- 

tions there  uhf   (this  would  mean  a  switch  to  uhf 
by  vhf  station   WTVJ;  also  a  halt  on  two  contested 
vhf  channels,  with  one  uhf  assigned  instead). 

Arthur  Hut!  Hayes,  new  president  of  CBS 
Radio,  succeeded  Adrian  Murphy  in  that  post  on  the 

hitter's   recent   retirement.    Hayes   was  previously 

vice  president  in  charge  of  the  network's  San  Fran- 
cisco office,  a  position  he  has  held  since  Febrnnr\ 

1949.    He  has  been  with  CBS  21  years,  joined  the 

network  in  January  1934  as  an  executive  for  Radio 
Sales.    In    1940,   he   became   general  manager  of 

II  (  BS,  New  York,  then,  nine  years  later,  got  the 
San  Francisco  appointment.    Murphy  had  been   CBS 

president  since  March  1952,  joined  CBS  January  l').'lft. 

Itr.  Mleit  It.  Du  Motif,  who  heads  up  Du  Mont 

Television    Network  </•-  well  as    [lien  />'.  Du  Mont 
I  ahs.  will  see  the  network  operation  undergo  a  basic 

change  soon,  spurred  bj  Du  Monfs  recently-unveiled 
"electronicam"  camera  system:   the  camera  com- 
bines    simultaneous    live   tv   and  film    recording. 

With    this   system,   DTN   will   turn   from  a  cable- 

connected  setup  to  an  essentially  "film  network," ire, hm:    film   slum  s    to   200  atli/iutes,  or  as  many  as 

tune    clearance    will    per  nut.     Only    nctvs,    special 

events,  sports  will  be  live.    Du  Mont  will  lease 
system   to  agencies,  producers,  stations,   other  nets. 
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with WAVE 
you  don't  buy  the  hog— 

YOU  BUY  THE  BACON! 

VAVE  and  only  WAVE  gives  you  the  real  meat  of  Kentucky  .  .  . 

•/  the  right  price,  without  waste. 

tIGGEST  MARKET 

The  rich  Louisville  Trading  Area  accounts  for  42.5%  of  Kentucky's 
otal   Effective  Buying  Income!  The  borders  of  this  area 

oincide  almost  exactly  with  those  of  WAVE'S  50%  BMB  daytime  area 

rOP  SELLING 

listeners  are  sold  on  WAVE  programming  .  .  .  and  no  wonder. 

JTAVE  is  the  only  NBC  station  in  or  near  Louisville.    As  for  local 

Mrogramming,  WAVE  has  62  good  people  on  radio  only,  44  of  them 

ixclusively  for  on-the-air  radio  activities. 

)on't  go  whole  hog.   Bring  home  the  bacon  .  . 
MBC  Spot  Sales  has  the  figures. 

WAVE 

LOUISVILLE 

5000  WATTS 

NBC  AFFILIATE 

■Cl  SPOT   SAJLES 
National  Representatives 



iiinfannffitttrr 

Discover  this 
Rich  Market 

j  jj  ppmii  wsfsufs^^fi 
Covered  Exclusively 

by  KHOL-TY 

•  30%  of  Nebraska's 
Entire  Fa*m  Market 

•  128,000   Families 

•  With  a  !/2-billion 
dollars  to  spend 

HiK'i  per  capita  income  based  on 
irrigated  farming,  ranching,  light 
industry   and    waterpower. 

For  information,  contact  Al  Mc- 

Phillamy,  S.ilrs  Manager,  or  your 
nearest    MEEKER    representative. 

KHOL-TV 
Holdroge   &    Kearney,   Nebr. 

CBS    •    ABC    •    NBC    •     DUMONT 

ADVERTISERS'    INDEX 
A  [  M  S ...     92 

Broadcast    Music     

94 

CBS-TV    Film 62-63 
Eastman  Kodak 

59 

Sam   Evans  Productions 88 

MCA-TV 
22-25 

Mid-Continent 18 
Mt.   Washington 

        7 Movielab 
19 

x  i  :i '  Spot 
.  5  6-5  7 

NBC-TV   50-51 
Nat']   Telefilm   Assoc 

  ..21,  73 
Negro  Radio   South 

...      94 

Public    Service ..      85 
Pulse 

  _.      70 
Quality   Radio  Group 

..    FP RCA  Thesaurus 
8-9 

Radii  '/.ark         98 

Shelton    Hotel  ..             9  7 
Storer 

   14-15 
TSSLN 

CKLW,   Detroit       90 

rCBIG,  Hollywi   6 
KCMC-TV,   Texarkana 

...      55 

KEDD-TV,  Wichita,  Kans.              91 

KERG,    Eugene,    Ore         96 

KEYD,  Minneapolis 

100 KG  \.  Spokane            92 
FCGUL-TV,    Galveston         5 
<<:\\\    Portland 

83 
KHOL-TV,  Kearney,  Nebr. 100 
KING,  Seattle 29 
KMBC,    Kansas  City,    Mo 97 
KNAK,   Salt    Lake  Citj ...     86 
K(  IME,    Tulsa 

96 

K  1  >Q,  Wenatchee,   Wash. 
-           10 

KPTV,  Portland,  Ore. 

27 

KRIZ,  Phoenix 92,  94 

KSBW-TV,    Salinas,    Calif. ...     28 
KTNT-TV,  Ti   ma,  Wash         69 

KVOO,     Tulsa 101 
K  WKW,  1  'a;  adi  na 

97 

KXJB-TV,  Fargo 84 
KXLT-TV,    Spokane 

.      82 

WAPI,    Birmingham 17 
WAVE,    Louisville 

99 

WUAI.-TV,     Baltimore 
[BC 

w  B  \  v    Gn  en   Bay,  Wis. ...     88 

WBNS,  Columbus,  Ohio 61 
WBT,  Charlotte 30 
\\  i  lUE,   Akron 87 
WDAY,  Fargo 53 
WD1  !F,  i  Ihattai   ga ..      93 

WEHT-TV,   II. ml.  i  son,   Ky.   _.._   100 

WEMP,    Milwaukee 26 
WGN,   Chicago 89 
WITH.  Baltimore 

IFC 

v\  J  \<  ■  TV    John   town,  Pa. 76 

WJHP-TV,   Jacksonville 

58 

w.l  1  M,    Lansing L6 
WK<  iW,   Madison 95 
w  K  5    TV,  <  Oklahoma  City BC 
w  LAC  TV,   Nashville 11 

w  VIi  'i    TV,    Memphis 79 
w  Hi  !T    i  Sri  enfleld,   Mass. 66 
WOl  -i  \      \..,.    .   [owa 

SO 

W<  (KJ,  Jackson,   .Miss. 12 
w   ■    i   i    Rapids       13 
u  r\i.    Charleston,  s,  C. 98 
WPEN,   Philadelphia 3 

WRBL  t\     i  '..lu,,  b 
100 

WS.is.   Winston-Salem 

r.4 

WSM,  Nash 102 

WSOK,    Xasln  ill, 95 

',    i  lurham,    x    r. 

96 

u  TRF  T\     Wheelii 17 
u  i  'i  \     Bloi 

77 

M  '•  i  ,W,    I  ml  la  na  polls C4 

.Vow  *'/  costs  less 
to  sell 

MINNEAPOLIS 
ST.  PAUL 

Maximum  power  at  minimum 
cost  —  choice    availabilities. 

316,000 
watts    on 
Channel    9 

Offices,  Studios,  Transmitter 

FOSHAY  TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 

IN    EVANSVILLE    INDIANA 
WISE 
BUYERS 

CHOOSE 

Complete  Coverage  WEHT  covers  ALL 

of  the  rich  Indiana,  Illinois,  Kentucky Tri-State. 

Unduplicated      CBS-TV      Coverage 
Fringe  area  VHF  reception  of  other  sta- 

tions   docs    NOT    include    CBS    network. 

Realistic  Rates  WEHT's  realistic  cost 

per  thousand,  has  budget-minded  accounts 
parlaying   smart    buys   into   sales  every   day. 

Represented    by 

MEEKER  TV,  INC.  — ADAM  YOUNG 
ST.    LOUIS 

CHANNEL       50 
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"Broad  as  all  outdoors"  is  the  only  phrase  that  adequately  de- 

scribes the  complete  coverage  of  radio,  especially  KVOO  radio! 

And  this  is  especially  true  in  the  wonderful  outdoor  months  of 

the  year  which  stretch  from  March  through  October  in  our  part 

of  the  great  Southwest!  During  these  months  people  are  more 

than  ever  on  the  move!  They're  doing  things  —  going  places! 

They're  not  tied  down  to  a  room.  They're  working  in  gardens, 
boating  on  lakes,  fishing  the  streams,  driving  the  highways, 

enjoying  barbecue  on  the  patio  .  .  .  and  a  thousand  and  one 

other  delightful  summertime  outdoor  activities.  And  guess 

what's  always  with  them  .  .  .  what's  "Broad  as  All  Outdoors!" 
Of  course,  it's  radio  .  .  .  KVOO  Radio! 

That's  why,  when  you  plan  keeping  summertime  sales  not  only 
high,  but  getting  them  higher,  you  plan  KVOO  radio! 

Summertime  is  radiotime,  is  sellingtime,  is  more  than  ever 
KVOOtime!  Follow  the  crowd  outdoors  .  .  .  follow  them  with 

KVOO  radio,  the  best  in  entertainment  that  the}-  can  take  with 
them  wherever  they  go! 

Only  KVOO  with  its  50,000  watts  power, 
clear  channel  1170  kc  spot,  more  than  30  years 
of  outstanding  service  to  the  Southwest,  and  un- 

questioned leadership  by  every  proved  measure- 
ment, can  deliver  the  summer  outdoor  "on  the 

move"  audience  that  you  need  to  sell  your 
product  most  effectively  and  at  lowest  per  lis- 

tener cost  in  this  market! 
Ask  your  nearest  Petry  man  to  give  you  the 

facts  on  your  own  particular  case.  Your  client 
will   be  glad  you  did! 

RADIO    STATION    KVOO 
50.000    WATTS 

N8C   AfflUATE 

EDWARD   PETRY   AND  CO..    INC.   NATIONAL   REPRESENTATIVES 

OKLAHOMA'S       CREATEST       STATION TULSA.  OKLA. 
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a  rich  nut  to  crack... 

nd  the  one  tool 

that  does  it  BEST! 

You  can  crack  a  nut  with  a  hammer.  Or 

an  ax  or  vise.  But  you  don't.  You  use  a 
nut  cracker  —  the  logical  tool. 

That's  how  it  is  with  the  Central  South 
—  a  rich  $2,713,371,000  market  —  more 
powerful  in  consumer  spending  power 
than  the  cities  of  Baltimore,  Buffalo, 

Minneapolis,  Cincinnati,  or  Houston. 

At  first  glance  the  Central  South  is  an 

apparently  tough  market  for  the  time 

buyer  to  reach  and  sell.  It's  a  little  known 
market  composed  largely  of  small  towns. 

If  you  attempt  to  cover  it  with  a  combi- 
nation of  another  Nashville  radio  station 

plus  small  town  stations  or  with  a  com- 
bination of  a  Nashville  newspaper  and 

small  town  papers,  the  cost  is  three  to 
fifteen  times  as  high  as  WSM  rates.  And 

TV  viewers  in  this  market  represent  less 

than  half  the  buying  power  of  the  Central 

South. 

There  is  only  one  tool  that  opens  this 
rich  market  at  a  cost  within  the  bounds 

of  the  sensible  advertising  budget.  It  is 

radio  station  WSM. 

May  zee  prove  this  to  you?  We  would  like'  to  put  into  your 

hands  a  new  brochure  about  the  Central  South  entitled  "The 

Mystery  Market"  It  shows  the  relative  costs  of  advertising 
in  this  market  for  nil  major  media.  We  believe  it  contains 

facts  and  figures  not  found  in  the  files  of  even  the  most 

experienced  time  buyers.  May  we  send  you  a  copy? 

WSM 
RADIO 

BOB  COOPER    Sales  Managor 

SHVILLE     •     CLEAR       CHANNEL     •      50,000       WATTS     •     650       K.C. 
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KEPOKT  TO  SPONSORS  lor  2  May  1  «.>.', 
(Conttntwil    from  page    2) 

Tv  animation   Animation  in  a  hurry  at  reduced  cost  is  what  new  technique  promises 
with  mirrors   advertisers.   System  uses  mirrors  to  project  figures  or  abstractions 

on  screen  from  which  they  are  photographed  by  live  or  film  camera. 
Frame-by-frame  process  normally  needed  for  animation  films  is  elimi- 

nated.  Technique,  developed  by  Mobilux  Lumia  Co.  of  Chicago  and  New 
York  (new  office),  got  first  network  display  in  recent  NBC  TV  "Hit 

Parade"  broadcast.   Several  advertisers  are  reported  using  system  for 
commercials,  including  Wiedemann's  beer,  Ohio. 

-SR- 
Chicago  likes   Combined  presentation  by  all  4  radio  networks  to  Chicago  agencies  last 

combined  pitch   month  drew  kudos  from  most  admen  attending.   Said  Geoffrey  Wade's 

Paul  McClure,  typically:  "To  a  former  radio  network  sales  manager,  it 
was  refreshing  to  welcome  representatives  of  the  4  network  sales  de- 

partments officially  united  in  a  common  cause."   Tatham-Laird' s 

George  A.  Bolas  termed  presentation  "constructive"  but  said  radio 

presentations  of  today  are  "too  general,"  emphasizing  potential  audi- 
ence rather  than  making  specific  proposals.   Combined  presentation  was 

"booked"  by  RAB  which  may  arrange  future  showings  in  other  cities. 
-SR- 

EMP  discounts   Efforts  to  get  more  sponsors  for  small  tv  stations  via  its  Extended 

are  raised   Market  Plan  is  being  made  by  CBS  TV.   Newest  effort  involves  increas- 
ing top  discount  to  15%  maximum  from  10%.   Since  introduction  in  Jan- 

uary, 30  clients  have  signed  for  EMP  ;  21  stations  are  EMP  affiliates 

with  more  expected  to  be  added.   EMP  stations  are,  in  effect,  separate 
network  with  own  discount  schedule. 

-SR- 

Test  pinpoints   Dramatic  evidence  of  television's  effect  on  consumers  is  being  pro- 

tv's  effects   vided  by  Burnham  &  Morrill  test  campaign  in  Green  Bay,  Wis.,  area. 
Sales  for  B&M  oven-baked  bean  and  brown  bread  products  have  jumped 
75%  after  11  weeks  of  television  compared  with  same  period  last  year. 
Sales  for  most  recent  period  reported,  first  half  April,  are  up  570%. 
Test  is  unusual  because  B&M  can  isolate  effect  of  tv.   B&M  used  no 

advertising  in  area  last  year,  now  uses  only  tv.   Agency  is  BBDO, 

Boston.   (For  latest  report  on  test,  which  is  reported  in  SPONSOR 
each  issue,  see  page  44.) 

-SR- 
No  figures   Attempt  to  provide  report  on  spot  radio  activity,  based  on  survey  of 

on  spot  radio   stations,  has  not  panned  out.   Spot  Radio  Report's  Jim  Boerst,  who 
launched  project  with  N.  C.  "Duke"  Rorabaugh,  says  that  of  225  sta- 

tions contacted  only  73  indicated  willingness  to  cooperate.   Thus 
spot  radio  remains  only  major  medium  without  complete  data  available 
as  to  who  its  clients  are,  fact,  which  is  considered  sales  handicap  by 

many.   Boerst  continues  publication  of  Spot  Radio  Report,  which  lists 
activity  based  on  facts  supplied  by  cooperating  agencies.   Many  major 
shops,  however,  do  not  cooperate.   Rorabaugh,  who  publishes  report 
on  spot  tv,  is  able  to  furnish  virtually  complete  service  based  on 
reports  from  tv  stations. 

-SR- 

Saturation  radio   How  many  announcements  weekly  constitute  "saturation  radio?'   Opinion 
is  50%  of  homes   varies  but  SPONSOR  survey  found  campaign  which  reaches  50%  of  radio 

homes  in  one  week  is  most  often  pegged  as  saturation.   It  takes  about 
100  announcements  weekly  in  major  markets  to  do  real  saturation  job, 

buyers  say.   (For  article  on  saturation  radio  see  page  40.  ) 
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SPEAKS_ 

What  the  spectaculars  did 

When  the  histor)  1  >< >» >ks  are  written 
on  televisions  first  decade,  Pat  Weav- 

er's spectaculars  will  go  down  as  im- 
portant turning  points.  It  will  be 

agreed  that  they  rekindled  excitement 

at  a  time  when  television  was  heading 

toward  a  programing  plateau;  that 

the)  provided  t lie  spark  of  interest 
which  was  needed  to  begin  the  spiral 
of  color  set  sales. 

Ad\erlisers  who  sponsored  the  spec- 
taculars have  directly  experienced  this 

rebirth  ol  ex<  itement  among  their  sales 
staffs  and  the  dealer  channels  with 

whom  tlic\  do  business  The  spectacu- 

lar sponsor  in  1(  ).">.">  -ets  the  same 
recognition  for  hi-  sponsorship,  be- 

cause of  the  show  magic  he  becomes 
identified  with,  as  the  pioneer  sponsors 
of  1946  and  1947. 

But  it's  an  important  axiom  of  ad- 
vertising  that  what  works  sensational!) 

for  one  group  of  advertisers  max  not 

In-  suitable  for  others.  Raymond  Spec- 
tor,  who  heads  one  of  television  -  own 

post-war  babies,  the  Hazel  Bishop  Com- 
pany,  has  been  a  spectacular  sponsor 

and  expresses  his  disappointment 

frankl)    (see  page  31  this  issue). 

\\  hat  Spector's  disappointment 
should  teach  other  advertisers  boils 
down  to  this:  The  television  networks 

an'  making  available  an  array  of  vehi- 
cles, ranging  from  spectaculars  to  con- 

ventional  fare.  It  is  up  to  the  individ- 
ual client  to  choose  carefully  which 

form  of  television  is  for  him  and  it  is 
not  the  medium  that  is  at  fault  if  bis 

choice  proves  disappointing. 

Ra\  in   I  Spector,  whose  product  is 

sold  with  only  a  skeleton  sales  force 
(because  television  has  substituted  for 

company  salesmen),  could  not  benefit 

fully  from  the  tremendous  merchandis- 
ing values  of  the  spectaculars.  The  co- 

sponsor  of  the  Sunday  spectaculars, 
Sunbeam,  bases  much  of  its  strategy 

on  channeling  enthusiasm  down  the 
line  to  its  dealers.  Hazel  Bishop  could 

not  trace  sales  to  the  spectaculars.  Sun- 
beam could.  One  client  had  the  right 

vehicle,  the  other  didn't. 
Next  season,  while  Sunbeam  returns 

lo  the  spectaculars — it  has  bought 

participations  in  NBC  TV's  new  color 
spread  —  Spector  will  concentrate  on 
intimate  shows.  He  feels  the  real  power 
of  television  lies  in  programing  closely 
identified  with  an  individual  client  and 

pn-scssed  of  an  emotional  shimmer 

which  can  be  passed  on  to  the  client's 
product.  We  agree  that  this  is  the  real 

power  of  television — for  Hazel  Bishop 
and  perhaps  for  other  products  with 
similar  sales  patterns. 

\\  hat  is  important  is  that  advertis- 
er- continue  to  have  a  range  of  choice, 

embracing  everything  from  a  spectacu- 
lar Peter  Pan  to  a  This  Is  Your  Life. 

Individualists  like  Raymond  Spector 
would  like  to  see  the  networks  give  up 

their  present  role  as  controllers  <>l  pro- 

graming entirely.   This  is  hardlj  in  the 
cards.  Happily,  however,  the  networks 
have,  by  and  large,  shown  that  they 
will  continue  to  provide  the  advertiser 

and  the  public  with  a  varied  program- 
ing assortment. 

Tv's  pioneer  stations 

1  elevision  has  moved  into  giant  stat- 

ure so  fast  it's  easy  to  forget  that  the 
first  stations  went  on  the  air  only  a 

lew  years  ago,  completely  unsure  of 
what  was  to  come.  SPONSOR  feels  that 

television's  pioneers,  the  enterprising 
broadcasters  who  took  the  risks  I  efore 

there  were  shows,  before  there  were 

coaxial  cables  and  frequently  before 

there  were  sets,  deserve  to  have  their 

present  success  set  against  the  perspec- 
tive of  their  early  struggles.  This  year 

sponsor  will  again  honor  the  108  pre- 
freeze  television  stations  with  a  dinner 

to  be  given  on  Sunday.  22  May  in 
\\  ashington,  D.  C. 

The  dinner  is  to  be  held  on  the  eve 

of  what  looks  like  one  of  the  most  im- 

portant conventions  in  NARTB  histor) . 

Broadcasters  will  come  to  the  nation's 
capital  at  a  time  when  the  whole  struc- 

ture of  the  industry  is  under  FCC  and 

Congressional  scrutiny.  It's  to  be 
hoped  that  in  the  course  of  the  investi- 

gations, the  fart  that  television  is  still 

very  young  and  hence  "till  unsettled will  not  be  overlooked. 

Speakers  at  sponsor's  dinner  honor- 
ing the  television  pioneers  will  include 

an  advertising  executive  who  is  himself 

a  pioneer  sponsor,  George  Abrams,  ad- 
vertising director  of  Block  Drug.  For 

further  details  on  the  Television  Pio- 

neers Dinner,  see  SPONSOR'S  next  issue 
which  will  include  a  section  devoted  to 

pre-NARTB    Convention   coverage. 

Yppluuse 
Jingles  in  the  public  service 

The  Westinghouse  Broadcasting  Co., 

which  has  had  man)  opportunities  to 

observe  the  influence  jingle  commer- 
•  ill-  have  exerted  for  sponsors  on  its 
five  radio  stations,  has  created  a  public 

-i  i  \  ice  campaign  using  jingles.  Its 
pin  pose  is  I"  educate  the  public  about 
the  menial  health  problem  and  ii  uses 
lyrics  b)  such  talenl  as  Bill  I  la)  es, 
>all\  Sweetland,  Edd)  Arnold  and 
Bett)  Johnson  plus  spoken  cop) . 

The  jingles,  which  are  available  to 
all  I  .  S.  radio  stations,  were  described 

ibis  was  leienlls  1>\  Dr.  Benjamin 

Spock,  professor  of  <  hild  development 
at  the  I  niversit)  of  Pittsburgh  School 

of  Medicine:  "The  Sing-Along  for 
Mental  Health  song  are  a  job  well 
done.  I  he  music  is  catch\ .  the  words 

pre  friendl)  and  helpful,  the  messages 
are  sound.  ...  I  ne\ei  would  have 

thought  it  possible  to  pul  such  worth- 
while words  as  "need  for  research'  and 

"more  trained  personnel'  into  songs 
and  have  them  sound  so  pleasant  and 

persuasive." 

Chris  \\  ill  in-.  \\  BC  president;  Dick 

Pack,  W  BC  national  program  manager 

who  supen  ised  the  jingle  project;  lyri- 
<  i-t  ll\  Zarel  and  composer  Lou  Singer, 

and  the  talenl  who  appear  deserve  ap- 

plause fm  once  again  demonstrating 

radio's  persuasive  powers  in  a  public 
sen  ice  cause. 
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NBC  AFFILIATE         •         CHANNEL   II,  BALTIMORE 

Nationally  Represented  by  Edward  Petry  &  Co. 
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In  a  demonstration  of  ingenuity,  typical  of  WKY-TV  operation,  on 

electric  fork-lift  was  employed  to  permit  the  rapid  transition  from  low- 

angle  to  high-angle  shots  and  the  mobility  necessary  to  follow  the 

whirling    pace   of    America's  top   square  dance    specialists. 
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WKY-TV's 

SQUARE  DANCE 
Festival 

...  a   30-minute  network  telecast  in  full 

compatible   color  from  the  studios  of  WKY-TV, 

carried  coast-to-coast  by  NBC-TV! 

With  the  colorcast  of  the  "Square  Dance  Festival" 
on  April  23,  1955.  WKY-TV  staff  members  once 

again  demonstrated  the  know-how  that  has  made 
WKY-TV  the  leader  in  Oklahoma  Television! 

From  coast-to-coast,  viewers  watched  the  best 

exhibition  groups  of  the  National  Square  Dance 

Convention  in  the  first  full-length  color  program 
to  be  fed  an  entire  network  by  an  independent  TV 
station! 

WKY-TV  employed  only  its  own  staff  and 
facilities  to  produce  a  network  calibre  show,  the 

same  production  know-how  which  is  responsible 

for  Oklahoma's  most  popular  programming  on  a 
day-to-day  basis. 

So,  whether  your  plans  call  for  color  or  black- 
and-white  TV  .  .  .  let  the  leadership  of  WKY-TV 
in  Oklahoma  TV  .  .  .  born  of  experience  and 

cumulative  know-how  .  .  .  work  for  you  as  it  has 

for  others  in  reaching  the  largest  Oklahoma  audi- 

ence for  your  TV  dollar.* 

C/umwei 

WKY-TV 
NBC ABC 

OKLAHOMA  CITY 

Areo  Report  of  March,    1955,  reveals 
of  TOP  25  TV  shows  arc  on  WKY-TV. 

THE     NATIONS     FIRST    COLOR     TELEVISION     STATION 



magazine  radio  and 

Part  1 

advertisers  use 

B™  HE  HMl  OH  T« 90.9%   of  Baltimore  families  listen  to  radio 

•     during  an  average  week. 

71.2%   of  the  Baltimore  homes  are  reached 

I     by  radio  on  an  average  day. 

These    are    the    big   facts    proved    by    Pulse's    new 
"CPA"   (Cumulative  Pulse  Audience)  survey. 

And  here's  what  another  authority  proves  about  W-I-T-H: 

W-I-T-H  has  the  top  Nielsen  circulation  in  the  home  county. 

Combined  with  low,  low  rates,  W-I-T-H  delivers  more  listeners- 

per-dollar  than  any  other  radio  or  TV  station  in  Baltimore. 

It's  the  big  bargain  buy!  Get  the  whole  story  from  your  For- 
joe  man. 

— in  Baltimore 

Tom  Tinsley,  President      •       R.  C.  Embry,  Vice-president      •       Represented  by  Forjoe  &  Co. 
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1 
putting 

^        the auto  dealer 

the  map. 

Hardcastle  Motor  Company  of  Goodlettsville, 

Term.,  decided  recently  to  take  an  experimental 

flyer  on  Channel  1  daytime  advertising — "just  to 

see  what  would  happen."  Purchased:  the  12:15 
p.m.  news  program  with  Ralph  Christian,  one 

day  a  week. 

So  what  did  happen?  Here's  what  Owner- 
Manager  Dock  Hardcastle  reports: 

"After  just  our  first  and  second  broadcasts  we 

received  calls,  letters  and  sh<ncr<«>ni  visits  from 
people  all  over  Middh  Tennessee  and  Southern 
Kentucky.  After  the  s<  cond  broadcast  alone,  our 

salespeople  were  answering  telephone  colls  for 
more  than  thirty  minutes.  One  customer  pur- 

chasing a  car  on  on  outright  sah  said  he  didn't 
know  we  existed  before  he  saw  our  program  on 
television.  We  are  amazed  at  thi  action  wi  have 

obtaiiu  il  with  this  limited  schedule  <>n  a  daytime 
TV  news  presi  ntation,  and  as  <i  result  we  have 

extendi  <l  our  contract  ind<  finiU  ly." 

For    further    proof    of    the    daytime    selling    power    of    Channel    4, 

contact  WSM-TV's   Irving  Waugh  or  any   Petry  man. 

CHANNEL 

4  WSM-TV 
Clearly  Nashville's  #1    TV  Station! 



How  P&C  pushes   Growing  policy  among  advertisers  of  diversifying  consumer  product 
new  brands   lines,  then  leaning  on  radio  and  tv  to  push  new  brands  across  quickly 

is  well  exemplified  by  ad  Goliath  P&G.   Firm's  new  products,  such  as 
Gleem  and  Pin-It,  are  among  reasons  P&G  has  bought  heavily  into 
nighttime  network  tv.   For  the  details  on  P&G  media  strategy,  new 

product  development,  see  article  this  issue:  "The  P&G  Story.   Part  1. 
Why  P&G  plunged  into  nighttime  tv,"  page  31. 

-SR- 

No  probe-caused   Although  "government  relations"  is  theme  of  this  year's  NARTB  Con- 
changes  seen   vention,  many  broadcasters  themselves  feel  current  Congressional  and 

FCC  probes  of  air  industry  will  have  only  small  effect  on  industry. 
Special  pre-convention  survey  by  SPONSOR  of  some  900  radio  and  tv 
outlets  (see  story  page  44)  showed  this  pattern:  28%  of  stations 

felt  that  government  probes  would  cause  "no  change"  ;  20%  felt  they 
would  cause  "minor  restrictions";  4%  said  "major  changes."   Others 
had  no  clear  idea  of  outcome,  or  felt  probes  were  ill-advised. 

-SR- 

More  barn   Will  there  be  more  barn  dance  programs  on  tv,  especially  when  color 
dances  on  tv?   tv  comes?   Barn  dance  shows  lend  themselves  to  low-cost  color  treat- 

ment because  of  costumes,  fact  that  existing  barn  dance  shows  on 

radio  are  usually  done  in  theatres,  have  many  colorful  sets  in  exis- 

tence.  Latest  barn  dance  to  go  on  tv  is  WSM,  Nashville's  "Grand  Ole 

Opry,"  which  will  showcase  on  NBC  TV  in  11  June  one-shot.   ABC  TV  has 
regular  barn  dance  Saturday  nights,  "Ozark  Jubilee"  and  WLS'  "Na- 

tional Barn  Dance"  was  carried  on  ABC  TV  for  a  time  few  years  back. 
-SR- 

Most  admen   There  is  little  evidence  admen  are  analyzing  long-term  effects  on 
ignore  fee  tv   advertising  in  event  fee  tv  is  approved.   Reason  may  be  no  one  is 

sure  what  form  it  would  take  if  FCC  okayed  it.   However,  effect  of 

fee  tv  as  competitor  for  audience  would  be  serious  if  it  grew  as 
big  as  some  say  it  will.   Burning  question  regarding  effect  of  fee 
tv  on  free  tv  is  answered  by  admen  in  story  beginning  on  page  38. 

See  "Will  fee  tv  hurt  sponsors?" -SR- 

Keep  live  tv   Live  "demonstration"  tv  commercials  are  cheaper  than  film,  but  only 

pitches  simple   cause  costly  damage  to  sponsor's  prestige  and  copy  points  if  somebody 
blows  a  cue,  checkups  by  Schwerin  Research  Corp.  shows.   Says  Horace 

Schwerin:  "Chances  of  error  increase  with  the  complexity  of  the 

'manual  of  arms'  the  presenter  must  go  through."   Example:  live  com- 
mercial for  baking  mix  supposed  to  dissolve  easily  lost  40v  of  mem- 

ory value  of  same  pitch  on  film  when  live  demonstrator  got  confused, 
poured  too  little  mix  into  too  much  water. 

-SR- 

Tv  mail  pull:   Big  mail  pulls  in  tv  are  not  merely  a  phenomenon  of  tv's  earliest 
Half  a  ton!   days.   WPTZ,  Philadelphia,  pulled  total  of  204,657  postcards  (half- 

ton  of  mail)  as  result  of  12  on-the-air  announcements  in  "Let  Scott 
Do  It"  morning  show.   Hook  for  mail  pull  was  a  new  1955  Pontiac  Ca^  - 
lina.   Cards  came  from  4-state  area. 
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Radio  audience 
found  stable 

Intense  viewer 

a  problem 

Big  radio  success 
for  Hub  auto  firm 

Puerto  Rican 
video  booms 

New  radio-only 

rep  firm 

CIO  radio  web 
show  a  hit 

Stability  of  radio  audience  in  television  areas  of  varying  set  satu- 
ration is  shown  in  new  Politz  study  of  3  markets.   Survey  was  spon- 

sored by  WJR,  Detroit;  WHAS,  Louisville;  WGY,  Albany-Troy-Schenectady , 
all  outlets  repped  by  Henry  I.  Christal  Co.   Study  found  that  weekly 

cume  radio  audiences  in  areas  of  high  saturation  (Detroit,  Albany- 

Troy-Schenectady)  were  76  to  81%,  almost  as  high  as  83%  radio  figure 
for  Louisville,  where  tv  saturation  is  only  moderate  (50%).   Study  is 

follow-up  to  "Importance  of  Radio  in  Tv  Areas  Today,"  published  in 
1953,  also  undertaken  by  Politz  and  sponsored  by  all  12  Christal 
stations. 

-SR- 

Some  tv  viewers  are  so  intense  that  "interruption"  of  commercial  is 
a  minor  traumatic  experience,  says  the  assistant  advertising  manager 

of  an  important  paper  firm.   Because  of  this,  more  intense  the  audi- 
ence appeal  of  show,  the  less  likely  commercial  will  register,  he 

adds.   The  adman  is  among  those  answering  question  "Can  a  snow  with 
too  much  audience  appeal  backfire  on  the  sponsor  by  distracting  too 

much  from  the  commercial?"  in  this  issue.   See  "Sponsor  Asks ,  "  page  110. 
-SR- 

Used  car  sales  for  Boston  auto  dealer  jumped  600%  in  first  month 

through  use  of  what  adman  Norman  Wexler  (Silton  Brothers  Agency) 

calls  "corny,  but  effective"  spot  radio  drive.   Gimmick  was  simple; 
auto  firm  was  run  by  a  Mrs.  Joe  Levin,  only  woman  auto  dealer  in 

town.   Agency  established  her  as  "Ma  Levin"  with  saturation  radio 
schedule  of  e.t.  jingles,  offered  free  doughnuts  and  coffee  to  all 

comers.  "Ma"  now  spends  over  $3,000  weekly  in  spot,  is  being  imi- 
tated widely  by  jealous  Hub  City  used  car  dealers.   Successes  of 

this  type  explain  good  health  of  local-level  radio. 

-SR- 

Television  is  big  success  with  the  residents  of  the  U.S.'s  Spanish- 
speaking  island  territory  in  the  Caribbean,  Puerto  Rico,  according 

to  WAPA-TV,  San  Juan,  President  Jose  Ramon  Quinones.   His  estimate: 
75,000  tv  receivers  on  the  island — more  than  total  number  of  Puerto 
Rican  telephones.   Set  sales  run  about  6,000  monthly,  are  spurred  on 

by  island  government's  lifting  of  20%  tax  on  electrical  imports. 
WAPA-TV  has  just  celebrated  year  of  commercial  operation. 

-SR- 

Two  radio-only  national  rep  firms  now  are  in  operation.   Latest  entry 

(1  May)  is  Simmons  Associates  Inc.,  headed  by  David  N.  Simmons,  re- 
cently v.p.  of  Blair,  with  headquarters  at  270  Park  Ave.  in  New  York, 

telephone  Mu.  8-2821.   First  client,  one  of  nation's  top  radio  out- 
lets, may  be  announced  this  week.   First  exclusively  radio  rep  firm 

was  Henry  I.  Christal  Co.,  now  serving  12  stations.   Only  exclusively 
tv  rep  is  Harrington,  Righter  &  Parsons  serving  9  stations. 

-SR- 
Network  radio's  opportunity  to  sell  more  institutional  clients  is 
indicated  by  success  of  most  recently  launched  show  of  its  type,  CIO 

news.   For  over  year,  CIO  has  sponsored  John  Vandercook  on  ABC  Radio, 
finds  its  audience  is  still  building;  Nielsen  reports  show  makes  up 

to  30  million  audience  impressions  monthly.   CIO,  via  Henry  J.  Kauf- 
man, Washington,  D.C.,  uses  commercials  which  stress  labor  union 

public  relations,  CIO  views  of  national  affairs.   Show  pulled  6,000 

requests  with  3  announcements  for  booklet  on  Congressional  voting. 

(Sponsor  Repot  'is  continues  pnqv   I  lit) 
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a  tip  from  the  BIG  TOP 

LANCASTER,      PA. 

NBC  •  CBS  •  DuMont 

It  takes  real  showmanship,  the  best  acts,  to  draw 

the  biggest  crowds  under  the  Big  Top.  WGAL-TV 
follows  the  same  principles  in  presenting  the  best 

programs  to  reach  the  largest  audience— and 

that  SELLS   your  product.  This  super-powered 

station's  316,000-watt  signal  sends  your  message 
from  its  mountaintop  transmitter  location  to 

the  vast  Channel  8  Mighty  Market  Place.  Yes, 

WGAL-TV  is  the  one  station  that  reaches  this 

rich  market  with  a  population  of  over  three  million 

people  who   have   more   than   $5',4   billion   to 
spend.  For  peak  sales  results,  buy  WGAL-TV. 

STEINMAN  STATION  •   CLAIR  McCOLLOUGH,  PRES. 

EEKER     TV,    Inc. 

NEW  YORK      LOS  ANGELES      CHICAGO      SAN  FRANCISCO 

Channel  8  Mighty  Market  Place 
Harnsburg      Lebanon      Manover        Gettysburg     Chambersburg     Waynesboro         Frederick         Westminster     Carlisle         Sunbury         Martmsburg 
York  Reading      Pottsville     Mazleton        Shamokin  Mount  Carmel     Bloomsburg      Lewisburg        Lewistown    Lock  Haven    Hagerstown 
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ARTICLES DEPARTMENTS 

H  hg  P&G  plunged  into  nighttime  tv:  Part  I 
What  is  the  story  behind  the  air  practices  of  the  biggest  advertiser  in  the 

country?  SPONSOR  presents  it  in  three  parts;  this  issue  covers  P&G's  current 
nighttime  tv  splurge;  later  articles  will  go  into  its  spot  and  daytime  air  approach  31 

\>ic  spot  radio  cost  estimator  tor  top  exees 

Sample  schedule  costs  from  Free  &  Peters'  "Spot  Radio  Guide."  Gives  cost  and 
coverage  figures  for  spot  radio  campaigns  as  needed   by  top  management  34 

Should  an  interstate  mover  use  ratlio  and  tv? 
Seventeen  years  of  air  advertising   has  helped  make   Bekins  a  household  word   on 

the   West  Coast.    Moving  firm  with    1,000  vans,    puts  $330,000  into   radio   and   tv  %J 

II  iff  fee  tv  hurt  sponsors? 
As  the  public  debate  on  subscription  tv  reaches  a  fever  pitch,  SPONSOR  polled 

admen  for  their  views.  Most  feel  that  it  poses  little  threat  to  commercial  tv, 

think   public  acceptance  of  pay-as-you-see  will  be  low  lili 

Rlow-hg-hlow  storg  of  a  tv  test 
Though  sales  of  B&M  beans  and  brown  br^ad  slewed  temporarily  in  the  second 

half  of  April  due  to  sharp  order-cutting  by  wholesalers  (to  beat  an  inventory 

tax),  a  quick   pick-up  on  the  tv  test  products  was  expected  in  early  May  '*" 

Chicago  tt€lmen  view  4-net  rtttlio  presentation 
Admen  were  impressed  with   radio's   broad   coverage,   but  raised  questions  about 
future   of  network  nighttime   radio  where  it  competes  with   tv  for  market  (2 

NARTB  CONVENTION   SECTION 

Preview  of  the  Convention 
As   the   33rd    NARTB   Convention    meets,    here   is   a    rundown    of  the    issues   which 

most  concern   broadcasters,   as  determined   by   SPONSOR  survey  of  900  stations  44 

II  hai  I' if iii  sgndieators  are  planning 
Increased   activity  among  film   syndicators,  feature  film  firms  is   reflected  in  40% 

more  representation  this  year  than  last;   75%  will  show  new   packages  XO 

What  admen  should  know  about  the  \.\KTR 
Which   of   the   myriad   activities  of  the    NARTB   most  affect   admen?     SPONSOR 

explores   the    group's   government   relations,    tv   code,    publicity,    legal    operations  f{{> 

COMING 

The  P&G  story:  Part  II 

Procter  &  Gamble's  approach  in  buying  spot  radio  and  television  and  how  it 
works  with  its  seven  agencies  will  be  the  subject  of  the  second  in  a  three-part 

series  on  the  nation's  largest  advertiser  "{O,    Tiff  If 

Blow-by-blow  storg  of  a  tv  test 
SPONSOR  continues  its  six-month  report  on  the  results  of  a  tv-only  test  in 

Green   Bay,  Wis.,  for  the   B&M   baked   beans  and   brown  bread   products 
:jo  >i«h 
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KTHS (LITTLE  ROCK) 

Barrels  Away  at  STAVES/  Too! 

KTHS,  Little  Rock,  is  50,000  watts — Basic  CBS.  It  is 

listened  to  regularly  by  hundreds  of  thousands 

of  people  in  towns  and  villages  far  beyond  the 

Little  Rock  Trading  Area! 

Consider  Staves  (Ark.)  for  example.  With  only  167 

persons,  it's  not  much  of  a  market  in  itself. 
But  as  one  of  many  towns,  villages  and  farms 

reached  by  KTHS,  it  is  important.  Actually, 

it  would  take  about  21,000  Staves  to  equal 

the  population  in  the  KTHS  interference- 

free  daytime  coverage  area! 

Let  your  Branham  man  give  you  all  the  big  KTHS  facts. 

KTHS 50,000  Watts 

CBS  Radio 

BROADCASTING  FROM 

LITTLE  ROCK,  ARKANSAS 
Represented  by  The  Branham  Co. 

Under  Same  Management  as  KWKH,  Shreveport 

Henry   Clay,   Executive   Vice   President 
B.   G.    Robertson,   General   Manager 

The  Station  KTHS  daytime  primary  (0.5MV  M)  area 

has  a  population  of  1,002.758  people,  of  whom  over 

100.000  do  not  receive  primary  daytime  service  from 

any  other  radio  station  .  .  .  Our  interference -free 
daytimo    coverage    arta    has    a    population    of    3.372.433. 



Only 

are  powerful  enough 

and  popular  enough 

to  register  audiences 

in  radio  survey  ratings 

of  both  Los  Angeles  and 

San    Diego. 

Of  these  top  four, 
KBIG  is 

•  the  only  independent 

•  the  least  expensive 

•  the     lowest    cost    per 

thousand    families 

KBIG 
The  Colalma  Station 

10,000  Walls 

740  OND,TR 

JOHN  POOLE  BROADCASTING  CO. 

6540  Sunset   Blvd.,  Hollywood   28,  California 

Telephone:   HOIIywood  3-3205 

Nat.  Rep.  Robert  Meeker  &  Assoc.  Inc. 

J«y  \\  assermun.  Benton  &  Boivles,  New  York, 

buys  radio  and  tv  in  Canada  and  the  U.S.  for  his 

P&G    account.     "It's    interesting    to    watch    the 
progress  of  Canadian   tv,  particularly  in  light  of  our 

own  history.    They've  got  about  30%   penetration 
nine,   comparable  to   the   I  ,S.  say  around   1950  or 

L951.     It's    growing    rapidly,    in    some   ways    quite 
differently  from   the  WO)    it  did  here.     The   Canadian 
Broadcasting  Corporation,  of  course,  has  the  last 

word   on    what    programs    and   commercials   go   on 
the    air.    whereas    the    industry    itseli    decides    that 

here.    They've  gut  2.'5   stations,  a  tv  network,  but 
the   big   shows   are   generally   piped   in    from    the 

I  ..S'..  like  Dragnet.  I   I.uve  Lucy.    P&G  sponsors  two 
network   tv  shows  up   there:    On   Camera,  a  lire 

show,  and  My    Favorite   Husband,   on   film." 

Jim   \t'rillt».   Dancer-Fitzgerald-Sample,  Neu 

York,  says  that  competition  among  the  tv  stations 

often  results  in   better  burs  for  the  clients.    "The 
gradual  disappearance  of  the  one-station  tv  market 
has  resulted  iti   a  greater  independence  of  choice 

for  both   the  viewing  public  and  the  advertiser — for 
the  public,  in   that  stations  must  now  program  to 

people  who  have  a  choice  of  channels  where  before 

the  choice  lay   in   viewing  or  not.    Stations  must 

noiv  compete  for  an  advertiser's  budget  where  before 
the  choice  la\    iii  going  into  a  market  or  not.    Fal- 
staff,  a  heavy  spot  program   user,  has  frequently 

gotten    better  time  periods  as  a  result."    He  points 
out  that  the  loss  of  ratings  as  new  stations  com,'  in 
is  sometimes  offset  by  growth   of  total  audicn,  e 

II«rjori«'  Freeman,  N.  W.  Ayer,  New  York,  is 
currently  placing  commercials   ior  the  new  adored 

telephones  and  extensions   that   the   telephone  com- 

pany  sells.   "The  appeal  of  such  extra  extensions  is 
generally   to  the  woman  who  might  like  to  have  a 
phone   in    the  kitchen    or   upstairs.     To   gel    this 
audience.   I   like   to   bin    dm  time   radio,   which    has 

retained  its  loyal  women's  audience.    Shows  like 
a  morning  Godfrey  program  or  early  afternoon 

soap   operas   are   '"/'s   '"    '''  markets   too.     The   best 
din  time    radio    hours,    I    think,    are    between 

10:00  a.m.  and   12:30  p.m.,   when   the   woman 

generally  deans  house,  and  alter  lumh.   before 
the  kids   i  ome   home    Irorn   school,  say.  perhaps 

until  about    1:00  p.m.     tnd  the  cost  is  low, 

because    dm  time    is    Class    'B'    of    course." 

SPONSOR 



the  ABC  affiliates  in  America's  13th  market 



Source:  PuUe,  9/54-2/55  and  Pulso  CPA,  12/54 



lay! 

I 

Greatest  double  play  of  the  season  is  the  addition  of  the  St.  Louis  Cardinal 

baseball  broadcasts  to  the  KMOX  lineup.  Combining  CBS  Radio  Network 

and  top-rated  local  personality  programs  with  St.  Louis'  most  compelling 

summer  attraction,  KMOX  is  winning  greater  audiences  than  ever  before. 

The  scoreboard  shows  KMOX  leading  all  other  St.  Louis  radio  stations  with: 

highest-rated  news  programs,  highest-rated  music  program,  highest-rated 

farm  features,  highest-rated  sports  programs,  highest-rated  local 

personalities  .  .  .  and  now  Cardinal  baseball  too ! 

This  programming  makes  KMOX  the  most  listened-to  radio  station  in  St.  Louis 

month  after  month,  year  after  year  .  .  .  delivering  a  44  per  cent  larger 

audience  than  any  other  station  and  reaching  more  than  90  per  cent 

of  the  market's  radio  homes  weekly!  For  the  winning  sales  combination  in 

St.  Louis,  get  in  touch  with  CBS  Radio  Spot  Sales  or . . .  EM  WiM  #%1lfr 

The  Voice  of  St.  Louis ' 



No  Trick  When 
You  Know  How 

It's  no  trick  capturing  the  largest 
share  of  audience  when 

you're  selling  on  KSDO  .  .  . 

San  Diego's  music  and  sports  station. 

According  to  HOOPER,  KSDO  is 

first  in  listeners  in  this  rich, 
billion  dollar  market. 

May  we  show  you  how  to  turn  the 

trick  for  your  clients  on  KSDO? 

by  Bob  Foreman 

Ms  there  anybody  tvho  isn't  a  tv  erltic? 

These  pages  shall  serve  today  as  a  tribute  to  a  type  of  tv 
critic  of  which  there  is  a  sad  paucitv.  I  refer  specifically  to 

my  middle  child  -11-year-old  Betsy — who  in  all  other  re- 
spects is  rather  normal,  gets  good  grades  in  school,  swims 

well,  makes  passable  woven-leather  belts  in  handicraft.  But 

when  it  comes  to  her  tv  preferences,  she  simply  hasn't  any. 
She  likes  everything.  The  grainiest  of  British  features,  the 

most  saccharine  of  m.c.'s,  the  most  boring  of  situation  coin- 
ed ie>  and  club  footed  of  dramatics — Betsy  enjoys  'em  all. 

minute  after  minute,  hour  after  hour. 

I  realize  that  anything  is  better  than  going  to  bed  or  doing 
homework  which  are  the  two  most  prevalent  alternatives. 
Nevertheless,  I  salute  her  and  wish  that  some  of  her  constant 

adulation  of  the  medium  could  be  injected  into  the  veins  of 

thousands  of  jaundiced  critics  who  never  seem  to  find  any- 
thing to  their  tv  liking. 

Unlike  any  other  facet  of  show  business — or  any  other 
business  for  that  matter — television  is  judged  by  just  about 
everybody.  Motion  pictures  have  their  friends  and  foes.  So 

do  Broadway  plays.  Likewise  the  ballet,  nightclub  floor 

shows,  etc.  But,  for  these,  the  critics  are  far  fewrer  than  the 

appalling  multitude  who  "knows  what's  wrong  with  tv"  and 
are  more  than  willing  to  tell  you. 

This  latter  group  includes  the  vast  viewing  public,  which 

not  only  exerts  a  critical  influence  by  mere  selection  of  pro- 
gram but  which  also  carries  a  ready  comment  about  on  the 

tip  of  its  tongue.  As  you  know,  cab  drivers,  bartenders  and 

stenographers  are  as  vocal  about  the  relative  merits  of  spec- 
taculars as  they  are  about  the  camera  work  on  baseball  games 

and  the  wisdom  of  slotting  Medic  opposite  Lucy,  to  name  a 

few  of  the  dozens  of  tv  subject-  about  which  they  arc  able 
to  reveal  their  wisdom. 

Never  before  ha-  such  an  intensive  and  detailed  knowledge 
been  made  available  by  laymen. 

However,  the  home  viewer,  pure  and,  of  course,  simple,  is 

not  half  SO  avid  a  critic  as  i-  the  fellow  who  has  some  con- 

nection with  the  program.  B\  connection  I  mean  those  who 

are  in  some  wa\  personally  interested  1>\  dint  of  the  fact 
thai  the\  or  their  brothers-in-law  are  distributors  of  the  spon- 

sor's product  or  are  friend-  of  the  producer's  sister  or  any 
other  of  the  seemingly  tenuOUS  but  I  righteninglv  powerful 

reasons  to  hold  an   "inside  opinion."    Critical   acumen   in- ( Please  turn  In  page    I  14) 
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FIRST  AGAIN ...  by  a  bigger  margin  than  ever! 
The  ARB  ratings  tell  the  story! 

From  7:00  AM  until  midnight,  seven  days  a  week, 

KSTP-TV  leads  all  other  Minneapolis-St.  Paul  tele- 

vision stations  in  average  program  ratings*  .  .  .  and 
by  a  bigger  margin  than  ever!  During  the  important 
evening  hours  from  5:00  PM  until  midnight,  KSTP- 
TV  leads  its  nearest  competitor  in  average  weekday 
ratings  by  more  than  seven  points. 

In  this  rich,  Northwest  market  which   includes 
more  than  600,000  television  homes  and  commands 

*Weekly  average,  ARB  Metropolitan 
Area  Report,  March,  1  955. 

a  spendable  income  of  Four  Billion'  Dollars, 
KSTP-TV  has  long  been  the  leader.  It  is  the  North- 

west's first  television  station,  first  with  maximum 
power,  first  with  color  TV  and,  of  course,  first  in 
audience. 

The  listener-loyalty  which  KSTP-TV  has  won 
through  superior  entertainment,  talent,  showman- 

ship and  service  means  sales  for  you!  That's  why — 
dollar  for  dollar — KSTP-TV  is  your  first  buy  and 
your  best  buy  in  the  great  Northwest. 

CHANNEL 

30,000  WATTS 

MINNEAPOLIS  •  ST.  PAUL       Basic  NBC  Affiliate 

TA&  /!/mMw&&4-  leading  QtatiotC 
EDWARD     RETRY     &     CO.,    INC. NATIONAL      REPRESENTATIVES 
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SYRACUSE  S 

CAN  ANSWER  ALL  FOUR! 
i  mi  tact 

FREE  &  PETERS 

for  details 

*  WFBL  has  been 

Syracuse's 

Number  One 

radio  station 

since  1922 

MADISON 
SPONSOR  invites   letters   to   the   editor. 
Ail, tress  40   E.   49  St.,   New    York   17. 

HES  ANTI-ROBOT 

1  know  some  account  men  to  whom  a 

time  buying  machine  would  be  a 

boon, 

Bui  just  the  same  I  hope  one  doesn't 
get  built  very  soon. 

As  Mr.  Flanagan  so  generously  states, 

A  C&W  man  can  always  get  a  job  sell- 

ing figs  or  dates, 
But  what  about  the  men  from  Comp- 

lon.  or  Ted  Bates? 

Besides,  show  me  a  machine  that  can 
do  more  than  evaluate, 

Whereas  us  human-type  buyers  can 
create! 

Ratings  and  coverage  and  all  that  guff. 

Just  ain't  enough. 

\inl  anyway,  they'd  have  to  hire  a  man 
to  plug  it  in  the  socket 

And  to  keep  the  clients'  children  from 
taking  the  slide  rule  out  of  the 

pocket. 

Electronic  machines  that  work  on  vec- 

tors, 

Ain't  no  substitute  for  Media  Direc- tors. 

Some  mornings  when  I'm  not  too  keen 1  almost  feel  like  a  machine. 

So  copperplate  me  if  you  must 
And  guarantee  me  not  to  rust 

On  my  forehead  you  can  even  install a  knob, 

But  please  don't  take  away  my  job. 
On  \our  idea,  Mr.  Flanagan,  pooh! 

Would  you  like  u.s  to  invent  a  machine 

to  replace  vou? 
Jeremy  D.  S PRAGUE Timebuyer 

Cunningham  &  Walsh 
New  )  or/, 
r    Sprapuf    is    :tn*w«'ring    Tom 
ili.-    2    Me]    SPONSOR    which 

buying   machine  rxUt«,  just 
of  a  flvinn   machine  rxlstod 

•  1 1  ii hi  < ii  timebaj  < 

Flaffagan'a  satire  in 
suggested   thai    a   limi 
B  -     *un-i\      iis    lln-     i«l«'II 

III, 

Inds .f    il,.     Wright 
ithi 

RESEARCH 

I  was  very  happy  to  see  the  com- 

ment in  your  lo*  April  i~sue  under 
"Sponsor  Speaks"  alluding  to  the 
''mathematical  curtain'"  drawn  over 
-nine  of  the  basic  details  of  radio  and 

television  audience  research  services 

|.\  companies  issuing  them.  I  should 
like  to  state  for  the  record  that  we  at 

V.RB  arc  in  complete  accord  with  the 
i  Please  turn  to  pope  17) 
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What  hav/e  they  in  common  9 
Our  clients  come  in  a  wide  variety  of  sizes.  But  they 
have  one  thing  in  common. 

No  matter  what  size  they  are  now,  they  want  to 

grow  and  to  keep  on  growing. 

We've  always  felt  that  the  size  of  a  client's  ambi- 
tion was  a  lot  more  important  than  the  size  of  his 

advertising  budget. 

YOUNG     &     RUBICAM,    INC. 

Advertising     •     New  York    Chi'cogo    Detroit    San  Francisco 
Los  Angeles    Hollywood    Montreal    Toronto    Mexico  City    London 

16  MAY   1955 
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Television  is  reaching  the  saturation  point 

in  the  nation's  number  w  market 

I  out  of  every  3  families  is  tuned  to  Channel 

metropolitan  Chicago  a 

92.8%  of  all  homes 
television  hon 

WBBM-TV  commands  an  ave 

of  more  than  V3  of  the  Chicago  televi 
audience  throughout  the  w. 

The  best  programs  in  Chicago  are  on  Channel WBBM-TV'sl 
and  CBS  Televi 
Network  shows 

the  largest  audier. 

The  nation's  top  advertisers  are  on  Channel 2 Fourteen  out  of  the  nation's  fift 
biggest  advertisers  are  on  WBBM-TV.  Last  y 

advertisers  invested  20%  more  on  WBBf 

than  they  did  the  year  bei 

The  reason  is  Showmanship  on  Channel 
...The  kind  tl 

turns  advertising  ii 
Salesmanship.  The  kind  y 

/on  WBBM 



Chicago's  Showmanship  Station,  100,000  watts 

Represented  by  CBS  Television  Spot  Sales 



picture  clear... 

To  help  keep  net  work  TV  pictures 
clear  as  lhe\  go  from  city  to  city,  the 

Bell  System  is  installing  Automatic 

Switching  Equipment  (A.S.E.)  on  all 

major  multi-channel  radio  relay  routes. 

I  [ere's  how  il  works: 

Even  tlic  mosl  carefully  engineered 
microwave    radio    s\slenis    arc    alfeeted 

b)  some  fading  caused  b)  atmosphei  ic 

changes.  I  he  onl)  waj  to  a\  oid  this 

interference  in  television  pictures  car- 
i  ied  from  citj  to  citj  bj  radio  i  elaj  is 
in  switch  the  signals  to  another  path. 

Manual  switching  is  not  fasl  enough 

to    beal    sudden    fades.    I  o    make    1 1  u • 

change-o\iM  automatic,  the  Bell  System 
designed  A.S.E.  which  switches  radio 
relax   channels  in  a  s])lit  second. 

Now— when  fading  threatens  — it  is 
recognized  l>\  an  electronic  device  that 

sends  a  warning  signal  hack  to  the  con- 
trol station.  The  picture  is  then  sw  itched 

automatically  to  a  protection  channel. 
I  he  entire  operation  could  take  place 

several  times  a  second  without  disturb- 

ing your  program  in  any  way. 

Advances  of  this  sort  in  equipment 

ami  technique  assure  thai  the  telei  ision 

public  \\  ill  have  the  benefit  "I  the  besl 
possible  service  now   and  in  the  future. 

BELL     TELEPHONE      SYSTEM 

Providing  transmission  channels  for  intercity  television  today  <ni<l  tomorrow 

16 

SPONSOR 



49TH  b  MADISON 
[Continued  from  page  12  i 

views  you  express  and,  as  a  concrete 

indication  » ►  f  our  feeling,  we  have  re- 
cently taken  the  following  -te|>>: 

1.  Each  ARB  metropolitan  area  re- 
port now  contains  on  the  first  pane  a 

statement  revealing  the  exact  numbei 

of  completed  diaries  actually  tabulated 

to  make  the  ratings  shown  on  the  suc- 
ceeding pages.  This  is  the  only  basis 

on  which  sample  size  can  he  judged. 

2.  After  extended  research  on  diary, 

methods,  we  have  come  to  the  conclu- 

sion that  no  possible  series  of  so-called 

''correction  factors"  can  adjust  diaries 
not  properly  engineered  in  the  first 
place.  Such  correction  factors  cause 

much  of  the  existing  confusion  con- 
cerning ratings.  It  is  far  better, 

through  careful  placement  and  inter- 
viewing throughout  the  diarv  period, 

to  obtain  an  accurate  record  from  sam- 

ple homes  in  the  first  place  and  then 
present  the  unadulterated  findings.  In 

this  way  audiences  are  not  artificially 
created  or  dispersed  b\  mathematical 
formulae. 

3.  One  of  the  purposes  of  our  re- 
(  ent  working  agreement  with  the  C.  K. 

Hooper  Company  was  to  consolidate 
two  television  rating  services  which 

were  telling  essentialb  the  same  story. 
We  feel  that  this  will  greath  benefit 

all  industry  users  of  ratings  by  giving 
one  service  the  benefit  of  the  thinking 

and  experience  of  both  organization-. 
We  hope  you  will  continue  in   your 

efforts   to  clarify   this  situation. 
James  W.  Seiler 
Director 

American  Research  Bureau 

Washington,  D.  C. 

BILLINGS 

I  have  been  trying  unsuccessfully 

!<>i  some  time  to  get  the  gross  billings 
on  radio,  television,  newspapers  and 

magazines  for  1().">4  and  1953.  I  am 
writing  your  magazine  in  hopes  that 
you  can  help  me  out.  I  would  also 

like  to  take  this  opportunity  to  con- 
gratulate your  entire  staff  for  a  fine 

magazine. 
R.  I).  McGregor 

General  Manager 
KBNZ 

La  .Junta.  Col. 

•  Tin-  cni"  billing  figures  on  radio  (network 
lime  charges)  1  «>."»  I  :  (137,641,169;  1953:  8160,. 
534,544.  Television  (network  time  charges) 
1954:  •320,154,274;  1953:  8227,585,656.  Mag. 
axiiw,.  (general  and  farm)  1954:  8604,121.055; 
1953:  8603,113,826.  Newspapers,  1954:  8594,- 
00O.000:      1933:     $<><)  1  .<><><).  IMH1 

(Please  turn  to  page  143) 

If  you  want  to  reach  the  television 
viewers  of  the  South  Bend  Market 

there's  only  one  way  to  do  it.  Buy 
WSBT-TV.  This  station  gives  you 

more  viewers  than  all  the  others  put 

together!  No  other  station,  UHF  or 

VHF,  whose  signal  reaches  the  South 

Bend  Market,  even  comes  close  to 

WSBT-TV  in  share-of-audience.  Fur- 

thermore, when  you  use  this  station, 

your  sales  story  is  presented  with  a 

clear,  interference-free  picture. 

*  TV  Hooperatings,  Nov.,  1954  for  South 
Bend  -  M  ishawaka ,  Ind. 

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

and  Kosciusko. 

A    BIG    MARKET...  A    PROSPEROUS    MARKET 

The  primary  coverage  area  of  WSBT-TV  embraces  a  prosperous  9-county 
market  in  Northern  Indiana  and  Southern  Michigan.  The  following  in- 

come and  sales  figures  show  clearly  the  sales  potential  of  this  great  market: 

Effective  Buying  Income  .  .  $1,165,620,000.     Food  Soles  .  .  $182,091,000. 

Total  Retail  Sales   $783,927,000.     Drug  Sales  .  .  .  $22,930,000. 

Source:  Sales  Management  Survey  of  Buying  Power,  1955. 

Indiana 

A     CBS     BASIC     OPTIONAL     STATION 

ASK     PAUL     H.     RAYMER     COMPANY*     NATIONAL      REPRESENTATIVES 

16  MAY   1955 
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Xeir  and  renew 

Brown 

Boltc     '3' 

James  C. 

Douglass    13) 

R^y  J. 
Maurer   i3) 

Michael 

Madar    (3) 

Richard 

Cibbons    ' -4 1 

Edward    Esty 
Slowed    13) 

3.    Advertising  Agency  Personnel  Changes  (cont'd) 
NAME FORMER  AFFILIATION NEW  AFFILIATION 

William    F.    Ryan 

|ohn    F.    Singleton 
Wymouth   Symmes 

Jerome    S.    Stolzoff 
Edward   Esty  Stowell 
William    H.    Thomas 

Bradley   A.    Walker 
Howard    Ed   Walpcrt 

William  Weber 

Thomas  D.   Wharton 
R.    Clenn    Wilmoth 

Ralph    L    Wolfe 
Parker   Wood 

Thomas   P.    Wright 
Mike    Wurstcr 
Edwjrd  J.   Young 

KFMB.    KFMB-TV,    San    Diego,    promotion,    mdsg   &    publ  Dick    Bradley    Adv,    San    Diego,    acct    exec    &    creative 

supvr Tath;m-Laird    Chi,    space    buyer 

Paris  &    Peart.    NY 
8iow-Bcirn-Toigo,   NY,   acct   supvr 
Benton    &    Bowles,    NY 

JWT,    NY,   dir  of   r-tv 
Fletcher    D.    Richards,    NY,    first   vp   &   gen   mgr 

WHUM-TV,    Reading,    Pa,    sis    mgr 

Lennen   t>    Newell,    NY,   art   dir 

Western    Elec,    NY,    publ    rels   dir 
D-F-S.    NY,    media   res  dept 

Ceyer,    Det,    vp 
Brooke,   Smith,    French   6    Dorrance   of   the    Pacific    Coast. 

vp 

Tucker   

Wayne.   

Atlanta,  

acct  
exec 

BBDO,    

NY 
KDKA-TV    

(formerly   

WDTVi,    

Pittsburgh,    

dir 

supvr Same,    media    supvr 

Same,   media   mgr Same    vp 

Same,  exec  vp 

Fitzgerald    Adv,    New    Orleans,    dir    of   r-tv 
Same,    vice    chmn    of    bd 
Arndt,    Preston,    Chapin.    Lamb   &    Keene   Adv,    Phi  la, acct    mgr 
Same,  vp 

Hcgc.  Middlcton  &  Neal.  Greensboro.  NC.  publ  rels  dir 

Same.   SF,   media   dir 
Warwick    &    Legler,    NY,    gen    exec 
Same,  exec  vp 
Same,  vp 

Kic-sewetter,   Baker,    Hagedorn  &   Smith,   NY,   media   dir 
Adv    Syndicate    of    Amer,    Pittsburgh,    vp 

4.    Sponsor  Personnel  Changes 
NAME 

A.    S     Bland 

William   0.    Dillingham 
Parker    H.    Erickson 
Cene    K.    Foss 
Richard    Cibbons 

F.    E.    Howell 

Abe    Imhoff 
Fred    Kalty 

Michael   McCabe 

Everett   W.    Olson 

Royce  Russell 

Leslie    A.    Sauers 

John  F.  Van  Deuscn,  Jr. 

FORMER  AFFILIATION NEW  AFFILIATION 

Grove    Labs.    St    Louis,    sis    mgr 

Pabst   Brewing,    Newark,  gen   mgr;   Hoffman   Bev,   exec  vp 
Croslcy   eV    Bcndix    Home   Appliances,    Avco    Mfg,   Cin 
Crove    Labs,    St    Louis,    mdsg   mgr 

Foote,    Cone   &    Belding.    Chi.   acct   exec 
Croslcy  6    Bendix    Home   Appliances,    Avco    Mfg,    Cin 

Paper-Mate,    NY,   sis  dept 
Paper-Mate,    NY.   SW  sis  mgr 
Hoffman    Beverage   Co.    Newark,   gen   sis  mgr 
Wcbcor,  Chi,  adv  &  prom 
Brooke,  Smith,   French  &    Dcrrance  of  the   Pacific  Coast 

pres 

Lever   Bros,   Pepsodent  div,  sis  mgr 

Cunningham  &  Walsh     NY,   mdsg  exec 

Same,  product    mgr 

Same,  Chi,    exec    vp    for    sis 
Same,  exec    vp 

Same,  Fitch    div.    product    mgr 
Gillette   Co.   Toni   div.   Chi.   adv   brand    mgr 

Same,  vp   &   gen    mgr 
Same,  gen    sis    mgr 

Same.  MidW    sis    mgr 
Same,  vp   for   sis  &    mktg 

Same,  dir   of    pub    rels   &    adv 
PerfecTan  Co,   SF,   pres 

Crove  Labs,  St  Louis,  sis  mgr 
Crove  Labs.   St    Louis,   product   mgr 

5.     New  Agency  Appointments 
SPONSOR PRODUCT    (or   service) 

Armour.    Chi 

Croslcy   b    Eendix    Home   Appliances   div,   Cin 
Lakeside    Mfg,    Milw 
Lever    Eros,    Pepsodent   div,    NY 
Monarch    Finer    Foods.    Chi 

Parkei    Pen,    Janesvillc,   Wis 
Pillsbury,    Minnpls 
Fillsbury      Minnpls 

Remington    Rand,    NY 

Remington   Rand,    NY 
Southern    Airways,    Atlanta 

Trewax,    Culver    City,    Calif 

Virginia    Electric   &   Powei,   Richmond 

Dash    Dog    Food 

Croslcy    &    Bendix    home    appliances 

Hot    top   trays   and   carts Dove    soap 

Canned   foods,   dietetic  foods,  coffee,   tea 

Fountain    pens,    pencils 

Creamy    fudge,    Fluffy    white    frosting 
Hot  Roll  Mix,  brownie  mix,  cookie  mix 

Business   machines,    office   supplies,    electric 

shavers 

Typewriters Airplane  scivicc 

Floor    waxes    &    polishes 
Electric  power 

AGENCY 

Henri      Hurst    &    McDonald,    Chi 

Earlc    Ludgin.    Chi 
Biddle    Adv,    Bloomington,    III 

Ogilvy,    Benson    l>    Mather,    NY 
Strombcrger,    LaVcne.    McKcnzie,    LA 

Tatham-Laird,    Chi 
Leo    Burnett,    Chi 

Campbcll-Mithun,    Minnpls 
Y&R,   NY.  tv  agency 

Compton.    NY.    tv  agency 

Day.    Harris,    Mower   &    Weinstem,    At- 

lanta Richard    N.    Meltzer   Adv.    SF.    LA 

Cargill  &  Wilson.   Richmond 

6.     Station  Changes  (reps,  network  affiliation,  power  increases) 
KERO,    Bakersficld,    Calif,    appoints   George    P.    Hollingbery    Co natl  reps 

KFEL-TV,    Denver,   put   up    for   sale   26   Apr   by   Gene   O'Fallon, 
owner 

KHQA  TV     Hannibal.   Mo,  gone  up  to  316.000  wtts 

KPOJ      Portland.    Ore.    appointed    Avcry-Knodel    natl    reps 
KRON   TV,     SF,     prepared     to    handle     color     film     and     slides, 

making    it    possible    to   originate   any    type    of    local    program 
in    color 

KSTL.    St    Louis,    has   appointed    Everctt-McKinney    natl    reps 
i  ition   WPXY.    Punxsutawncy,    Pa,   has  gone   off   the  air; 

mail   should    be   addressed    to   WNBT,    Wellsboro.    Pa 

Inc.    management    organization,    has    assumed    opera- 
tion,   has    assumed    operation    of    KCA,    Spokane,    Wash    and 

KCSJ     (TV),    Pueblo,    Col 
WHIL     Medford.    Mass.    appointed    Broadcast    Time    Sales    natl 

rcos 

WICS.    Springfield.     III.    appointed    Robert    S.     Keller    net    sis 
re?    effective    15    Apr 

WMBV-TV.  Green  Bay.  Wis,  increased  tower  from  583  to  825 
ft,   wattage   from    110,000  to  240.000 

WMIN  TV.  WTCN-TV.  Mnnpls.  on  16  Apr  was  bought  by 
Consolidated  TV  and  Radio  Bcsters;  will  continue  without 

change  the  combined  program  schedule  of  the  two  half- 
time  facilities  llthoui'h  il  will  operate  full  time  as 

WTCN-TV WTCN  TV  Mnnpls-St  Paul,  appointed  Katz  Agency  natl 

icps 

WTVI,  St  Louis,  moved  sales  and  executive  offices  and 
studios  to  5915  Bcrthold  Ave  on  9  Apr;  changes  call  to 

KTVI WWDC.  Washington,  began  operating  from  new  WWDC  Park. 
h.Sill,  Biinikvilli  Kci.nl  Silvn  Spring  in  addition  lo  present 

Studio  '1627  K  St,  NWi  on  27  Apr;  sales  offices  remain 

at    orrsent    location 
WXYZ-TV,  Det,  began  transmitting  316.000  watts  on  30 

Mar;    previously   was   200.000 

50 
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lMf  HO    IS  IOWA'S 
FAVORITE  RADIO  STATION 

FOR  MARKET  REPORTS 

li 
WHO        WOI        WMT      WNAX      WOW     KWWL      KMA        KFAB       KICD       KGLO 

32.3%   15.6%     15.3%      6.5%        5.1%        2.4%       2.3%        2.1%       1.9%        1.7% 

A  HIS  chart  is  reproduced  from  Dr.  Forest  L.  Whan's 

1954  Iowa  Radio-Television  Audience  Survey — 

one  of  the  Nation's  most  respected  studies 
of  listening  habits,  used  constantly  by  hundreds  of 

leading  agencies  and  advertisers. 

Only  a  small  part  of  the  Survey  is  devoted  to 

analyzing  Iowa's  various  stations  or  their 
individual  audiences.   These  parts  do  prove, 

however,  the  enormous  preference  this 

state  gives  WHO  .  .  . 

Write  us  or  Free  &  Peters  for  your  free  copy.  It 

will  tell  you  more  about  where  and  how  to 

advertise  in  Iowa,  than  you  could  learn  in 

six  months  of  personal  travel  and  investigation. 

W\ 

BUY  ALL  of  IOWA- 
Ptus  "Iowa  Plus"— with 

JTFJ 
FREE  &  PETERS,  INC.,  National  Representatives 

Dm  Moines   .  .  .  50,000  Walls 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager  . 

16  MAY   1955 
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CONVENTION 

The  greatest 

spot  selling 

and  merchan- 
dising plan 

ever  devised 

for  radio 

stations! 

®*m 

CANADIAN    REPRESENTATIVES  ALL  CANADA    RADia 

FACILITIES    LIMITED,    VICTORY    BUILDING
,    TORONTO 

EE  AND  HEAR 

RADIO'S  BIG  LITTLE  MAN 

in  SUITE  B  201*203 
Shoreham  Hotel,  May  22-26 

1 I 
ill 

PROGRAM  SERVICE \\  \^-L    \     M      I    ̂ M^i  It 
WORLD    BROADCASTING    SYSTEM. -INC. 

488  Madison  Avenue,  New  York  22,  New  York 

CINCINNATI HOLLYWOOD 



Milwaukee's 

T>vy 
here's  why:     '\  '' 

"the  voice 

of  the 

BRAVES 
(the  Milwaukee  Braves 

gomes  ore  not  televised) 

3K-HII 

all-star 

programming 

Milwaukee's 
Most  Powerful 

Independent 

24  hours 
of  music 

news,  sports 

5000 

lowest  cost 

per  thousand 

HUGH   BOICE,  JR. 
Gen    Mgr. 

HEADLEY-REED, 
National  Rep. 

fcaiBf 
II.   1.  Hebberd.  Jr. 

Advertising    and    merchandising    director 

Stokely-Van   Camp,    Indianapolis,    Ind. 

Main  Hebberd's  rise  from  Rockville  Outre,  Long  Island,  when' 
he  was  born,  to  Indianapolis,  where  he  makes  his  headquarters  as 

Stokely-Van  Camp's  advertising  and  merchandising  director,  was  a 
mailer  of  less  than  four  decades. 

"From  flounder  and  scallops  (Long  Island  staples!  to  fruits  and 

vegetables  iof  the  Stokel)   line),  you  might  sa\."  Hehherd  notes. 
With  Stokely-Van  Camp  since  1949,  Hehherd  has  guided  the  food 

compam  in  several  radio  and  tv  efforts.  For  a  year,  Stokely-Van 

Camp  I  through  Calkins  \  llolden.  New  ̂   ork  i  sponsored  the  agencv- 
produced  John  Conte  Show  over  NBC  TV.  During  the  next  year, 

the  firm  bought  participations  on  CBS  TV's  Garry  Moore  Slum . 
\liout  a  year  ago.  Hebberd  began  a  new  advertising  campaign, 

termed  the  Best  Cook  promotion  b\  the  agency.  The  point  of  this 

approach  is  to  advertise  at  the  "grass  roots  level.'"  to  get  into  the hometown  and  speak  the  language  of  that  community. 

Stokely-Van  ("amp  has  a  woman  representing  it  in  each  of  L5 
markets.  This  woman,  generalb  a  home  economist,  coordinates  the 

promotion.  She  approaches  a  local  club  or  women'-  organization 
and  asks  that  group  to  choose  one  of  its  members  as  Rest  Cook  of 

that  week.  I  he  woman  so  chosen  is  then  pictured  in  Stokely-Van 

('amp-  newspapci   ads    interviewed  on   its  radio  and  l\   commercials. 
The  food  firm  has  been  expanding  its  use  of  local  radio  and  tv 

gradual!)  o\er  the  past  52  week-  to  the  point  where  the\  are.  today, 

in  some  I")  markets,  mainb  Midwestern  and  Southeastern,  with  three 
or  more  announcements  weekly.  I  hi-  promotion  ma)  go  national 
b\  fall.  \t  this  point  the  firm  is  -pending  at  the  rate  of  $600,000 
to  $700,000  in  air  media  in  L955. 

Hebberd.  whose  lalhci  w.i-  a  banker  and  heme  conservative,  tend- 

to  be    servative  himself  in  his  discussion  of  advertising.    "I  -will 
saj   thai  thi-  hometown  promotion  has  been  responsive,"  he  admit-. 

In  his  own  home,  radio  i-  \en  well  used  ("too  much  so  al  times," 
says  he),  since  daughters  Pennj  (age  I2i.  \  i<  ki  (age  eight  i  and 
their  parents  each  have  theii  own  radio. 

"I  like  to  watch  )  <>ii  Ire  There  and  See  //  \<</<  and  all  sports 

events  I  don't  have  time  to  attend.'  Hebberd  told  sponsok.  When 

iot  watching  i\.  he  spends  hi>  time  reading  "Thomas  Wolfe  and 
Marcel  Proust,  plus  the  usual  trade  journals  and  office  carry-over 
that  accumulates.  *  +  * 
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COUNTIES  Report 
Consistent,  Clear  Reception 

During  FIRST  TWO  WEEKS  of  Operation 

YOUR  BEST 

REPRESENTED  NATIONALLY  BY 

H-R  TELEVISION,  INC 
NEW  YORK   CHICAGO  HOLLYWOOD 

SAN  FRANCISCO   DALLAS 
ATLANTA   HOUSTON 

K5  BETTY 
CHANNEL  TEN  .  .  .  SACRAMENTO 

10   COUNTY   BONUS 
Right  from  the  start  KBET-TV  guaranteed  22  county  cov- 

erage —  but  within  only  two  weeks  .  .  .  more  than  2,000 
pieces  of  mail  were  received  from  32  counties  reporting 

the  finest  reception  ever  and  enthusiastic  praise  of  the  pro- 
grams. This  10  count>  bonus  is  yours  ...  at  no  extra  cost. 

Another  reasons  why  "Your  Best  Bet"  is  KBET-TV  Channel 
10  —  Sacramento. 

•  Sacramento's  1st  VHF  Channel 
Full  Power  316  KW 

•  Antenna  2500  Feet 

above  Sea  Level 
•  Finest  Picture 

•  Best  Programs 
•  Ready  for 

Color 

T$«1  BEBN»HUINO 

YOU  CAN'T  FULLY  COVER  CALIFORNIA 
without  KBET-TV -Sacramento 

Not  only  do  you  reach  more  than  300,000  TV 
Families  —  but  also  a  market  with  an  income 
of  53%  ABOVE  NATIONAL  AVERAGE. 

SACRAMENTO  alone  ...  a  dual  capital  .  .  . 

is  headquarters  of  the  state  government,  and 
a  business  center  of  a  vast  inland  empire.  Here 

is  a  market  of  more  than  two  million  people 
with  TWICE  the  buying  power  of  the  city  of 
Boston,  TWICE  the  retail  sales  of  the  city  of 
Pittsburgh  ...  a  growing  market,  increasing 
at  the  rate  of  2,500  persons  per  month.  For 

your  TV  dollars  "Your  Best  Bet"  is  KBET-TV .  .  .  Channel   10  .  .  .  Sacramento. 



SUGAR 
DADDY 
Cal  Sales  can  afford  the 

sparkler. 

His  Salinas  Factory,  the 

nation's  largest,  pro- 
cessed 225,000,000 

pounds  of  beet  sugar 
this  season.  The  farmers 

sold  Spreckels  813,000 
tons  of  beets  for  cash. 

All  this  happened  with- 
in line  of  sight  of  the 

KSBW-TV  tower  So  call 

it  sugar  or  lettuce. . .  it's 
just  summer  spending 

money  to  us. 

ASK    EOLLINGBER1 

>IO  TELEVISION 
\        Channel   8 

ALIN AS-  MONTEREY 

(  BS,    NBC,    ABC,    DuMONT 

by  Joe  Csi<ln 
i*rayraming  ideas:  firm-  ta  keep  them  earning 

"The  straight  old-line  tv  cooking  show  is  outdated.  .  .  . 
Quite  a  few  stations  have  already  seen  the  handwriting  on 
the  sink.  Some,  like  WRCA-TV  in  New  York,  and  our  own 

WHZ-TV,  integrate  their  cooking  gals  into  an  entertainment 
show.  This  i-  a  pretty  good  way  to  have  your  commercial 

cake  and  eat  it,  too.  .  .  ." 
And  ".  .  .  How  long  since  you've  dune  a  spring  cleaning 

on  the  openings  of  your  standard  programs?  How  long  since 

you've  really  gone  down  the  line-up  of  all  your  shows  and 
looked  and/or  listened  to  their  openings?  How  long  since 

you've  changed  themes?  .  .  .  Title  cards?  .  .  .  Copy?  .  .  . 
Could  some  of  the  openings  he  revised  verbally  or  visually 

to  increase  their  'holding  power' — we  mean  the  ability  of  a 
program  opening  to  hold  the  audience  and  prevent  the  switch- 

over to  another  station.  .  .  ." 
The  two  above  quotes  are  representative  of  the  material 

in  a  little  multigraphed  programing  news  letter  called  "Pro- 
gram Cue-."  written  and  published  by  Dick  Pack,  national 

program  manager  for  the  four  l\  stations  and  five  am  sta- 
tions owned  and  operated  by  the  Westinghouse  Broadcasting 

Company. 

The  two  items  aren't  calculated  to  shake  any  planets,  either 
as  Dick  wrote  them  for  his  own  program  people,  or  as  I  pre- 

sent them  to  you  here.  They  are.  indeed,  nothing  more  than 

the  merest  droplets  in  the  kind  of  an  ocean  of  constructive 

and  continuous  program  thinking  and  planning  too  infre- 
quently frolicked  in  b\  broadcasters  and  telecasters.  This 

I  know  about  firsl  hand. 

Dick  was  nice  enough  to  invite  me  to  "guesl  "  at  hi>  last 
Tv  Film  Program  Seminar  a  few  week-  ago,  participated  in 

b\  the  program  managers,  film  buyers  and  oilier  executives 
of  the  Westinghouse  station  family.  1  have  rarely  spent  a 
more  plea-ant  or  practically  profitable  evening.  For  here 
were  a  bunch  of  guvs  exchanging  ideas  about  film  and  film 

scheduling,  film  promotion,  etc..  all  ol  which  developed  from 
their  own  respective  experiences. 

I  intend  to  give  awaj  do  Westinghouse  secrets  here,  except 

the  biggesl  secrel  of  all.  This  is  merely  that  when  Chris 

\\  itting  look  over  a-  president  of  \\  BC's  t\  and  radio  proper- 
lie-  about  \tt  months  ago  he  decided  thai  it  made  ju-t  as 

much  sense  for  the  operation  to  have  a  national  program 

manager  (which  ii  then  didn't  have),  as  that  it  should  have i  Please  turn  to  page  1  Id  i 
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SOME  GIRLS  from  an  agenq 
named  X  were  blew  ing  feathei  s  a(  a 
i  offee  break,  ea<  li  telling  th<  others 
wh.it  a  wonderful  time  buyei   she 
u  as. 

I  ...I  the  [attest  slide  i  ule  in  the 

business,"  said  Betty.  "1  figure  il  a 
rate  pei  thousand  do<  sn'i  figure,  il 
doesn't  figure." 

"Listen,  sweetheai  t,"  put  in  Su< 
"il  that's  what  you  want,  there's  a 
station  in  Iowa.  .  .  ." 

"No  commercials."  broke  in 

Carol.  "1  follow  the  ratings.  You 
can't  never  go  wrong  with  an  audi- 

ence, especially  if  there's  a  man  in 
it,   1  always  say." 

"Audience!  You  can't  hardly  beat 
this  eastern   Iowa  audience.     And 

it's  not  only  bi-sexual.  It's  bi-sour<  i 
till — farmand  industrial,"  said  Sue. 

"What  about  buying  power?" 
asked  a  fourth  lady.  "And  signal 
strength?  What  about  coverage 

and  set  count?  You  can't  just  deep- 

freeze them." 
"  1  hey're  thawed,  honey.  Do  you 

know  thai  W  MT-TV.  repped  bj 
Kat/,  reaches  a  potential  quartet 
million  homes  with  regional  and 

CBS  jewels?"  chimed  in  Sue. 

"Nope — and  1  don't  give  a  damn. 

Say,  how  come  you're  so  high  on 

this    \\  MT-TV?" 

"It's  m\  passion  lot  truth,  dearie. 
Besides,  who  do  you  think  is  paying 

for  this  ad?" 

L.ik»4L     a 
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STEVE  DONOVA 



VESTERN  MARSHAL 
*  great  new  two- fisted  TV  Western  Series 

Brand-new  .  .  .  all-new  ...  39  half-hours  of  rugged  action  to 

capture  the  biggest  audience  in  town.  Each  episode  is  packed 

full  of  action  entertainment  as  STEVE  DONOVAN, 

WESTERN  MARSHAL  brings  justice  to  the  Western  Frontier. 

Filmed  under  the  supervision  of  veteran  Western  TV  producer 

Jack  Chertok,  the  series  offers  top  quality  production  for 

viewers  and  advertisers  alike. 

And  this  two-fisted  Western  delivers  double- 

action  impact  —  not  only  on  television  but 

also  at  the  point-of-sale.  Sponsorship 

makes  available  to  you  an  unprecedented 

barrage  of  merchandising  material, 

personal  endorsements,  premiums. 

The  second  most  popular  program  type,  Westerns  rack  up 

an  average  30.0  Nielsen  rating  —  24','t  higher  than  the 

ranking  average  of  all  evening  programs.*  And  Pulse  ratings 

list  six  out  of  the  top  ten  syndicated  shows  as  Westerns.** 

Now  here  is  STEVE  DONOVAN,  WESTERN  MARSHAL  to 

beat  them  all.  Excitement  and  action  to  capture  your  audience ; 

powerful  merchandising  to  sell  your  product  —  all  wrapped  up 

in  a  single  potent  NBC  FILM  DIVISION  package. 

Get  STEVE  DONOVAN,  WESTERN  MARSHAL  on  your 

side  in  the  battle  for  sales  in  your  markets.  Don't  delay  -  your 
market  may  be  snapped  up  soon.  Write,  wire  or  phone  now. 

•Nielaen.tnd  Report— Ftb.  ISSi "PuUe—Feb.  I95S  Mulli  Market 

NBC  Film  Division 
30  Rockefeller  Plaza.  New  York  20.  N.  Y.  •  Merchandise  Mart. 

Chicago,  111.  .  Sunset  &  Vine.  Hollywood,  Calif.  •  In  Canada: 

RCA  Victor,  225  Mutual  Street.  Toronto:  1551  Bishop  Street.  Montreal 

i>g  all  stations 

8<  rving  ail  sponsors 



CkeckttuA  y^ For  Texas  Consumer  Response     (Snows  (mduA 
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Here  is  a  typical  example  of  the  response  and  interest 

your   products  and  services  are  receiving  every   day   in 

the  Gulf  Coast  Area  on  KGUL-TV.    Below  is  a  consumer 

response  map  showing  the  origin  of  more  than   1< 

Range  Rider  Club  membership  requests. 
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GULF  TELEVISION 

COMPANY-  GALVESTON 

FOR    THE    GULF    COAST    AREA CHANNEL  11 

REPRESENTED    NATIONALLY    BY    CBS    TELEVISION    SPOT    SALES 
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Why  1*&G  plunyvti  into  nighttime  tr      i*ttr1  /  of  3 part 

by  Herman  Land 

Mid  ver  since  soap  opera  heroines  first 
began  to  offer  Americas  housewives 

vicarious  opportunities  to  plumb  the 

pleasures  of  misfortune.  Procter  Si 

Gamble  has  been  known  as  a  daytime 
air  advertiser.  Yet  this  season,  with  a 

swiftness  that  startled  many,  the  com- 

pany jumped  dramatically  to  the  fore- 
front in  nighttime  network  television. 

True,  P&G  was  no  neophyte  taking 

an  evening  plunge.  Since  the  medium  s 

swaddling  clothes  days,  it's  perennial 
Fireside  Theatre  had  followed  Milton 

Berle  Tuesdays  on  NBC  TV  and  in 

1953  a  second  program  had  been  care- 

fully launched,  the  Sunda\  nighl  Lor- 
etta  Young  Show  on  the  same  network. 

Still,  the  emphasis  of  P  &  G's  network 
advertising  continued  to  be  found  in 

the  daytime  in  its  eight  television  and 

13  radio  programs. 

That  was  the  picture  when  the  L954 

season  not  under  wa\ .  Bui  bj  mid- 
season  the  compam  had  announced  in 

quick  succession  sponsorship  of  six 

new  nighttime  t\  programs,  mostl}  on 
an  alternate-week  basis.  The  firm  now 

carries  eight  evening  shows. 

This  brings  the  current  P&G  night- 
time television  expenditure  to  approxi- 

mately $17,000,000  lor  time  and  tal- 
ent— about  the  same  as  the  sum  spent 

for  daytime,  or  2'.\' ,  of  the  total  ad 

budget,  sponsor's  estimated  ad  bud-  j 
get  for  P&G  i>  in  the  neighborhood  of  i 
$71,000,000.  Of  this  amount,  about 

$33,000,000,  or  more  than    !(>' ,  .  is  al- 

>•»>>:>•"».>>  ;■*?*.>  >>>>.- 
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,300,000 
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Newspapers  10.5% 

$7,350,000 
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Network  tv 

46.5%  of  ad 

budget 

$33,000,000 

Magazines  9.0% 

$6,600,000 

v« 
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SOURCE:     1955    SPONSOR    ESTIMATE     including    talent    costs 
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SPONSOR   reporter    Herman    Land    talked    at   length    with    P&G   executives   in    Cincinnati.     Here, 

Land    (left)    queries  tv  head   Bill  Craig  and   P&G's  associate   advertising   media   chief   Gail  Smith 

TIIKEE-PART  SERIES  WILL  DIVIDE  ALONG  MEDIA  LINES 

Pari  one  deals  v,  il li  the  liroad- 

easl  and  business  factors  thai 

;in-  the  chief  reasons  for  P&G's 

dramatic  9plurge  in  nighttime  t* 

Port  two  covers  P&G's  slide- 

rule  handling  of  its  far-flung 

spot  operation  and  describes  its 

relations     *iili     seven     agencies 

Part  thrrr  explores  P&fi'f.  u-e 

of  daytime  nc-uiirk  radio-lv, 
shows  liou  media  are  ased  to 

n   t  needs  of  different  prodncta 

located     to     network     l\.      Some    $11,- 

000,   »  goes  into  -pot  tv.   About  $11,- 
300.000  goes  into  network  radio.  Spot 

radio  gets  aboul  $1,750,000.  About 

S13,950,000  goes  to  newspapers  and 

magazines. 

The  country's  largest  advertiser  thus 
puts  about  80.. V  <  of  its  budget  into  the 
air  media.  (No  sampling  or  direct 
sales  promotion  costs  are  included  in 
this  estimate.) 

\\  h\  the  sudden  nighttime  splash'.'' Is  it  an  effort  to  establish  a  series  of 

strategic  franchises  across  the  board? 
Is  it,  as  some  maintain,  an  attempt  to 

establish  the  eompan)  in  so  spread  out 

a  fashion  that  no  soap  competitor  can 

hope  to  stake  out  equal  claim:-  in  the 
nighttime  spectrum?  Is  it,  as  some 

prophets  predict,  a  sign  that  the  soap 
film  is  ueltiiiii  ready  to  give  daytime 

tv  a  reeling  kick,  that  it  has  decided  to 
live  henceforth  with  nighttime  tv 
alone? 

These  were  some  of  the  questions 
sponsor  set  out  to  answer  in  this  se- 

ries on  Procter  &  Gamble,  first  among 

soap  companies  and  largest  advertiser 
in  the  I  nited  States.  There  were  many 

other  questions,  of  course.  Though 
bathed  in  the  spotlight  as  the  top 

broadcast    spender,   I'&G  is  something 

of  a  mystery  among  air  advertisers. 
Legends  have  grown  up  surrounding 
its  operation,  which  the  company  does 
little  either  to  corroborate  or  dispel, 

preferring,  along  with  all  the  soap 
firms,  to  guard  its  activities  like  a 
Pentagon  of  the  Midwest. 

Yet,  despite  its  close-mouthed  policy, 

P&G  is  regarded  as  a  bellwether  of  the 
broadcast  industrv.  as  the  outfit  that 

"wrote  the  book.  There  are  some  ad- 
vertisers who  are  said  to  set  their  me- 

dia clocks  by  P&G's  moves. 
To  attempt  to  put  Procter  &  (iam- 

bic- air  activities  into  -harp  focus  for 
the  first  time,  sponsor  went  to  Cincin- 

nati to  talk  to  top-level  executives.  In- 
tensive interviews  provided  much  of 

the  basis  for  this  series.  In  addition, 

information  and  interpretations  were 
sought  from  former  P&G  executives, 

from  P&G  agencies,  competitors,  me- 

dia representatives,  network  and  sta- 
tion  sources. 

The  series  will  divide  I'&G  s  air 

operation  along  media  lines.  This  ar- 
ticle will  cover  the  current  nighttime 

tv  schedule. 

Article  number  two  will  treat  the 

company's  extensive  spot  activities.  It 
is  sometimes  overlooked,  since  its  net- 

work campaigns  usuallv  get  the  most 

prominent    trade    pies-    treatment    but 

Loretta    Young    Show,    NBC    TV, 
10-10:30  pm.  Tide  &  Cleem 

I    Love   Lucy.   CBS  TV,   9-9:30  pm, 
Lilt   Home  Permanent 

Fireside  Theater,    NBC   TV.   9-9:30  pm, 
Ivory  Bar.  Ccisco    Spic  &  Span 
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P&G  is  the  largest  t\  -pendcr  in  t In • 

business  and  ~p<>t  radio  maj  be  in  for 

a  big  boost  in  the  ver\   near  future,  tun. 

The  article  will  attempt  to  answer 

questions  like  these:  How  firml)  do 

P&G's  spot  buyers  follow  rigid  rules  to 
obtain  maximum  frequency  ?  Is  it  pos- 

sible to  break  through  the  slide-rule 

mentalit)  ?  Other  subjects  to  be  cov- 

ered are:  how  spot  is  used  in  test  situ- 
ations and  to  build  toward  national 

distribution:  how  the  company  coordi- 
nates the  work  of  its  seven  agencies, 

and  what  part  the\  play  in  the  devel- 

opment of  I'^Ci  campaigns. 
The  concluding  article  will  deal  with 

one  of  the  subjects  most  often  dis- 
cussed when  P&G  is  mentioned  in  ad 

circles,  its  developing  attitudes  toward 

daytime  television  and  radio.  Impor- 
tant negotiations  are  going  on  right 

now  which  will  affect  this  area  of 

P&G's  broadcast  operations.  Last  Fall 
P&G  added  three  daytime  radio  strips, 

maj  cut  back  now.  And  in  the  lace  of 

industry  predictions  that  there  will  be 

a  davtime  tv  cutback,  SPONSOR  learns 

that  on  at  least  one  network  there  may 

be  an  increase  in  the  daytime  schedule 

amounting  to  $3  or  $4  million.  The 

concluding  article  will  explore  the 

media  thinking  behind  the  decisions 

being:  hammered  out  now. 

I'll**    )I<i<ii\ou    Ave.    vivtc:   The   bin 

geoning  of  P&G's  evening  schedule  has 
prompted  much  dist  ussion  and  spe  u 

lation  along  Madison  We.  SPONSOR 

:i~kcd  a  numbei  of  long-experienced, 

top-level  advertising  figures  for  theii 
opinions  of  the  significance  of  the  P&G 

moves  this  season.  The  views  <>\  some 

of  these  sources  can  be  summed  up 

this  wa\  :  P&G  was  late  in  recognizing 

l\  9  true  power,  came  into  davtime  be- 

latedly. It  is  now  determined  not  to 

be  left  behind  in  the  nighttime  fran- 

chise race,  is  plunging  heavily  in  an 

effort  to  lax  the  ground  work  for  its 

nighttime  t\  future.  Some  observers 

note  that  P&G  evening  shows  spread 

out  over  six  of  the  week's  seven  nights. 
To  gather  up  the  t\  audience.  IWG  i~ 

alleged  to  be  willing  to  pa\  whatever 

the  traffic  will  bear  to  get  what  it  wants 

— and  what  it  wants  are  ratings.  Of  its 

current  show  crop,  two  are  up  there  in 

the  first  10.  /  Love  Lucy  and  The 

Jackie  Gleason  Show,  while  the  rest, 

with  one  exception,  rate  in  the  thirties. 

Hut  (lists  of  t\  today  are  so  high,  this 

view  continues,  that  very  soon  the 

funds  will  have  to  be  taken  out  of  day- 

time, which  cannot  deliver  the  huge 

{Please  turn  to  j)age  126) 
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Warren   S.   Dubin,   Shasta 
\      -     ̂ iiIl'.t.    Lilt 

LEO   BURNETT   CO. 

Philip  II.  Schaff,  Joj 

John   M.   Tyson  Jr.,    Lava 
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*These    are    local    products    sold    in    the 
Chicago-area    only. 

Is  Your  Life,  NBC  TV, 
3:30  pm,   Prell  Shampoo 

Only   night   in   week   not 
covered   by   P&G  show 

Topper.    CBS   TV,   8-8:30   pm, 
Pin-It    Home    Permanent 
The  Lineup,  CBS  TV, 
10-10:30  pm.   Cheer 

lackie  Clcason,   CBS  TV, 
8-9:00  pm,  Cleem,  Spic  &  Span 
Favorite   Husband.   CBS  TV, 
9:30-10:00  pm,   Cheer 
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Firsl    copj    of    "Spot    Radio    Guide"    is    given    by    Free    &    Peters  uted,  without  charge,  as  industry    ser\ieo.     Scaled :   Jones  Seovern, 
executives    to    one    oi    the    industry's    best-known    top    timebuyers,  F&P  v.p.;  Grahl.    Standing:  Russel  vt   Iward,  F&P  exec,  v.p.;  Bill 
Richard  C.  Grahl  of   William   Esty.     Other  copies  will   be  distrib-  Morrison,  new  business  manager.    Calculator  covers  top  lol  markets 

Spot  radio  aid  for  top  planners: 

a  cost-and-coverage  calculator 
>«'\v  Free  «V  Peters  "Spot  Radio  Guide"  gives  admen  fast  cost  estimates 

A  ■  "preview  of  a  new  -|><i|  radio 
planning  aid  appears  on  these  |ia^<-s. 
\dmen  will  find  iliai  ii  greatl) 

simplifies  the  tedious  problems  of  spol 
radio  cost  estimating  a  process  which 

reps  ha\c  long  felt  kepi  man)  members 
of  lop  corporation  management  From 

lull  consideration  i"  spot  i adio. 

34 

Developed   b)    the  station    rep   firm  is  provides  figures  based  on  the  rela- 
of  Free  Si   Peters  in  conjunction  with  tionship  of  spot  costs  to  radio  coverage. 
\.  C.  Nielsen,  the  estimatoi   is  called  Said  II.  Preston  Peters,  president  ol 

"Spol   Radio  Guide."    Copies  will   be  Free  &  Peters: 
.  mailable  to  admen  and  radio  industry  "In  considering  li<>u  besl  to  express 
executives  withoul  charge.  the  potential  of  spol  radio,  we  sought 

ll  literall)  adds  a  new  dimension  to  the  lielp  of  the  one  organization,  A.  C. 
existing     Formulas    Foi     gauging    spol  Nielsen,  whose  coverage  measurements 

radio  prices  because,  foi  the  fii-t  lime,  were  both  recognized  1>\   t h«-  industry 

SPONSOR 



and  were  in  current  use.  Advertise] 

and  agency,  from  Plans  Board  level  up 
and  down,  can  now  discuss  spot  radio 

potentials,  along  witli  magazines,  net- 

works and  newspapers,  on  a  practical 

and    realistic   basis." 

•  How  it  works:  '"Spot  Radio  (iuidc 

is  based  on  market-by-market  prices 

of  spot  radio.  The  guide  spotlights 

161  markets  whose  radio  outlets  teach, 

according  to  Nielsen's  NCS  data,  97' , 
of  I  .S.  potential  coverage.  This  circu- 

lation pattern  for  the  total  number  of 

markets  can  thus  he  compared  with 

the  circulation  of  a  national  magazine, 

a  newspaper  list  or  a  radio  or  tv  net- 

work. Actual  cost  of  buying  stations 

in  the  markets  covered  by  "Spot  Radio 

Guide"  will  vary  downward:  the  prices 
here  are,  in  all  cases,  maximum  prices 

using  the  highest-cost  radio  outlets. 

The  rank  order  of  the  161  market- 

covered  was  determined  by  the  U.S. 

Census,  working  with  the  Nielsen  re- 
search firm.  In  these  markets,  the 

radio  home  count  is  estimated  to  be 

14,723,000. 

•  How  to  use  it:  "Spot  Radio  Guide" 
is  an  aid  to  management  planning  of 

air  advertising;  it  isn't  intended, 
according  to  Free  &  Peters,  as  a  routine 

time  buying  tool.  In  regular  spot 

purchasing,  buyers  will  have  at  hand 

local  station  coverage  data,  audience 

and  circulation  figures  and  other 

data  which  help  him  in  making  station 

and  time  selections,  as  well  as  a  list  ot 

availabilities.  These  factors  aren't 

covered   in  "Guide." 

Spot  radio  prices  shown  at  right  are 

daytime  prices.  The  following  formula, 

based  on  analysis  of  rate  cards  for  50 

stations  in  top  markets,  should  be 

used  to  change  day  to  night  pricing. 

For  nighttime  minutes,  add  2(>'  .  : 

nighttime  station  breaks,  add  40'  ,  : 

nighttime  quarter-hours,   add    53' <  . 
To  further  narrow  the  accuracy  of 

the  estimates,  the  following  frequent  j 

discount  formula  can  be  applied 

against  day  or  night  price  estimates. 

For  2(>  times,  deduct  5' ,  :  for  52  times, 

deduct  ID',  ;  for  156  times,  deduct 

15'/i  ;  for  260  times,  deduct  20',  :  for 
500  times,  deduct  30' ,  . 

Planners  interested  in  reviewing 

earlier  attempts  to  develop  a  quick 

method  of  cost  estimating  in  spot 

radio  should  consult  the  report  on  the 

SRA's  Spot  Radio  Estimator  appearing 
in  the  9  March  1953  issue  of  SPONSOR, 

page  40.  *   •  • 
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SELECTIVE  LISTS  MAKE  SPOT  PLANNING  EASIER 

Shown  liclou  are  excerpts  from  li\<-  selective  market  li-t-  con- 

tained in  new  KM'  "S|h»i  Radio  Guide.""  The)  show  maximum 
costs  <d  airing  radio  minutes,  breaks  <>i  quarter-hours  ovei  stations 
in  firs!  161,  L25,  LOO,  75  and  50  market-.   Costs  here  are  gross: 

Top  Jul   Markets  by  Population 

Includes   Vein   >  ork  through  San  Angelo,   Tex. 

<  ost  of  one-time  buy  in  these  U>l  markets  on  highest-priced  •.latum 

DAYTIME  MINUTE  $3,819.46 

DAYTIM1    SI  \  1  l<>\   BR]  \K  3,132.21 

DAYTIME  QUARTER  HOUR 

These  markets  include  97%    of  total   I  .S.  radio   / 

Top  125  Markets  by  Copulation 

Includes  i\eiv  York  through   Montgomery 

Cost  ot  one-time  buy  in  all  125  markets  on  highest-priced  station 

DAI  I  [Ml    MINI  TE 

DWtlMI    -NATION  BREAK 

DAYTIME  QUARTER  HOUR 

v;,;:»,.:o 
L'.T  16.30 

8,142.44 
These  markets  include  95%    of  total  I  .S.  radio  homes 

Top  100  Markets  by  Population 

Includes  ISew  York  through  Greensboro 

('ost  of  one-time  buy  in  all  100  markets  on  highest-priced  station 

DAYTIME  M1M  TE  -  >.   

DAYTIM1    STATION  BREAK  2,449.30 

DAYTIME  QUARTER  HOUR  7,309.94 

1  lies,     marl, els    indudl     9.'i' ,     of    total   I   .S.   radio   homes 

Top  75  Markets  by  Population 

Includes  !\eiv  York  through  Peoria 

Cost  of  one-time  buy  in  all  75  markets  on  MgheSt-prU  eil  station 

DAYTIME  MINI  TE 

DAYTIME  STATION   BREAK 

\>\\  1 1MB   i.'l   VRTER  HOI  R 

$2,686.8.". 

2.111.00 

6,184.22 

These  markers   include  H9' <     of   total   I  .S.   radio  homes 

Top  50  Markets  bj  Population 

Includes  New  York  through  tt  ilkes-Harre-Hazelton 

<  ost  of  one-time  Inn    in  all  50  markets  on  highest-priced  station 

DAYTIMI    MINUTE 

DAI  I  [Ml    -I  VI TON   BREAK  1,61 

DAYTIMI    Ql   \KI  I  I;   HOI  R  1325.01 

These  mar  I, els   include  H2' ,    of   total   I  .S.   radio  homes 

For  easts  of  sample  schedules  see   next   uuqe 
►    ► 



F&P    SPOT    GUIDE    MAPS   SAMPLE   SCHEDULES 

Shown  below  are  commonly  used  schedules  and  frequencies  for  both  day  and  night 

spot  radio  campaigns.  Excerpted  from  new  "Spot  Radio  Guide,"  published  as  industry 

service  by  rep  firm  Free  &  Peters,  they  give  comparisons  of  what  you  gain  in  coverage 

for  added  dollar  cost.  Prices  shown  are  maximum,  unadjusted  (no  discounts  figured) 

rale-   on    highest-cost    stations.     Full    161    market-  represent  {)~' <    of  homes. 

SAMPLE    SCHEDULES — DAYTIME 

Homes  (000) 

%  U.S. 

13  Weeks 

20    DAYTIME   MINUTES    PER    WEEK 

50 37.3 

ML' 

1458,234.40                        $    801,910.20 
$1,202,865.30 $1,603,820.40 75 40.7 89 558,864.80                            978,013.40 
1,467,020.10 1,956.026.80 

100 42.9 93 644,727.20                          1.128.272.60 
1,692,408.90 2,356,545.20 

125 13.9 95 702,353.60                          1,229,118.80 
1,843,678.20 

2.458,237.60 

K.I ii.: 97 794,447.68                         1,390,283.44 

20   DAYTIME   STATION   BREAKS    PER    WEEK 

2,979,178.80 3,972,238.40 

50 37.3 82 1350,261.60                        $    612,957.80 $    919,436.70 $1,225,915.60 
75 40.7 

89 
439,088.00                             768,404.00 

1,152,216.00 1,536,288.00 
100 42.9 93 509,454.40                             891,545.20 1,337,317.80 1,783,090.40 
125 43.9 

95 

564,990.40                             988,733.20 1,483,099.80 1,977,466.40 
161 44.7 

<»: 

651,499.68                         1,140,124.44 

THREE     DAYTIME     QUARTER     HOURS     PER     WEEK 

1,710,186.66 
2.280,248.88 

50 37.3 
82 

$178,766.64                        $    338,715.78 $    508.073.67 $    639,796.56 
75 40.7 89 229,125.39                             434,132.14 651,198.21 820,027.52 

100 42.9 93 270,833.29                             513,157.84 
769,736.76 969,298.20 125 43.9 

95 

301,677.35                             571,599.34 857,399.01 1,079,687.44 
161 44.7 

97 

348,144.03                            659,641.32 

FIVE     DAYTIME     QUARTER     HOURS     PER     WEEK 

989,461.98 1,245,989.16 

50 37.3 

82 

$282,263.15                        $    564,526.30 
$    799,745.31 $1,003,602.08 

75 40.7 

;i<» 

361,775.44                            723,550.88 
1,025,034.66 

1.286,317.75 

100 12.9 93 427,631.49                             855,262.98 
1,211,622.75 1,520,467.52 

1 25 13.9 95 476,332.74                            952.665.48 1,349,609.43 
1.693,627.52 

161 44.7 97 549,701.10                         1,099,402.20 
1,557,486.45 1,954,492.80 

S  VMPLE   SCHEDULES — NIGHTTIME 
Markets Homes  (000) 

%  U.S. 
13  Weeks                                             26  Weeks 39  Weeks 52  Weeks 

50 
75 

Kin 1 25 

K.I 

37.3 
40.7 
42.9 

43.9 
44.7 

NIGHTTIME   RATES    EOR    IO   ONE-MINUTE   ANNOUNCEMENTS    PER    WEEK 

82 93 

95 

97 

$324,773.28 
396,095.44 
i.-.(..'):,o..,L' 

497,792.88 
563,064.84 

I   577,374.72 

704,169.44 
812,356.48 

884,965.12 

1,001,004.16 

-  :iM,.(w,2.o:i 

1,056,254.16 

1,218,534.72 

1,327,447.68 
1,501,506.24 

$1,010,405.76 

1,232,296.52 

1,421.623.84 1 .518.688.% 

1,751,757.28 

\U. Ill  MM!      KMIs     Kill     IIIMMII.N     IIIU    \kv     PI  It     \\  I  1  k 

50 
75 

100 
125 
161 

37.3 
40.7 
12.9 
i  |.9 

14.7 

82 
89 

63 

95 97 

-  175,831.01 

;i  1,781.80 
inl.134.50 

111.929.94 
,l  1,055.53 

190,366  'i 

'..  ..123.80 

:i  1,128.00 

1   ::(.  .6 

912.098.72 

$  735,549.36 1.012.685.70 

1,069.692.00 
1,186,479.84 
l.  ;f„'U  i::.o;; 

$  858,140.92 
1,254,642.48 
1.2  47.97  1.00 

1,384,226.48 
1,596,172.76 

50 
75 

10(1 
125 
K.I 

37.3 

42.9 

44.7 

82 B9 

93 

'>:. 

97 

Mi.lllllMl     It  \  I  I  s    FOB    THREE   QUAltllH    HOURS    PER    WEEK 

-  110,563  l  l 

350,561  90 II  1.175.00 

16  I  ..,66 ..:h 

532,660.44 

.  ,   ;:: 

664,222.52 
785,]  11.62 ;:,  1,546.66 

1,009,251.36 

I   882,653.07 
996,333.78 

1.177,697.43 

1 .3 1 1 .820.00 

1,513,877.04 

$1,111,189.08 
1,254,642.48 

1,483,026.25 
1.63  1.921.44 

1,906,363.68 
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Firs!  meehuni/ei]   I!.  kin-  van 

l'.   i"  iii  i'-ii-  in  I  ...    Angeles  in   190  I. 
Sti  adj      advertising,     including     radio 

19 17    on,    mad<     Bekins    the   top 
Wesl  Coasl  mover.   Todaj  firm  operates 
1,000    moving    van-,    nun-    62    Btoi 
buildings  in  the  I  .  S.  wesl  oi  <  bj 

Should  a  mover  use  radio  and  to? 
Bekins  is  West  Coast  household  name  with  aid  of  S330,000  radio-tv  budget 

^  an  a  company  afford  to  advertise 
on  the  air  if  its  net  income  is  limited 

to  a  relatively  small  percentage  of 
gross    1>\    the   government ? 

Should  such  a  compan)  advertise  on 
mass  media  at  all.  when  it  can  do 

nothing  to  affect  peoples  needs  for  the 

K«>n  Murray  stars  in  '"Where  Were  You?" 
sponsored      by      Bekins      in      16      markets 

.  -iilftA&V 

service   ii    is   in    business  to   provide? 
The  Bekins  Van  and  Storage  Co., 

sponsor  of  two  radio  programs  and  one 
t\  show  over  dozens  of  Pacific  Coast 

stations,  finds  that  air  advertising  can 

increase  a  mover's  business.  Though 
the  moving  and  storage  industr)  as  a 
whole  advertised  sparingK  in  the  past. 

Bekins  has  been  increasing  il-  budget 
steadil)  over  the  years.  The  industry 
traditionally  advertised  in  newspapers 

and  occasionally  in  national  maga- 
zines. Bekin-  started  using  radio  in 

1937,  has  been  on  the  air  ever  since. 

In  1955  close  ti>  two-third-  ol  the 

firm'-  SoOO.OOO  hudgel  will  he  in  radio 
and  i\ . 

Other  nni\  ing  and  storage  i  ompanies 
have  been  radio  and  t\  advertisers  in 

the  past,  although  mostlj  on  a  far 
smaller  scale  than  Bekins.  In  Nevi 

York,  for  example,  Neptune  Nan  and 

Storage  Co.  used  local  radio  in  West- 
chester three  \ears  ago.  Lincoln  has 

been  advertising  regularl)  on  vY*QXR, 
\ew  N  in k.  tin  the  past  eight  years. 

During  the  past  two  years  particu- 
lar!) the  conservative  interstate  moving 

industr)  as  a  whole  has  stepped  up  its 

ad\  ertising  effort.  Most  ol  the  i  om- 
panies are  boosting  their  advertising 

budgets — one  of  the  five  giant  inter- 
state haulers.  Mayflower,  is  said  to 

have  upped  it-  195  I  budget  600'  I  over 
1953  ad  expenditures.  In  the  highl) 

competitive  1955  climate,  moving  and 

storage  companies  might  look  at  the 

strateg)  that  has  mad.'  Bekins  Van 
and  Storage  Co.  one  of  the  biggest  in 
the  business,  with  1,000  vans  and  62 
buildings. 

The  company's  aim:  To  plant  the 

name  of  Bekins  so  firml)  in  people's 
mind-  thai  thej  will  automaticall) 

think  of  the  ( ompan)  w henevei  the 

idea  of  storing  oi   mo  i   irs. 

The  company's  problem:  '"It-  not 
possible  to  sell  anyone  on  the  idea  ol 

moving."  \lilo  Bekins,  the  firm's  presi- 

dent   explains.     "^  OU    have   to    make   a 
(  ontinuous  effort  at  reaching  the  lai  •- 

i  Please  turn  to  page  121) 
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FEE     IV     1>    BASED    ON    SCRAMBLED    SIGNALS 

To  unscramble  the  scrambled  video  (and 

audio  I  signal  that  an  ordinary  tv  set  receives 
on  a  fee  h  program,  the  viewer  musl  have 

a  decoding  device  installed.  Willi  Zenith's 
Phonevision  ( right),  the  viewer  sets  special 

device  or  inserts  coin.  With  Skiatron's  Sub- 
scriber-Vision,  he  inserts  an  electronic  sub- 

scription card  to  complete  a  circuit.  With 

Telemeter,  he  drops  coins  into  a  box.  Sub- 

scribers act  billed  b)  week  or  month  with 

non-coin    box    approaches    as    plans    stand. 

K*f£S^^ SECURES 

DECODING 

INFORMATION 

BY 

TV  TRANSMITTER 
EQUIPPED  FOR 
PHONEVISION 

Would  fee  tv  hurt  the  sponsor? 
If  h  gels  big  enough,  yes,  say  some  admen,    IS  nl  most  are  still  unconcerned 

Ww  it''  the  fee  tv  battle  now  out  in 

the  open,  with  the  guns  of  debate 

sounding  louder  in  the  ] n j  1  •  I i<  ear  and 
with  FCC  hearings  mm  the  quesl  inn 

sel     l"i     carlv     June,    the    tv    advertiser 

and  his  agenc)  are  ta<  e  to  face  w  iili 
a  quesl  ion  of  great  impoi  i : 

I-  fee  t\  a  monster  thai  v\  III  <le\  oui 

SpMMsni  ed    l\  ? 
The  advenl  ol  fee  i\  marks  the  fust 

time  thai  advertising  has  come  up 

against  potenlially.  al  least  a  situa- 
tion where  the  number  of  media  or  the 

amount  ol  media  exposure  available 
ma)  be  lessened. 

In  ii-  shorl  histoi  j  as  a  i In  i\  ing 

industry,  advertising's  media  oppor- 
tunities have  constantlj  expanded, 

Btarting  with  prinl  and  going  on  to 
In  oadcasting. 
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Now,  according  to  some,  the  me- 
dium with  the  greatest  opportunity  for 

growth  may  be  snatched  from  adver- 

tising's fingers  as  il  (tv)  stands  on 
the  verge  of  its   biggest  potential. 

<  >i .   will   il   be  snatched? 

SPONSOR  recent!)  went  to  agencies 
and  advertisers  to  find  out. 

It  found  thai  admen,  bj  and  large, 

view  subscription  video  with  little 

alai  m  essential])  heeause  thev  dmibl 

il    is  de-lined    lor  a   big   future. 

Fee  tv's  effect,  the)  said,  depends 
on  the  degree  of  acceptance  hv  the 

public.  And  thai  a*  ceptance,  it  was 

concluded,   won'l    be   widespread. 
\\  h)  ?  Simpl)  because  admen  be- 

liev e  the  public  won'l   lake  to  pa)  ing 
l<u    pi  .ej  lam-    when    thev    can   see  them 

for   nothing,     \\  hile   il   can'l    be   said 

thai  admen  as  a  group  welcome  fee  tv 

with  open  arm-,  there  were  some  who 

foresaw  it  operating  as  a  spur  to  cre- 
ative tv  efforts.  In  other  words,  pro- 

gram competition  between  free  and 

fee  lv   can'l  hurt,  these  admen  held. 
There  is  also  the  attitude — brought 

out  hv  columnist  Jack  Gould  of  the 

\rii     )<nl.    Times  on   '<'<   Mav    a-  well  a> 

hv  admen  interviewed  hv  sponsor — 
thai  advertising  will  somehow  find  a 

wa\   in  ".ei  into  the  fee  tv   picture. 

\\  hile   the  consensus   w  as  that    lee  lv 

wouldn't  cul  into  commercial  video 
this  wa-  hv  no  mean-  a  unanimous 

view.  There  was  a  strong  undercur- 
rent ol  concern  that  the  economics  ol 

fee  lv   might  assure  its  dominance. 
Fee  tv.  said  this  tuinoritv.  would  be 

able  to   outbid   sponsored   u    for   the 

SPONSOR 



CMMUR.   K.   F.    M.IKIV  VI  I) Mi  I  III   II     I   I   '.  I   ̂  I'M  I      It  VIIIOI  UN 

These  men  head  the  three  organizations  contending  for  FCC  approval  of  their  tested  sub- 

scription tv  systems.  Cmmdr.  McDonald's  Zeniili  Radio  Corp.  has  foughl  Longest  for  fee  t\ : 
Arthur  Levey  head-  Skiatron  Tv;  Paul  Kaibourn  is  board  chairman  of  Internationa]  Telemeter 

top  programs.  Free  tv  would  have  to 

exist  on  what  fee  didn't  want  and  this 
would  serve  to  draw  the  tv  audience, 

willing  or  not.  over  to  the  ranks  of  the 

paying  customers. 
Moreover,  even  if  free  tv  held  on  to 

a  substantia]  hunk  of  its  audience, 

there  were  dangers.  For,  explained 

one  adman,  there  is  currently  a  fine 
balance  between  audience  and  costs 

on  sponsored  television.  If  this  bal- 
ance were  tipped  a  little  too  much,  the 

value  of  sponsored  tv  would  be  de- 
stroyed. 

It  must  be  pointed  out  that,  despite 

the  implications  of  fee  tv  for  advertis- 

ing, sponsor  detected  no  great  evi- 
dence that  the  important  advertising 

agencies  of  the  U.S.  were  involved  in 

any  long-term  analysis  of  fee  tv's  ef- 
fect. 

While  it  is  true  that  a  victory  for 

fee  tv  would  not  mean  the  end  of  ad- 

vertising (it  did  very  well  before  tv 

came  on  the  scene),  its  impact  on  t\ 

departments  would  certainly  be  dis- 
astrous, not  to  mention  the  point  that 

the  profit  structure  of  many  agencies 
with  hea\  \  t\  billing  would  be  turned 

askew  if  not  wiped  out.  And  the  blunt 

fact  is  that  no  one  is  really  certain 
what   form  fee  tv  will   finally  take. 

It  may  be  Eor  this  very  reason  that 

a  wait-and-see  air  pervades  some  quar- 

ters of  the  agency  business.  This  atti- 

tude is  even  evident  among  broadcast- 
ers, whose  stake  (uhf  stations  aside) 

in  commercial  tv  is  more  obvious. 

In  the  two-week  period  following 

the  NARTB  boards  stand  against  pay- 

as-you-look  (luring  the  second  week  of 

\|>ril.  only  seven  members  wrote  the 

NARTB  reacting  to  it.  Four  disagreed 

with  the  board  and  three  agreed. 

This  is  nol  to  imply  ilia!  NARTB's 
stand  does  not  reflect  the  feeling  of 
most  of  ils  members.  It  does.  Tluv. 

the  networks,  movie  theatre  owners 

and  various  anti-toll  tv  groups  stand 

shoulder  to  shoulder  in  opposition  to 

fee  t\.  \gainsl  lliem  are  aligned  fee 

tv  creators  Zenith,  Skiatron  and  Tele- 

meter together  with  legitimate  theatre 
interests,  some  uhf  and  other  stations, 

spoi ts  I'l omotei s,  edu<  ai<.i~. 
I  hese  groups  w  ill  clash  starting  9 

June  before  the  FCC.  Uthough  some 

sources  predict  .1  de<  ision  this 
indications  from  the  FCC  are  that  .1 

decision  especially  if  fee  t\  is  ap- 

proved would  be  a  complicated,  time- 

uming  affair. 

As   a   group,   admen    are   taking   a 
hands-ofl  attitude  toward  the  beat  i 

1 1  the}    were  prepared  to  testifj .  how- 
ever, the  statements  below    give  some 

idea  of  whal  the)    might   say. 

Among  those  in  the  don't-worry-it- <  an  i-lniii-ii-  -1  boo!  i*  \  II  'tit  J.  Goetz, 

American  Safet]  Razoi  Co.  ad  man- 

ager. 
"I  am  verj  dubious  about  the  pos- 

-ibiliu  of  box  office  l\  ever  pushing 

aside  commercially  sponsored  l\ ."  In- 
said.  "The  first  effect  of  the  approval 
of  fee  tv  will  be  lots  of  tearing  of  hair 

and  hand-wringing  and  the-world-is- 
coming-to-an-end  sort  of  thing.  \\  e 
bad  exactly  the  same  kind  of  thing  a 

few  years  back  when  t\  came  in  t\ 

was  going  to  put  all  the  other  media 
out  of  business. 

"So  the  first  immediate  reaction  to 

•  Please  turn  to  page  137  1 

PRO:    fee   tv   forees   say 

they'll  offer  better  shows 
Summed  up,  these  are  main  fee  tv 

arguments:  Subscription  tv  will 

make  available  to  the  public  pro- 

graming  superior  to  the  regular  offer- 
ings on  commercial  tv.  This  pro- 

graming will  consist  largely  of 
entertainment  and  events  now  avail- 

able only  b>  attendance  in  a  theater, 

auditorium  or  anna.  It  w ill  be  tele- 
.  .1-1  w  i t In >oi  commercials.  It  w  ill 

not  replace  sponsored  video  bul  will 

act  as  a  "supplementary"  service  to 
provide  better  programs,  a  wider 
audience  and  a  sounder  economii 

base  for  the  industry.  It  will  give 
i\  a  new  soui ce  "l  1  1  venue  which 

would  greatl)  relieve  advi  rl  ising  ol 

it-  heavy  burden  of  carrying  all  of 

t\'-  high  costs.  This  new  revenue 
will  make  it  economically  possibli 

tor  many  more  stations  to  si 

operation,  stations  w  hicb  1  ould  not 
survive  with  advertiser  support 

alone.  B)  bringing  i\  to  moo  peo 

pie,  fee  t\  would  make  a  b 
audience  available  foi  sponsor*  d 

t\.    li  could  also  aid  theal re,  opi  1 .1 

CON:  fee  tv's  opponents 

say  public  will  suffer 
Fee  tv  opponent*  take  tlii--  position: 

Subsci  iption  t\  can  oiler  the  people 
very  little  beyond  what  the)  are 

ah  id)  receiving  free.  It  is  a  scheme 
for  eventually  selling  to  the  peopli 

entertainment  now  available 
Fee  i\  cannot  co-exisi  with  free  t\ 

it  i-  pre  empl  ive  by  it-  very  nature. 

If    it    prove-    successful,    it    will    lake 

1   :dence    over    advertiser-fin 
tv.    li  u ill  outbid  adverl isers  for  the 

top  shows  on  the  networks  and  put 

thrill  on   the  pay    -\-lem.     I\enliiall\ . 
all  the  desirabli  ims  w  ill  be  on 

,1   pay  basis.    Nothing  the 

illy  wanted  to  see  would 
remain  free  it  il  could  be  sold  for 
a  higl.  r  j  Fee  t\  would  impose 
a   sew  iv  ec   mic   haul-hip  on   the 

publii .  1  spi  1  ially  those  in 
ihe   I-  •■   brackets.    The  33 

million    people    who    invested    in    tv 

sets  did  so  with  the  understanding 
that  the  broadcasts  were  to  bi 

don't  want  t"  pa)  foi  tv    [*o  sell  the 

■  ->  all    Vmi 

tradition    while    hurting    the    public. 
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Blow-by-blow 
story  of  a  tv  (est 
Tax  slows  second   half  of  April  sales. 

Condition  "temporary,"  broker  says 

For  the  first  time  in  television  and  trade  paper  history,  SPONSOR 

is  able  to  report  results  of  a  tv  test  campaign  as  they  happen. 
SPONSOR  recently  revealed  that  Burnham  &  Morrill  Co.  Iiad  launched 

a  campaign  using  tv  only  in  a  market  a  here  it  had  never  advertised 

he/ore  and  where  sales  of  its  oven-baked  beans  and  brown  bread 
were  low.    Objective:  to  see  if  tv  alone  could  boost  sales. 

This  is  sponsor's  second  major  series  on  media.    The  first  was 
sponsor's  two-year  All-Media  Evaluation  Study  (recently  published 

in  book  form  i.  The    I II- Media  Study  explored  the  role  of  each 
major  advertising  medium,  urged  advertisers  to  test  media. 

The  present  B&M  campaign  is  one  case  of  an  advertiser  turning 
to  a  media  test  in  the  effort  to  solve  a  marketing  problem. 

WW  ith  the  5%  state  tax  on  inventory 
hanging  over  their  heads,  Green  Bay, 
Wis.,  area  wholesalers  cut  orders  for 

Burnham  &  Morrill  television  test  prod- 
ucts sharply  during  the  latter  part  of 

April.  After  the  first  two  weeks  of  the 
month  when  -ales  at  the  wholesale  lev- 

el soared  370' ,  over  the  like  period 
last  year,  second  half  of  April  sales 
were  only  99?  above  the  previous 

year's. 

The  tax,  which  costs  the  wholesaler 

5%  on  all  merchandise  in  inventor) 

on  1  May,  is  cited  as  the  reason  for 
the  decline.  Said  Marvin  Bower,  ad- 

vertising manager  for  the  Otto  L. 

Kuehn  Co.  brokerage  firm  which  han- 

dles B&M  products  in  the  region:  "The 
sales  are  down  relative  to  gains  we 

have  been  making  but  the  competition 
is  keener  this  year  than  a  year  ago 

which  means  that  the  jobbers  have 

been  watching  their  stocks  closer  than 
ever  in  order  to  be  sure  that  their  in- 

ventories are  at  the  lowest  possible 

point  when  the  state  levied  their  tax  on Max    1. 

"We  know,  however,  that  this  condi- 
tion is  a  temporary  one  and  that  the 

first  half  of  May  will  show  up  beauti- 
fully because  of  the  orders  we  already 

have  on  hand.    This  fact  also  indicates 

Sim iffirifi/    between    Puritan    and    Burnham    &    Morrill    bean    pot    is 
shown    here.     Housewife  can   easily  mistake   two.     Puritan   cost   is   also 

lower,   29c   vs.   37c   for    B&M.    Tv's  challenge   is   to   sell    B&M    despite 
these    obstacles    and    fact    that    other    beans    (see    shelves)     cost    less 

SPONSOR 



that  the  jobbers  ran  theii  stocks  down 

to  practical!)  nothing  to  beat  the  tax." 
Sales  for  the  month  of  April  taken 

as  a  whole  remained  considcrahlv 

higher  than  April  last  year;  1,230  doz- 
en cans  of  B&M  products  were  sold  to 

wholesalers  last  year  compared  with 
more  than  twice  that  many,  2,604,  this 
year.  Total  sales  this  year  through 
April  show  an  82%  gain  over  last  year 
when  no  television  was  used. 

B&M's  chief  competitor  in  the  re- 
gion among  oven-baked  heans,  Puri- 

tan, continued  to  reap  indirect  bene- 
fits from  the  B&M  television  campaign. 

And  in  addition  Puritan  has  bought 

into  a  television  show  on  a  co-op  basis 
with  Bed  Owl,  a  leading  chain  in  the 

area.  A  prominent  wholesaler  de- 

scribed the  carry-over  of  B&M's  tv 
advertising  to  Puritan  sales  this  way: 

"Two  of  our  store  managers  told 
me  that  Puritan  was  getting  a  free  ride 
in  that  when  their  shelves  were  cleared 

of  B&M  heans,  the  customers  picked  up 

the  Puritan  beans  (1)  because  they 

were  the  only  brand  of  oven-baked 
beans  on  the  shelf  and  (2)  because  the 

product  looked  very  similar  to  B&M." 
Although  the  Puritan  and  B&M 

beans  look  alike,  there's  at  least  an 
8c  differential  in  price,  with  the  B&M 

27  ounce  size  currently  selling  at  37c 
compared  with  29c  for  Puritan.  Haydn 

Evans,  manager  of  WBAY-TV,  which 
carries  television  advertising  both  for 
the  B&M  products  and  Puritan,  com- 

mented that  over-all  success  of  the 

B&M  campaign  thus  far  "proves  that 
tv  does  carry  a  rather  large  wallop  in 

selling  high-grade,  high-priced  items 

against  lower-priced  competition." 
Leonard  Burns,  B&M  sales  promo- 

tion manager  for  Otto  L.  Kuehn  in 

upper  Michigan,  whose  southernmost 
territory  is  60  miles  north  of  Green 

Bay  and  who  operates  mainly  in  terri- 
tory over  100  miles  away  said: 

"Sales  of  B&M  beans  throughout  my 
territory  have  increased  approximate- 
1\  50%.  The  brown  bread  is  being 
handled  by  just  about  every  store  in 
m\  territory. 

Closer  to  Green  Bay,  the  brown 

bread  also  showed  a  sharper  propor- 
tionate increase  than  the  B&M  bean 

products  because  it  had  started  at  a 
lower  level  of  sales  and  distribution. 

A  jobber  commented:  "The  B&M 
brown  bread  has  increased  twice  as 
fast  as  the  B&M  beans  because  the 

stores  carry  only  one  line  of  brown 

bread  whereas  they  have  both  B&M 

and  Puritan  oven-baked  beans."  *  *  * 

This  it  thi'  week-by-week  inside  report  <>/  what  happen* 
i<>  a  previously  unadvertued  product  in  <i  weak  market 
when    only    <»n<-    medium    it    used    in    stimulate    tales 

Results:  lUouii  bread  continues  t>>  score  best  sales  gains.  \<</r 
in  chart  belou  that  brown  bread  sales  were  360  dozen  cans  this 

Ipril  compared  with  <>nl\    lu  cans  last  year.    Reason:  brown 

bran/  wasn't  even  well  distributed  before  tc  campaign  >■■ 
must  gain  sharph  nou  because  it  is  on  more  shelves.  II  ithout 

sharp  brown  bread  rise,  total  liX  1/  sales  latter  half  of  Ipril 

a  mil, I  I,,-  off.    Tax  on  wholesale  inventories  slowed  gain. 

Competition:   B&M's  competitor  among   oven-baked   beans. 
Puritan,  is  using  Iv  participations  in  feature  movie  on  II  /.'/)- 
TV.  Ironically  copy  Puritan  uses  on  air  refers  to  fact  that 

oven-baked  beans  are  now  gaining  popularity  "here  in  tin-  Mid- 

west" which  helps  the  brand  ride  the  interest  I1X  1/  lias  built 
up  for  the  oven-baked  type  of  bean.  Wholesalers  continue  to 
report  Puritan  has  benefited  from  the  B&M  campaign  which 
is  considerably  greater  in  scope  than  Puritans  recently 

launched  tv  effort.  B&M  has  six  weekly  announcements  over 

WBAY-TV  to  Puritan's  single  weekly  announcement. 

Burnham &  Morri II sa 
les 

15-30 

April 

'54 

VS. 

'55 

Sail's  of   two  size 
Ol     IV.  M 

of  cans)t 

beans  and 
wholesale 

one 

'5 

18  oz. 
27 K. brawn  bread 

level    (by  dozens 

4     vs.     '55 

'54 

vs. 

'55    1 

'54 

vs.      '55 
AREA  A    (50-mile  rarfi US of    firvvn 

Run) 

7.    Manitowoc,    Wis. 

100 

70 

0 40 0 20 

2.    Oshkosh,   Wis. 0 

20 

0 

IS 

0 

50 

3.    Appleton,  Wis. 

50 

100 25 50 0 150 

4.    Gillett,   Wis. 0 

10 

50 

20 

10 20 

5.    Green    Bay,    Wis. 230 0 150 0 0 

'10 

6.    Menominee,   Mich. 0 50 0 0 0 20 

Totals   A 
380 

280 225 

725 

70 

300 

IRE  1   IS    (.70-fOO  mile rati 
ins  o 

f  firvvn    11  tai  ) 

7.    Fond  Du  Lac,  Wis. 50 

30 

0 

15 

0 

10 

8.    Stevens   Point,   Wis. 50 0 30 0 0 0 

9.    Wausau,    Wis. 30 50 0 0 0 

10.    Norway,   Mich. 0 0 0 0 0 30 

11.    Sheboygan,  Wis. 

50 

60 20 

lu 

0 20 

12.    Wisconsin   Rapids,   Wis. 0 0 

(i 

0 

(1 

ii 

Totals    B 
780 740 

85 55 0 60 

Totals  A   &  B 
560 

420 
370 

780 

70 

360 

TOTAL  ALL  PRODUCTS      54 — 880  dozen  cans    '55- 

-960 

dozen 
cons 

tTelevlsion   campaign   begin    -1   January. 
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What  Chicago  agencies  say  about 

the  l-nei  work  radio  presentation 
They're  impressed  by  webs'  cooperation,  kind  data  useful  and  enlightening 

A^ome  sharp  thinking  about  network 
radio  has  been  going  on  among  the 

lop  air  agencies  in  New  \  ork  and  Chi- 
o  in  the  wake  of  a  joint  sales  pres- 

entation by  the  four  am  webs  to  several 

dozen  agencies  in  those  two  ad  centers. 

Whether  the  joint  venture  will  add 
to  network  hillings  remains  to  be  seen. 

But  admen  were  impressed  by  the  pic- 
ture  of    four  competitors  cooperating. 

Following  the  networks'  presentation 
of  thru  storj  before  10  Chicago  agen- 

cies recently,  sponsor  went  to  these 

agencies,  asked  for  < :omments.  Here 

are  two  highlight-  from  reactions  to  he 
found  later  in  this  report: 

George  Bolas,  radio-tv  director  of 
Tatham-Laird.  lauded  the  four-network 
effort   but    felt   that  it.  as   well   a*   other 

radio  presentations,  are  too  general 

these  days.  What  is  needed,  he  said, 

are  specifics — examples  of  how  one 
;nl\rtti-t'r  with  an  average  budget,  for 

example,  can  reach  a  large  enough  au- 
dience with  radio  to  justify  its  use  as 

against  other  media. 

Leo  Burnett's  media  director,  Sey- 

mour Banks,  felt  the  networks'  facts 
showed  that  radio  is  a  relati\el\  <iood 

buy  for  advertisers  interested  in  broad 
national  coverage  but  saw  a  decline  in 
the  value  of  network  radio  as  tv  eon 

t i lines  to  grow.  He  predicted  that  ra- 

dio chain  operation  "may  virtually 
cease  at  5:00  p.m.  and.  even  for  day- 
time,  it  ma\  exist  only  in  the  form  of 

a  wide  variety  of  partial  sectional  nets." 
The    joint    presentation    is    an    out- 

growth oi  the  now-famous  BBDO  pol- 
icy last  year  of  asking  its  own  radio 

people  to  examine  radio  as  if  it  were 

a  new  medium,  forgetting  about  com- 
parisons with  pre-tv  radio.  The  agency 

invited  radio  to  present  its  case  and 

the  four  network-  responded  with  their 

best  general  data.  MBS,  for  example, 

with  its  Ward  study  (see  "Pinpointing 
the  radio  audience:  new  MBS-Ward 

stud)  shows  how."  sponsor,  4  October 1954),  NBC  with  its  Starch  study. 

The  networks'  presentation  before 
BBDO  was  followed  by  appearances 

before  other  New  York  agencies.  The 

group  also  visited  N.  W.  A\er  in  Phil- 
adelphia. Last  month  the  presentation 

wasghen  in  Chicago  with  l\  \B  "hook- i  Please  turn  to  page  1  1 1  I 

Four-network  presentation  included  CBS  charts  below.  Figures  at 
left  show  1954  radio,  \\  set  sales,  according  to  RETMA.  Center, 

\l.'l    Politz  Ggures  break  down  locati   >f  radio,  tv  sets,  according 

in  rooms  with  h  sets  only,  with  radio  and  l\  sets,  with  radio  sets 
only.  Right,  Nielsen  Ggures  for  7-13  March  1954  show  number 
of   homes   radio   can   reach    in   week   during   various   times   of   day 

FACTORY  SALES  1954 

7,426,306 

o 

^*T« 

TV-ONLY 

RADIO  &  TV 

15,140,000  rooms 

13,950,000  rooms 

RADIO-ONLY 
96,970,000 

10CAU0HS 

MORNING 

79%  | 

AFTERNOON 

81%  | 

EVENING 

76%  | 

The  weekly  reach  is  92^ 

20  hours  6c  46  minutes. 
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NARTB  SECTION   INDIA 

Preview    of   the    NARTB    Convention:     \- 

33rd  <  onvention  meets  these  are  the  issues 

whi<  li    most    concern    bi  .1-    deter- 

mined by    1  sponsor  Burvej  page    11 

Convention  agenda:  For  1  list  of  events 

with  time  and  place  Bee  agenda        page    IT 

T\    Pioneers    Dinner:     For    description    "t 

Sunday    night    I  22    May  1     I  1  b  \  ision    Pi 

Dinner    given    1 1%    sponsor    for    the    108    pre- 

freeze    television    stations   see           page    18 

Film    at    the    Convention:      Report    on    new 

properties    film    exhibitors    will    be    sellil 

the  Convention   on  page    50 

Map  of    Washington:     I  r's    map   of 
Washington   locates  hotels,  government   ol 

sights  ot   the  city  page   53 

Radio  program  services:  What  the  radio 

programing  services  will  be  selling  at  the 

Convention  page   64 

Exhibitors  description:  What  each  of  the 

exhibitors   will    display    page   65 

NARTB  and  admen:  A  description  of 

N  \KTB  activities  which  have  direct  and  in- 

direct affect  on  admen  page   80 

Rep-  at  the  Convention:  List  of  rep  rooms 

appears    on  page    81 

Focus  is  on  government  problems  as  33rd  Convention  promises 

to  draw  record  turnout  of  broadcasters  to  VI  as  bin  "'ton.  I).  C  . 

16  MAY  1955 

SPONSOR    al    the    Convention:    Di 

arc  invited  to  \i-ii  sponsor  al  the  Shoreham, 

I  mi  ;  I  605.       Vtti  oding       Norman     H. 

Glenn,  Bernard   Piatt,  Jacob  A.   Evans,  Miles 
i)a\id.    Klaine    C.    Glenn.    Arnold     \.     \ 

les    1      \  ish. 



<;,/**— - 

II  UiOI  II   I      I  I  I  1  o\V  s 
President,     X  Mil  It 

ill  xm    It.  CLAY,   KWKII 
Convention    Co-chairman 

CLAIR    R.    McCOLLOUGH,   WGAL-TV 
Convention   Co-chairman 

Preview  of  tl 
1955  mooting  due  to  be  lr  )o 

PRE-CONVENTION    STATEMENTS    OF    THREE    NAKTIJ    LEADERS 

Harold  E.  Fellows,  President,  X.1HTB:  As  we  meet,  there  are  mail) 
problems  of  wide  industry  and  advertising  significance  which  no  doubt  will 

be  thoroughly  discussed  in  the  corridors  of  the  convention  hotels:  film  pro- 
graming, the  network  picture,  subscription  television,  satellites,  automation  in 

radio  programing,  remote  control.  \11  of  these  touch  directly  upon  the  future 
of  broadcasting  as  a  free  service  i<>  the  \merican  public  -upimrtcil  through 
the  dollars  supplied  by  advertisers.  The  health  of  this  industry  depends  upon 

those  advertisers  and  upon  the  industry's  continued  good  reputation  in  the 
field  of  media. 

I  hope  that  this  convention,  our  regional  meetings,  and  all  future  conven- 
tions will  attract  the  attention  and  the  participation  of  many  agencies  and 

advertisers.  Our  objectives  are  common  ones,  and  the  attainment  of  them 

i>  a  contribution  to  the   prosperity  of  the  American  people. 

Henry  It.  Clay.  Convention  co-chairman,  KWKH,  Shreveport:  The  biggest 
problem  facing  the  radio  and  television  industry  today  is  proposed  govern- 

ment interference  in  our  industry.  The  many,  many  hills  in  Congress  pertain- 
ing to  the  radio  and  television  industry  are  no  less  than  shocking.  If  some 

of  the  proposals  become  law,  our  system  of  free  radio  and  television  would 
come  to  an  end  and  that  in  turn  would  be  the  beginning  of  the  end  of 

America's  free  way  of  life.  It  is  absolutely  essentia]  under  our  republican 
form  of  government  that  freedom  of  speech  be  maintained.  Furthermore,  any 

encroachment  by  the  federal  government  on  America's  competitive  free  enter- 
prise radio  and  television  system  would  be  an  injustice  to  the  millions  of 

Americans  who  have  invested  in  receivers  anticipating  reception  of  the  finest 
quality  in  the  world,  whether  in  the  form  of  entertainment,  information  or 
education.  The  high  quality  of  radio  and  television  programs  in  America  is  a 
direct  result  of  our  established  competitive  system,  and  the  people  of  this 
conniiv  were  counting  on  just  such  programs  when  they  made  their  invest- 

ment  of  hundreds  of  millions  of   dollars   for  receivers. 

I  don't  think  you  could  gel  Iwo  people  to  ague  on  the  greatest  -iie.de 
accomplishment  of  the  industry  during  the  past  year,  as  there  have  been 

many  goal-  achieved,  such  as  strengthening  the  Television  Standards  of  Prac- 
tice and  the  Radio  Standards  of  Practice,  the  establishing  of  the  Television 

Advertising  Bureau  and  informing  <  ongress  about  the  facts  of  radio  and  tele 
vision  regarding  many  aspects  of  its  operation,  thereby  thwarting  the  passage 
of  some  ridiculous  hills.  The  industry  has  made  tremendous  strides  toward 
educating  the  American  people,  the  lawmakers  and  the  courts  of  this  countr) 
in  an  effort  to  obtain  free  access  to  public  hearings,  and  we  shall  continue 
this  fight  until  it  becomes  accepted  practice  to  use  modern  electronic  methods 
of  reporting  news.  one  of  the  greatest  strides  made  lasl  yeai  in  this  regard 
was  the  recognition  of  these  modern  methods  by  the  President  of  the  United 
States   in   his  weekly  news  conferences.    PeopL    an    beginning    to   know    thai 
there    are   other    methods    of    reporting    new-    besides    the    u-e    of    a    pencil. 

(.lair  R.  McCollough,  Convention  co-chairman,  WGAL-TV,  Lancaster:  This 

year's  NARTB  Convention  takes  place  in  the  nation's  capital  city.  Perhaps 
tbi-  i  i  nificanl  inasmuch  as  many  of  our  foreseeabli  difficulties  in  broad- 

casting for  the  next  year  appear  at  the  present  writing  to  center  in  Wash- 
ington, 1).  C.  hi  possible  let  us  hope  that  this  opportunity  for  broad- 

casters to  mingle  with  federal  officials  of  all  branches  of  the  government  ma} 
lead  to  some  peaceful  resolution  of  the  various  problems  implicit  in  the 

numerous  legislative  inquiries  that    have'   been    launched. 
Our  convention   in   Washington,  one   toward   winch   we  have   been   pointing 

for  some  years,  i   nises  to  bring   forth  a   record   number  of  delegate-.    I'm 
them  we  are  attempting  to  schedule  a  program  which  will  give  them  an 

i  unit)  to  see  and  hear  top  officials,  led  b)  the  distinguished  President 
of   the   I  nitcd   States. 

On  behalf  of  the  committee     my   co  n,   Henr)    Clay,   and   mysell   as 
well  as  the  other  members  I  extend  t  heart)  welcome  t"  -II  delegates  and 
to   the    various  members    who  have   labored    so   arduously    to    make 

tin-   one  of  the  •   I    meetings    in    the    V  ociation's   1 1 i - 1 . •  i % . 

I  lie  kind  of  radio  and  television 
that  advertisers  buv  in  the  next  few 

months  ma)  well  be  shaped  by  events 
in    Washington  next  week. 

Already,  a  record  number  of  broad- 
casters and  exhibitors  are  swarming 

into  the  nation's  capital  to  attend  the 
33rd  Annual  NARTB  Convention. 
And,  these  industryites  are  bringing 

with  them  a  record  number  of  indus- 
trv  problems  which  they  hope  will  be 

settled,  in  full  or  in  part,  at  the  meet- 

ing. 

First,  there  are  the  external  prob- 

lems. 

Vdmen  who  visil  the  NARTB  con- 
vention will  find  that  the  meeting  has 

an  important  theme  this  year:  govern- 
ment  relations. 

Main  broadcasters  are  alarmed  at 

the  thought  of  "government  interven- 
tion" in  radio  and  tv.  Although  they 

generall)  feel  that  few,  if  any.  changes 

will  take  place  in  the  industry  as  a  re- 
sult of  current  Congressional  and  FCC 

probes,  the  NARTB  members  will  have 

their  best  governmental  foot  forward. 

As  Henrv  B.  Clav.  executive  v  .p.  of 

Shrevcpoifs  KWKH  and  a  convention 

co-chairman,  told  sponsor. 

"We  hope  this  convention  will  result 
in  a  better  relationship  between  the 

industrj  and  government  officials — a 
recognition  on  the  part  of  the  latter 

that  the  radio-t\  industrj  is  the  out- 

standing method  of  public  communica- 
tion in  the  I  nited  States  and  that  the 

people  who  run  it  are  doing  a  good 

job." 

Second,  there  are  the  internal  prob- lems. 

Station lodav are  niigblilv   con 

cerned  with  the  financial  health  of 

ilic'n  industry.  They'll  be  urging  sta- 

tions to  take  a  firm  stand  on  "deal- 
making"  and  rate-cutting  in  radio  and 

tv.  They'll  be  talking  about  the  up- 
ward spiral  of  broadcasting  <  osts. 

They'll  be  seeking  new  approaches  to 
the  problems  of  selling  more  radio 

time,  of  1   sting  revenue  on  uhf  sta- 
tions, of  developing  new  low-price  pro- 

grams. 

Thus,  the  \  MM  B  meeting  next  week 
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lid  .IMTII  Convention 
'id  of  idea-hunting,  problem-settling,  feneo-niendiiig 

will  be  a  lively  blend  of  bull  sessions 

and  public  relations,  of  on-tbe-floor 

debates  and  ofT-tbe-record  politicking. 

That's  the  conclusion  sponsor  edi- 
tors came  to  as  the  result  of  a  special 

"pre-convention"  poll  of  NARTB  mem- 
bers last  month.  Station  executives  at 

a  total  of  900  outlets  in  all  parts  of 

the  U.S.  were  surveyed,  and  a  sizable 

cross-section  replied.  The  topics  and 
problems  cited  above  were  those  most 

often  mentioned  by  broadcasters. 

(In  addition  to  this  opinion  poll  of 

broadcasters,  SPONSOR  also  surveyed 

exhibitors  as  to  their  NARTB  plans. 

Convention  officials  expect  to  have  the 

largest  radio-tv  exposition  in  the 

group's  convention  history;  see  list, 
page  65.) 

Admen  who  feel  they  needn't  take more  than  a  casual  interest  in  the 

NARTB's  meeting,  the  problems  that 
will  be  threshed  out.  and  the  friendly 

overtures  in  the  direction  of  Capitol 

Hill  are  wrong,  broadcasters  believe. 

Current  industry  and  government  in- 

vestigations "I  multi-station  ownership, 

network  television,  pay-as-you-look  vid- 

•  o,  the  financial  squeeze  on  some  radio 

and  tv  operators  all  have  potentialk 

deep  and  laslin".  meaning  for  ;m\  ad- 

vertiser or  agency  who  l>u\-  broadcast 
advertising. 

Here  then  are  the  details  of  what 

-i'n\soK  learned  from  its  national  sur- 

vey of  radio  and  television  executives. 

They  combine  to  form  a  "preview"  of 
what  will  be  observed  in  action  nexl 

week  at  the  Shoreham  and  Sheraton 

Park  Hotels  as  the  convention  gets  un- 
der   wa)  : 

Government  probes:  sponsor  asked 

broadcasters: 

"\\  hat  is  your  prediction  on  the  out- 
come of  the  Senate  and  FCC  studies 

of  network  broadcasting? 

This  was  the  pattern  of  the  replies: 

•  28',  felt  that  there  would  be  "no 

change  in  the  industry." 
(Article  continues  next  page) 

President   Dwight    D.  Eisenhower  will  address 

convention  on  "Government  Day."  Tuesdaj  24th 

THESE  ARE  QUESTIONS  SPONSOR  PUT  TO  900  STATIONS  WITH  TYPICAL  REPLIES 

Q.  "Vt  hat  would  you  like  to  see  ac- 
complished this  year  at  the  conven- 

tion?" 
A.  "Stress  should  be  made  at  the  conven- 

tion that  in  order  to  have  a  healthy  indus- 
try and  regain  the  respect  of  advertisers  and 

agencies,  broadcaster-  mu-l  maintain  pub- 

lished rates." 
"Pass  a  resolution  to  the  FCC  urging  that 

i.i  u  applicants  for  radio  CP's  be  screened 
to  see  if  they  are  financially  able,  morally 

responsible,  sufficiently  experienced  and 
needed  in  the  interest  of  public  conveni 

ence." "Recognition  of  the  many  problems  of 
small-market  uhf  stations:  AT&T  i  liarges, 
network  program  availability,  film  ni>l».  ad 

vertising  revenue." 
"An  active  program  mapped  out  for  pas- 

sage of  legislation  for  a  universal  Daylight 
Saving  Time  across  the  nation.  The  annual 

rescheduling  of  programs  is  a  prime  head- 

ache and   could   ,  a-ily   be  avoided." 

Q.  "\\  hat  problems  that  you  face  in 
your  own  operation  will  you  be  most 
interested  in  discussing  with  other 

broadcasters?" 
A.  "How  to  cut  costs  without  affecting  the 

qualit)    and    standards    of   radio." 
"Film  contracts  and  allied  film  problem-." 
"Ilcu  to  sell  advertisers  on  using  daytime 

■  lc\iMon." "The    growing    problem    of   ofI-inl"i    rei 

ords  and   'leer-ic-Y' "Convincing    network-    and    timebu] 

the   pi  -i'  ticalirj    ol    using    uhf   t •  1 .  \  ision   on 

an    honest    cost-per-1,000    ba-i-." 
"How  to  increase  sales  volume  in  the  face 

of  rate-cutting   competition." 
"Procuring  a  greatei  -hare  of  local  advei 

ti-in-    budgets;    SHOO   million   won't    run    this 

industry." 
Q.     "\\  bat    are    the    greatest    problems 

you  Bee  facing;  the  industry  as  a  whole'.'" 
A.     "Senatorial  investigations  .  .  .  and  pay- 

as  j  ou-see   plans." "I  k  k  oi  ideas  in  top  spots  in  the  indus- 
try, and  the  unwillingness  oi  these  people 

to  accept   ideas  from  thi  ots." 
"How   to  use  t\   best  for  retail  Belling." 
"Build  a  new  tire  under  those  who  have 

gi\en  up  OB  radio  and  continue  in  -,-11  it 

short." 

"The  basic  problem  i-  price  instability 
which   lower-  the  re-peet   of  advertisers." 

"The  biggest  headache  facing  the  radio 
and  television  industry  todaj  is  proposed 

government    interference   in  our   industry." 
"Pay-as-you-see  television,  and  the  whole 

compli  \   probli  m  of  idif  and  vhf." 
().  '"What  i-  miir  prediction  <m  llie 
outcome  <>l  the  Senate  and  I  <  <  studies 

oi    network    broadcasting?*1 

\.     "Definitely    some    network    restrictions 
affecting  option   time.     Uso,  certain   details 
of  network-station  agreements  will 

hauled.   Possibly,  line  costs  will  be  lowered." 
SCC   NEXT   PAGE   FOR  MORE  QUOTE* 

16  MAY  1955 

45 



NARTB    CONVENTION    PREVI  EW— CONT. 

felt  there  would  be  "some 

changes  in  the  form  of  minor  restric- 

tions." •  (>' ,   believed  the  government  would 
issue  a  criticism  of  network  operations. 

•  ()'  <    felt  the  government  would  do 
better  to  leave  the  networks  alone. 

•  1',      fell    there    would    he    "major 

changes"  as  a  result  of  the  probes. 
•  2(>'  -    answered  "no  comment. 

Here  are  some  examples  of  individ- 

ual opinions  from  station  men  who  felt 

the  investigations  would  produce  noth- 

W  II  VS.  Louisville's  Mark  Ethridge  will 
receive  spi  ial  NARTB  "Keynote  Award." Another  award  winner  at  convention  will  be 
lames  Hagerty,  Presidential  press  sec.  who 
gets  SPONSOR  award  for  aiding  r-tv  reporting 

ing  in  the  wa\    of  results: 

"Ihe  status  will  remain  at  quo.  The 
networks  have  too  much  at  stake  to 

allow  further  tampering."  I  Radio  sales 
manager  in  Salt  Lake  Cit\ .  i 

"I'll  bet  $2  on  the  nose  of  the  net- 

works!" (Manager  of  a  uhf  outlet  in 
Mississippi,  t 

"Nothing  will  come  of  it;  the  prob- 
lems are  too  basic  and  go  clear  down 

to  the  allocation  patterns."  i  Rome, 
Georgia,  radio  station  manager.) 

"It  will  flourish  for  a  while — then 

die."  (Manager  of  a  St.  Louis  radio station.) 

But  other  broadcasters  voiced  pre- 
dictions which,  if  they  came  true, 

would  ultimately  affect  radio  and  tv 
timebu)  ing: 

"Dcfinitch  some  network  restric- 

tion- affecting  option  time.  Uso,  cer- 

tain details  of  network-station  agree- 
ments will  be  overhauled.  Possibly, 

line  costs  will  be  lowered."  (Execu- 
tive of  an  Ohio  tv  outlet.) 

"Probably  no  legislation,  but  possi- 
bly a  revision  of  FCC  rules  affecting 

network  relations  with  stations.  Cer- 

lainlv.  during  the  hearings  a  cautious 

attitude  on  the  part  of  networks  and 

airing  of  certain  dirty  linen."  (Man- 
ager of  a  Portland.  Oregon,  radio  sta- 

tion, t 

"Some  new  rules  pinpointing  re- 

sponsibilities on  networks.  They're 

long  past  due!"  (V.p.  of  a  Tulsa,  Ok- 
lahoma,  radio  outlet,  i 

Not  all  broadcasters,  as  the  break- 

down above  of  the  returns  shows,  felt 

that  the  government  should  slap  down 

network  operators,  or  that  some  re- 

structions  on  networking  should  be 

set  up  b)  the  government.  Here  are 
comments  from  broadcasters  who  felt 

that  the  investigation  wasn't  particu- 

larly    justified: 
"I  hope  the  outcome  will  be  that 

reasonable  flexibility  will  be  permitted 
the  networks  so  that  the\  can  continue 

to  help  build  television  into  the  larg- 
esl  advertising  medium.  The  progress 
that  television  has  shown  in  the  past 

10  \ears,  coming  from  zero  to  number 

three  in  gross  annual  revenue,  has  been 

due  largelv  to  the  pioneering,  invest- 
ment and  initiative  of  the  national  net- 

works." I  President  of  a  well-known 

iadio-tv  outlet  in  upper  New  i<>ik 

State.) 

"As  an  independent  broadcaster  and 

a  strong  proponent  of  "free  broadcast- 
ing,' I  hope  and  predict  that  the  in- 

vestigations will  continue  to  allow  the 

networks  freedom  of  operation."  I  Man- 
ager of  a  radio  outlet   in  \\  isconsin.) 

Accomplishments:  The  goals  that 

station  men  hope  will  be  achieved  at 

the  upcoming  NARTB  meeting  are,  in 

many  ways,  a  direct  reflection  of  the 
doubts  and  fears,  the  hopes  and  dreams 

of  the  radio-tv  industry  today,  admen 
will  find. 

QUESTION     BOX    CONTINUED    FROM     PREVIOUS    PAGE 

<;o\  I  KWIENT  PROBES  WILL  MAKE  FEW  INDUSTRY  CHANGES,  STATION  MEN  SAY 

"The  stains  will  remain  al  quo.  The  net- 
works have  iiio  much  at  stake  to  allow  fur- 

ther tampering." 
"Headlines  for  politicians  if  we're  not 

til!" 
'"I  hope  the  outcome  will  be  thai  reason- 

able flexibility  will  be  permitted  the  net- 
works so  thai  the)  ran  continue  to  help 

build  television  into  the  largest  advertising 

medium.'' "Nothing  will  come  of  it;  the  problems 
basic  and  go  clear  dow  n  to  the  allo- 

cation pal 

Q.      "\\  li.ii     i«    tin     industry's    greatest 
need  tod  a)    in   the  waj    of  Belling  tools, 
sources   of    basic   data  ?" 

».      "  \n    industry-accepted,    periodic    count 
of   the    number   of   tv    sets    in    tv   market-." 

"More  listenership-versus-readership  statis- 
which    will    permit    our   industry    to   sell 

our  ( in  nlation  effectively  againsl   newspaper 
ilation,  and  our  lit  ins)    news- 

papers' actual   readership." 
"Mon  honest  appraisal  of  what  uhf  broad- 

casters   an-    doing    in    their    respective    mar- 

'Acceptance  of  the  basic  and  thoroughly 
sound  idea  thai  radio  circulation  rather  than 

program  ratings  is  the  right   measurement." 
"We  need  new  -ale-  techniques;  for  ex- 

ample, join)  presentations  to  major  adver 
tisers  in  the  local  market,  and  nationally.   A 
telling  of  the  radio  story  with  a  single  \   
rather    than    a    lot    of    separate,    confusing 

"A  general  plan  to  broaden  the  base  of 
television  advertising.  TvB  is  a  starl  in  the 

righl   direction." 

O.  "What  conventions  <!<>  you  look 
l-.n-k  on  most  fondly,  and  are  the  con- 

ventions of  recent  yean  as  much  fun 

as  those  of  earlier  years?" 

A.  "St.  I  "in-  when  Marls  It  In  idgi  told 

off  tin    FCC!' 

"Our  industry  has  grown  up  mere  busi- 
ness and  less  playing  seems  to  be  the  con- 

vi  oi  ton    rule    these    days." 
"Convent inn-  are  too  large,  and  the  oppor- 

tunity to  be  with  friends  has  diminished 

verj  much.  \re  they  as  much  fun?  The 

answer   is  'no'." 
"St.  Louis  and  Lawrence  Fly's  remark 

about  a  mackerel.  No,  conventions  aren't  as 
much   fun   as   the)    were  once." "I  look  back  fondK  these  days  on  the 
i/erj  early  ones,  when  our  one  and  onl) 

'problem'  was    VSCAP." 
■'I  he  lasl  on.  in  Vtlantic  <  iiv.  where  I 

on  a  sundeck  and  didn'l  attend  an)  ol 

the  sessions." "I    enjoyed    the    I  .  \.    session,    particularly 
ide   ii  ips   aftei    convention.    <  •  ■  nei  illy, 

conventions   toda)    aren'l    as   much    fun    be- 
lusi  ol  the  sizi  and  mass  production  format 

the)    have  tak  n   on 
"None  111  particular.  Driving  there  and 

back  each  yi  ai   is  the  besl  part." 
"1  ou're  gelling  too  i"  rsonal !" 
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SPONSOR  asked  broadcasters: 

"Whal  would  vim  like  to  see  accom- 

plished this  year  at  the  convention?" 
The  replies  from  broadcasters  di\ul- 

ed  roughly  into  three  categories:  sta- 
bilize the  rates  and  pricing  in  the  in- 

dustry, do  more  to  help  sell  radio  as 

advertising  media,  and  take  care  of  a 

host  of  minor  problems  that  now  be- 
set radio  and  television.  By  far  the 

greatest  number  of  replies  fell  into  the 
first  or  second  of  these  categories. 

Here  are  some  individual  broadcast- 

er comments  on  the  goal  of  rate  sta- 
bilization: 

"Constructive  holding  of  the  line  on 
time  charges  should  be  a  major  con- 

cern. Rate-cutting  on  both  tv  and  ra- 
dio continues  while  newspaper  and 

magazine  rates  are  going  up."  (Man- 
ager of  a  Montana  radio  station.) 

"Rate-cutting  and  special  deals  are 
lowering  the  standard  of  the  broadcast 
industry.  Stress  should  be  made  at  the 
convention  that  in  order  to  have  a 

healthy  industry  and  regain  the  re- 

spect of  local  as  well  as  national  ad- 
vertisers and  agencies,  broadcasters 

must  maintain  published  rates."  (Sales 
manager  of  a  leading  Midwestern  50 
kw.  outlet.) 

"Re-rate  all  tv  stations,  not  on  'cost- 

per-1,000  sets,'  but  on  'cost-per-mil- 
lion-dollar-minute.'  That  is,  how  much 
does  it  cost,  per  minute,  to  reach  each 
million  dollars  in  annual  retail  sales  in 

any  market."  (Manager  of  a  Reno 
vhf  station.) 

Comments  on  a  help-sell-radio  goal 
for  the  NARTB  meeting  were  typified 

by  these: 

"Management  should  be  made  to 
realize  that  radio  is  not  a  step-child. 

The  industry  should  quit  hanging  it- 

self on  surveys."  (Manager  of  a  large 
radio  outlet  in  the  East.) 

"The  NARTB  should  try  to  rebuild 
radios  confidence  in  itself  and  educate 

advertisers  to  buy  radio  in  sufficient 

quantity  to  do  the  job  they  need." 
(V.p.  of  a  Florida  radio  station.) 

"More  'shirt  sleeve'  practical  pro- 

graming and  sales  clinics!"  (Manager 
of  a  Texarkana  radio  station.) 

"Build  a  new  fire  under  those  who 
have  given  up  on  radio  and  continue 

to  sell  it  short."  (Manager  of  a  large 
Southern  am-fm-tv   outlet.) 

There  were  many  other  problems 
cited.  Chiefly:  doing  something  to  ease 

the  squeeze  on  uhf  stations,  helping  to 

end  arguments  over  radio-tv  research, 
tighter  licensing  requirements  from  the 

(Please  turn  to  page  86) 

1955   Convention  Agenda 
si  NDAY — M  V*   22.   L955 

i9ss  corn  en  i  k»n (  OMMl  I   I  I  I 

Ml  Mill  l<- 

1.  C   Axnoux,   \\"l  ! 
i  KWFT 

...        w  \  \\] 

1    .1   11   DeWltt,  WSW    I  \ 
5    i     ii  KCMO 

Sti    .  ,      WWDI 
V:  1 1.  mil         .1 

WSLS;    I       B       oil,    NHC 

7:00  a.m. -8:00  p.m. 
9:00  a.m. -6:00  p.m. 

9:00  a.m. 

11:30    a.m. -4:00    p.m. 

3:00   pm.-5:00    p.m. 
5:00  p.m. -6:30  p.m. 
6:30   p  m. 
7:30   p.m. 

Registration Exhibits 
Room    Exhibits 
"Broadcasting" 

Colt   Tournament 
Quality    Radio   Croup 
BMI    Board 

ABC  Affiliates  Meeting 

Cocktails- ABC  Affiliates 
Cocktails — ( Broadcasting! 

TV    Pioneers    Dinner — 'SPONSOR! 

Shorcham 
Shoreham 
Shorcham 
Coosc  Creek 
Country  Club 

The   Woodner 

Shorcham 
Shorcham Natl  Press  Club 
Willard    Hotel 

MONDAY— MAI   23,  1933 
7:00  a.m. -8:00  p.m. 
9:00  a.m. -6:00  p.m. 
10:00  a.m. -12:00  p.m. 
10:00  a.m. -5:00  p.m. 

12:00  p.m. -2:00  p.m. 
12:30   p.m. 

2:00  p.m. -5:00  p.m. 
2:30  p.m. -4:30  p.m. 
4:30  p.m. 

5:00  p.m. -7:00  p.m. 
7:00  p.m. 

TUESDAY— M  il 
7:00  a.m. -5:00  p.m. 
9.00  a.m. -6:00  p.m. 
10:00  a.m. -12:00  p.m. 

10:00  a.m. 

Shoreham 
Shorcham 
Shoreham 

Shorcham 

Shoreham 

10:05  a.m. 

10:10  a.m. 
10:20  a.m. 
11  00  a.m. 

11:30  a.m. 

12:30  p.m. -2  15   p.m. 

2:45  p.m. -5:00  p.m. 

2:45  p.m. 

3:15  p.m. 

6:30  p.m. 

WEDNESDAY- 
S' a.m. -9:30  a.m. 

9:00  a.m. -6:00  p.m. 
10:00  a.m. -12:00  p.m 
10:00  a.m. 

10:00  a.m. 

10:30  a.m. 

11:15  a.m. 

12:15   p.m. -2:00  p.m. 

2:00  p.m. -5:00  p.m. 

6:00  p.m. -7:30  p.m. 7:30  p.m. 

MAY  23,   1933 
Wages  and   Hours   Breakfast Exhibits 

Management    Conference 
Call  to  Order 

Henry    Clay    Presiding 

"Radio   in   '55" — Speaker   to   be  announced 
"Automatic    Broadcasting" 
"Selection    and     Motivation    of 

Salesmen" — -A    Panel Luncheon 
Presiding:    Henry   Clay 
Address:    Harold    E.    Fellows 

Radio    Sales — Radio   Advertising    Bureau 
Government    Reception 
Radio   Pioneers   Dinner 

llll  RSDAY — MAY 
8:00  am  -9:30  a.m. 
9:00  a.m. -3:00  p.m. 
10:00  a.m. 

10:00   a.m. 

10:00  a.m. 

10:10  a.m. 

10:30  a.m. -11  :10  a.m. 
11 :20  a.m. -11  :40  a.m. 
12:30  p.m. -2:00   p.m. 

2:00  p.m. -5:00  p.m. 

6:00  p.m. -7:30  p.m. 
7:30  p.m. 

i   loradons   for 

26,  1955 
Labor   Relations   Breakfast 
Exhibits 

Management   Conference 
Television 

"The    Tenth    Anniversary" Call  to  Order 

Presiding:     Clair     R.     McCol- 
lough 

Introductory    Address    by    Mod- erator 

The   First  Years 

Management   and    Crowth 
Television— 1955-1965 
Luncheon 

Presiding:     Clair     R.     McCol- lough 

Address:  Dr.  Norman  Vincent 
Peale 

Convention    Buiness    Session 

Television    Bureau    of   Advertis- 

ing 

Annual    Convention    Reception 
Annual   Convention   Banquet 

ItlK'. 

Shorcham 

Shorcham 
Sheraton   Park 
Sheraton   Hall 

Registration Exhibits 
FM    Session 

Association    for    Professional 
Broadcasters  Education 

Community  Broad.  Assoc. 
Luncheon — State    Association 

Presidents 

MBS   Affiliates 
Television    Business  Session 
Daytime  Broad.   Assoc. 

MBS    Affiliates— Cocktails 
BMI-NARTB    Dinner 

2  1.     1953  — OFFICIAL    OPEMV. 
Registration Exhibits 

Joint  Session 
Management  and   Engineering 
Conferences 

Call  to  Order 

Presiding:     Clair     R.     McCol- 
lough     Co-Chairman.     1955 
Convention  Committee 

Invocation 

Dr.   Clayton   T.    Criswold 
Presentation   of  the   Colors 
Keynote  address,  Mark  Ethridge 
Presentation  of  Keynote  Award 

to     Mark     Ethridge     by    Har- 
old   E.    Fellows 

President  Dwight  D.  Eisenhower 
Luncheon 

Presiding:     Henry    Clay,    Co- 
Chairman,     1955    Convention Committee 

Introductions:     Harold     E. 
Fellows 

Speaker:    Ceorge    C.    McCon- 
naughey,  Chairman,   FCC 

joint  Session Presiding:    Henry  Clay 
Introductions:    Ralph   W. 

Hardy 

Honorable    ).    Percy    Priest 
Chairman — House      Interstate 

and   Foreign  Commerce  Com- mittee 

FCC    Panel — Moderator:    Harold 
E.   Fellows 

Engineering    Reception 

Sheraton   Park 
Sheraton   Hall 

Shoreham 

Sheraton   Park 

Shoreham 

Shoreham 
Shorcham 

Sheraton    Park 
Sheraton   Hall 

Shoreham 

Main    Ballroom 
Sheraton    Park 

Shorcham Shoreham 

Shoreham 

Sheraton    Park 
Sheraton   Hall 

Sheraton   Hall 

Shoreham Main    Ballroom 

Sheraton   Park 
Sheraton    Park 
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James  C.  Hagerty,  White  House  Press  Secretary,  will  receive  a 

special   "Pioneer  Award"   for   Presidential   tv   press   conferences 

George  J.  Abrams,  v.p.  in  charge  of  advertising,  Block   Drug 

Co.,   will   salute    108   pre-freeze   outlets    as    the    Guest   Speaker 

CONVENTION 

EVENT Television  Pioneers  Dinner 

S^Z 
I  I  I  I  \  hlH\   PIONEERS  DINNER 

Second  annual  IVlcvl  Ion  Plonccn  Dinner, 

Bl<m  b)  SPONSOR,  >-.H  be  held  «i  Wlllard 

Hotel,  Sunday,  22  May  at  7i30  p.m.  I  "r 

map   locating   <  onvenllon   boleli   pee   page  58. 
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Ww  hite  House  Press  Secretary  James 

C.  Ilagertx  will  lie  the  guest  of  honor 

at  sponsor's  second  annual  "Tv  Pio- 

necr  Dinner"  to  be  held  in  Washington 
on  thf  eve  of  the  NARTB  Convention. 

The  dinner,  which  salutes  executives 

of  the  108  pre-freeze  tv  stations,  will 

hi  attended  bj  members  of  Congress 

i  'I  the  FCC,  advertising  and  network 

<  \<-<  uli\cs  and  leailiii'j  >tation  repre- 
sentatives. 

Date  ol  the  occasion  has  been  set 

for  Sunday,  22  May  in  the  Ballroom  of 
the  W  illard  Hotel,  I  Ith  Street  and 

Pennsylvania  Avenue,  at  7:30  p.m. 

Hagertj  will  be  awarded  a  special 

commendation  for  his  "tv  pioneering" 
in  achieving  a  close  working  relation- 

ship liriwrrii  newsmen  of  the  broad- 

casting industry  and  the  government's 
executive   branch,  and   for  arranging 

the  pioneer  telecasts  of  Presidential 

press  conferences. 
A  number  of  other  government  no- 

tables  are  expected  to  be  present,  in- 
cluding  Sen.  \\  at  ten  G.  Magnuson 

(Dem.,  Wash.)  and  Rep.  J.  Percy 

Priest  (Rep.,  Tenn.),  chairmen  respec- 

tivel)  of  the  Senate  and  House  Inter- 
state and  Foreign  Commerce  Commit- 

tees. Also  invited  to  attend  the  "Tv 

Pioneer  Dinner*':  Hon.  George  C.  Mc- 
Connaughey,  Chairman  of  the  FCC, 
and  the  full  FCC  Commission. 

The  principal  speaker  of  the  occa- 
sion will  be  a  veteran  television  ad- 

man. George  .1.  \hranis.  v.p.  of  the 

Dloi  L  I  h  i j •_■  (  n.  I  le  is  expected  to  sa- 

lute the  pioneering  television  broad- 
casters  for  their  role  in  helping  to  cre- 

ate one  of  the  nations  major  advertis- 

ing forces.  *  *  * 
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Hon.    Warren    G.    Magnuson     (above) 

Hon.    J.    Percy    Priest     (below) 

Senate  Interstate  and   Foreign   Commerce  Committee 
lion.  Warren  <..   Magnuson,  of  Washington,  Chairman   (Dem.) 

JOHN    O.    PASTOR]      hi     RHOD1     hi   'Mi    (OEM.) 
MIKI     HONRONI  i     in      iKI  VIIOM  v    i  in  M    i 

CI  iim.l     v     SMA1  in  RS     in     II  iiKiim    i  in  M.) 

PRICE   DAME1  .in     I  I  \  v^    <  in  M.) 

SAMUEL    J.    ERVIN,    JK..    Ol     NORTH    i   MliillW     (DEM   I 
vi  v\    mm  i     in     NEVADA    i  in  Mi 

J.   STROM   THURMOND,   Ol     -m   in    i   vkoiinv    (DEM.) 

joiin   w  .  mti<  ki  is    in    OHIO   i  in  ••  i 

vnih.-i  w    F.  SCHOEPPEL,  Ol    KANSAS  (REP.) 

JOHN    MARSHALL    Bl   niH     Ol     MARY]   VNH    (REP.) 

<  ii  v it i  i  -   i     POTTER,   (H    mii  iin.  \n    (hum 

JVMI^    II     HI  I  I      in     PENNSYLVANIA    (REP.) 

WILLIAM    \.    IM  K  I  I  I  I  .   in    CONNECTICU1     i  REP.) 

I  III  HI  RICK    (..    PA1  M  .    (II     H  VIM     i  1(1  P.) 

House  Interstate  and  Foreism  Commerce  Committee 

lion.   J.    Percy    Priest,   of  Tennessee,   Chairman    (Dem.) 

(•Ill  N    HARRIS    (11. —  \KK.) 

WILLIAM   T.  CRANAHAN    (D. — PA.) 

I.   ERTEL  CARLYLE    ( 1). — V   C.) 

PETER    I.    MACK,  JR.    (  U. — ILL.) 

MORGAN   M.   MOULDERS    (D. — MO.) 

ISIDORE   DOLLINGER    <  1>. — N.   Y.) 

SAMUEL   V   FRIEDEL   ( 1). — Ml).) 

TORBERT   MACDONALD   <  1). — MASS.) 

CHAS.    v.   WOLVERTON   (R. — N.  J.) 

IOSEPH    P.    O'HARA    (R. — MINN.) 
JW1F.S    I.    DO!  LIVER     (R. —  ]OW  V  l 
K.1IN    l(.    BENNETT    (R. — MICH.) 

JOIIN    V.   REAMER    <R. — IND.) 

ALV1N  R.   BUSH    (R. — PA.) 

JOSEPH  L.  CARRICG   (R. — PA.) 

\|{  I  III   II    I.      KI  I  IN     I  II    V     V     I 

\\   M    II  K     KIM. I  RS     I  II    I  I  \  IS) 

JOIIN     It.     \\  II  I  I  VM-     I  II.   MISS.) 

KI  NNI    I  II      V.     ROBI  H  h     I  II    VI    V    I 

BAR]  EJ    <i .  -I  vi. 1. 1  l(^   (  n. — vv  .   \  v  i 

MARTIN    DIES    (l>. —  lt\v~i 
JOHN     I      I  I  V  N  I.    JR.    (1).   (.  VI 
HON     II  W  \\  OK  III     (1).   MICH.) 

CARI.     1IINMIWV      (II    (    VI  IF.) 

ROBERT    HALE    (R. —  MVIM    l 

JOHN    V\  .    Ill  Ml    ION    (R.   MV"    I 

RICHARD    W.    nol  I  MVN    iK. — 111.) 
WILLIAM   1.  SPRINGER    (l(. — ILL.) 

PAUL  F.  S(  III  N(  K    (R. — OHIO) 
STEVEN    B.    DEROUNIAN    (R. — N.    Y.) 

Federal  Communications  Commission:   Left  to  right,  John   C. 

Doerfer     (Rep.);    Frieda    B.    Hennock     (Dem.);     Kosel    H.    Ilvile 

(Rep.);  Georgi    '  .   McCoiinaughej    (Rep.),  chairman;   Edward  M. 

Webst.-i    i  In.)..  ;  Robert  T.  Bartley  (Dem.);  Robert  E.  Lee  (Rep.) 
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SELLING:     NKVV      SHOWS,     RERUNS,     HOOPLA 

>  ilrs  pu>h  al  \ARTB  will  he  mixture  of 

-I irk  "sell"  and  high-powered  movie  pro- 
motions. Clockwise:  Sales  v. p.  Bud  Rifkin 

.mil  President  John  Sinn  of  Ziv  TV  look 

ovei  presentation  for  firm's  "Mr.  I).  \."  se- 
ries, now  going  into  new  production  cycle; 

MCA-TV's  Wynn  Nathan,  v.p.  in  charge  of 
sales,  borrows  Kingling  elephant  to  sym- 

bolize  "mammoth  secret  plans"  for  NARTB 
meet;  Screen  Cems  executives  gather  to  dis- 

"mockup"  of  firm's  exhibit  on  top  re- 
run shows  (1.  to  r.:  Henry  White  adver- 

tising director;  Frank  Young,  publicity; 

John  Mitchell,  v.p.  in  charge  of  sales; 

Ralph    M.    Cohn,   v.p.   and    general    manager. 

CONVENTION 

SELLING     PLANS Film  pilidliirs 
40%  more  synclieators,  feature  film  firms  are 

flue  I  his  year;  75%  will  show  new  paekages 

9W  ml  .i  preview  ol  what  syndica- 

tors  will  !"■  pitching  I"  j  ou  foi  multi- 
markel   spotting   this   Fall? 

\\  .ml    .i    line    "ii    w  hat    kind    ol    lilni 

packages  stations  and  reps  will  he  sell- 
ing i"  youi  timebuyers  in  the  weeks 

to  '  ome? 

The  answers  aunt  as  hard  to  «  ome 

bv    as    you    might    think. 

^  ..ii'll  find  mosl  "I  them,  starting 
nexl  week,  al  the  Sheraton  Pa*  and 

Shoreham  IhiirL,  jn  Washington,  D.  C. 

The  occasion  will  he  the  33rd  An- 

nual NARTB  Convention,  the  yearly 

sales  highlight  of  the  $80  million  t\ 
film  industry. 

The  number  of  film  companies  on 

hand  al  this  year's  convention  will  top 

the  number  exhibiting  at  last  year's 
meeting    L\    more  than    10'  ,  .      I  lie  ex- 
hibjting  ̂   i  <  > u  |  >  includes:  AJBC  Film 

Syndication,  CBS  T\  Film  Sales.  Fla- 
mingo Films,  General  rejeradio,  Guild 

film-.    Hollywood    Television    Service. 

M&A  Alexander,  MCA-TV,  Minot  TV, 
NBC  Film  Division,  National  Telefilm 
Associates.  Ollicial  Films.  Screen  Cents. 

Sterling  Television,  Television  Pro- 
grams of  America,  Unity  TV,  and  Ziv. 

What  these  tv  film  firms  will  be 

screening,  promoting  and  selling — and 
what  the  convention  visitors  will  he 

buying  ami  talking  about — will  have  a 
great  effect  on  spol  film  t\  in  the  near 

future. 
•  New  film  shoivs.  Nearly  75%  of 
the  exhibitors  will  he  show  inn  one  or 

more  new  syndicated  film  series.  Sex - 
era!  of  these  shows  are  getting  their 

first  trade  screenings  at  the  \\IHI! 

meeting,  often  coinciding  with  their 

release  to  sales  forces  for  '"national 

pitching  in  agencie-  and  advertisers. 

•  New  features.  The  lirsi  sales  de- 
tail- of  several  new  feature  packages, 

-in  h  as  NT  \"s  new  "Fabulous  Forty" 
and  Ceneral  Teh-radio's  new  group  of 

A-budget    pictures,    will    be   revealed    in 
Washington    next    week.     Ultimately, 

50 SPONSOR 



they  will  be  showing  up  as  new  sources 

of  tv  availabilities  as  the  cycle  of  film 

seller-to-station-to-rop-to-timebuyer  is 
completed. 
•  New  sales  plans.  Some  basic  shifts 
iu  time  buying  strategy  will  also  be 

foreshadowed  at  the  upcoming  \  \KT1S 

meeting.  Of  the  exhibitors  at  the  con- 
vention, more  than  40%  intend  to  an- 

nounce various  new  sales  plans  for  tv 

stations.  Mostly,  these  will  be  in  the 

form  of  "library"  arrangements  aimed 
at  stepping  up  greatly  the  amount  of 
film  programing  stations  carry.  But  a 
few,  like  the  newest  plans  of  National 

Affiliated  Television  Stations  (a  tieup 
between  General  Electric,  a  group  of 
some  20  tv  stations,  and  NTA)  and 

Vitapix  (a  tieup  between  some  55  sta- 
tions and  Guild  Films)  in  effect  com- 

pete with  tv  networks. 
•  New  ideas.  Conversations  between 
station  executives  and  film  exhibitors 

wont  be  confined  merely  to  buying- 
and-selling  talk.  The  convention,  out 
to  impress  Congress  and  government 

brass  with  radio-tv's  role  in  national 

affairs,  hasn't  left  much  time  for  local 
tv  programing  on  its  agenda,  and  none 
at  all  to  tv  film.  Film  men  hope  to 

take  up  the  slack  in  "corridor  clinics" 
and  informal  bull  sessions,  passing  on 

new  programing  ideas  and  merchan- 
dising gimmicks  to  eager  broadcasters. 

Eavesdropping  admen  will  do  well  to 
make  note  of  the  topics  discussed. 

In  addition,  there  will  be  the  usual 

carnival  razzle-dazzle  by  the  tv  film 
sellers  at  the  NARTB  convention. 

Admen,  station  executives  and  visi- 
tors will  be  able  to: 

•  Eat  a  genuine  New  York  hot- 

corned-beef-and-pickle  sandwich  from 
a  huge  selection  of  delicatessen  flown 

daily  from  Lindy's  Restaurant  to  Wash- 
ington by  National  Telefilm  Associates. 

Celery  tonic,  too,  will  be  provided. 

•  Sharpen  their  teeth  with  special 

"fang  sharpeners"  provided  by  ABC 
I'  ilm  Syndication  to  visitors  about  to 
meet  toothsome  Irish  McCalla,  the 

statuesque  (40-24-36,  and  6'  tall)  star 
of  the  new  Sheena,  Queen  of  the  Jun- 

gle film  series. 

•  Be  filmed  by  a  newsreel  unit  while 
intervieuinu  Congressional  notables  at 
the  CBS  TV  Film  Sales  exhibit.  Prinis 

will  then  be  flown  gratis  to  hometown 
tv  stations  for  screening  in  local  news 

programs. 

•  Win  (if  they're  lucky)  a  brand-new 
Stetson  at  the  Television  Programs  of 

America  exhibit  as  part  of  the  daily 

{Please  turn  to  page  60) 

FIRST-TV-RUN  FEATURES,  NEW 

ADVENTURE  SERIES  ARE  HIGHLIGHTS 

Feaiuii'  61m  packages,  1 1 k . •   \l  \'-  "Fabulous   Forty"  group,  will 
itel)   show   up    i  -  .i-  choii  labili  draw 

aces  with  such  stars  as  V      D     I      lo  in  "I  aptain's  Paradise," 
top.    New  syndicated   shows   include  mam    in  advenlui  iry. 

such  as  Official's   "Robin   II   I"   series    (middle)    starring    Richard 

ne,  and   VBC  T\    Film  Syndication's     :  Q       n  of  the  Ju 
Starring   hi-h   McCalla    (below).    Mam  syndicators  (including 

Official  and    \H(.\  plan  trade  "premi  new  shows  al  convention. 

□ 
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HOTEL  GUIDE 

locations  oi  hotel*) 

1      AMBASSADOR 

Z       ANNAPOLIS 

3       BURLINGTON 

■)      OUPONT    PLAZA 

5      LEE   HOUSE 

6      MANGER   HAMILTON 

7      MANCER   HAY-ADAMS 

8      MAYFLOWER 

9.     RALEIGH 

10.     ROCER  SMITH 

11      ROOSEVELT 
(101    liiih— DEcatatt  a  080Q 

12     SHERATON  CARLTON 
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FOOD  SALES  IMPACT... 

Where  it  Counts 

in  Western 

New  York 

OVER  454,000  COOKBOOKS 

SOLD  IN  FOOD  STORES 

WHAM  Radio  has  proven  itself  the  lowest  cost 

medium  to  sell  food  and  allied  food  products 

to  the  rich  Western  N.  Y.  market  covered  com- 

pletely by  WHAM  and  only  WHAM. 

When  WHAM  Radio  exclusively  sold  nearly 

half  a  million  cookbooks,  which  was  double 

the  promoters'  original  estimate,  the  food  in- 
dustry knew  they  had  found  a  vehicle  to  carry 

their  sales  story  to  Western  N.  Y. 

WESTERN  NEW  YORK 

A  $415,637,000*  FOOD  MARKET 
The  best  recipe  for  getting  your  share  of  the  20 

county  market  that  spent  an  estimated  $415,- 

637,000  for  food  in  1954*  is  WHAM  Radio. 

Low  cost  per  thousand  homes  makes  it  eco- 
nomically sound  for  any  food  advertiser  to  use 

WHAM  Radio. 

ROCHESTER  THE  HEART 

OF  A  DOUBLE  MARKET 

Long  recognized  as  a  first-class  test-city,  Roch- 
ester is  the  hub  of  a  market  that  comprises  22 

rich  New  York  counties.  The  average  net  effec- 
tive buying  income  is  higher  than  the  national 

or  state  average. 

'■■Sales  Management  Survey  of  Buying  Power,  1954 

?rn LET WHAM 

MORNING-NOON  and  NIGHT 

WHAM  SELLS  WESTERN  N.  Y. 

In  every  Western  New  York  village  and  town 

.  .  .  and  on  the  farms,  too,  sales  messages  for  all 

kinds  of  products  and  services  go  out  to  the 

more  than  a  million  and  a  half  people  who  live, 

work  and  spend  their  money  here. 

1MDIO  SELL  FOR  YOU 

F=fe 
The  STR0MBERG-CARLS0N  Station,  Rochester,  N.  Y.     Basic  NBC  •  50,000  watts  •  clear  channel  •  1180  kc 

GEORGE    P.   HOLLINGBERY    COMPANY,  National  Representative 

16  MAY   1955 
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Ramar 

Ellery  Queen 

Lassie 

Your  Star  Showcase 

Halls  of  Ivy 

Captain  Gallant 

Edward  Small  Features 

Science  In  Action 

3    stt  the  NARTJ3  Convention 

Television  Programs  of  America,  If 



Win  Yourself  a  Brand  Ne^w  Stetson  ! 

It's  as  easy  as  this:  Just  drop  in  at 

Suite  B202  and  drop  your  hat  check  in  TPA's  "lucky  hat." 

Three  drawings  daily!   Three  Stetson  winners  daily! 

Free  Hats  For  Everybody  ! 

Here's  how  to  use  your  head:  Come  up  to  Suite  B202. 

Bring  your  wife  .  .  .  bring  your  secretary  .  .  .  bring  your  mother-in-law. 

et  your  free  souvenir  hats.  Everybody  comes  out  a  winner. 

ite  B202-204  Shoreham  Hotel,  Washington 



FILM     runlinunt    fntm    paur    51 

drawings  conducted  in  the  "Hats  "II 

lo  rPA!"  promotions.  Other  hats,  tied 
in  with  I  PA  shows,  will  be  given  free. 

•  \\  atch  honor  guards  from  the  I  .S. 

Marine  Corps  snap  through  their  pa 

lute  to  General  Teleradio's  doc- 
umentar)  /  ncommon  I  alor  tv  film  se- 
i  ies. 

•  \nui--  a  small  mountain  of  jii\<- 

awa\  literature  catalogues,  presenta- 

tions,  fliers,  booklets,  folders,  pull-outs 
— from  film  exhibitors  which  the\  can 

carr)  off  to  the  nearest  <juiet  corner 

to  peruse. 

But  underlying  all  the  promotional 

whoopdedoo  will  he  a  keenlj  competi- 

tive struggle,  the  latest  round  in  the 

never-ending  battle  for  supremacy  in 
the  tv  film  industr) . 

"Last  season,  ue  had  to  compete  like 
mad  with  the  networks.  This  season. 

the  network  competition's  still  there, 

but  now  we've  got  to  compete  with  a 
growing  li-t  of  the  major  Hollywood 

Studios,"  a  \  i(  e  president  of  MCA-TY 

told  SPONSOR,  adding,  "We're  goin»  to 

sell  in  Washington." 
rhese  are  highlights  of  the  film  am- 

munition that  will  he  on  display  at  the 
IN  \l!  I  B  Convention: 

Tli<«  new  film  shows:  This  \ear.  the 

stress  will  be  on  "adventure"  in  the 

new  syndicated  series  offerings  "I 
\  VRTB  >  xhibitors.  Main  of  the  new 

shows  are  in  this  class,  although  every- 

thing from  Ink  music  and  situation 

corned)    to  the  documentaries  will  he ;ied. 

Here-  a    roundup   of   the   new    shows 

from  film  firms,  at  sponsor's  press- 
time: 

Ziv:  With  revenue  lor  its  first  quar- 

lei  of  L955  running  '■*>'!',  highei  than 
the  same  period  last  year,  Xi\  will  roll 

into  the  NARTB  convention  in  high 

gear.  Uthough  at  least  fi\e  /i\  shows 

are  currentl)  in  various  stages  of  earl) 

production,  none  is  likely  to  he  picked 

lor  Ziv  showcasing.  Reason:  \l  the 

convention,  Ziv  executives  will  be  con- 

centrating their  attention  on  such  re- 
centl)  launched  Ziv  film  properties  as 

Science  Fidion  Theatre  and  Ed/lie  Can- 

tor. In  addition,  properties  like  Mi. 

District  Ittorney  that  are  coming  up 

for  the  second  season  of  production 

will  also  he  pushed  hard.  On  displa\ 

with  these  properties  will  he  a  fa  in  \ 

barrage  of  promotional  and  merchan- 

dising aids  available  from  Ziv  thai  sta- 
tions and  local  advertisers  can  use 

with  Ziv  shows.  Man)  of  these  pro- 
motion kits  are  brand-new.  The  Xh 

film  contingent,  headed  by  President 

John  Sinn,  will  also  put  much  -tre-- 

on  the  high  quality  of  Ziv  production 

and  the  scope  of  the  new  1.4  million 
dollar  Ziv  studios  in  Hollywood. 

Guild:  The  first  prints  of  two  Guild 

properties  now  in  production  Gold- 
bergs  and   Confidential   File     will    be 

-  Killed  next  week  in  \\  a-hington.  If 

the  deadline  can  be  met,  Guild  Presi- 

dent Reub  Kaufman  hopes  to  have  the 

first  t\  prints  of  three  more  ready — 

Ina  /wm  II ut ton.  I  Sr>)  and  Brother 

Hark.  (Newest  details  of  the  Guild- 

Vitapix  lieup  later  in  this  article.) 
Screen  (Jems:  Offshoot  of  Columbia 

Pictures,  Screen  Gems  won't  lie  show- 
ing an)  'new'  syndicated  properties 

although  the  firm  now  sells  to  more 
than  372  stations  through  its  20  big 

film  exchanges.  Instead,  Screen  Gems" 
-ale-  executives,  headed  1>\  \  ..p's 
Ralph  Cohn  and  John  Mitchell,  will  be 

primarily  stressing  "new"  rerun  prod- ucts, such  as  All  Star  Theater  ( origi- 

nall)  Ford  Theater).  Top  Plays  I  origi- 
nalh  Fireside).  Rin  Tin  Tin  and  oth- 

i  is.  The  "rerun"  aspect  doesn't  bother 
Screen  Gems  in  the  least:  instead,  the 

promotion  plans  are  built  around  how 

well  the  -how-  are  doing  at  the  net- work level. 

TPA:  Executive  v.p.  Michael  M.  Sil- 
lerman  is  keeping  the  wraps  on  the 

firm-  newest  tv  film  propert)  until  the 

last  minute.  But  he  did  lift  the  wrap- 

ping slightly.  "We'll  be  showing  a  new 
t\  fim  version  ol  a  pubic  service  pro- 

gram,  Science  in  Action,  that  has 

been  winning  awards  for  the  past  foin 

years."  he  said.  "We  feel  stations  and 
advertisers  will  react  well  to  such  a 

show,  since  it  builds  prestige  as  well 
(Pleas:-  turn   lo  page  63) 

Vitapix:  Latesl  details  <>l  Guild-Vitapix  "network"  will  be  revealed 
al  NARTB  l>y  top  executives  Kenyon  Brown,  \  itapix  pres.;  Paul 

O'Brien,     treas.:     Reub     Kaufman.    Guild     pres.;     Kcl     Hall.    v. p. 

NATS:  Convention  exhibits  oi  N  \I>  (tieup  between  GE,  NTA  ami 
some  2(1  i\  stations)  will  recruit  new  members.  L.  to  r.:  Ely  Lan- 

dau. NTA  pres.;  Dr.  W.  R.  G.  Baker,  GE  v.p.;  Joe  Justman,  NATS 
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NARTB  Convention  Visitors: 

(This  is  an  advertisement  about  advertising) 

KCNCut! 

If  you  like  the  station  advertising  for  \V.\IT,  KGNC, 

WFBM,  WLAC-TV,  WTIX,  WHB,  KOWH,  WCHS 

(in  order  of  our  appearance  on  their  respective 

scenes),  perhaps,  while  you're  in  town, 

you'd  like  to  visit  their  agency. 

Object:  Matrimony 

The  agency  believes  at  least  two  things  about 

station  promotion: 

1.  It  should  be  readable,  even  entertaining,  if  possible. 

2.  It  should  be  believable. 
Old  Leathet  Lungs 

. 

5 

w      -"ti^X 

WPB*  WFBM.JV 

fh«rii » imontmitf  in  Kansas  City 

*A >VHB 

Henry  J.  Kaufman   &   Associates 

Advertising  i?  Public  Relations 

1419  H  Sfreet  Northwest,  Washington,  D.  C. 

Phone  District  7-74  0  0.  Ask  for  Henry  Kaufman, 

Jeff  Abel,  Ted  Mandelstam,  or  Harry  London. 

\\  i  do  not  handle  stations  whose  territories  overlap.  We  spend 

more  time  on  ■<  station's  advertisements  than  tin-  commission 

allowed  by  a  trade  magazine  can  adequatel)  compensate  lor. 

Therefore,  we  i  b.n  ge  SI  rvice  fees.  We  think  they  are  reasonable. 

A  OOOO    TIMf   IS   HAO  BY    »LL' 

gJQQBQSS! 
■ 

™a®BGHS 

m< 



Fl  LM     continued 

as  an  audience."  TPA  also  hopes  to 
have  on  hand  the  first  prints  of  at  least 
two  more  shows,  including  Count  of 
Monte  Cristo  and  Black  Beauty. 

NTA:  Present  plans  call  f<>i  screen- 
ing two  new  half-hour  adventure  Elms 

—Police  Cull  and  Vea  Idventures  oj 
China  Smith.  Each  of  these  is  current- 

ly in  production,  now  shooting  In  a  26- 
episode  cycle.  NTA  is  also  a  major 

supplier  of  feature  film  and  "librarj 
plan""  footage.  The  whole  work-  will be  tied  with  the  theme  that  NTA  is 

"the  one  spot  to  make  all  of  your  film 

purchases." 
NBC:  The  NBC  Film  Division  won't 

have  a  formal  exhibit,  although  il  will 

have  screening  facilities  and  a  "hospi- 

tality" room  for  it-  list  of  tv  film  prop- 
erties. Two  new  syndicated  properties 

will  be  shown  at  the  NARTB  meet — 
Great  Gildersleeve  and  Steve  Donoiun. 

Western  Marshal.  Carl  M.  Stanton. 

v.p.  in  charge,  will  head  the  division's 
sales  contingent. 

Minot  TV:  A  new  police  adventure 
series,  New  Orleans  Police  Department. 
will  be  screened  for  conventioneers. 
Recently,  Minot  TV  flew  a  group  of 
editors  and  executives  to  New  Orleans 

for  a  preview  of  the  series. 

Hollywood  Tv  Service:  Offshoot  of 

another  of  Hollywood's  major  studios 
—Republic — HTS  hopes  to  have  prints 
or  clips  from  Dr.  Fu  Manchu  and 
Behind  the  Scenes  for  the  convention. 

Many  conventioneers  will  be  watching 
HTS  closely;  Republic  President  Her- 

bert Yates  stated  recently  in  New  York 

that  he  was  thinking  seriously  of  swing- 

ing Republic's  big-time  facilities  to 
100rr  tv  film  production.  President 
Earl  Collins  and  v.p.  Dick  Yates  will 
head  up  the  HTS  exhibit. 

CBS:  Columbia  film  men  will  be 

screening  a  new  half-hour  documen- 
tary series  that  combines  many  of  the 

aspects  of  public  service  and  high  ad- 
venture. Just  what  the  title  is,  CBS 

executives  won't  say.  At  least  three 
other  syndicated  half-hour  shows 

(mostly  reruns  of  network  film  pro- 
grams I  will  also  be  featured  in  the 

CBS  exhibit,  whose  big  staff  will  be 
headed  by  V.p.  Les  Harris.  Hea\  \ 

stress  will  be  placed  on  the  merchan- 
dising support  offered. 

ABC:  Most  of  MJC's  promotional 
weight  will  be  swung  behind  three  of 

its  mo-t  recent  properties-  -Sheena. 
Douglas  Fairbanks  Presents,  and  Pass- 

port  to  Danger.  Of  these,  Sheena — an 
outdoor  adventure  series — is  the  new- 

I  Please  turn  to  page  90 i 

L 

NARTB  IS  I  (Ml  S  OF    -MAN   SHOW    SALES 
  'Hi"  syndication  Geld,  \\i;il!  conclave  1-  highlight  of 

launching  new   shows,  top  to  bottom 

below:    (One)    ll'\.  due  to  launch  new   public  service  series  amid 
giveaway    promol   -  ol   new   hats  admired  bj    ll'\      Michael  Siller- 
man,  Peter  Zanphir,  md  Hardi     I.  I    0)  Guild  Films,  screening 
Grsl  prints  of  "The  Goldh  rgs";      Hiree)  CBS  T\   Film  Sales,  who  will 
,|l|"  station  managers               menl  notables  al  exhibit  foi  brand-new 
documentarj  series;    (Four)    NBl    Film  Division,  launching  station 
sales  of  situati   :omed)  series 
due  to  launch   new    shows  ineludi  :    Holly  w   I   Tv.  Goodman,    \1l.1- 



CONVENTION 

SELLING     PLANS Radio  program  services 
New  recorded  offerings  range  from  packaged  contests  to  automatic  tapes 

New    ideas:     World    execs    Dick    Lawrence, 
~alr~  mfir. :  Pierre  Weis,  general  mgr., 
will   reveal  huge  contest;    Thesaurus 
will    feature    sports    show    with   Jimmy 
Powers   (center);   and   National  Musitime 

v.p.'s    Hob    Winston   and   Jerry   Levy 
will    show    >uper-long-playing 
tape    library    (picture    at    bottom) 

^#adii)  s  transcription  service  com- 
panies will  open  a  whole  new  bag  of 

musical  and  programing  tricks  at  the 

upcoming  NARTB  Convention. 

•  New  artists:  The  two  biggest  pro- 

graming services  —  World  and  RCA 

Thesaurus — will  be  stressing  the  addi- 

tion of  many  top  recording  stars  to 

their  stable.  A  few:  Peggy  Lee,  Sau- 

ler-Finegan  Orchestra,  Four  Freshmen, 

Ceorge  Shearing  at  World;  Nelson  Ed- 

dy, Gale  Sherwood,  June  Valli.  Eddie 
Fisher  and  Frank  Luther  at  The- 
saurus. 

•  New  promotions :  World  is  using 
the  NARTB  convention  exhibit  to 

showcase  a  new  contest,  open  to  listen- 
er- and  station  management,  which 

will  offer  thousands  of  dollars  worth 

of  prizes.  Thesaurus  will  be  stressing 

a  new  merchandising  promotion  de- 

signed  to  operate  at  the  local  level, 

"Shop  at  the  Store  with  the  Mike  on 

I  he  Door." 
•  New  programs:  Tin-  syndicated  ra- 

dio program  field  will  promote  several 

new  radio  e.t.  program  properties  at 
the  convention,  including  RCA  s  The 

Grantland  Riee  Story  and  Great  Days 

lie    Honor     (included    as    part    of    the 

Thesaurus),  the  recently  launched 
Eddie  Cantor  Show  from  Frederic  W. 

Ziv.  and  an  updated  version  of  Air 

Adventures  oj  Jimmie  Mien,  which  ad- 

men will  recall  From  the  1930's,  stream- 
lined For  the  jet  age  b\  I  lain  S. 

<  roodman. 

•  \ew    ideas:    To    keep    in    step    with 

the  widespread  use  <>l  music  in  todaj  s 

Local  radio  programing  (929$  of  radio 

stations  air  local  music  shows,  accord- 

ing to  sponsor's  L955  Buyers'  Guide), 
transcription  service  firms  have  added 
main     new    gimmicks,    ranging    from 

supei  long-pla)  ing  "backgi   id  music" 
,n  tapes  i  National  Musitime  Coi  p.  I 

1,1  a  new  catalogue  "I  "mood  and 

"bridge"  musi<  I  SES  \<  1 1  and  "shorty" 
tunc-  Foi  musical  fillers  i  Standard  I , 

Radio  program  service  sales  are 

made  directlj  to  stations,  seldom  if 

evei   to  aeen<  ies  and  advertisers.    ( >■  ■ 

casionally,  an  advertiser  will  buy  a 

fully-recorded  radio  program  from  a 

transcription  producer  for  multi-mar- 
ket spotting,  but  the  trend  has  been 

away  from  this. 
The  radio  show  services — both  li- 

braries and  complete  shows — that  will 
be  offered  at  the  NARTB  meeting  next 

week  ultimately  will  play  a  role  in 

shaping  spot  radio  availabilities  offered 
local  and  national  admen. 

This  is  particularly  true  of  the  tran- 
s<  ribed  musical  libraries,  which  con- 

tain thousands  of  well-indexed  selec- 

tions on  big  16-inch  vinyl  disks. 

"All  of  the  major  record  companies 

send  free  copies  of  their  latest  records, 

popular  and  classical,  to  stations.  We 
provide  a  recorded  music  service  too, 

but  there  the  resemblance  ends."  point- 
ed out  RCA  Thesaurus'  A.  B.  Sam- 

brook. 

"We  provide  extensive  merchandis- 
ing and  promotion  aids,  a  script  ser- 
vice stations  can  use  to  build  local 

shows,  special  holiday  programing, 

'voice  tracks'  of  our  recording  stars, 

publicitj  backing,  special  jingles  to  in- 
troduce station  programs  like  weather 

show>.  sound  effects,  mood  music  and 

other  item-. 
Some  of  the  music  supplied  to  sta- 

tions bv  transcription  firms  winds  up 

in  platter-spinning  d.j.  shows.  But 
much  of  it  is  aired  as  name-value  pro- 

grams [The  Melachrino  Musicale, 
Passport  to  Din  dreams.  Peggy  Lee 

Sings,  etc.  I  complete  with  themes  and 

smooth  script  continuity.  These,  in 
turn,  are  backed  up  bj  stations  with 

local  promotion  campaigns. 

Undisputed  leaders  in  tin-  field  are 
the  World  Library,  a  division  of  the 

Fai  Rung  Zi\  pin- 1  am  firm,  and  The- 
saurus, the  librarv  service  of  gianl 

RCA.  Both  will  have  new  programing 

;in<l  merchandising  plans  t<>  unveil  nexl 

week  at  the  N  \  1 1 '  1 1  *»  convention. 
•  World:  Highlighl  of  the  World  ex- 

hibit,  according  to  General  Manager 

Pierre  Weis.  will  be  a  new  national 

contest,  open   to  listeners  and  station {Please   lain    to   page    L04) 
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ABC  FILM   SYNDICATION 

Shoreham,  C-200 
ABC  will  exhibit  all  their  show?  and 

present  two  hush-hush  surprises.  Irish 

McCalla,  star  of  the  new  Sheena,  Queen 

of  thr  Jungle  10  ft.  tall.  -10-21-36)  will 

be  introduced.  There  will  he  special 

giveaways  for  the  wives  and  a  party 

for  the  press. 

Six  representatives  will  attend: 

George  Shupert.  president;  Don  Kear- 

ney, vp  in  charge  of  sales;  Lee  Francis, 

promotion  manager;  John  Burns,  Mid- 

west manager;  Nat  Donato,  New  York 

salesman;  Malcolm  Kipp,  New  York 
salesman. 

ALFOR1)  MANUFACTURING  CO. 
Shoreham,  Exhibit  Space  17 

Alford  will  show  two  components  of 

tv  transmission:  the  Type  1,046  stream- 
lined vhf  television  broadcast  trans- 

mitting antenna  and  a  Teflon  Pin-Sup- 

ported coaxial  transmission  line.  At- 

tending the  convention  will  he  Andrew 

Alford,  president;  David  P.  Flood,  en- 

gineer;  Harold  H.  Leach,  engineer. 

AMERICAN  RESEARCH  BUREAU 

Sheraton-Park,  356,  358,  360 

ARB  will  make  available  complete 

information  and  sample  copies  cover- 

ing major  ARB  activities,  such  as  na- 
tional tv  audience  measurement  of  the 

entire  U.S.;  metropolitan  area  tv  rat- 
ing reports  for  80  individual  markets; 

metropolitan  area  coverage  studies  in 

140  markets  showing  tv  penetration, 

tv  stations  received,  frequency  of  view- 

ing, station  preference,  and  uhf  con- 
version; reports  of  tv  set  distribution 

by  brand;  complete  research  service 

for  special  surveys  and  tabulations. 

Among  those  attending  for  ARB  will 

be  James  W.  Seiler,  president;  Roger 

N.  Cooper,  Western  division  manager; 

Jack  L.  Gross,  manager  of  the  New 

i  ork  office;  Lorin  S.  Myers,  manager 

of  the  advertiser  service  department, 
New  York  office. 

AMPEREX  ELECTRONIC  CORP. 

Sheraton-Park,  B-312,  314 

Amperex  will  show  power  and  trans- 

mitter tubes,  rectifiers  for  all  broad- 

casting purposes  at  its  exhibit.  It  will 

show  Amperex  Tubes  at  the  Standard 

Flectronics  Corp.  booth.  Sam  Norris, 

president  of  the  company,  and  Arnold 

Peterson,  salesman,  will  attend  the  con- 
vention. 

AMPEX  CORP. 

Shoreham,  E-202.  201 

Ampex    will    exhibit    its    automatic 

programing  system,  model  350  console 

tape  recorder,  portable  lightweight 

professional  tape  recorder  and  portable 

amplifier-speaker  system.  Represent- 
ing the  firm  at  the  convention  will  be 

Russel  J.  Tinkham.  manager  of  audio 

sales;  Robert  Miner,  field  sales  man- 

ager, audio  division;  William  Cara, 

manager  of  professional  products,  au- 
dio division;  Forrest  J.  Beard,  assis- 

tant advertising  manager. 

ASSOCIATED  PRESS 
Sheraton-Park,  Madison  Suite 

The  AP  will  demonstrate  its  AP 

Photofax  (facsimile),  which  gives  on- 

the-spot  reception  for  news  pictures 

from  the  Wirephoto  network.  The  fol- 

lowing 12  AP  men  will  attend  the  con- 
vention:  Oliver  Gramling,  assistant 

general  manager;  Justin  Anderson,  ex- 
ecutive rep;  Thomas  F.  Cunningham, 

executive  rep;  Keith  Fuller,  executive 

rep;  Bob  Lee,  executive  rep:  Mark 

Knight,  executive  rep;  Al  Stine,  exec- 
utive rep;  Gerald  Swisher,  executive 

rep;  Jack  Weldon,  executive  rep;  Paul 

Breining,  field  rep;  Jerry  Gill,  field 

rep;   Frank  Stearns,  field  rep. 

ATLAS  TELEVISION  CORP. 

Shoreham,   F-200 

Atlas  will  have  three  film  properties 

available  for  screening:  Captain  Z-Ro, 
a  combination  science-fiction  and  his- 

tory children's  tv  film  series  which  be- 
gan telecast  in  Januar\.  will  be  shown 

continuously;  Hollywood  to  Broadway, 

an  interview  scries  starring  John  Conte 

and  famous  Broadway  and  movie  per- 

sonalities;  Family  Theatre. 

Attending:  Dr.  Henry  Brown,  presi- 
dent;  Robert  B.  Brown,  vice  president; 

Peter  Rodgers.  Midwestern  sales:  Jack- 
son Dube.  Fastern  sales;  Maryellen 

Anderson,  sales  promotion  and  sale-: 
Jean    Downing,  film  editor. 

BELL  SYSTEM 

Shoreham,  Exhibit  Space   1  1  : 
Booms  F-107.  E-600.  601 

Bell   will   -bow    some   of   the    latest 

equipment  il  has  de\  eloped  for  the 

radio-rv  industry.  The  exhibit-  will  be 
shown  b\    the  Long  Lines  Department 

•  •I  \mei  H.in  I  elephone  and  I  elegrapfa 

1  o.  and  the  <  Chesapeake  and  Pol 

I '•  lephone  Co.  I  he)  II  even  ba>  e  a 

pick-up  truck,  fully  equipped  to  estab- 
lish la<  ilities  foi  remote  t\ .  right  there 

on  the  flooi 

I  he  I  hesapi  ike  and  Potomac  I  ele- 
phone <  <>.  w  ill  be  represented  b)  lames 

I  .  Martin  and  fames  L.  Phillips.  Long 

I  ines  personnel  will  include:  C,  M. 

Blair,  S.  I).  Dinwoodie,  C.  W  .  Floyd, 

E.  C.  I.aird  Jr.,  E.  McCaffrey,  H.  W. 
Miller.  J.  I!.  I!.,,  and  M.  G.  Wall.,.. 

BLAW-KNOX  CO. 
Shoreham,  <,-10t 

Blaw-Knox  will  show  photographs 

and  sample  sections  "I  the  towers  it 
manufactures  as  well  as  exhibits. 

There  to  explain  the  exhibit  will  be 

the  following  people:  \.  II.  Jackson, 

director  of  engineering;  I?.  \.  Tro- 

inan.  manage]  towei  sales;  W.  S. 

Roscoe,  sales  engineer;  R.  M.  Kuhn, 

sales  engineer;  John  Cummings.  -ales 

engineer;  Paul  F.  Vollmer,  advertis- 

ing manager. 

BONDED  TV  FILM  SEBVICE 
Shoreham,  F-107 

Bonded  will  show  a  visualization  of 

three  types  of  film  service  it  supplies 

to  the  tele\i-ion  industry:  adverti-inu 

agency  film  syndication  service;  tele- 
shippers  for  the  tv  stations:  station 
editorial  service.  These  five  men  will 

represent  Bonded  at  the  convention: 

C.  M.  Ross,  president;  Emanuel  Kan- 
del,  executive  v.]).:  Don  McClure,  gen- 

eral sales  manager;  Allan  Rhone  and 
Martin    Ross. 

BROADCAST  MUSIC  INC. 
Sheraton  Park,  637-661 

BMI    w  ill  exliihit  a   rare  collection  "I 

Presidential  memento-  as  a  tribute  to 

each  of  the  33  American  Presidents. 

A  display  of  autographs  and  letters 
will  also  be  on  exhibit,  along  with  eaih 

American  songs  that  have  been  closely 
asso<  iated  w  ith  Presidents. 

Representing  BMI  al  the  Conven- 
tion :  Carl  Haverlin,  president ;  <  llenn 

Dolberg;  v.p.  charge  station  relation-: 
v\  dney  M.  Ka\  e,  i  hail  man  of  the 
board,  also  \  .p.  and  gen.  <  OUnsel : 

Robert  Ja\  Burton.  \.p.  in  charge  of 

publishei  and  w  ■  iter  relal  ions ;  <  haj  lea 

\.  \\  all.  \  .p.  ■  harge  finance;  Ro)  Har- 

low .  v.p.  <hai  ge  ol  station  sei  \  ice;  Ken 

Sparnon,  BMI  field  rep;  Russell  San- 

jek,  due.  loi  ol  pro  jo  t-:  IK  Reiter, 
promotion  dire<  toi :  M.  II.  Shapiro, 

publit    relations. i  Please  turn  to  page  69 
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WHY  IS 

MORNING 

LISTENING 

U. I  Itl  ( 

SO  MUCH 

HIGHER 

THIS  YEAR? 

^^/(^C   i 



It's  become  a  vocational  habit  to  explain  trends  in  radio  by  trends  in  television. 

But  television  doesn't  explain  an  exciting  development  in  morning  radio — 

a  sets-in-use  increase  of  7  per  cent  over  last  year.  With  VA  million 

additional  television  sets,  why  should  radio  listening  be  higher? 

The  answer,  we  think,  is  not  in  television  but  in  radio.  It's  especially  in 

the  local  appeal  of  Mutual  Broadcasting — with  its  10  per  cent  listening  gain, 

the  biggest  of  any  network.  And  it's  clear  and  audible  in  Mutual's 

Queen  for  a  Day— whose  audience  today  is  one  third  greater  than  in  1953. 

Queen  for  a  Day — now  hailed  on  its  Tenth  Jubilee — is  a  top-of-the-morning 

show  for  listeners  and  sponsors  alike.  It's  a  refreshing  lift  for  2H  million 

prospects — cooking,  cleaning,  shopping,  and  listening  housewives. 

It's  at  1 1:30  to  12  noon  (with  three-fourths  of  the  day's  shopping  still  to 

be  done)  and  five  times  a  week.  It  offers  powerful,  low-cost  frequency 

in  a  market  two-thirds  unsold  by  television.  Its  new  sponsor  will  join 

Old  Gold,  now  on  the  show  for  a  fourth  successful  year. 

We'd  like  to  tell  you  more  about  morning  listening  on  the  Plus 

network,  and  give  you  all  the  vital  statistics  of  Queen  for  a  Day. 

MUTUAL  BROADCASTING  SYSTEM 

Sources:  Nielsen  Radio  Index  (Full  network,  '55  over  '54)  I  J.  A.  Ward  Study 



76e  So*?  *#u  BOX  SCORE 
DlYil  presents  a  four  month  accounting  of  the 

outstanding  current  song  hits  in  the  BMI  reper- 

toire as  determined  by  two  of  the  music  trade 
barometers. 

The     HIT   PARADE 

// 

The  numbers  in  the  above  tabulation  indicate  the  week-to-week  positions 

of  BMI-licensed  song  hits  among  the  seven  on  the  "Hit  Parade"  and  the  top 

ten  selections  of  the  Billboard  "Honor  Roll  of  Hits." 

These  songs  have  achieved  success  because  the  writers,  composers, 

publishers  and  performers  have  pleased  the  public  taste.  BMI  salutes  their 

joint  achievements. 

BROADCAST  MUSIC,  INC. 
589  FIFTH  AVENUE 

NEW  YORK  17,  N.Y. 

NEW    YORK  •  CHICAGO  •   HOLLYWOOD   •   TORONTO  •  MONTREAL 

January 

1      8     15    22    29 

February 

5     12    19    26 
March 

5     12    19    26 
April 

2      9     16    23    30 

LET  ME  GO  LOVER  (Rumbalero) 2 1 3 2 1 

•2 

3 4 

HEARTS  OF  STONE  (Granite-Regent) 6 5 6 6 2 2 4 5 

THAT'S  ALL  1  WANT  FROM  YOU  (Weiss  &  Barry) 
7 7 7 3 5 6 6 7 7 7 

SINCERELY  (Arc) 4 5 6 2 3 4 2 5 4 6 5 

TWEEDLEE  DEE  (Progressive) 6 7 3 4 1 4 2 2 4 4 4 

KO  KO  MO  (Meridian) 5 7 2 5 6 6 5 

OPEN  UP  YOUR  HEART  (Hamblen) 7 

BALLAD  OF  DAVY  CROCKETT  (Wonderland) 3 3 1 1 1 1 1 

DANCE  WITH  ME,  HENRY  (Modern) 6 7 

The    'HONOR    ROLL   OF    HITS" January 

1      8     15    22    29 

February 

5     12    19    26 

March 

5     12    19    26 

April 

2      9     16    23    30 

LET  ME  GO  LOVER  (Rumbalero) 2 2 1 1 1 1 2 4 5 8 

THIS  OLE  HOUSE  (Hamblen) 7 8 8 9 

8 HEARTS  OF  STONE  (Granite-Regent) 8 6 4 4 3 4 3 2 3 3 5 7 10 

THAT'S  ALL  1  WANT  FROM  YOU  (Weiss  &  Barry) 
9 7 7 8 9 7 9 9 10 9 9 

NO  MORE  (Maple  Leaf) 

10 
10 10 

SINCERELY  (Arc) 6 6 5 3 2 2 2 2 2 3 3 

10 

3 4 8 

EARTH  ANGEL  (Dootsie  Williams) 9 6 6 5 6 6 7 8 

OPEN  UP  YOUR  HEART  (Hamblen) 

10 10 

9 7 7 8 9 9 

TWEEDLEE  DEE  (Progressive) 

10 

8 6 4 4 4 4 4 4 3 7 

KO  KO  MO  (Meridian) 8 7 4 4 3 5 5 6 6 10 

BALLAD  OF  DAVY  CROCKETT  (Wonderland) 7 3 3 1 1 1 1 1 

DANCE  WITH  ME,  HENRY  (Modern) 7 7 5 

68 
SPONSO 



CATERPILLAR  TRACTOR  CO. 
Shoreham,  Exhibit  Space  30 

This  exhibit  will  contain  a  D318  en- 

closed electric  set,  an  automatic  start- 
stop  display,  and  main  pictures  of  tin 

firms  engines  in  radio  and  tv  installa- 
tions. Five  special  representatives  will 

attend  the  convention:  R.  V.  Bradley, 
K.  G.  Burdick,  S.  Eisner,  \.  Schmudde, 
J.   Hoak. 

CBS  RADIO   NETWORK 
Sheraton  Park,  II  600,  602,  604 

CBS  Radio  executives  at  the  conven- 

tion will  l>e  Arthur  Hull  Hayes,  presi- 
dent; J.  Kelly  Smith,  administrative 

v.p.:  John  Karol.  v. p..  sales;  Lester 

Gottlieh.  v.p.,  programs;  William  A. 

Schudt,  Jr.,  v.p.,  station  relations;  Eric 
Salline,  manager,  network  sales  service; 

Dudley  Henrv.  manager,  sales  service, 

Pacific  Coast;  Murry  Salberg,  man- 

ager  program  promotion;  Sherril  Tay- 
lor, co-director,  advertising  and  sales 

promotion. 
Representatives  for  CBS  Radio 

Owned  and  Operated  stations:  Wen- 

dell B.  Campbell,  v.p.,  station  adminis- 
tration; Carl  Ward,  gen.  manager, 

WCBS,  New  York;  E.  H.  Shomo,  gen. 

manager.  \\  BBM.  Chicago:  William  I). 

Shaw,  gen.  manager,  KNX.  Los  An- 
geles; Harvey  Struthers,  gen.  manager, 

WEEI,  Boston;  Eugene  \Vilke\.  gen. 

manager.  KMOX,  St.  Louis;  Jules 
Dundes.  gen.  manager.  KCBS,  San 
Francisco. 

CBS  TELEVISION   FILM  SALES 

Shoreham,   A-200-207;   Sheraton-Park, 
E-212,  214 

CBS  Film  will  exhibit  all  their  pres- 

ent programs  as  well  as  introduce  sev- 
eral new  properties.  Gene  \utrv.  Gail 

Davis.  Dick  Jones  will  be  on  hand.  A 

CBS  color  television  set  will  be  given 

avvav  as  a  door  prize.  Newsreels  will 

be  shot  of  visitors  interviewing  Con- 
gressional members  and  prints  flown 

home  gratis  to  be  shown  in  local  news 

programs. 

Attending  for  CBS  Film:  Leslie  Har- 

ris, v.p.  and  general  manager:  Fred  J. 

Mahlstedt,  director  of  operations  and 

production:  Wilbur  S.  Edward-,  gen 

eral  sales  manager;  Walter  Scanlon, 

sales  promotion  manager:  Howard 

Kany.  manager  of  News  Film:  Jack 

Bush,  manager  of  News  Film  produc- 
tion. 

CBS  TELEVISION   NETWORK 
Sheraton  Park  Annex.  11-100.  02.  04 

Representing  CBS  TV  will  be:  J.  L. 

Van  Volkenburg.  president:  Herbert  V  . 
Akerberg.  v.p..  station  relations:  Merle 

S.  Jones,  v  .p.,  CB5  I  \  stations  and 
gen<  ral  set  v  ices;  W  illiam  llv  Ian,  v.p.. 

network  sale-:  Leslie  \il.i--.  v.|>..  gen- 

eral manager.  W  HUM-  I  \  .  Chi.  ago; 
Richard  Salant,  v. p..  general  executive, 

CBS,  Inc.;  Edward  P.  Shurick,  na- 
tional director,  station  relations:  Bob 

Wood,  assistant  national  director,  sta- 
tion  relations:  Edward  Scovill,  central 

manager,  station  relations;  Robert 

Jamieson,  sales  sendee  manager,  net- 
work  sales;  Craig  Lawrence,  directoi 
station  administration;  Sam  Digges, 

gen.  manager,  W  CBS-TV,  New  York: 
Edmund  C.  Bunker,  gen.  manager, 
W  \IV  Milwaukee;  James  T.  Aubrey, 

Jr.,  gen.  manager,  KNXT,  Los  An- 
geles; Clark  George,  gen.  manager, 

(  BS  T\    Spot  Sales. 

CENTURY  LIGHTING 
Shoreham,   Exhibit   Spaee  21 

Century  will  show  a  complete  line  of 

studio  lighting  and  lighting  control 

equipment. Five  men  will  attend  the  convention: 

Edward  F.  Koak.  president;  Charles 

Shealin,  Dick  Murdock,  Rallo  Wil- 
liams, Frank  Jacobs. 

CHERYL  TV  COB  P. 

Shoreham,  F-202 

Cheryl  will  provide  literature  about 
I'll  | Mist- war  features  including  A  Walk 
in  the  Sun,  52  Wrestling  from  Canada 
filmed  hours  available  1  June,  and  52 
Velodrome  dramatic  hours  edited  to 

54  minutes.  The  latter  were  originally 

silent  high-budget  pictures  produced  at 
Paramount  with  music  effects  and 
voice  track  added. 

Si  Lipson,  president  of  the  firm, 
and  John  A.  Ettlinger,  its  national 
sales  manager,  will  both  attend  the 
(  onvention. 

COLLINS  RADIO  CO. 

Shoreham,   Exhibit   Spaee   34 

Collins  i-  planning  to  exhibit  ii- 
Type  21 F.  M  Broadcast  Transmitter, 
2(i\-i'  one-killowatl  Broadcast  Trans- 

mitter with  remote  control  system, 

212A-1  Studio  Console,  21B-2  Studio 

Console.  212Y-1  Remote  Amplifier. 

2121  -1  Remote  Amplifier,  12Z-2  Four 

( Ihannel  Remote  xmplifiei .  and  mi-  el- 
laneous  items  of  rack-mounted  speech 

equipment.  The  new  item  ti>  be  shown 

will  be  the  firm's  Tv-Microwave  Rehvj 

equipment. 

Seventeen     <  c-llins     representatives u  ill  attend. 

(  OMM1  Ml  iTIONS  PRODI  CTS  DIVI- 
SION.  M.I.I  \  It.  IX    MOM    |  \|{s 

Shoreham,  Exhibit  Space  9;  Suite  t.-dOO 
DuMonl  h  HI  mi  rodu*  e  i  omplete 

i  "lor  programing  equipment  !a<  ilities. 
It  will  also  present  i  complete  line  of 

i  olor  iii  minal  equipment  and  test 

equipment  for  handling  incoming  i  oloi 
signals  from  network,  film  or  othei 

pickup  sources.  The  DuMont  25  kw. 
or  50  kw.  tv  transmitter  will  also  be 

shown,  as  well  as  the  transmitter  con- 
trol console,  the  new  DuMont  high- 

quality  color  monitors,  color  stabiliz- 
ing amplifier,  color  masking  equip- 

ment, color  switching  and  murine 

equipment,  the  new  nine-channel  coloi 
-witch  unit,  and  video  control  equip- 

ment for  both  monochrome  and  color 

tv  equipment. 
The    following    |   pie    will    attend 

from  the  Communication  Products  Di- 
vision: R.  E.  Kessler;  G.  S.  Gregory, 

F.  S.  Newman,  D.  Christie,  II.  McCrae, 

H.  Mate,  D.  Quinlan.  These  men  from 
the  Tv  Transmittei  Department  will 
also  attend:  J.  B.  Tharpe,  K.  F.  Peter- 

son, C.  E.  Spicer,  H.  Bloomberg,  L.  C. 
Radford,  Jr.,  R.  J.  Myers,  B.  J.  Klind- 

worth,  F.  A.  O'Connell.  G.  \\  inston,  L. 
Keys,  J.  P.  Gallagher.  E.  G.  Gramman, 
J.  Shearer,  G.  Wagner,  I  Bonvouloir, 
F.  C.  Grace.  H.  Del  Muro.  \.  Ritter, 
R.  Bollen,  L.  Litchfield,  J.  Sims,  D. 
Stewart.  These  four  men  will  be  there 
from  the  Research  Division:  R.  Cava 

nagh,  R.  Tinglev.  J.  Haines.  R.  Deich- 
ert,  and  also,  representing  the  Interna- 

tional Div  ision,  .1.  Mm  i  ise)  . 

CONRAC 

Shoreham,    E-208 

Conrac  will  show  il-  ulililv  video 

monitors  and  tuners  for  "off  the  air" 
monitoring  of  video  and  audio.  Foul 

men  will  represent  the  coni|>anv  at  the 
convention:  \\  .  I.  Moreland,  presi- 

dent; J.  ( r.  Jones,  chief  engineer;  I!. 
M.  \l-ton.  -ales  engineer :  \\  .  B.  Good- 

man, credit   manager 

DAGE    II  I  I  \  l«*lo\   DIVISION, THOMPSON   PRODI  CTS 

Shoreham,    Exhibit    Space    3;    Sheraton- 
Park.    1-100.    I  OK 

I  he  Dage  television  exhibit  will  fea- 
ture  the  \  idi.  on  .  olor  camera  with 

spa  ial  emphasis  on  a  convertible  mon- 
ochrome 1   lor  -v  stem  whi<  h  per- 

mits the  telecastei  to  protect  hi-  in- 
\  estmenl  in  monochrome.  The  I ' 
•  olor  for  film  programing  consist: 

a  three-v  idii  on  system.  The  firm  will 

also  show  .1  complete  low-power  tv 
station,    to   -how    thai    tele,  astei -   can 
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completely  equip  a  tv  station  for  less 
than  $52,000. 

Thirteen   Dage  men   will  attend  the 

convention:  Jim  Lahey,  general  man- 

:   Nefi  Cox,  Jr.,  direct  sales  man- 
.    J.   \\  .   Alinsky,  chief  engineer; 

II.     Fathauer,    chief    develop- 
ment   engineer;    II.    E.    Crow,   project 

engineer;   11.  Carha,  design  engineer; 

Charles   Vbney,  sales  engineer;  Harold 

Ennis,  systems  engineer;  ClifT  Schmidt, 

engineer;    Mort    Zimmerman,    district 

sales    manager;    Wynne   Stewart,    dis- 
trict -ales  manager;  John  Mullen,  dis- 
trict  sales   manager;    Joseph   Farnum, 

district   -ales   manager. 

DRESSER-IDECO  CO. 
Shoreham,  E-102,  104 

Dresser  will  plan  its  exhibit  around 
t\  and  radio  antenna  lowers.  To  en- 

tertain visitors,  a  former  Disney  car- 
toonist will  sketch  their  caricatures. 

These  men  will  represent  Dresser: 

I.  M.  Ilngan,  general  sales  manager; 

J.  R.  Hayden.  industrial  sales  man- 
r:  G.  W.  lies,  tower  sales  represen- 

tative; S.  E.  Wilson,  contract  adminis- 
trator; C.  D.  Byrd,  sales  promotion 

manager;  K.  II.  Brust,  manager  of 
California  Division;  John  F.  McVey, 

-ale-  engineer  of  California   Division. 

FLAMINGO   FILMS 

Shoreham,   F-207 

Flamingo  film  personalities  will  ap- 
pear at  the  exhibit.  Convention  repre- 

sentatives will  be  S\  Weintraub,  David 

Wolper,  Ray  Hamilton.  Ken  How-well. 
Charles  McGregor.  Ira  Gottlieb,  Bill 

McDonald,  Julian  Ludwig,  Ken  Israel. 

ELECTRO-VOICE 
Shoreham,  F-212 

Electro  will  exhibit  new  micro- 

phones for  broadcasting  and  telecast- 
ing, as  well  as  new  monitor  speakers. 

Howard  Souther,  manager,  and  Louis 

Burroughs,  chief  engineer,  will  repre- 
senl     the    linn. 

IM    mom    TV   NETWORK 
Sheraton  Park,  T.IT-Tol 

I iiiMmii  represental i\ es  al  the  con- 
vention will  include  led  Bergmann, 

managing  dip.  toi ;  John  II.  Bachem, 
general  manager:  James  I..  Cadigan, 

di recto i  ol  programing  and  produc- 
tion; Rodne)  I).  Chipp,  director  of 

neering;  Robert  I..  Coe,  director 

ol  station  relation-:  Edwin  I).  Koehler, 

managei .  station  relations  department ; 

Robert  S.  Woolf,  manager,  teletran- 
s<  i  iption  department ;  Leslie  G.  \  i  ies, 
Jr..  gen.  manager,  WTTG;  Malcolm 

M.  Burleson,  chief  engineer,  WTTG. 

GATES  RADIO  CO. 
Shoreham,  Exhihit  Space  36 

Gates  will  show  a  complete  new  line 
of  am  broadcast  transmitters,  from  250 

watts  to  5,000  watts.  Class  IV  local 
250  wall  stations  will  be  particularly 

interested  in  a  brand  new  BC-250L  250 
watt  transmitter  so  designed  that  it  can 
at  any  time  be  increased  to  1,000 
watts. 

Gates  will  also  show  a  brand  new 

5  kw*.  transmitter,  BC-5E,  which  does 
not  have  any  external  components. 
Still  another  new  model  to  be  exhibited 

is  transmitter  model  BC-IJ,  which  is  a 
1000/5000  watt  unit  designed  with 

high  fidelity  performance,  small  in  size 
and  simple  to  operate.  There  II  also 
be  a  series  of  other  new  models  of 

radio  and  television  station  equipment, 

including  a  brand  new  remote  control 

system  with  19  metering  functions  and 
42  control  functions,  two  new  audio 

products,  including  a  two-channel  light- 
weight remote  amplifier. 

Nine  Gates  executives  will  attend: 

P.  S.  Gate-,  president;  L.  J.  Cervone, 
LMiieial  -ales  manager;  N.  L.  Jochem. 

director  of  engineering;  0.  J.  McRey- 
nolds.  Washington  district  manager: 

\\  .  \\  .  Warren,  Washington  sales  en- 

gineer: J.  M.  Haerle.  New  York  dis- 
trict manager;  E.  J.  Wilder,  New  York 

sales  engineer;  Richard  Spruill,  Atlan- 
ta sales  engineer;  J.  R.  Eickmeyer, 

Oiiin<  \    sale-  department. 

GENERAL  COMMUNICATIONS, 
BROADCAST  DIVISION 

Shoreham,  Exhibit  Space  37 

There  will  he  11  components  to  this 
In  in-  exhibit:  minimum  manpower  tv 

studio  Layouts  showing  automatic  and 
maintenance  free  equipment:  master 

power  suppl\  system  Eoi  t\  stations; 
individual  regulated  power  supplies: 
video  and  audio  preselect  program 

switching;  coloi  camera  switching  sys- 
tems; stabilized  amplifiers  for  video 

and  pulse  distribution;  dial-operated 
l\  studio  program  monitoring  »\-tem; 

regulated  rela)  powei  supplies;  pre-set 
light  control  panel-  For  t\  studio  light- 

ing; mastei  program  and  utility  moni- 
tors; audio  control  consoles  for  t\ 

monitors, 

These  are  the  six  men  who'll  repre- 
sent the  firm  al  the  convention:  Earl 

I).   Peterson,  president   and  director  of 

engineering;  Bill  Lenox  Dunbar, 

broadcast  equipment;  Leslie  G.  Pum- 
roy,  sales  engineer;  D.  A.  Puerner. 
engineering:  John  C.  Hein.  engineer- 

ing; Charles  Coleman,  Jr.,  design  en- 

gineer. GENERAL  ELECTRIC 
Shoreham,  Exhihit  Space  2;  Sheraton- 
Park,  A-60S,  606,  611 

GE  will  be  exhibiting  their  12  KW 

high  (lower  uhf  transmitter;  2-camera 

portable  camera  chain:  "one-man  op- 
eration," which  includes  transmitter 

control  and  monitoring  equipment,  au- 

ral and  visual  switching  equipment,  vi- 
dieon  film  chanel,  slide  projectors,  syn- 

chrolite  16  mm  film  projector;  a  com- 

plete line  of  switching  systems  includ- 

ing relay  plug-in  audio  console. 
Among  those  attending  for  GE  will 

be  W.  J.  Morlock,  general  manager, 

technical  products  department.  From 

the  broadcast  equipment  section:  P.  L. 
Chamberlain,  general  manager:  F.  P. 

Barnes,  manager  of  marketing;  A.  F. 
Wild,  manager  of  sales;  R.  H.  Jordan, 

manager  of  advertising  and  sales  pro- 
motion; C.  J.  Simon,  manager  prod- 

uct planning;  C.  W.  Michaels,  man- 
ager of  marketing  and  administration. 

W.  G.  Broughton,  W.  R.  Chapin,  J.  W. 

I.  Cody,  J.  M.  Comer,  Jr..  J.  H.  Doug- 
las, H.  W.  Granberry,  C.  T.  Haist,  M. 

M.  Haertig,  R.  E.  Lauterbach,  G.  F. 
Oberrender,  Jr..  J.  H.  Painter.  John 
Wall,  F.  R.  Walker,  Glenn  Webster.  L. 

K.  Larkin  will  represent  International 

GE  and  there  will  also  be  representa- 
tives from  Canadian  GE. 

GENERAL  PRECISION  LABORATORY 
Shoreham,  Exhihit  Space  1,  Room  F-204 

General  Precision  Labs  is  exhibiting 

its  new  3-Vidicon  Color  Film  Chain, 

along  with  the  new  cost-cutting  idea, 
making  use  of  two  cameras;  one  with 
the  GPL  Watson  Yari-Focal  Lens  with 
zoom  and  focus  run   from  the  control 
i   n.  and  the  second  camera  mounted 

on  a  complete  remote  control  pedestal 

providing  remote  control  of  pan  and 
tilt,  lens  change,  focu-  and  iris  plus  a 
memory  of  six  preset  positions 

switched  by  push  button  to  correct 
aim.   lens,   iris  and   foCUS. 

Seventeen  General  Precision  Labs 

reps  will  attend:  Dr.  R.  L.  Carman, 

Blair  Foulds,  Dr.  F.  \.  Gillette,  N.  M. 
Marshall.  E.  II.  Lombardi.  J.  W.  Bel- 

cher.  M.  J.  \olpe.  W.  E.  Smyth,  E.  \. 

Hungerford,  Jr..  R.  11.  Johnston.  E.  J. 

Manzo,  l>.  K.  Hunsicker,  A.  F.  Brun- 
dage,  (•.  Q.  Herrick,  L.  L.  Pourciau, 
\.  ('.   Ilaemer.  Tom  Gullette. 
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/3  of  newspaper
  

**Ad  Noting** less  than  2.J5% 
92%  radio  listening  higher  than  that! 

Pulse  chocks  radio  and  newspaper  hahiis 

in  Salt  Lake  C'itv  from  interviews 

with  500  families  checking  pag'c  hy  pa£>> 

Nobody  questions  the  effectiveness  of 

newspaper  advertising  to  blanket  local  mar- 
kets and  sell — with  low  noting  ratings,  too, 

except  for  local  advertisers  such  a-  depart- 
ment stores  and  big  food  and  drug  outlets. 

In  Salt  Lake  Cit\.  taking  onlj  the  home 
county  for  both  newspapers  and  radio 

ratber  than  comparing  the  enormous  com- 
bined circulation  of  radio  covering  the  en- 

tire area  of  broadcast — Pulse's  study  of 
newspaper  advertising  was  administered  in 
exactly  the  same  way  programming  on  the 
air  is  measured.  Stations  KALL,  K\)\  I  . 

KNAK,  KSL,  and  KUTA  sponsored  the 
project. 

Net  result?  Two-thirds  of  the  newspaper 

"ratings"  were  under  2.5,  whereas  02'  '<?  of 
the  quarter-hour  ratings  for  each  of  the 
stations  was  greater  than  2.5. 

Pulse  interviewers  went  to  the  homes  of 

500  families — submitted  for  checking  the 
heavily  trafficked  Thursday  night  food  edi- 

tion of  the  "Deseret  News."  and  the  equally 
important  Friday  morning  "Tribune." 
Homes  were  revisited  if  necessary,  so  thai 

all  members  of  the  family  joined  in  the  in- 
terview. If  only  one  person  noted  an  adver- 
tisement it  was  credited  with  having  been 

seen.  Every  precaution  was  taken  to  be 
fair  and  objective. 

96.8%  of  all  homes  read  one  or  both 

papers.  Maximum  rating  was  accorded 
only  pages,  or  spreads,  or  dominant  space 
by  department  stores,  whose  messages  in 
essence  are  news  about  merchandise. 

In  the  two  big  issues,  only  15.6%  of  all 
advertisements  scored  percentages  bettei 

than  9.9.  Every  advertisement  for  the  in- 
terviewing dates  of  February  10  and  1 1  u  as 

Pulse-rated. 

PULSE,  Inc.,  15  West  46th  St., 

Neiv  York  36 

Vmong  the  findings  of  interest  to  adver- 
tis<  rs  general])  i-  the  fact  thai  large  -pace 

often  passes  unnoticed.  \  special  ̂ ears- 
Roebuck  supplement  of  12  pages  reached 
but  little  more  than  one  oul  of  five  families. 

\  national!)  famous  food  product  adver- 
tiser using  two-column  reminder  blocks  in 

multiple  insertions  was  a  signal  flop,  with 

less  than  I  '  i  noting.  Color  did  not  enhance scoring. 

\\  hal  i-  the  most  signifi<  anl  thing  in  this test? 

//  newspapers  and  their  advertisers  can 
point  out  the  long  record  of  sales  sua  ■ 
in  spite  of  fractional  noting  of  a  reminder 
message,  certainly  radio  proponents  need 
not  defensively  and  timidly  report  their  au- 

diences, more  than  large  enough  to  move 
millions  and  billions  of  dollars  worth  of 
merchandise. 

Attending  IVARTB   Convcntiun? 

Please  see  me  at  the  Sheraton  Park. 
Suite  291,  for  tletails  oS  this  survey 
and  other  Pulse  activities 

Pulse  methods  arc  ~o  accurate,  results  so  reliable,  that  we  can  measure 

even  the  lowest-rated  programming  or  advertising-. 

Findings  are  accurate  and  representative  because  Pulse  reports  the  whole 

sample — does  nol  have  to  edit,  reject,  or  sti  uggle  w  ith  the  handicap  of  only 

50  to  70%  returns,  as  in  diaries.   Does  nol  have  to  adjust  for  some  1"'. 

tape  spoilage,  plus  another  10-20%  rejection  of  sub-stand  ird  diaries. 

Pulse  ratings  are  computed  directly  from  the  basic  facts  exactly  as  col- 

lected' \nd  householder  reaction  i-  natural,  because  there  is  no  artificial 

prompting  b)  signal,  phone,  or  the  compulsion  ol  reporting  foi  paj  or 

prize! Vo  "adjustment"— no  "quality  controV  is  needed  for  Pulse  data.  Sub- 
scribers know  that  Pulse  has  the  best  and  b\  fai  the  largest  samples  in  the 

radio  and  television  industrx.     1.250. 000  homes  interviewed   last   yeai 

more  in  '55. 

faJt*"^
 

Director 

"largest  sample  outside  U.S.  Census,  the  service  with  the  most  subscribers" 

1,250,000  FAMILIES  INTERVIEWED  IN  '54-for  '55  still  more 



HARRY  S.  GOODMAN  PRODUCTIONS 
Shoreham,  D-211,  213 

Iman  Productions  will  show,  for 

the  first  time,  A  Word  from  the  Stars, 

a  merchandising  contest  incorporating 
film  clips  from  top  Hollywood  movies 
with  local,  live  emcee.  Another  first 

showing  will  he  Cyclone  Malone,  65 

quarter-hour  films  for  children  and 
teen-agers.  The  firm  also  intends  to 
iun  oil  commercials  it  has  made  for 

various  advertisers,  and  plans  a  "hush 

hush"  giveawa)  that  "will  have  the 
whole  convention  talking." 

Four  men  will  represent  the  firm: 
Ham  S.  Goodman,  general  manager; 
Everett  F.  Goodman,  sales  manager; 

Stuart  M.  Wilson,  production  super- 
visor: Monty  Bailey-Watson,  European 

representative. 

GRAY  RESEARCH  &  DEVELOPMENT 

Shoreliam,   F-114 

Gra)  will  demonstrate  remote  con- 
trol, the  Gray  Telop  III,  Automatic 

Opaque  Projector,  together  with  3B 
IVlojcctor.  The  firm  will  also  displav 

transcription  arms  and  equalizers. 

New  land  F.  Smith,  v.p.,  and  Chester 
B.  Hayes,  general  sales  manager,  will 
attend. 

promotion;  Manny  Reiner,  v.p.  in 
charge  of  feature  sales;  Joe  Smith,  v.p. 

in  charge  of  syndicated  sales;  Karl 

Gericke,  assistant  sales  manager;  Ar- 
thur Gross,  client  service  director; 

Curt  Kaufman,  assistant  client  service 
director. 

THE  HARWALD  CO. 

Shoreham,  C-201 
Harwald  will  show  four  different 

products  and  distribute  literature  ex- 
plaining these  products:  Inspect-O- 

Fihn  Editor  Model  K,  for  handling  tv 

films;  Inspect-O-Film  Model  H,  which 
automatically  cleans  and  inspects  16 

mm.  movie  film;  Protect-O-Film  No. 
100,  a  non-flammable  film  conditioner 
which  both  cleans  and  protects  16  mm. 

and  35  mm.  motion  picture  film  or  film 

strips;   Protect-O-Film  No.  200. 
Robert  Grunwald,  president,  and 

John  L.  Remke,  sales  manager,  will 
represent  the  company. 

These  five  men  will  represent  the 

firm  at  the  convention:  A.  J.  Kjont- 
vedt,  sales  engineer;  K.  B.  Elliott,  v.p.; 

J.  L.  Jiruska,  eastern  regional  sales 
manager;  R  T.  Smith,  sales  engineer; 
J.  B.  Olsson,  sales  engineer. 

HUGHE Y  &  PHILLIPS 

Shoreham,  E-105 
Hughey  will  demonstrate  a  remote 

lamp  failure  indicator  system,  show 

tower  lights,  controls  and  accessories 
for  tv,  am.  fm  and  microwave  towers. 

These  five  men  will  represent  the 

company  at  the  convention:  J.  H.  Gan- 
zenhuber,  v.p.  and  general  manager: 
and  sales  reps  M.  J.  Cudahy,  H.  J. 

Geist,  W.  L.  Hotz.  R.  L.  Lang. 

INTERNATIONAL  NEWS  SERVICE  TV 
DEPARTMENT 

Shoreham,   F-209 

INS  will  show  Telenews  daily  news- 
film.  Telenews  This  Week  in  Sports, 

news  digest,  as  well  as  the  INS  Fac- 
simile, demonstrating  sound  transmis- 

sion with  photos.  Four  men  will  repre- 
sent INS:  Robert  H.  Reid.  manager  of 

the  tv  department:  John  M.  Cooper, 
radio-tv  news  director;  Fred  Method, 

sales;  Hugo  Seiler,  sales. 

GRAYBAR  ELECTRIC  CO. 
Shoreham,  Exhibit  Spaces  19,  20; 
Rooms  F-100,  102,  104 

Graybar  will  show  FM  Multiplexing 

Equipment  and  tape  programing  serv- 
ices for  owners  of  fm  stations  and  op- 

erators of  functional  music  distribu- 

tion systems  under  special  communica- 
tion authorizations.  J.  W.  LaMarque, 

eral  communications  sales  manager, 

G.  I.  Jomes,  manager  of  electronics 

sales,  and  various  district  managers 
and  electronics  salesmen  will  attend 

the  convention. 

(.1  III)   FILMS  CO. 
Shoreham,  D-200,  202,  800,  802 

Guild  will  have  the  following  new 

shows  available  for  screening:  Confi- 
dential File,  The  Goldbergs,  I  Spy, 

Hi  other  Marl,.  The  Inn  Ray  llut/on 

Show.  The  firm  will  also  show  such 

current  programs  as  Liberace,  The  Flo- 

rian  Zabach  Show,  Frankie  Laine,  It's 
Fun  ii>  Ret/are.  I.ijr  with  Elizabeth, 

lf>r  Palooka,  Looney  Tunes,  \  itapix 
\\  esterns,  and  \\  restling. 

Guild  will  give  a  surprise  souvenir 

f.'ift  to  all  who  screen  the  firm's  new 
<  onfidential  File. 

These  men  will  attend  the  conven- 

tion: Reub  Kaufman,  president;  David 
assistant  to  the  president; 

Monroe  Mendelsohn,  director  of  sales 

HOLLYWOOD  TELEVISION  SERVICE 
Shoreham,  C-204,  A-500,  502 

Hollywood  will  provide  advertising 
brochures  and  display  boards  listing 

approximately  450  features,  Westerns 
and  adventure  shows  currently  offered 

to  tv;  also  display  boards  showing  the 

firm's  "Emmy"  Award  winner,  Stories 
of  the  Century.  There  will  also  be  an- 

nouncements about  The  Adventures  of 
Fu  Manchu  and  Behind  the  Scenes. 

Representing  the  firm  will  be  Earl 

Collins,  president;  Richard  G.  Yates, 

v.p.;  Jake  Flax,  sales  rep;  Sam  Tabor, 
sales  rep. 

C.  E.  HOOPER 
Sheraton-Park,  356,  358,  360 

This  research  company  will  provide 
literature  about  its  services.  Attend- 

ing the  convention  will  be  James  L. 

Knipe,  president;  Fred  H.  Kenkel.  v.p.; 
and   Frank  G.  Stisser,  Jr.,  v.p. 

IIOI  STON  FEARLESS  CORP. 
Shoreham,  Exhihil  Space  22 

Houston  will  exhibit  the  new  im- 

proved Cinemobile  Crab  Dolly;  the 

new  PD-7  Pedestal;  the  new  Labmas- 

tei  photographic  processing  machine: 
•  radle  Heads  for  RCA,  GE  and  Du 
Monl  i\  cameras  The  firm  will  also 

provide  literature  about  its  products 
and  ;i  special  Free  convention  souvenir. 

KAY  LABORATORIES 

Shoreham.  Exhibit   Space   12,  Sheraton- 

Park,  A-lll-115 

Kay  Lab  will  exhibit  a  studio  vidi- 
con  camera  chain  complete  with  a  five- 
inch  electronic  viewfinder.  The  firm 

will  also  show  a  vidicon  film  pickup 

chain  with  slide  and  film  projectors 

and  multiplexer.  Also,  Kay  Lab  will 

preview  a  new  remote  vidicon  camera 
chain  housed  in  suitcase  type  packages 

to  be  portable,  and  a  completely  new 

RETMA  sync  generator  using  extreme- 
ly stable  phantastron  counters. 
These  men  will  represent  Kay  Lab  at 

the  convention:  Richard  T.  Silberman, 

president  and  general  manager;  Rich- 
ard H.  Applin,  factor)  manager;  John 

P.  Day,  chief  television  engineer:  Jo- 
seph S.  Szewzuk,  engineer;  Frederick 

L.  Horman,  field  rep:  Robert  E.  Pat- 
ton,  field  rep;  Martin  F.  Whitcomb, field  rep. 

KEYSTONE  BROADCASTING  SYSTEM 

Sheraton-Park,   A-71 1-715 
k>B  will  show  coverage  map-,  ad- 

vertising  displav  and  special  1954  con- 
sumer's tabulation.  lour  KHS  execu- 

tives will  attend:  Noel  Rhys,  v.p.:  Ed- 
win R.  Peterson,  v.p.;  Blanche  Stein, 

director  of  station  relation-:  Charles 
Hammarstrom,  a/e. 

i  Please  turn  to  page  75) 
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It  will  pay  you  to  take  a  closer  look  at  Keystone 
To  sell  more  —  you  have  to  Tell  more  to  more 

people!  It's  as  simple  as  that.  Lots  of  good  busi- 
nessmen have  forgotten  something  very  funda- 

mental about  advertising  media.  We'd  like  to 
re-discover  the  principle  for  them  right  here  and 
now. 

"Look  for  that  advertising  medium  which 
reaches  the  largest  number  of  able-to-buy  cus- 

tomers per  dollar  expended.  Then  check  a  little 
further  and  see  what  pluses  you  can  buy  with  that 

same  advertising  and  selling  dollar." 

If  you  will  apply  that  measurement  to  key- 
stone's 814  HOMETOWN  AND  RURAL  RADIO  STATIONS 

—  looking  at  their  overwhelming  coverage  of  this 

great  market  of  60  million  good  customers  you'll 
know  that  this  "closer  look''  will  pay  large  divi- 
dends. 

The  story  of  keystone's  market  and  its  plus 
merchandising  is  told,  not  by  keystone  but  by 
contented  advertisers  whose  names  you  know  and 

respect.  We'd  like  to  show  you  this  special  re- 
port .  .  .  now!  Send  for  our  new  station  list. 

•  WRITE,   WIRE     OR     PHONE     FOR 

CHICAGO  N  EW  YORK 

111  West  Washington  St.       580  Fifth  Avenue 

STate  2-6303  Plaza  7-1460 

LOS   ANGELES 
3142  Wilshire  Blvd. 

DUnkirk  3  2910 

SAN    FRAN  CISCO 
57  Post  Street 

SUtter  1-7440 

l^"  TAKE    YOUR     CHOICE 

A  handful  of  stations  or  the  network  .  .  . 

a  minute  or  a  full  hour  .  .  .  it's  up  to 
you,  your  needs. 

|^"  MORE   FOR  YOUR   DOLLAR 

No  premium  cost  for  individualized  pro- 

gramming. Network  coverage  for  less 

than  "spot"  cost  for  some  stations. 

X.   ONE    ORDER    DOES    THE    JOB 

All  bookkeeping  and  details  are  done 

by  KEYSTONE,  yet  the  best  time  and 

place  are  chosen  for  you. 

COMPLETE     MARKET     INFORMATION     AND     RATES 

BROADCASTING  SYSTEM,  inc. 

THE   VOICE  \  OF   HOMETOWN   AND   RURAL   AMERICA 
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J»Dw,thGUILD 

The  INA  RAY 

HUTTON  Show 

Television's  first  all-girl  musical 

extravaganza.  Another  thrill- 
packed  musical-variety  treat 
from  the  producers  of  the 
famous  LIBERACE  Show. 

check  these  current  GUILD  Hits: 
UBERACE  SHOW 

FLORIAN  ZABACH  SHOW 
FRANKIE  LAINE  SHOW 
LIFE  VfoTH  ELIZABETH 
JOE  PMOOKA 
CONRAD  NAGEl  THEATRE 

•  IT'S  FUN  TO  REDUCE 
•  LOONEY-TUNES 
•  MPTV  FEATURE  FILMS 
•  JOHNNY  MACK  BROWN 

WESTERNS 

•  WRESTLING  FROM 
HOLLYWOOD 

GUILD FILMS 
COMPANY,  INC. 

460  PARK  AVENUE  •  NEW  YORK  22,  N.Y..  MUrray  Hill  8-5365 
IN  CANADA:  S.W.  CALDWELL,  Ltd., TORONTO 



KL1EGL  BROTHERS 
Shorehani.   K\hil>it   Space-    1  t 

kliegl  will  show  t\  studio  Lighting 

and  switch  and  dimmer  control  equip- 
ment featuring  the  new  3  2  lens  Fres- 

nel.  the  new  750  Fresnel,  new  slide 

and  effects  projector,  new  3  kw.  klieg- 
light  Herbert  More.  tv  sales  rep,  and 
Herbert  A.  Kliegl,  v.p.,  will  attend. 

LANG-WORTH  FEATURE  PROGRAMS 
Short-hum.   F-100 

Lang-W  orth  will  stress  the  role  of  it- 
Commercial  Spot  Service  in  building 
local  radio  business. 

Representatives  at  Convention:  C.  0. 

Langlois.  Sr..  president :  John  1).  Lang- 
lois.  seeretarv  and  sales  manager: 

Winnie  O'Keefe,  v.p.;  Hugh  Allen.  Ed 
Gardiner.  Bob  Hall.  Spence  Caldwell. 

LANGLOIS  FILMISIC 
Shoreham.  E-100 

Langlois  will  exhibit  television  pic- 
tures for  whi<  h  it  supplied  the  musical 

score,  and  will  also  demonstrate  tv 
music  lihrarv  on  di-k  [or  station  use. 

C.  0.  Langlois  Jr..  president,  and  T. 
A.  Roseen.  sales  manager,  will  attend. 

M&A  ALEXANDER   PRODUCTIONS 

Shoreham,    E-205 

\1\  \  will  exhibit  its  film  properties 
including  features,  Westerns. 

Arthur  Alexander.  Max  Alexander, 

Larry  Stern  and  Ben  Elrod.  will  be  at 
the  convention  for  M&A. 

MACHLETT  LABORATORIES 
Shoreham,  Exhibit  Space  20 

Machlett  will  -how  a  complete  line 
of  transmitting  tubes  from  am,  fm  and 

tv  service.  They  will  feature  particu- 
larly a  new  line  of  coaxial  terminal 

triodes  for  high  and  medium  power 

broadcast  and  communication  applica- 
tions. R.  Xelson,  G.  \\  hitne\  and  I.. 

Gilbert,  all  Machlett  sales  engineers, 

and  H.  J.  Hoffman,  v.p.,  will  represenl 
the  firm  at  the  convention. 

MCA-TV 
Shoreham.    B-200 

A  "mysterious"  plan.  "Operation  A 
to  \V"  is  the  theme  for  MCA's  exhibit. 
(For  clues,  see  story,  page  92.) 
Those  attending  the  conferences  for 

MCA:  David.  Sutton.  \\  v  mi  Nathan, 

Lou  Friedland,  Frank  Mincolla,  \aron 

Beckwith,  Robert  Greenberg,  John 
Rohrs.  Tom  McManus,  Jr.,  Ravmond 

Wild,  Noel  Rubaloff,  Dale  Sheet-. 
Charles  Borwn.  George  Faust.  Lee 
Savin. 

Ml  NOT  TV 

\  new  police  adventure  series,  Vea 
Orleans  Police  Department  will  be 
screened  at  the  convention. 

Minot  representatives  at  the  confer- 
•  will  be  Charles  M.  \moiv.  presi- 

dent; E.  <  .  Donegoan,  \  .p.:  Leo  Brody, 
salesman. 

Ml  SK  Ol.OR 

Shoreham.   (  -202 

Musicolor  will  exhibit  some  of  the 

apparatu-  the  firm  made  while  waiting 
for  color  t\ .  The  big  new-,  however, 
will  be  the  demonstration  of  Colorobot, 

which  the  firm  will  present  to  stations 

so  that  the)  can  have  something  to  sell 

to  sponsors  before  and  after  they  are 
on  the  color  network.  The  firm  will 

also  exhibit  Colorama,  studio  rear  pro- 

jection, and  "Look-It1",  "now  you  can 

see  music." Representatives  at  the  convention 

will  be:  John  Burrough-.  t\  promotion 

consultant;  Otto  Fried,  consulting  en- 
gineer; Helen  Spencer.  A.I.D.;  Edwin 

S.  Pierce,  I.A.T.S.E;  Maui  ire  Wetzel, 

lighting  consultant 

Ml   II   VI.   KKOAIKASTIV;    SYSTEM 

Sheraton-Park,  A-200 

MBS  will  be  represented  at  the  con- 

vention by  Thomas  F.  O'Neil,  presi- 
dent; John  B.  Poor,  executive  v.p.; 

J.  Glen  Taylor,  v.p.  policv  :  Karl  M. 
Johnson,  v.p.,  station  relations;  Robert 
\.  Schmid,  v.p..  advertising,  research, 

public  relations;  James  \\  alien,  v.p., 
finance;  Robert  Carpenter,  director  ol 
station  relation-:  Charles  kim:.  station 

relations,  Eastern  region:  Thomas 

Duggan,  station  relation-.  Western  re- 
gion: Francis  X.  Zuzulo,  director  of 

public  relation-:  Robert  Elliott,  direc- 
tor of  advertising. 

Ml  /\K   CORP. 

Sheraton-Park,  B-41  1-415 

\ln/ak  Corp.  will  maintain  a  hospi- 
tality suite  to  discuss  the  opportunities 

a  Muzak  functional  background  music 

franchise  provide-  h>r  -talion-.  Inter- 
views will  be  bv  appointment.  Charles 

C.  Cow  lev .  executive  v  .p..  and  I  'I 

Hochhauser,  Jr..  v.p.  and  director  of 

merchandising,   will   attend. 

\  VIION  \l      VI  I   II   I  V  II    II    I  I    I   I    \  IHON 
STATIONS 

Shoreham,  I  -20 1 

\  \  I  v  will  |>i"V  ide  litei ature  t"  ex- 
plain it-  all-channel  service,  in  con- 

junction with  General  Electric.  Attend- 
ing will  be  Joseph  Justman,  chairman 

ol  the  board;  Berman  Swarttz,  trea- 
surer:  Ri<  haul  Dohert) .  dire  to] 
management  sen  i<  es;  ( denn  Lord, 

Genei  a]  1  le<  ti  i-    \  \  I  ̂  administratoi  - 

IN  \llo\\l    liliiniii  iSTING  (  O. 
Sheraton-Park,  D-200,  203,  204 

\  Hi    representatu  es  include  v\  h 
tei  I  .  v\  caver.  Jr.,  Robert  \\ .  Sai  ooff, 

(  barles  Denny,  Hamilton  Shea,  Thomas 
M<  Fadden,  John   Reber,  Charles  t  !ol 

Hank  Shephard,   Raymond  Guy, 

l«i<  hard     »  lose,     Jules     Hei  buveaux, 

(  .ii  leton  l>.  Smith,  Joseph  <  loodfellow, 

.lame-  Kovach,  John   Rogers.    Station 
relations    personnel   attending   conven- 

tion   are:     Haiiv     Bannister,     Robert 

Aaron,     Hamish     Mcintosh,     \\  illiam 

Kelley,  Joseph  Burhalter,  Paul  Hancock, 
Paul     Rittenhouse.     I!av  mond    • '<  on- 
nell.    Donald    Men  er,    i  Igden    Knapp, 

Man  ( 'oui  tnrv .  Sheldon  I  lickox. 

NBC  FILM  DIVISION 

Shoreham.  D-2  12,  214;  E-208 

NBC  will  have  two  new  properties 

at  the  exhibit  for  screening:  Steve 
Donovan.  l\  estern  Marshal;  1  he  Great 
Gildersleeve. 

Eight  NBC  Film  executives  will  at- 
tend: Carl  M.  Stanton,  v.p.  in  charge 

ol  the  Film  Division;  Edgar  ( ..  Sisson 
director  of  the  Film  Division;  H. 

Weller  Keever.  national  sale-  man- 

ager; Leonard  C.  Warager,  Eastern 
sales  manager;  Daniel  M.  Curtis,  Cen- 

tral sales  manager;  Clifford  I.  Ogdeh, 
Western  sales  manager;  I.  II.  Smolin, 

advertising  and  promotion  manager; 
I  redei  i<  k  Jacobi,  publicit)  manager. 

NATIONAL   MUSITIME   CORP. 

Shoreham,  E-100 
National  Musitime  w  ill  exhibit  some 

of  it >  automatic  tape  station  equip- 

ment, plaj  it-  preprogramed  tape  li- 1  .ai\   music  fo]  I  \l  stations. 

I  hese  three  men  w  ill  represent  the 
firm    at    the   convention;    Jerome    K 

Lei  v .  v.p.:  Robert  \\  inston,  v.p.;  Gor- 

don  M v ers,  program  dire-  toi 

NATIONAL  TELEFILM    ISSOt  I  VI  Is 
Shoreham,   F-203,  205 

NT  \  w  ill  -how  some  of  the  "I  abu- 

lous    I  "i  i\ ."   a    package   ol    theati  u  al 
features  starring  such   name-  as    Uei 
Guiness.  James  Mason,  Stewarl  Gran' 

(Please  tain  to  page  7!!  | 
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•  STIRRING  TV  DRAMA! 

•  DARING  PHOTOGRAPHY! 

•  AUTHENTIC  STAGING! 

.  .  .  EVERYTHING  to 

make  this  the  most  talked 

about  show  on  Television! 



r 

THAT  ONLY 

A  BIG,  NEW  IDEA 

COULD  PRODUCE! 
\ 

•  OLYMPIA    BEER  22  West  Coast  Morkets 

•  PICTSWEET  13  Markets 

•  BROMO-SELTZER  17  Markets 

•  WHITE   KING   SOAP  5  Markets 

•  GERITOL    5  Markets 

•  GENESEE   BEER   3  Markets 

i        •    BANKS  FIRST  NATIONAL  of  Miami  •  FIRST 

NATIONAL  of  Atlanta  •  NATIONAL  BANK  of  Tulsa 
•  AMERICAN  NATIONAL  BANK  &  TRUST  CO.  of 

Chattanooga  •  SECURITY  FED.  SAVINGS  &  LOAN 
Columbia,,  S.  Carolina. 

•  UTILITIES  ARIZONA  PUBLIC  SERVICE  in 

Phoenix,  Yuma  •  NEW  ENGLAND  GAS  &  ELECTRIC 
in  Boston  •  CENTRAL  MAINE  POWER  CO.  in  Portland 

•  NATURAL  GAS  COMPANIES  in  Pittsburgh  • 

PROVIDENCE  GAS  CO.  &  BLACKSTONE  VALLEY  GAS 

&  ELECTRIC  in  Providence  •  MANUFACTURERS  LIGHT 

&  HEAT  CO.  Wheeling,  W.  Virginia 

•  FOODS  TOBIN  PACKING  CO.  in  Utka, 

Rochester,  Buffalo  •  MARMAT  PACKING  in  Charlotte 

•  ACME  SUPERMARKETS  in  Syracuse  •  PEVELY 
DAIRY  in  St.  Louis  •  ASSOCIATED  GROCERS  in  Billings 

•  STRIETMANN  BISCUIT  in  Huntington,  W.  Va.  • 

KOTARIDES  BAKING  in  Norfolk  •  HATHWAY  BAKER- 
IES in  Providence  •  WOODHAVEN  DAIRY  in  Mobile, 

Alabama   •  TEXAS  COFFEE  CO.  Beaumont,  Texas 

•  GASOLINE  WISCONSIN  OIL  CO.  in  Mil- 

waukee •  CONTINENTAL  OIL  CO.  in  Dallas  •  BELL 

OIL  CO.  Ada,  Oklahoma  •  PHILLIPS  PETROLEUM 
in  Greensboro,  N.  Carolina 

•  AUTOS  FORD  5  Western  Markets  •  PLY- 

MOUTH 2  Big  City  Markets  •  PONTIAC  1  Market 

AND   MANY   MORE  - 

VISIT  ZIV-TV  CONVENTION  EXHIBIT  MAY  22-26     . 

RM.  A  209,  SHOREHAM  HOTEL, WASHINGTON,  D.C. 

Every  story  is  based  on  scien- 
tific facts  dramatically  dem- 

onstrated by  your  host  .... 

TRUMAN  BRADLEY 

MAILABLE    in    Spanish,    French,    German    and    Italian 



Ilivier,   and   including 
-   as  The  Man  Between.  Tales 

iptains  Paradise. 
\\\  will  also  announce  the  availa- 

bility   of   two   now    syndicated   shows, 
I  all  and   The  New  Adventures 

o)  China  Smith  starring  Dan  Duryea. 
Seven    NTA    executives    will    attend 

the  convention:  Ely  A.  Landau,  presi- 
dent; Oliver  A.  I  nger,  executive  v.p.; 

Harold    Goldman,    v.p.    in    charge    of 

sales;  Martin  Roberts,  director  of  pro- 
motion and  sales  service;  Edythe  Rein, 

stant    to   the    president;    E.   Johny 

Graff,  Midwestern  sales  manager;  Ed- 
ward Gray,  Western  sales  manager. 

NEMS-CLARKE 
Shoreham,  Exhibit  Space  5 

Nems-Clarke  will  show  the  following 

equipment  at  the  exhibit :  phase  moni- 

tors, field  strength  meter-.  t\  rebroad- 
.  .1-1  receivers,  video  jack  strips,  video 

patch  coid-. 
The  following  men  will  represent 

Nems-Clarke:  K.  B.  Redding,  adminis- 
trative assistant;  R.  E.  Grimm,  chief 

development  engineer:  \.  S.  Clarke, 

I  resident;  J.  Gilbert,  engineer;  l\.  P. 

May,  sales  engineer. 

A.  C.  NIELSEN  CO. 
Sheraton-Park,  690,  692 

Nielsen  will  feature  details  of  the 

Nielsen  Station  Index  local  area  radio 

and  i\  audience  measurement  reports, 

currentlj  available  for  eight  markets. 
Companj  will  have  data  available  on 

stations  in  Philadelphia,  Boston.  San 
Francisco,  Los  Vngeles,  Chicago,  New 
\  ork.  Cleveland  and   Detroit. 

I  ive  Nielsen  executives  w  ill  attend 

the  convention:  John  K.  Churchill, 

v.p.;  E.  P.  II.  James,  v.p.;  William  R. 

Wyatt,  V.p.;  \Iurr\  Harris,  public  re- 
lation- director;  David  A.  Traylor, 

=en  ice  exei  utr\  e. 

oil  HI  M.  FILMS 

Shoreham,  C-203,  2()."> 
Official    will    exhibit    the    following 

properties:  Dateline  Europe,  The  Slat 
ami    the    Sinn.    Overseas     Idventure, 

I/,     Hero,    Se<  ret    File,    I  .S.  /..    Col. 

March  of  Scotland  Yard,  This  /s  )  out 

Music,    I  <in    and  the  /'nates. 
Official  will  have  a  delegation  of  !'• 

ai  the  <  onvention  :  Hei  b  Jaffe,  \  .p.  in 

<  harge   of   sales ;    I  lei  man    Rush,   \  .\>. 
and      '  1  i  i  «i  tOI       "I      \\  e-tein      Di\  i-imi 

I  i  .ml-    O'Di  iscoll,   Eastei  n   sales   man- 
r;    fack  Gai  rison,  Midwestern  sales 

,|a\     Williams,    manager    of 

station  sales;   John   Newman,  directoi 

(.f    advertising    and    promotion;      \ii 

Breecher,   Jerry   Lee.   Jeff    Davi 
Dave  Abbott. 

an< 

PHELPS  DODGE  COPPER  PRODUCTS 
Shoreham.    F-l  13 

Phelps  Dodge  will  show  its  Styroflex 
and  Spirafil  coaxial  cables.  Three  men 

from  the  firm  will  attend  the  conven- 
tion: V.  Clunet,  district  manager; 

F.  \Y.  Lendy.  manager  of  high  fre- 

quency cables:  J.  B.  Lynch  sales 

engineer. 

PHILCO  CORPORATION 
Shoreham.  Exhihit  Spare  27 

Philco's  Government  and  Industrial 
Division  will  display  tv  film  equipment 
for  monochrome  and  color,  color  tv 

test  equipment,  and  tv  microwave  for 
color  S-T-L  and  remote  pickup. 

Attending  the  convention  will  be 
J.  I).  \I<  Lean,  vice  president;  A. 

Ilagertv.  Industrial  sales  manager; 

F.  F.  Bartlett,  supervisor  broadcast 

sales:  J.  B.  DeWolf,  supervisor  com- 
munication sales:  J.  R.  McKenna,  in- 

dustrial product  manager;  K.  C. 
Moritz,  regional  manager;  W.  F.  Tait. 

assistant  industrial  sales  manager-, 
M.  A.  Williams,  regional  manager; 

J.  F.  Dawson,  regional  sales  manager: 

L.  I.  Boss,  regional  sales  engineer; 

(,.  L.  Vshby,  regional  sales  engineer: 
I;.  \.  \la<  Donald,  regional  sales  engi- 

neer;  J.  J.  Johnston,  regional  sales 

engineer;  L.  Kendall,  regional  sales 
engineer;  C.  M.  Volkland,  regional 

sales  engineer;  S.  II.  Wright,  regional 

sales  engineer;  M.  L.  Gaskill,  advertis- 
ing &  sales  promotion  manager:  J.  \\  . 

Mintzer,  advertising  department. 

PULSE,   INC 
Sheraton-Park,  291.  293 

Pulse  w  ill  be  represented  b\  Sydne> 

Roslow,  direct,, i  and  lima  Roslow,  as- 
sistant sen  ice  director. 

K  MHO  ADVERTISING  BUREAU 

I!  \l?  will  give  a  new  >  In  I  <  ■  presenta- 
tion and  <  ondu<  i  a  session  on  \\  ednes- 

da\  aftei  noon  al  2  :<>H  p.m.  in  winch 
local    and    national    spol    and    network 

advertisers  will  explain  wh\   and  how 

thej  use  radio. 

Representing  RAB  al  the  convention 
will  be  Kevin  B.  Sweeney,  president 
and  J.  Norman  Nelson. 

RCA  ENGINEERING  PRODUCTS  DIV. 
Shoreham,  Exhibit  Spaces  24.  25; 
Rooms  E-214,  216;   Sheraton-Park, C-400,    411 

\mong  those  attending  will  be 
W.  W.  Watts,  executive  v.p.;  T.  A. 
Smith,  v.p.  and  general  manager;  J. 

P.  Taylor,  advertising,  sales  promotion 
manager;  A.  R.  Hopkins,  manager, 
broadcast  marketing  department;  E. 

C.  Tracy,  sales  manager,  broadcast 

marketing  department;  D.  Pratt,  man- 
ager, broadcast  field  sales;  W.  B. 

Varnum,  manager,  broadcast  equip- 
ment sales;  P.  A.  Greenmeyer,  man- 
ager, broadcast  advertising  and  sales 

promotion;  W.  H.  Lowther.  manager. 

credit  department;  E.  T.  Griffith,  man- 
ager, customer  relations :  M.  A.  Trainer, 

manager,  broadcast  studio  equipment; 

H.  Duszak,  manager,  broadcast  trans- 

mitter Equipment:  N.  M<  A'aughten. 
manager,  market  planning:  J.  E.  Hill, 
broadcast  field  sales,  Northern  Region. 

RCA  THESALRUS 
Shoreham,  G-100,  101 

RCA  Thesaurus  will  present  several 
recorded  shows  for  display  including 

"The  Grantland  Rice  Story.  "Frank 

Luther's  Fun  Show,"'  "Do-it-yourself," 
"Great  Days  We  Honor."  A  new  local 

merchandising,  timeselling  plan,  "Stop at  the  Store  with  the  Mike  on  the 

Door.'"  Over-all  theme  will  be  "Stake 
Your  Claim  in  the  Thesaurus  Platinum 

Mine"  to  celebrate  Thesaurus'  twen- 
tieth anniversary. 

Thesaurus  will  take  pictures  of  visi- 
tors. Prints  will  be  specially  mounted 

and  handed  out  in  one  minute.  In  ad- 

dition, seven  big  prizes  will  be  given 

awa\  including  an  RCA  room  air  con- 
ditioner, hi-fi  phonograph  and  clock 

radio. 

Attending  for  Thesaurus  will  be 

Frank  J.  O'Donnell,  advertising  and 

promotion  manager;  Donald  Axt.  man- 
ager, commercial  research:  William  F. 

Reilly,  central  sales  manager:  William 
C.  Oartland.  Western  sales  manager; 

George  Field.  Northeastern  >ales  man- 
ager; Wallace  Cochran.  Southeastern 

sales  representative;  Gus  Hagenah, 

central  Northeastern  sales  representa- 
tive;  Robert  Fender.  Southwestern 

sales   representative. 

RAYTHEON  MAM  FACTORING  CO. 
Shoreham,  Exhihii  Space  31 

Raytheon    will    display     the    KTR- 
10(10- \  culur  microwave  t\  rela\  sys- 

tem; the  KTR-100-B,  a  cheaper  model: 
the  A.CL-3  cuelink,  and  narrow-band 
fm  communications  link:  a  color  moni- 

tor:   a    rack    mounted    audio    (haunt  I 
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TMA-75;    and    an    automatic    -tandb\ 
relay  switch  for  unattended  sites. 

Attending  the  convention  for  Ray- 
theon will  be  Daniel  J.  Webster,  mar- 
keting manager;  Albert  E.  Keleher, 

communications  production  manager; 

Richard  G.  McLaughlin,  assistant  com- 

munications production  manager:  Id- 
ward  Alpert,  assistant  communications 

production  manager;  George  A.  Hinck- 
ley, field  application  engineer;  Wilber 

G.  Small,  exhibits  manager:  \\  illiam 

J.  Monroe,  district  manager:  Harold 
L.  Herndon,  district  manager;  Emile 
J.  Rome,  district  manager. 

SARKES  TARZIAN  INC. 
Shoreham,  Exhibit  Space  35 

Sarkes  Tarzian  Inc.  Broadcast 

Equipment  Division  will  display  their 
new  automatic  slide  projector  which 

has  a  capacity  of  100  slides;  a  new 

16  mm.  film  projector,  .3-2  pull-down 
long  light  application. 

Attending  for  Sarkes  Tarzian  Inc. 

will  be  Sarkes  Tarzian,  president:  Bia- 
gio  Presti,  sales  manager;  Mort  W  eigel, 

general  manager;  Slim  Puller,  chief 
engineer;  Gene  Keith,  engineer;  John 
Guthrie,  engineer;  Herschel  Stanfield. 
engineer;  Gus  Abott,  engineer;  Chuck 

Tudor,  purchasing  agent;  Ted  Rhodes, 

production  supervisor. 

SCHAFER  CUSTOM  ENGINEERING 
Shoreham,  G-201,  202 

The  Schafer  Custom  Engineers  will 

display  remote  control  systems  and  fm 
multiplex  modulators  and  receivers  and 
will  anounce  successful  operation  of 
low  cost  fm  multiplex  operation. 

SCREEN  GEMS,  INC. 
Shoreham,   D-219.   221 

Screen  Gems  Inc.  will  show  film 

clips,  promotion  material  and  mer- 
chandising products  for  all  of  their 

network  and  syndication  programs. 

These  syndication  shows  include  "Big 
Playback,"  "Jet  Jackson,"  "All-Star 

Theater,"  "Top  Plays  of  1955."  Also, 

in  production  is  "Jungle  Jim,'"  with 
Johnny  Weismuller. 

Representing  Screen  Gems  Inc.  at 
the  convention  will  he  Henry  Gillespie, 

Southeastern  sales  manager;  John  Mit- 
chell, vice  president  in  charge  of  sales; 

Henry  S.  White,  director  of  advertis- 
ing; Frank  Young,  director  of  press 

information. 

SESAC  INC. 
Shoreham,  D-208.  210 

Sesac  will  exhibit  their  transcribed 

library's    catalog    of    bridges,    moods 
and  themes  which  contains  over  8.500 

individual  listings  in  more  than  1,400 

categories.  The  catalog  is  designed 

for  usage  b\  both  radio  and  t\  broad- 
casters. 

Representing  Sesac  at  the  conven- 
tion will  be  Alice  J.  Heinecke;  I  varard 

S.  Prager,  assistant  to  the  president; 

Robert  Stone,  director  of  program  ser- 
vice; Jim  \I\ers.  director  of  station 

relations;  Max  Lemer,  legal  depart- 

inent;  Louis  E.  Tappe,  station  rela- 
tions; Sid  Guj>er,  station  relations; 

David  R.  Hilsten.  Western  counsel: 

Harold  Fitzgerald,  field  repie-entati\  e: 

M.  K.  Vickrey,  field  representative; 

Glenn  Ramse\ .  field  representative. 

SPONSOR 
Shoreham,  F-603,  603 

sponsor  will  be  represented  at  the 
convention  b\  Norman  K.  Glenn,  editor 

and  president;  Bernard  Piatt,  v.p.  and 
general  manager:  Jacob  A.  Evans, 

v.p.:  Miles  David,  editorial  director: 
Elaine  C.  Glenn,  secretary-treasure: 

Arnold  A.  Alpert,  Midwest  manage]  ; 
Charles  L.  Nash,  assistant  to  the  adver- 

tising director. 

STANDARD    ELECTRONICS    COUP. 

Shoreham.    Exhibit     Space     .'i.'i ;     Rooms 
F-101,  103,  103 

Standard  Electronics  will  display 

their  new  model  TH-614-2  t\  trans- 

mitter as  well  as  a  line  of  \mperex 

tubes  featuring  the  AX9905R.  which 
is  used  in  the  transmitter. 

Representing  Standard  at  the  con- 
vention will  be  William  II.  Zillger,  vice 

president:  Harry  R.  Smith  manager, 

tv  engineering;  William  II.  Rappolt, 
manager,  customers  service;  Stanley  L. 
Chaikind.  manager,  marketing:  Harrj 

Craig,  engineer,  t\  division. 

STANDAKD  RADIO  TRANSCRIPTION 
SERVICES,   INC. 

Shoreham.  E-103 

Standard  Radio  Transcription  Set- 
Nice-.  Inc.  will  exhibit  the  following: 

Own-your-own  musical  transcription 

libraries.  Standard  "Shorty-Tunes," 
Super  Sound  Effects,  and  their  Mood 
Music  Librar) . 

Attending  the  convention  for  Stan- 
dard Radio  Transcription  Sen  i<  es,  Inc. 

are  Milton  \I.  Illink.  president;  Wal- 
lace E.  Stone,  vice  president. 

>l  ERLING    I  r.l  I  \  l-H>\  <  O. 
Shoreham,    I    20  1 

Sterling  will  exhibit  promotional  dis- 

plays and  literature  on  their  film  pi  op- 

ei  i  ii  -. Attending  the  convention  For  Ster- 
ling u  ill  be  Saul  I.  I  urell,  president ; 

Bernice  Coe,  sales  manager;  Ted 

Pyr<  h,  salesman ;  Elliott  Vbrams;  \li . 
and  Mrs.  Lee  <  >rgel. 

TELECHROME  SALES  CORP. 

Shoreham,  Exhibit   Space  '{2 
Telechrome     will     demonstrate     it* 

complete  line  of  coloi  h  equipment  and 

packages   Foi    stations:   equipment    foi 
<  om  ci  ting    to    netwoi  k    color,    local 

coloi    programing,    I  <  *     coloi    signal 

generation,  station  and  field  coloi  test 
instruments,     as     well     as    measuring 

equipment. 
I  [ighlighl  of  the  I  elec  hrome  exhibit 

\\  ill  be  the  new  .'->-\  idicon  <  loloi  Film 
Chain  which  multiplexes  three  light 
soun  es     K>  nun..  35  mm.  oi   slide. 

rinec  men  will  represent  Tele- 
chrome:  II.  Charles  Riker,  president 

and  sales  manager;  J.  Raymond  Pop- 
kin-(  .Iiii  man.  directoi  ol  engineering; 
John   \.  Rado,  chiel  engineei . 

TELEPROMPTER   CORP. 
Shoreham,    Exhibit    Space    23;    Rooms D-215.  217 

TelePromp  I  er  will  -how  it-  cueing 

equipmi  tit,  real  -sci  n  equipment,  au- 
tomation  and  several  new  TelePromp- 
Ter  developments  and  accessoi  ies. 

Telel'rompTer  also  expects  to  make 
two  new  announcements  im  oh  in^ 

equipmenl    inno\  ations. 
The  following  seven  people  will  rep- 

resent I'clcl  'i  omp  I  er  at  the  com  en- 
lion  :  Herbert  \\  .  Hobler,  \  .p.  in  chai  ge 

of  sale-:  James  Blair,  assistant  national 

sales  manage]  ;  Selma  W  ickers,  direc  - 
tor  of  sale-  service:  Ra\mond  llagen. 

Chicago  representative;  Irving  B. 
Kalm.  chairman;  Hubert  I.  Schafley, 

v.p.  of  engineering;  l!nd\  \  la-ak.  chiel 
technician,  Hollywood;  [oe  Kovalchik, 
i  hief  technician,  <  !hi<  ago. 

TELEVISION   BI  REA1    OF 

ADVERTISING 

Shoreham,    1-500,  .">02 I  \  I!  w  ill  be  represented  at  the  i  on- 
vention  l>\  '  Uivei  I  re)  /.  president : 

Norman  I  .  '  ash,  station  relation-  di- 
rectoi :  Raj  mond  I  .  Nelson,  national 

spot   sales  din    tor;    Dr.   Leon    \ion-. 
ic-can  h  director;  (   Ion  1  lellei  mann, 

sales  development  director;  l!i  hard  V 
Moore,  i  o-<  hail  man  "I  the  boai  d 

i  Please  turn  n>  page  !!  I  I 
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What  admen  should 
know  about  MUt 
These*  act ivi ties  affect  advertisers,  agencies 

./Ire  the  myriad  activities  of  the  NARTB  of  any  concern  to  the  advertiser? 

Though  lew  admen  realize  it.  the  answer  is  yes.  While  most  NARTB  func- 
tions  affect  stations  and  networks  primarily,  they  have  an  indirect  effect  on 

advertisers  insofar  as  anything  that  has  to  do  with  the  efficiency  of  a  station 
affects  the  price  and  effectiveness  of  advertising. 

In   addition,  some   \ARTB  activities  directly  impinge  on  advertising.    To 

Government  Relations.  Ralph  W. 

Hardy,  vice  president :  The  government 
relations  activities  of  the  hroadcasting 

industry,  always — in  theory  at  least— 
a  two-way  street,  have  become  literally 
so  during  the  past  months.  The  rising 

crescendo  of  calls  within  the  govern- 

ment for  regulating  legislation,  which 

spurted  upward  with  the  advent  of 
nationwide  television,  has  continued 

on  apace.  At  the  same  time,  economic 
forces  within  the  industry  itself  have 

generated  direct  calls  on  Congress  and 

the  administrative  agencies  for  investi- 
gations, hearings  and  some  specific 

control  devices. 
Government  relations  phases  of 

NARTB's  work  are  coordinated  1>\  a 
small  and  compact  department.  In 
actual  operations,  every  member  of  the 
NARTB  staff  and  broadcasters  all  over 

the  country  are  frequently  called  upon 

as     "government      relations     experts." 

1<  VI  I'll    \\ .    II  \KIIV THAI)    II.    HROWN 
q 

JOHN    F.    MEAGHER 
■  ■    president ,   Radio 

ED   BRONX) \ 
ion   Code  Affairs 

UK  HARD  ALI.ERTOIN 
Research    D«] 

- 

what  extent  the)  do  is  brought  out  at  right  in  a  summary  ol  NARTB  activities 

by  its  department  head-.  Here  arc  sonic  highlight-  of  the  summary  which  should 
be  of  interest  to  sponsors  and  agencies. 

\  \K  IBs  close  connections  to  the  Washington  scene,  for  example,  bring  it 
face  to  face  with  federal  attempts  to  regulate  the  content  of  air  advertising  and 
to  control  the  time  which  can  be  devoted  to  air  advertising,  with  the  current 

investigations  of  networks,  uhf,  the  "advertising  industry,"  air  programing  and 
juvenile  delinquency.  Mosl  concerned  with  these  problems  is  the  (Government 

Relation-  Department  under  Vice  Presidenl   Ralph  \\ .   Hardy,  who  points  out 

thai  the  NARTB  "has  beei    the  front  line  of  defense  against  arbitrary  and 

discriminatory  advertising  restrictions." 
ID'-  \  \ I!  I  I!  has  been  fighting  outside  restrictions  on  advertising  in  another 

\\  i\  the  \oliiniar\  wa\  via  the  Television  Code  and  the  Standards  of  Prac- 

tice for  Radio  Broadcasters.  Both  sel  up  criteria  for  programing  and  commer- 
cials which,  il  the)  cannot  he  Legally  enforced,  still  operate  as  a  deterrent. 

The    \-    lion's   Publicity    and    Informational   Service-  go   beyond   press 
releases  and  publications  to  members  and  the  press.  This  group  promote-  pub- 

lic attitudes  in  lav  or  of  adv  ertising. 

ol  the  greal  need-  of  tv   advertising     a  continuing  circulation  stud)      is 
worked  on  through  the  Research   Department.     This  department  has  also 

conducted  a  survey  ol  beer  and  wine  advertising  and  prepared  a  reporl  on  the 
subject  for  the  House  Commerce  Committee. 

80 

Each  need  arising  in  the  government 
calls  for  a  specialized  treatment  in 

response. 
In  specific  ways,  NARTB  has  been 

active  on  legislative  problems  covering 
almost  every  aspect  of  broadcasting. 
and.  in  addition,  advertising  matters 

as  well.  Pressure  is  still  felt  in  Wash- 

ington on  the  content  of  advertising, 

and  the  relative  merits  of  govern- 

mental regulation  vs.  voluntary  self- 
regulation.  In  general,  there  is  wide- 

spread support  for  the  indu-trv  - Standards     of     Practice     for     Radio 

Broadcasters    and     for    the    Television 
Code.  It  i-  clear  from  critical  com- 

ments made  both  in  and  out  of  hear- 

ing- thai  man)  Legislators  would  like 
to  see  much  more  rapid  action  and 

more  precise  "policing  methods  to 
secure  more  universal  adherance  to  the 

provisions  ol    the  Standard-  and   Code. 

SPONSOR 



Those  who  would  regulate  advertis- 

ing of  special  types   of  products   and 
services  have  not  subsided  in  their 

pressure  on  government.  NARTB  has 
been  on  the  front  line  of  the  defense 

against  arbitrary  and  discriminator) 

advertising  restrictions.  It  is  general!) 

agreed  that  the  recent  nationwide  sur- 
vey on  the  advertising  of  alcoholic 

beverages  on  radio  and  television  has 

resulted  in  a  very  positive  reaction  on 

the  "Hill." 
The  whole  distributive  [unction  of 

American  enterprise  has  been  charted 

in  direct  testimony  and  cross  examina- 
tion of  broadcasting  industry  witnesses 

who  appear  before  government  bodies. 
Ibis  heavily  underscores  the  need  for 

continuing  campaigns  to  educate  both 
government  and  public. 

NARTB's  primary  efforts  are  direct- 
ed toward   maintaining   our   American 

amendments  to  federal  labor  laws;  181 

investigations   on   the   effect    of   mass 
media    on    juvenile   delinquen<  \  ; 

revisions  ol  the  election  laws  with  par- 
ticulai  releretice  to  the  allowable  ex- 

penditures for  use  of  radio  and  tele- 
vision; i  KM  legislation  affecting  the 

right  ill  radio  and  television  to  enjoy 

free  reporting  access  to  publii  pro- 

'  eedings  along  with  other  media;  'II' 

investigations  into  "false,  misleading 

in  fraudulent  advertising"  on  radio and  television. 

Publicity  and  Information,  Joseph 

Sitrick,  manager:  I  he  readers  of  SPON- 

SOR an-  will  aware  of  the  importance 
of  keeping  abreast  of  developments  in 
radio  and  television.  At  the  same  time, 

they  know  Imu  difficult  it  is  to  keep  on 

top  of  today's  fast-moving  and  com- 
plex activities. 

This  is  one  of  the  principal  reasons 

.iin  e  nl  the  medium.  I  oi  instan  ( 

there  have  been  a  numbei  "I  <  riti<  isms 

voiced  recently  about  t\  Westerns  and 
their  effect  on  children.  In  an  effort 

i"  gel  the  i.h  i-.  we  made  .1  stud)  of 
the  situation,  including  a  trip  to  the 

'A  est  1  oast  to  talk  first-hand  with  the 
I'l'iilii'  ers,   hi  iters  and   stars  of  these 

program-.      We     found,     among     other 

things,  that  W  estern  folklore  1-  1  \  itaJ 
|in  1  of  our  cultural  heritage,  that  the 

distinction  between  good  and  had  and 

right  ovei  wrong  is  a  positive  influ- 
ence foi  good  on  youngsters  and  thai 

the  off-stage  activities  ol  Western 

stars  provide  good  examples  foi  chil- 
dren in  such  matters  as  health,  religion and  safet) . 

Another  instance  1-  the  matter  of 

juvenile  delinquency,  where  we  have 
worked  with  police  departments  and 
educators  in  attempting  to  seek  out  the 

causes  of  juvenile  delinquency  and  to 

VINCE   WASILEWSKI 

chief  attorney. 
Legal  Department 

CHARLES   TOWER 

manager,  Employer-Employ t» 
Relations  Department 

A.    PROSE    WALKER 
manager,  Engineering 

Depai  I  ment 

WILLIAM    TRE>  Mill 
managi  r    Stai 

Relation*  Departmi  n( 

JO-EPII    SITRICK 
-r.   Publicity   and 
national  Services 

system  of  broadcasting.  Confining 

government  regulation  to  proper  areas 

and  proportions  and  securing  maxi- 
mum freedom  with  responsibility  for 

the  private  ownership  and  operation 
of  radio  and  television  stations  call 

for  eternal  vigilance. 

A  topical  listing  of  the  kinds  of  leg- 
islative items  currently  active  reveals 

the  scope  of  Congressional  interest. 

Here  is  a  sample  group:  (1)  regulat- 
ing by  law  the  amount  of  program  time 

to  be  devoted  to  advertising;  (2) 
changing  the  provision  of  the  Commu- 

nications Act  with  respect  to  political 
broadcasting;  (3)  barring  alcoholic 
beverage  advertising  from  radio  and 

television — and  other  media:  (4) 
standard  time  provisions  for  all  Amer- 

ica; (5)  investigations  pertaining  to 
uhf,  vhf  and  network  status;  (6)  re- 

vision of  federal  copyright  laws:    (7) 

\  \RTB  has  a  Department  of  Publicity 
and  Informational  Services:  to  keep 

the  industry,  the  public  and  the  gov- 
ernment fully  informed  of  the  Associa- 

tion's activities  on  behalf  of  American 
radio  and  television. 

We  are  working  with  the  television 
Information  Committee  and  the  vice 

president  for  television  on  a  number 

of  projects  to  promote  public  accept- 

1       I        MIM   \ 

JR..    A   I  /,'/  /.' turn 

now  \rd  >i. 

BELL,  assis- 
tant to  the 

president (at  right) 

determine    what    radio    and    television 

can  do  to  help  prevent  it. 
Our  findings  in  these  matters  are 

passed  along  to  the  industry,  the  pub- 

lic and  a  special  list  of  opinion  lead- 

ers, including  government  officials,  col- 
lege presidents.  -<  hool  superintendents, 

civic  and  professional  men  and  women 
and  mans    others. 

1  Please  turn  to  page  96) 
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o 
"ne  of  the  first  responsibilities  of  a 

major  television  station  is  to  lend  a  hand 

in  community  affairs  wherever  help  is 

needed.  Like  this  . . . 

The  New  York  City  Board  of  Education 

had  720  teachers  who  were  seeking  a  small 

number  of  appointments  as  public-school 

principals.  Normally,  it  would  have  taken 

about  40  class  visits  and  some  $12,000  to 

select  those  best  qualified.  But  this  time 

WCBS-TV  lent  a  hand. 

Two  grade-school  classrooms  were 

transported  lock,  stock  and  blackboard 

to  a  WCBS-TV  studio.  Teachers  and  pupils 

went  through  their  paces  as  usual,  except 

that  this  time  television  cameras  were 

looking  in.  Blocks  away,  all  720  candidates 

observed  the  closed  circuit  broadcast . . . 

wrote  their  reports.  And  the  Board  of 

Education  was  able  to  accomplish  in  a  few 

hours  what  used  to  take  months. 

This  extra-curricular  assignment  is  a 

good  example  of  the  sort  of  activity  which 

has  brought  these  new  honors  to  WCBS-TV 

in  recent  weeks : 

ohio  state  awards.  First  award  for  Camera  Three; 

Special  award  for  On  the  Carousel. 

Alfred  i.  du  pont  award.  Special  award  for  public 

service  programming. 

variety  showmanagement  award.  Plaque  award 

for  Education  with  Showmanship. 

WCBS-TV 's  leadership  in  public  service 

only  matches  its  leadership  in  other  schools. 

Fifteen  million  viewers  consistently  vote 

WCBS-TV  the  "most  popular"  among  all 
New  York  television  stations.  Which  is  why 

the  smartest  advertisers  rate  us  "most 

likely  to  succeed"  at  selling  their  products. 

WCBS  -TV  New  York 



EXHIBITORS 

anted  from  i  a  lie  79  I 

II  I  I  \  I^ION   PROGRAMS  OF 
\M!  RICA 

Shoreham,   H-202.  204 

TP  \  plan-  in  show  their  latest  prop- 
erties, among  them  Black  Beauty. 

Count  of  Monte  CristO.  \  "Hat-  off 
to  I  I'  \  Winners"  promotion  will  give- 
awa)  new  Stetsons  in  dailj  drawings. 

Among  those  attending:  Michael 

Sillerman,  executive  v.p.;  Kurt  Blum- 
berg,  assistant  v.p.;  Bruce  Eells,  West 
Coast  Division  v.p.;  Vincent  Melzac, 
Washington  acount  executive. 

TOWER  CONSTRUCTION  CO. 
Shoreham,  Exhibit  Space  7 

IOurr  will  show  a  microwave  tower 

model,  radio  arid  t\   lower  models,  and 

passive    reflectors.      Three    men     will 
represent  the  firm  at  the  convention: 
Frank    Little   Jr..    sales    manager;    M. 

M.  Lasensky,  owner:    \.  C.  Tilton. 

I  \m   TELEVISION  CORP. 
Shoreham,  K-107 

I  nit\  will  show  -ales  and  promo- 

tional material  of  1'nih  Catalogue  iea- 
lures  and  other  types  of  motion  pic- 

tures. The  hi  in  will  he  represented  by 

the  following  six  men:  Bill  Young, 
Vic  Bikel,  Len  Firestone,  Noah  Jacobs, 

\rehe    \.  Mayers,  Jerr)   Weisfeldt. 

VITAPIX   CORP. 
Sheraton-Park,    11-100 

\  itapix  activities  are  covered  else- 
where  in  this  issue  (see  film  story 

starting  on  page  50  i . 

Vitapix    convention    representatives 
will  be  Kd ward  K.  1  lall.  \  .p.  and  general 

manager;  Kdward  J.  DeCray,  director 
ol   Station    relation-:    lane    \nn    McGet- 

iriek.  -e<  retary. 

WORLD   BROADCASTING   SYSTEM 
Shoreham,   B-201,  203 

World,  which  services  over  I  .huh 

radio  stations,  ha-  a  "Lei  -  look  at  the 
Inline  theme  for  the  Convention. 

\\  orld  feel-  radio  stations  need  ,i  new 
stimulant  to  excite  both  listeners  and 

sponsors.  World-  exhibil  will  presenl 
new  plans  foi  the  Future  of  local  radio 

designed  to  open  "new  money-making 
opportunil  ■   storj  page  64). 

\\  orld  w  ill  be  represented  bj  Robert 

W.  I- 1  iedheim,  \  .p. ;  Piei  n  ■  \\  eis,  gen- 
eral managei ;  Dick  Law  rence,  sales 

managei  ;  Jim  \\  eathers,  \\  estern  divi- 

sion managi  i  ;  ken  Joseph,  Roberl 

Montgomery,   Gr<       Ri  i  -■  i    and    Herb 
(  ,1  OSS. 

FREDERIC  W.  ZIY  CO. 
Shoreham.   A-208 

I  he-e  are  among  the  radio  programs 
/i\  representatives  will  be  selling  at  the 
Convention:  The  Eddie  Cantor  Show: 

I  Was  a  Communist  for  the  FBI  i  star- 
ring Dana  Andrews  I;  Freedom  USA 

(starring Tyrone  Tower  i  :  The  \I\ster-\ 
Strip  i  Boston  Blackie  and  Philo 

Vance);  J/'.  District  Ittornej  '-lai- 
ring David  Brian). 

"Representatives  at  the  Convention: 
Alvin  I  nger.  v.p.  in  charge  of  sales; 

W  .  B.  Philley,  sales  promotion  director. 

ZIV  TELEVISION  PROGRAMS 
Shoreham.   .4-209 

Ziv  will  point  to  its  record   in  pro- 

duction and  syndication  of  film  pro- 
grams sold  in  over  1(10  markets. 

Among  its  "over-100"  shows  are: Cisco  kid.  over  125  markets;  Favorite 

Story,  over  100  market>:  /  Led  3  Lives, 

over  110  markets;  Mr.  District  At- 
torney, over  100  markets;  Corliss 

Archer,  over  125  markets:  The  Eddie 

Cantor  Corned \  Theatre,  "-ecu  in  more 
markets  across  the  country  than  any 

other  television  show  ":  Science  fiction 
Theatre,  over  100  market-.  \  new 

show  joining  the  other  Zi\  properties 

i-  Highway  Patrol,  starring  Broderick 
Crawford. 

Representatives  at  the  Convention : 

M.  J.  Rifikin,  v.p.  in  charge  of  sales: 
Al  Goustin,  Eastern  division  manager. 

WHERE  REPS  ARE  LOCATED  AT  THE  CONVENTION 

AYERY-KNODEL HEADLEY-REED 
Sheraton  Park.  489 Sheraton   Park.   E   400,   403, 

404 
JOHN  BLAIR  &  COMPANY 

and   BLAIR-TV 
GEORGE  P.   HOLL1NGBERY 

Sheraton  Park,  C  200 
Sheraton   Park.  C  100 

ROLLING  COMPANY KATZ 

Sheraton    Park.    557-501 Mayflower 

BRANHAM    COMPANY 

Sheraton  Park.    \  211 

MEEKER  TY 

Sheraton   Park.    \   500 

CBS  RADIO  SPOT  SALES 

Sheraton    Park,   11    000.   602, 

NBC  SPOT  SALES 

Sheraton    Park.    1)   200.   205. 
204 

604 
JOHN  E.  PEARSON 

CBS  TV  SPOT  SALES Statler 

Sheraton    Park.    II    600,   602. 

604 EDWARD  PETRI?  &  COM- 
PANY 

HENRY  I.  CHRISTAL  COM- Sheraton    Park     \nne\ 

PAM 
Sheraton  Park,  656,  658,  660 PAUL  H.  RAYMER 

Statler 
FORJOE 

VENARD,  RINTOUL  & \\  oodmere 
McCONNELL 
Sheraton   Park.  B  508,  510 

FREE  &  PETERS 

Maj  flower 
\\  EED  <V   COMPANY 

Sheraton  Park.  B  200 

HARRINGTON,  RIGHTER  & 
PARSONS \I)\M  J.  YOUNG 

Sheraton   Park,  1!  500                 | Statler 
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est 
mall  count 

ever  recorded 
mk     W  PHMDEIPHIA  RfiDIO-TYHSTORY 

Let  Scott  Do  It  brings  in  204,306  adult 

replies  from  twelve  announcements! 

What  pulling  power!  From  just  twelve  prize- 
contest  announcements — one  per  day — on  his 
Let  Scott  Do  It  show— 9:00-10:00  a.m.,  Monday 
thru  Friday — and  with  no  other  promotion, 
Alan  Scott  drew  204,306  replies!  It  figures,  too 

— this  phenomenal  pulling  power  of  Let  Scott 
Do  It.  According  to  the  latest  ARB  and  Tele- 
pulse,  this  morning  show  for  homemakers  rates 
almost  twice  as  high  as  competition. 

SAVE  WITH  "45-12  PLAN" 
You  can  Let  Scott  Do  It  for  you  under  the 

multiple  discount  "45-12  Plan."  45%  off  when 
you  run  twelve  spots  in  any  seven-day  period. 
That  means  you  get  a  $170  live  spot  for  just 

$93.50,  34C  per  thousand  viewers! 
Want  to  reach  more  housewives  at  lowest  cost- 

per-thousand?  Let  Scott  Do  It!  Call  Alexander 
W.  Dannenbaum,  Jr.,  WPTZ  sales  manager, 

at  LOcust  4-5500;  or  Eldon  Campbell,  WBC 

sales  manager,  at  PLaza  1-2700,  New  York. 

<$> 

© 

CM °SN 
FIRST    IN   TELEVISION 

IN    PHILADELPHIA 

©O 

WESTINGHOUSE 

BROADCASTING    COMPANY, 

NC. 

WPTZ'KYW.  Philadelphia  ;WBZ  ;  WBZA'WBZ-TV. 
Boston;  KDKA'KDKA-TV.  PUttl  tTgh     WOWO. 

Fort  Wayne;  kex.  Portland',  KPlX.San  Francisco 

KPIX  represented  b)  Tm   Katz  A,.f  ttcr,  Ii 

/_s^        All  other  WBC  Station  ted  by 

\J0  Inc.  (^) 
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NARTB  PREVIEW 

tinued  from  page  47  i 

.  and  a  uniform  law   for  Daylight 
rime. 

Problems:  So  far.  L955  has  been  a 

year  of  major  stresses  in  the  radio-tv 
industrv.  and  admen  will  find  that 

these  forces  will  play  their  part  in 

shaping  the  outcome  of  the  NARTB 
convention. 

Congress  and  the  FCC,  for  exam- 
ple, have  been  probing  everything 

from  alleged  network  or  station  mo- 
nopolies to  television  film  contracts 

and  pay-as-you-look  television.  The 
NARTB  land  many  private  organiza- 

tions) have  been  exploring  ways  to 

hold  the  line  on  rate-cutting,  avoid 

"bait-and-switch"  advertising,  and  keep 
radio-tv  entertainment  and  records 

"clean." 
i  i'-l-  cil  doing  business  have  soared 

as  everything  from  the  price  of  vac- 
uum tubes  to  the  price  of  Jackie  Glea- 

son  has  spiralled  upward.  Competition 
for  the  advertisers  air  dollar  was  nev- 

t  i  keener.  Many  old-line  concepts  of 
programing  and  pricing  have  been 
scrapped. 

I  In  m-  industr)  problems  were  obvi- 
i  uslj  behind  man)  of  the  replies  spon- 

sor got  to  a  pair  of  questions  in  its survey: 

"\\  hat  problems  that  you  face  will 
vnu  be  most  interested  in  discussing 

with  other  broadcasters?"    And, 
"\\  hat  are  the  greatest  problems  you 

see  facing  the  industry  as  a  whole?" 
Here,  in  panorama  fashion,  are  the 

kind  of  opinions  and  thoughts  on  ra- 

dio-ft  -  problems  you'll  be  hearing 
next  week  at  NARTB's  annual  meeting. 
i  Identifications  are  here  omitted  since 
most  of  these  broadcasters  have  been 

quoted  and  identified  earlier  in  this 

report.  I •  "How  to  increase  radio  sales  vol- 

ume in  the  face  of  rate-cutting  compe- 
tition, and  the  dangers  of  restrictive 

legislation." 
•  "The  reluctance  of  some  broadcast- 

ers to  realize  how  effective  their  me- 

dium is  and  can  be." 

•  "Costs!" 
•  "The  growing  problem  of  off-color 
'leer-ics'  in  records." 

•  "Governmental  control  of  program- 

ing and  advertising." 
•  "Convincing  networks  and  time- 
buyers  of  the  practicality  of  using  uhf 

THE  MOST  POWERFUL  RADIO  AND  TELEVISION  COVERAGE  IN  THIS  REGION 

CKLW  radio  covers  a 

15,000,000  popula- 
tion in  5  important 

states.  The  lowest  cost 

major  stotion  buy  in 
the  Detroit  area. 

800  kc.  Radio 

50,000  Watts 
National  Rep. 

Adam  J.  Young,  Jr.,  Inc 

Channel    9 
325,000  Watts 

J.  E.  Campeau,  Pres. 

Guardian  Bldg.,  Detroit 

television  on  an  honest  cost-per-1,000 

basis." 

•  "The  problem  of  'mixed'  tv  mar- 
ket-. Thev  should  be  changed  to  all- 

uhf  or  all-vhf." o  "The  high  cost  of  AT&T  line 

charges." 

•  "Senatorial  investigations  .  .  .  and 

pa\  -as-\  mi-see  plans." •  "The  over-abundance  of  radio 

transmitters  in  certain  markets." 
•  "1  he  decline  in  radio  network  and 

national  spot  sales." 
o  "Procuring  a  greater  share  of  local 
advertising  budgets;  $800  million 

wont  run  this  industry!" 
•  "Encroachment  of  Government 

through  lack  of  vigilance  and  true 

'public  service'  programing." 
o  "Excessive  talent  costs.  Manv  are 

i  idiculous." o  "Lack  of  ideas  in  top  spots  in  the 
industry,  and  unwillingness  to  accept 
ideas  from  the  grass  roots. 

'».  .  .  there  is  no  evidence  that  the  BBC, 
after  30  years  of  conscious  effort,  has 
been  able  to  develop  any  consistently 
higher  standards  of  discrimination 
among  British  listeners  and  viewers 
than  has  heen  attained  in  the  United 
States  with  a  competitive  system  of 
broadcasting  .  .  .  evidence  shows  that 

the  people  served  by  BBC's  monopoly 
and  by  America's  uncoordinated  com- 

petitive stations.  Irk.  and  dislike  the 

same    types   of   programs." 
DR.  BURTON  PAULU 

Former   Senior   Fulbright 
Research  Scholar BBC 

The  Good  Old  »oj/s:  Many  a  broad- 

caster was  a  bright-eyed  young  buck 
when  he  attended  his  first  NARTB 
convention,  years  ago. 

Today,  these  same  broadcasters  have 

a  great  deal  more  dignity  for  them- 
selves and  their  industry. 

Possibly,  they  have  less  fun. 

SPONSOR  asked  broadcasters:  "Are 
the  conventions  of  recent  years  as 

much  fun  as  those  of  earlier  \ears — 

and  win  ?" 
The  answers  help  to  shape  a  picture 

of  the  average  radio-tv  station  chief lodav . 

For  the  mosl  part,  he  look-  back  on 
the  earlier  \  \IMT>  conventions  with  a 

certain  wistful  fondness,  as  though  life 

v\a>  less  complicated  in  those  days,  the 

wine  more  sparkling  and  the  pace  of 
the  convention   much  more  relaxing. 

Here's  whal  the  broadcasters  said: 

o     "They're    gelling    bigger    and    I'm 
[Please  turn  to  page  90) 
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"COVERAGE"? 

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 

OU'RE  HALF  NAKED  IN  NEBK  ̂ SKA  COVER  \GE 

IF   VOL   DON'T  REACH    LINCOLN-!.  WD  — 

\1  rich  counties  with  a  population  of  *  >  1 12 .  Ll  ~. '  > 
207,050  families.  KOLN-TV  reaches  over 

1 2.~>.i)i)ti  families  unduplicated  by  <m\    other  station! 

The    I\OLN-T\    tower    is    7.~>    miles   from    Omaha! 
This  Lincoln-Land   location  is  farther  removed   from 

the  Omaha  market  than  is  Cincinnati  from  Dayton, 

Buffalo  from  Rochester  or  Lancaster  from  Philadelphia. 

KOLN-TV COVERS  LINCOLN-LAND— NEBRASKA'S   OTHER   BIG   MARKET 

CHANNEL  10     •     316,000  WATTS     •     LINCOLN,  NEBRASKA 

ABC  ̂ ©"j   DUMONT 

cAvery-\\noael,  3nc,  Lxcluiive  ̂ National  J\epre.scntal'u v.t 
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but  some  grow  faster  than  others.  An 

it  seems  that's  not  enough.  People  are  noi 

month— a  gain  of  40%  over  radio  sah 

it's  a  unique  endorsement:  the  U.S.finci 
day  a  new  radio  set  is  bought  even 



ledium  grows  some  each  year, 

>hile  the  average  radio  family  has  2.2  sets, 

uying  nearly  a  million  new  radios  a 

ist  year.  From  our  viewpoint  at  CBS  Radio. 

idio  so  entertaining  that  every  shopping 

ith  people  buying  so  many  new  sets,  radio  today  is  all  over  '^^g/^^^^^  the  houst — and  as  big  as  all  outdoors. 

Me  television  has  moved  into  the  parlor,  radio  has  moved  everywhere  else. . .  into  97  million  places  where  it  does  not  compete 

ith  television.  Less  than  a  fourth  of  all  radios  are  now  in  living  rooms.  Some  18  per  cent  are  in  dining  rooms  and  kitchens, 

>  per  cent  are  in  bedrooms  and" other  rooms,"  24  per  cent  are  on  the  go  in  the  family  car,  9  per  cent  are  in  public 

aces   And  wherever  people  are,  whatever  they  are  doing,  they  listen  most  to  the  CBS  RADIO  NETH  OHk. 
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PULSE  SURVEY  TELEVISION   AUDIENCE  INDEX 

SHARE  OF  TELEVISION  AUDIENCE            NOVEMBER.  1954 

TIME 
rv  si  rs 
IN  USE WREXTV STATION 

B 

TV 

SUNDAY 
12:00  Noon  —  6:00  P.  M 

35.3% 
63% 19% 

18% 

SUNDAY 
6:00  P.M.  —  Midnight 

50.7°= 

66% 20% 14% 
MON.  THRU  FRI. 

12:00  Noon 9.1% 62% 
38% 

MON.  THRU  FRI. 
12:00  Noon  —  6:00  P.M. 22.8% 61% 

21% 
MON.  THRU  FRI. 

6  00  P.M.  —  Midnight 

50.1 '. 

55% 24% 

21% SATURDAY 

9.30  —  12:00  Noon 

29% 

77% 
23% 

SATURDAY 
12:00  Noon  —  6:00  P.M. 

37.7% 53% 12% 
35% SATURDAY 

6:00  P.M.  —  Midnight 54.6% 64% 

18% 18% 

WEEKLY  A 

AND  AV 
VERA 
ERAGI 

TIL NOON 

GE  SH/i :  TUNE 

NOON 6  00  P   M. 

lRE 
IN 

6  00  P.  M. 

MIDNIGHT 

WREXTV 
69.67% 59% 

61.67% STATION  B 0 
17.3% 20.G7 

ALL  OTHER  TV 
30.3% 

'   2'i  3 ',7.67 

AVERAGl 
HOMES  USING  TV 

14.5% 27.13% 

Si. S3 

"REX"  rule*  supreme  in 
this  rich  industrial  and 

agricultural  urea. 

1"REX"< hanm  h  only 

the  best  <  li^  and 

I  B(    hi  i  a  in  I.  shows 

to  Ii  is  m  ell  over 

1,000,000  subjects. 

WREX-TV 
III   FOR    I  KING" 

ROCKFORD    ILLINOIS 

NARTB  PREVIEW 

(Continued  from  page  86) 

getting  older." •  "Too  large.  Less  fun.  More  work." 

•  "Less.     We  are  all  getting  older." 
•  '"I  don't  appreciate  the  parties  so 
much. 

•  "The  answer  Is  'no.'  Conventions 
are  too  large  and  the  opportunity  to 
be  with  friends  diminished  ver\ 

much." 

•  "Our  industry  has  grown  up — 
more  business  and  less  playing  seems 

to  be  the  rule." •  "\n.  Too  confused,  what  with  film 

peddlers  and  the  like." •  "Yes — in  the  sense  that  I  have  no 

more  'convention  hangovers'." 
When,  exactly,  u  ere  the  halcyon 

days  of  convention-going? 
SPONSOR  asked.  "What  conventions 

do  you  look  back  on  most  fondly?" Answered  some  of  the  senior  broad- 
i  asters: 

•  "St.  Louis  when  Mark  Ethridge 

told  off  the  FCC!" 
•  "The  pre-war  meeting  at  Atlantic 
City  when  RCA  ran  its  first  tv  demon- 
stration. 

•  "The  very  early  ones  when  our  one 

and  only  problem  was  ASCAP." 
•  "St.  Louis — and  Lawrence  Fl\  's 

iemark   about   a  mackerel." 

•  "Los  Angeles  .  .  .  1948  .  .  .  and 

none  of  vour  business  wh\  !"       *  *  * 

CHANNEL^J) 

J. M.BAISCH, General  Mgr. 
Represented  by  H  R  TELEVISION,  INC. 

FILM  AND  NARTB 

(Continued  from  page  63) 

est.  "We  may  even  do  a  world  pre- 
miere in  Washington  for  the  trade," 

said  Sales  V.p.  Don  Kearney,  who 
w  ill  be  in  charge. 

Official:  Vdventure  films  rule  the 

roost  at  Official  Films'  exhibit.  Two 
new  ones  Robin  Hood  and  Scarlet 

Pimpernel — are  slated  for  showing. 
M-o  due  to  be  stressed  strongly  in 
(Mlicials  selling  will  be  the  reruns  of 
Foreign  Intrigue  for  which  Official  has 

ahead)  signed  more  than  $200,000  in 
Station    business.     I!\    summer.    Ollieial 

w  ill  have  all  three  cycles  l  of  39  epi- 
sodes   each)     of    the    made-in-Europe 

suspense  series,  ac   ling  to  V.p.  Har- 
old  Hackett. 

(.•■mini  Teleradio'.  Two  slm^s  rc. 

centl)  landed  for  the  <  IT  stable  will  be 

featured  in  the  firm's  NARTB  activi- 
ties Uncommon  Valor,  a  documen- 

tar)  sei  M  -  .hi  the  Mai  ine  <  iorps,  and 
Gangbusters,  t\   version  "I   the  famed 

radio  series.  Production  is  well  under 

\\a\  on  a  cycle  of  26  for  each  title. 

Heading  up  the  General  Teleradio 

group  will  be  President  Tom  O'Neill and  V.p.  &  Director  Dwight  Martin. 
Release  of  Gangbusters  to  syndication. 

incidentally,  has  had  to  wait  until  a 
theatrical  film  version  made  its  rounds. 

Flamingo:  I  In-  two  newest  Flamingo 

properties  Stars  of  the  Grand  Ole 
(>l>i\  ami  /Inllvuood  Preview — will  be 

showcased  at  XARTB,  Sy  Weintraub. 

exec  v.p.,  told  sponsor.  Of  these, 
Weintraub  felt  industry  ites-  would  find 

Preview  particularly  interesting.  "We 
are  cooperating  with  Hollywood  ma- 

jors,  not  fighting  them,  in  this  series," 
he  said.  "The  series  will  be  strictly 
first-run.  and  fresh  every  week  since 

Ave' re  building  it  around  film  clips 

from   the    newest    Hollywood   movies." 
Sterling:  A  new  quarter-hour  adven- 

ture show .  Tropie  Hazard,  will  be  high- 

lighted b)  Sterling  at  the  NARTB  Con- 
vention, in  addition  to  other  regular 

film  properties  in  the  firm's  list.  Ster- 
ling will  also  be  selling  the  swidieated 

properties  of  TeeVee  Company,  with 

which  it  has  merged.  New  -ales  gim- 
micks: Sterling  now  guarantees  buyers 

that  the  new  film  series  it  handles  will 

be  uj)  to  the  level  of  the  pilot  or 

screening  prints,  doesn't  charge  the 
buyer  if  it  doesn't  measure  up. 

IVew  feature  packages:  Virtually 

all  of  the  feature  film  business  is  done 

directh  between  distributors  and  sta- 
tion film  Inner-.  Stations  then  offer 

slottings   in   the   films  as  availabilities. 
In  recent  months,  however,  admen 

have  begun  to  take  more  notice  of  fea- 
ture film  packages,  and  to  keep  track 

of  who's  buying  them. 
There  are  two   reasons  for  this: 

1.  Despite  hold-outs  by  most  of  the 

Hollywood  major-  (who  still  have  hun- dreds of  millions  of  dollars  worth  of 

feature-  locked  up  in  the  vaults  i  fea- 
ture film  packages  in  tv  have  been  get- 

ting bigger  and  fancier. 
2.  Tinicbuyers  who  have  kept  close 

tabs  mi  these  packages  are  sometimes 
able  to  move  quickly,  buying  up  choice 
availabilities  in  feature  movie  shows 

almost  a-  soon  as  a  station  has  signed 

for  a  new  package.  The  payoff  for  the 

advertise)  comes  when  the  -bow  rat- 
ing, a-  a  result  of  the  strong  draw  of 

the  new    lilm-.  takes  a  hop  upward. 

Here  are  some  of  the  new  feature 

packages  that  will  be  showcased  at  the \  Mill;  exhibits: 

AT/:    lii   a   lone-term  arrangement 
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IN  THE  SCR  ANTON,  WILKES-BARRE,  HAZLETON  MARKET 

Look  at  your  latest  February  1955  ARB  ratings  and  you'll 
see  a  most  amazing  switch  in  the  great  Northeastern  Penn- 

sylvania area.  You'll  see  how  overwhelmingly  the  lead  has 
shifted  to  WGBI-TV. 

WGBI-TV  presents  the  highest  rated  show  in  the  entire 
market. 

WGBI  -TV  is  first  in  total  quarter  hours  of  viewing  9  A.M. 
to  sign  off. 

WGBI  -TV  is  ahead  of  the  second  station  during  this  same 
period  by  43  quarter  hours  (while  on  the  air) 
and  leads  all  of  the  remaining  stations  combined. 

WGBI-TV  carries  five  out  of  the  top  1 0  shows  and  also  has 
the  highest  rated  local  newscast  and  late  film 
theatre. 

In  any  category  WGBI-TV's  leadership  is  impressive. 
If  you  want  to  sell  in  Northeastern  Pennsylvania,  you 
had  better  be  on 

Represented exclusively  by 

BLAIR  TV,  Inc. 

BLAIR 

Dominating   the   Scranton-W  ilkes-Bai  re-Hazle- 
ton  market.  And  soon  to  be  the  Highest  /'< 
Station  on  the  CBS  Network  with  1  million  watts. 
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that  involves  a  cash  outla)  ol  more 

than  >1  million,  National  Telefilm  \- 
ites  last  month  made  deals  with 

Iwo  to|>  British  production  firms  i  Rank 

ami  Korda-Lopert  i  and  several  inde- 
pendents for  a  package  of  40  feature 

films.  Main  are  as  recent  as  1953  and 

1954  vintage,  including  such  titles  as 

Captain's  Paradise,  The  Man  Between 
and  Breaking  the  Sound  Barrier:  main 
have  onl)  recentl)  completed  then  firsl 
theatrical  runs. 

Now  tabbed  "Fabulous  Forty"  pack- 
age b)  NTA,  the  films  will  he  sold  at 

fairh  substantial  prices  to  stations, 
particularly    those    in    the    largest    tv 

markets.  Stations  who  sign  for  the 

group  are  expected  to  make  a  large 

local  publicit)  splash  with  them.  Avail- 
abilities in  the  group  will  be  far  from 

routine. 

"Fabulous  Forty"  will  be  a  spotlight 
attraction  at  the  NTA  convention  ex- 

hibit, keyed  promotionally  to  the  firm's 
theme  of  "What's  Cookin'  at  NTA?" 
with  the  use  of  trailers,  brochures,  and 

gimmick  giveaways. 
General  Teleradio:  The  GT  firm  has 

ahead)  scored  major  sales  successes 

with  its  M)  leature  package  of  films  ac- 
quired from  Bank  of  America.  New 

York    admen    will    recognize    it    under 

Uread)  the  dominant  (VHF)  station  in  a  69-county  market 
in  S.  C,  N.  C,  Ga.  and  Tenn.,  WFBC-TV  now  has  the  ad- 
vantage  of  location  in  its*  new  building  with  WFBC-AM  and 
I  M.  Now  more  than  ever,  WFBC-TV,  "The  Giant  of  South- 

ern Skies.'*  can  gi\e  you  coverage  of  one  of  America's  great markets  in  the  Southeast.  Ask  us  or  WEED  for  rates,  market 
data   and   assistance. 

The  Giant  of 

Southern   Skies 

NBC  NETWORK 

WFBC-TV Channel  4     Greenville,  S.   C. 

Represented   Nationally  by 

WEED  TELEVISION   CORP. 

the  title  "Million  Dollar  Movie"  used 
in  its  showing-  on  WOR-TV,  where  it 
has  been  sold  out  at  premium  rales. 

This  original  package  will  he  fea- 

tured in  GT's  convention  exhibit.  Sales 
stress  will  he  on  the  high  ratings  the 

package  has  already  racked  up  in  sev- 
eral markets. 

In  addition,  according  to  V.p.  &  Di- 

rector  Dwight  Martin,  General  Telera- 
dio will  also  unveil  at  the  NARTB 

meeting  a  similar  package  of  A-budget, 
first-tv-run  movies.  At  presstime.  he 
told   SPONSOR: 

"We  can't  say  how  many  features 

we'll  have,  where  were  acquiring  them, 

or  if  they'll  be  Hollywood  or  British 
products.  We're  completing  our  final 
negotiations,  and  want  to  spring  the 

package  as  a  big  surprise  at  the  con- 
vention. 

"But  I  can  tell  you  that  it  will  he 
one  of  the  biggest  and  best  feature 
film  packages  that  has  ever  been 

brought  to  tv.  1  certainly  think  any 

spot  tv  advertiser  will  want  to  consid- 

er availabilities  in  these  films." 
MCA-TV:  "We  are  keeping  our 

plans  a  top  secret  for  the  NARTB  Con- 
vention,"' said  Wynn  Nathan,  sales  v.p. 

for  MCA-TV 's  film  sMidication  opera- 

tions. "We've  tilled  the  affair  'Opera- 
tion A  to  W  and  are  handling  the  en- 
tire thing  as  confidentially  as  you 

would   a   military   secret." But.  like  all  military  secrets,  the 
leaks   have  already  started. 

According  to  sources  close  to  MCA- 
TV,  one  of  the  major  highlights  of 

MCA-TV's  "Operation  A  to  W"  will 
be  a  top-flight  film  package  composed 

of  123  Gene  Vutry  (the  "A"  in  the 
slogan  i  and  Roj  Rogers  features.  The 
films,  although  shown  in  theaters,  are 
first-run    for  tv. 

The  films  have  been  carefull)  edited 

to  fit  into  a  one-hour  format,  making 

the  whole  thing  as  much  a  "program" 
package  as  ii  is  a  Feature  group. 

So  far.  \IG  \-  I  \  has  signed  up  more 

than  $4,000,000  in  station  sales  of  the 

package,  although  the  advertising-pro- 

motion campaign  didn't  break  until  2 
M.i\  and  the  package  wasn't  assigned 
i"  Station  Program  Sale-  V.p.  Lou 

Priedland  until  2.*>   Vpril. 
Vmong  the  stations  that  have  al- 

read)  signed  for  the  package  are  se\- 
eral  which  have  long  been  hold-outs 

ngainsl  local-level  film  programing  and 
reruns.  Included  in  ihis  group:  Wal- 

lei   Damn,-.  WTMJ-TV,  Milwaukee. 
I  he  Vutry-Rogers  package  was  also 

a  highlight  of  the  pre-N  \BTB  meeting 
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[f  you  are  playing 

for  keeps... 
Follow  UNION  PACIFIC  with  HOMER  BELL.. 

PICTSWEET     and   WHITE  KING  SOAP  with 

SCIENCE  FICTION  THEATRE... 

52  weeks  on  Denver's  Best  TV  BUY 

The  SRO  sign  is  out  most  days  on  Corky's  Club/ 

Denver's  highest  rated  kid  show. ..  likewise  on  MILLION 

DOLLAR  MOVIE,  now  playing  the  HYGO  Package. 

And  KBTV's  sensational  4-PLAN  is  still  the  West's  greatest 

spot  package  buy. 

Time  buyers  hunting  "Uranium"  occasionally 
find  spots  near  Wednesday  night  fights,   Disneyland, 

and  Danny  Thomas. 

There  is  "Pay  Dirt"  in  KBTV's  Market. . . 

Spendable  Income  $1,753,608,000! 

Retail  sales...  $1,45 1,8 10,000! 

CHANNEL 

DENVER 

1089  Bannock     •     JOE  HEROLD,  General  Manager 

Free  &  Peters,  Inc. 

National  Representatives 



Uiaa& 
^COVERAGE 

LXITU        .      .      . 

Skwfrmoxt 

AND  A 

PROVEN 

TV  AUDIENCE  OF 

88% 

87%  Nk 

DAYTIME 
12-6:00   p.m. 

IGHTTIME 
6:00  to   Midnight 

Fringing  the  outskirts  and  getting  to 

the  heart  of  a  market  are  two  different 

things  .  .  .  and  once  again  Pulse  has 

proved  that  to  sell  the  TV  audience 

in  Metropolitan  Shreveport  with  its 

$408,148,000  spendable  income  .  .  . 

you  need  to  be  on  the  Shreveport  TV 
station. 

•Srrtvinort    Telepulsc    January    23-29,    1955. 

Lha^vrut^  12 
FIRST  IN 

SHREVEPORT,    LOUISIANA 

Paul    H.    Raymer   Co.,    Inc. 

NATIONAL  REPRESENTATIVES 

New    York       •       Chicago       •       Detroit 

Lot    Angeles      •       San    Francisco 

Dallas       •       Atlanta 

in  Atlantic  City,  19-21  Ma\.  of  the  en- 
lire  sales  force  from  the  22  U.S. 

branch  offices  of  MCA-TV. 

Timebuyers  will  probably  see  the 

Autry-Rogers  films  in  several  differ- 
ent types  of  program  slottings,  accord- 
ing to  MCA-TV  officials.  Because  of 

their  hour  length,  they  can  be  pro- 

gramed as  a  weekly  Western  Theatre 

show,  or  as  an  across-the-board  strip, 
or  as  a  feature  show. 

Other  film  feature  packages  that  will 
be  stressed  at  the  NARTB  meeting: 

Guild  Films:  The  sizable  collection 

of  features  acquired  from  MPTV,  in- 
cluding those  recently  bought  up  by 

\\  alter  Mack's  Cantrell  &  Cochrane 
beverage   firm. 

Hollywood  Television  Service:  The 

recent  "Diamond  Group"  package  of 
UTS.  as  well  as  its  26-feature  "Spar- 

kler Group."  The  Republic  Pictures- 
owned  firm  now  has  well  over  200  fea- 

tures and  1 16  westerns  in  various  pack- 

ages. 
/  inly:  The  recent  "Lucky  13"  pack- 

age of  late  vintage  feature  films,  most- 

ly  top  British   products. 

\ew  sales  plans:  Two  selling  ar- 

rangements will  be  spotlighted  at  the 
N  VRTB   meeting   next   week.    Vitapix 
and  NATS. 

Vitapix:  Some  new  details  of  the 

tieup  between  Vitapix,  a  station-owned 
confederation  of  tv  stations,  and  Guild 

Films  will  be  announced  at  the  Wash- 

ington convention: 

1.  \<u  \  ilapix  executives  Ed  Hall, 

executive  v. p..  and  Ed  Degray,  station 

relations  director  (both  formerly  of 
CBS)  will  be  on  hand  to  discuss  Vita- 

pix plans  with  station  men  and  visitors. 

2.  Vitapix  hopes  to  sign  up  another 
half-dozen  Nations  in  as  many  mar- 

kets, bringing  the  total  number  in  the 

group   i"  about   63. 

.'•5.  \  itapix  stations  w  ill  have  a  two- 
\"  ek  "first  refusal"  on  all  new  Guild 
properties  [Goldbergs,  Confidential 
I  - '  /  Spj  .  .-!■  .  i  and  all  existing  Guild 
shows  i  such  .i-  Liberace  i  which  arc 

<  oming  up  foi  renewal  whether  or 

not  the  ~li< >\\  has  a  sponsor  <>i  i-  al- 
read)    i  tinning  on  another  station. 

4.  The  original  deal  whereby  sta- 

tions gave  i"  \  itapix  as  "option  time" 
a  total  ol   in  hours  "I  daj   and  niulii 
i  i  ograming  ma)  be  trimmed  back  to  a 
total   "f  five  hours   weekly. 

5.  Reps  who  have  worried  thai  the 

Vitapix  arrangement  might  by-pass 
them  need  worry  no  more.  After  a 

15* !  deduction  for  agency  commission 
on  multi-market  Vitapix  purchases, 
there  will  he  a  IV,  commission  to 

reps.  Vitapix  w  ill  take  -V  i  of  the  gross 
as  a  service  charge.  Station-  actually 

wind  up  with  at  least  65%  of  the 

gross,  a  bigger  chunk  than  thev  gel 
from  networks. 

6.  In  order  to  keep  from  tangling 

directly  with  networks.  \  itapix  is  like- 
ly to  announce  that  its  nighttime  pro- 

graming slots  will  he  in  the  9:30  p.m.- 
and-later  periods.  Even  so,  existing 

network  shows  probably  wont  be 

bumped  out  by  Guild-\  itapix  shows. 
7.  At  least  one  or  two  new  Guild 

film  programs,  tailored  to  adult  view- 
ing tastes  in  these  late-night  hours. 

as  ill  be  unveiled.  All  Guild  properties, 

however,  will  he  related  to  the  Vitapix 

setup  in  any  Guild  sales  pitches. 

NATS:  National  Affiliated  Television 

Stations,  Inc. — a  tieup  between  equip- 
ment maker  General  Electric,  several 

tv  stations,  and  National  Telefilm  As- 
sociates— will  also  have  some  aces  up 

its  sleeve  for  the  NARTB  convention: 

1.  NATS  will  announce  the  latest 

total  of  stations  who  have  signed  up. 

According  to  a  NATS  official,  the 

group  is  "large"  and  "includes  vhf 
and  uhf  stations,  independents  and  af- 

filiates." sponsor's  guesstimate:  about 20  outlets. 

2.  There  will  be  a  close  liaison  be- 
tween NATS  and  General  Electric.  GE 

will  devote  part  of  the  space  in  its  own 

big  exhibit  to  NATS,  will  also  have 
Glenn  Lord  on  hand  as  GE  Adminis- 

trator of  the  NATS  plan. 

3.  NATS  executives,  at  the  personal 

level,  will  be  talking  to  station  execu- 
ti\cs.  and  max  sign  up  more  outlets 

for  the  \  VIS  group.  Some  new  "film 
i irl work"  plans  that  will  parallel  the 
Guild-Vitapix  tieup  maj  also  be  an- 
nounced. 

1.  rhc  coiiiraclual  relalionships  for 

film  shows  I  el  ween  \  VI  S  and  Nation- 
al telefilm  Associates  will  be  clarified, 

rhese  maj  concern  new  NTA  proper- 
ties like  Police  Call  and  New  Adven- 

tures of  China  Smith,  as  well  as  the 

Fabulous  Forty"  feature  package.  In- 
dustrj  sources  also  predict  thai  the 

MATS  stations  will  have  a  "first  re- 
hisal""  arrangement  with  \T\  on  new 
properties.    NATS  maj   also  announce 
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with 

wfmij-tv 

You  get  to  the  heart  of  your  sales  problem — 
fast,  with  WFMY-TV.  Telecasting  to  some  325,000 

TV  homes  in  the  Prosperous  Piedmont  section  of 

North  Carolina  and  Virginia,  WFMY-TV  has  the  true 

pulse  of  this  mighty  industrial  area.   No  station  or  group  of  sta- 
tions completely  covers  the  Prosperous  Piedmont  as  does  WFMY-TV. 

Too,  WFMY-TV  is  the  only  CBS  television  affiliate  serving  this  $2.3  billion  market 
where  there  are  over  2  million  customers  for  your  product.  With  full  100,000  watts  power 

. .  .  plus  nearly  6  years  experience  programming  to  this  46  county  gold  mine  .  ,  .  WFMY- 

TV  gets  to  the  heart  of  your  sales  problem — fast! 

To  get  your  share  of  sales  in  the  Prosperous  Piedmont,  call  your  H-R-P  man  today. 

uifmij-tv 
GREENSBORO.     N.     C. 

Repreienfed   by 

Now  In  Our Harrington,    Righter   &    Parsons,    Inc 

Sixth  Year New    York  —  Chicago  —  San    Francisco 
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new    film  properties  ol   it?  own. 

5.  Details  of  the  financial  aid  IN  \  I 'S 
land  GE)  are  prepared  to  offer  televi- 

sion outlet-,  particularl)  ulif-ers  in 

"mixed"  markets,  maj  also  be  re- 
vealed. 

(>.  The  role  of  the  NATS  group  in 

multi-market  film  spotting  \>\  adver- 

tisers will  also  be  discussed.  It's  ex- 
pected that  some  form  of  over-all  dis- 

count structure  for  a  group  purchase 
will  be  stressed. 

7.  The  NATS  executive  group  on 

hand  will  include:  Joseph  Justman, 

board  chairman;  Ely  Landau,  execu- 
tive v.p.;  Oliver  I  tiger,  v. p.:  Berman 

Swarttz,  secretary-treasurer;  and  I)i<k 

Doherty,  director  of  management  ser- 
\  ices.  The  GE  liaison  group  will  in- 

clude: Glenn  Lord,  administrator;  Jim 
Creamer,  financial  administrator. 

In  addition  to  these  two  major  de- 

velopment- in  -ales  plans,  other  syndi- 

cators  are  expected  to  reveal  new  "li- 
brary" plan-  whereby  stations  will  con- 

trail for  a  large  libran  of  syndicated 

shows  or  features  on  an  unlimited-play 

basis.  These  syndicators  include:  Gen- 
eral Teleradio,  Guild,  Official,  Sterling, 

I  nit)    and  Flamingo.  *  *  * 

NARTB  ACTIVITIES 
{Continued  from  page  81) 

In  our  institutional  promotion  of 

radio  and  television,  we  attempt  to  ex- 
plain the  role  and  value  of  advertisers 

and  commercials.  In  a  recent  Fact 

Sheet,  "The  Benefits  of  Television 

Commercials,"  we  pointed  out  that  ad- 
vertising alone  made  it  possible  for  us 

to  get  outstanding  programs  in  our 
homes  free  of  charge. 

"\\  hile  the  primary  motive  of  ad- 

vertising is  sales."  we  pointed  out,  "it 
is  also  true  that  in  the  process  of  per- 

forming this  motive,  the  majority  of 

advertising  imparts  learning  and  un- 
dei>tanding.  Advertising  is  the  main 

vehicle  through  which  Americans  ob- 
tain news  and  information  about  prod- 

ucts, improvements  and  services  which 

contribute  to  their  comfort,  conveni- 

ence, safetv.  health  and  welfare." 
We  described  further  how  advertis- 

ing performs  in  the  public  interest  by 
incorporating  frequently  and  without 
charge  appeals  for  charity,  safety, 
blood  donations,  civil  defense  recruit- 

ment and  many  other  public  services. 
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CORPORATION 

MEMO  from  Ed.  Hoch
hauser,  Jr. 

Lee  Little  of  KTUC, 
 Tucson  says. 

"After  only  4  months, 
 our  MUZAK 

franchise  is  proving 
 a  most 

profitable  supplemen
t  to  our 

station  operation."
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Broadcasters... MUZAK  offers  you  a 

once-in-a-lifetime  opportunity  to  in- 

crease your  station's  income  by  putting 
you  in  the  functional  music  business. 

For  over  20  years, functionally  engi- 

neered "Music  by  MUZAK"  has  been 
a    proven   management   technique   of 

America's  most  successful  companies — 
companies  concerned  not  only  with 

plant  and  office  efficiency  and  Pro- 

ductivity, but  also  with  employee 

morale  and  sense  of  well-being. 

There's  a  ready  market  for  MUZAK 
in  your  city. 

MUZAK  Corporation  — 229  Fourth  Ave.— New  York  3,  N.  Y. 

Mi  >«>,  Rtg,  V  S.  Pal  Off. 
ORchard  4-7400 

As  a  convenience  to  broadcasters  interested  in  finding 
out  more  about  MUZAK  affiliations,  MUZAK  has  ar- 

ranged for  Hospitality  Suite  B41  1-415  at  the  Sheraton- 
Park  Hotel  during  the  N.A.R.T.B.  Convention  in 
Washington.  We'd  be  pleased  to  see  you  there.  An 
odvance  appointment  is  suggested. 

Television  (lode  Affairs,  Ed  Bron- 

son,  director:  The  Television  Code  Re- 
view Hoard  of  NARTB  and  the  Code 

Board  staff  have  completed  a  most  suc- 
cessful and  aetive  \ear  since  conven- 

tion time  last  year  with  the  Code  en- 

joying greater  industry  support  than 
at  any  time  in  the  past. 

The  list  of  Code  subscriber  stations 

is  247  at  this  writing,  an  increase  of 
nearlv  lOO^c  over  a  year  ago.  while 
all  four  television  networks  continue 

to  subscribe  to  and  support  the  Code. 
The  Code  Board  in  this  past  year 

has  stepped  up  greatly  its  program  of 
monitoring  television  programing  and 

advertising  both  in  the  network  field 
and  at  the  local  station  level. 

This  monitoring  programing  is  con- 

ducted among  Code  subscribing  sta- 
tions and  networks  only  and  is  for  the 

information  and  guidance  of  the  Code 
Review  Board  and  the  individual  sta- 

tion or  network  to  which  such  moni- 

toring ma)   relate. 

Supervision  of  monitoring  is  by  the 
director  of  tv  code  affairs  and  his 

assistant,  Charles  S.  Cady.  By  retain- 

ing a  private  research  firm  to  assist  in 
this  activity.  NARTB  has  increased 
monitoring  more  than  300$  each 
month  and  local  reviewing  has  been 

stepped  up  nearly  500'  I  . Much  of  this  monitoring  has  been 

devoted  to  the  length  and  good  taste 
ol  commercials.  While  room  for  im- 

provement  still  exists  in  these  cate- 
gories, a  great  deal  has  been  accom- 
plished in  the  past  \ear.  \lso.  atten- 

tion has  been  given  to  program  quality 

as  it  relates  to  the  Code  with  added 

impetus  being  given  to  watching  over 
children  s  programing. 

I  In-  Code  has  been  the  subject  of 

inquirj  on  Capitol  Hill,  where  both 
the  House  Committee  on  Interstate  and 

Foreign  Commerce  (in  connection  with 

the  Bryson  Hill  hearings)  and  the  Sen- 
ate Sub-Committee  on  Juvenile  Delin- 

quency sought  to  determine  the  accept- 

ance and  effectiveness  ol  the  ('ode \n  additional  and  expanding  Code 

Board  stall  activit)  concentrates  on 
film  used  on  t\.  Producers  and  dis- 
tributors  have  been  contacted  h\  the 
stall  in  an  effort  to  bettei  acquaint 
ihem  with  the  Code,  the  Code  lieview 

Board  and  the  need  lor  care  in  the  de- 

velopment ol  ill  ■  product  the)  offer  to 
i  ...I  ■  miI>-  id  ei -. 

During  this  past  yeai  the  Code 
Board  has  i  i  n  lucted  a  pilot  study  of 

viewei  altitudes  covering  both  pro- 

graming and  advertising,  designed  and 
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NOT  A  SHADOW  OF  A  DOUBT 
---about  radio  coverage  in  Mid -America 
As  our  rotund  friend,  Mr.  Mid-America  indicates,  it's  a  big, 
rich,  expanding  market,  completely  covered  by  one  big 

station  —  KCMO  Radio. 

Take  a  look  at  radio  listening  in  the  November-Decem- 
ber, 1954  Area  Pulse.  Or  glance  through  the  1954 

composite  Conlan  "Study  of  Listening 
Habits"  for  Mid-America.  You'll  see 

there's  no  doubt  that  KCMO  is 
the  radio  buy  for 
Mid-America. 

Within  KCMO-Radio's  V-> 
mv.  contour  you  reach  213 

Mid-America  counties  .  .  . 

and  with  KCMO's  50,000 
watts  at  810  on  the  dial 

you  get  more  Mid-America 
listening  homes  than  any 

other  Kansas  City  station. 

Take  Mr.  Mid-America's 
tip :  Cover  the  ivhole 
market  better  with 

KCMO-Radio. 

KCMO    ; 

o.o 

Kansas  City's  most 

powerful  station  for  Mill -Ant  erica 

KCMO 
radio 
50,000  watts  at  810  Kc. 

Kansas  City,  Missouri 

National  Representatives:  The  Katz  Agency     •    'Affiliated  with  Better  Homes  &  Gardens  and  Successful  Farming 
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THE  REPRESENTATIVE 

Re-elected  regularly  on 

a  strong  platform  advo- 
cating prosperity.  Is 

against  sharks.  Carries 

a  lot  of  weight  in  smoke- 
filled  rooms.  And  in  the 

Washington  area,  one 
radio  station  carries  a 

lot  more  weight  than  any 
other.  That  station  is 

WTOP  Radio  with  (1)  the 
largest  average  share 
of  audience (2) the  most 

quarter-hour  wins  (3)  Wash- 

ington's  most  popular 
local  personalities  and 

(4)  ten  times  the  power  of 
any  other  station.  In 

Washington,  WTOP  repre- 
sents the  best  for  ad- 

vertisers because  it 

represents  the  best  in 
broadcasting.  See  our 

representative  for  ad- 
ditional information  and 

i labilities. 

WTOP  RADIO 
Represented  by  CBS  Radio  Spot  Sales 

approved  a  new  Code  Seal  (now  re- 
leased  foi  use  l>\  subscribers),  devel- 

oped  a  sound  film  of  the  Seal  for  sub- 
scriber use,  produced  and  distributed 

new  promotion  material  on  the  ("ode. 
and  held  special  meetings  with  repre- 

sentatives of  the  ad\ertising  profes- 

sion, such  as  the  American  Associa- 
tion of  Advertising  Agencies,  to  dis- 
cuss questions  of  mutual  interest. 

Research,  Richard  M.  AUerton,  man- 

age) :  Broadcasting  is  a  complex  busi- 
ness. I  lie  most  successful  stations  and 

networks  are  those  whose  programs  at- 
tract the  best  audience  to  whom  the 

sponsor  can  direct  his  message.  To 
achieve  this  success,  a  manager  has 

many  decisions  to  make  about  adver- 
tising, programing,  employee  relations 

and  all  the  rest.  The  Research  Depart- 
ment, working  with  the  other  depart- 
ments o!  NARTB,  attempts  to  provide 

management  with  the  basic  informa- 
tion it  needs  to  make  these  important 

decisions. 

Space  does  not  permit  a  detailed  re- 
port on  our  activities  for  the  past  year, 

but  the  following  list  is  indicative  ol 

the  projects  in  which  we  are  involved: 

•  Annual  cost  study  for  radio  and 
television  stations.  Management  finds 

these  factors  in  the  Broadcaster's 
Profit  Equation  valuable  as  a  (beck 
against  its  own  operations. 
•  Annual  film  surve\  for  television. 

conducted,  processed  and  incorporated 
in  the  annual  Film  Manual  prepared 

b\    tin-    I  ele\  ision   Department. 
•  Sales  practices  checklist  to  help 
management. 

•  Surveys  on  different  types  of  sta- 
tion insurance. 

•  Surve\  of  the  entire  induslrx  on 

beer  and  wine  advertising.  The  Re- 

search  Department  prepared  the  re- 
port to  the  Committee  on  Interstate 

and  Foreign  Commerce  o|  the  House 
ol  Representatives. 

•  Questionnaire  for  the  Television 

Code  Board  pilot  stud)  of  people's  at- titudes toward  lele\  ision. 

•  Methodological  tests  which,  it  is 

expected,  will  lead  to  a  television  cir- 
culation studs . 

•  Report  to  membership  on  trends  ol 
revenue,  expense  and  income  of  radio 

stations,  a  continuing  panel  study,  in- 
augurated this  yeai . 

•  Television  Accounting  Manual. 
which  will  be  read)  sometime  later  this 

year. 

\i  the  request  ol  the  Task  Force  on 

Paperwork    Management   ol   the  Com- 

mission on  Organization  of  the  Ex- 
ecutive Branch  of  the  Government 

(Hoover  Commission),  the  Research 
Department  surveyed  a  representative 
cross-section  of  the  industr\  to  secure 
their  recommendations  in  respect  to 

government  reports.  This  work  lead 
to  the  Federal  Trade  Commission  in- 

stituting a  new  sampling  technique  at 

an  indicated  saving  to  the  industry  of 

about  80$  in  the  work  load  of  re- 
porting mi  advertising  continuities  to 

the  FCC. 

Engineering,  A.  Prose  Walker,  man- 
ager: The  technical  requirements  of 

broadcasting  are  of  vital  interest  to 
advertisers  since  the  most  carefully 

planned  and  executed  sales  campaign 

is  onl)  a-  uood  as  the  medium  used 
for  its  presentation.  While  NARTR 

cannot  represent  stations  in  their  in- 
dividual problems,  we  are  concerned 

with  maintaining  the  proper  balance 

between  adequate  regulation  to  protect 

and  the  over-regulation  which  can 

stifle  the  growth  of  a  nationwide  sys- 
tem of  broadcasting. 

Included  in  special  Engineering  De- 
partment activities  last  year  were: 

(  1  i  Membership  on  engineering 

standardization  committees  which  ef- 
fect lower  costs  to  stations  through  the 

use  of  standard  parts  and  techniques, 

thus  making  costs  lower  for  advertis- ers as  well. 

(2  I  Projects  with  industry  commit- 

tees to  encourage  the  growth  of  tele- 
vision  in  small  markets,  which  broad- 

ens the  advet  tising  market. 

(3)  Appearance  on  behalf  of  the  in- dustrj  before  government  agencies 
such  as  the  Federal  Communications 

Commission  and  the  Air  Space  Sub- 

committee, which  makes  recommenda- 

tions on  the  height  of  broadcast  an- 
tennas, which,  as  it  affects  the  extent 

of  coverage,  is  of  prime  importance  to 
the  advertiser. 

ill  Efforts  to  obtain  FCC  permis- 
sion to  use  remote  control  in  all  radio 

stations,  another  econoim  that  keeps 

ad  costs  dow  n. 
1 5  i  Preparation  of  publications 

dealing  with  new  and  different  ap- 

proaches to  common  problems  in  engi- 
neering to  make  American  radio  and 

television  technical  I  >  the  worlds  finest. 
I  ()  I  Information  through  Associa- 

tion publications  on  industry-wide 
technical  questions  especially  the 

regulations  of  the  ICC. 
The  culmination  of  our  activities 

comes  \eaiK   with  the  NARTB  Broad- 

"'< 

SPONSOR 



n 
ight 

Time  on  WMAQ,  that  is.  And  it's  the 

right  way  to  run  a  railroad! 

Mr.  E.  E.  Gordon,  Passenger  Traffic  Manager  of  the  Chicago  &  Eastern  Illinois  Railroad, 

recently  wrote  a  letter  about  how  right  his  company's  time-buys  are  on  WMAQ: 

"We  want  to  convey  our  appreciation  for  the  immediate  response  that  we  received  from 
advertising  our  services  over  your  station.  Mr.  Henry  Cooke  on  the  morning  program,  as 

well  as  Mr.  Howard  Miller  in  the  evening,  along  with  Mr.  Joe  Wilson's  sport  broadcast, 
made  a  very  effective  story  from  the  announcement  that  described  our  new  train  service  to 

Florida,  that  was  reflected  so  successfully  in  inquiry  and  ultimately  in  actual  sales.  Consider- 
able interest  was  created  as  a  result  of  their  personal  efforts.  Wc  arc  presently  contemplating 

extending  the  program  .  .  ." 

Messrs.  Cooke,  Miller  and  Wilson  arc  three  of  the  many  home-grown,  top-rated  WM  VQ 
personalities  ready  to  make  sure  for  advertisers  thai 

THE  PAY-OFF  IS  AT  THE  POINT  OF  SALE! 

And  they're  backed  to  the  hilt  by  WMAQ's  strong  promotional  and  merchandising  support. 

There's  a  personality  and  a  time  that's  just  i  ight  Eor  your  product  01  sei  \  ice.  All  ab< »ai  dl 

represented  by WMAO  [M0  RAD!,< i  by  NBC  SPOT  SALES       wU  #      „  service  of 

\DI()  IN  CHICAGO 
■i  watts  Clear  Channel 



Engineering     Conference,     when 
station  engineers  meet  for  a  practical 

n-to-earth   discussion   of  the  pres- 

ent-dux   operation    of   radio   and   tele- 
\  ision  stations. 

Legal,  '  ince  "  asilewski,  chief  attor- 
ney: The  Legal  Department  of  NARTB 

lias  .1-  it-  primary  obligation,  of 
course,  the  furnishing  of  legal  advice 
to  the  Board  of  Directors,  officers  and 

.ill  department  and  committees  of  the 
Association.  In  the  course  of  this  ac- 

tivity, it  consults  with  all  departments 
of  the    Association,  with,  perhaps,  the 

greatest  single  activity  being  in  the 

area  of  government  relations.  In  this 
field,  it  cooperates  with  and  advises 

members  of  the  N  \IMT>  stall  concern- 

ing legislative  proposals  and  the  ac- 
tions  of  governmental  agencies.  It 

participates  in  t  !  preparation  of  testi- 
mon)  for  \ari<  *  congressional  com- 

mittee hiai  •  '  lany  of  which  have  a 
widespre  ^act   upon   advertising, 
eithei  .   or  indirectly  . 

I  he  i        .  Department  also  keeps  in- 
formed   «      developments   in   the   state 

slatures.  especially  as  they  relate  to 

taxation  proposal-  on  advertising  and 

"THE  VOICE 

OF  LONG  ISLAND" 

DELIVERS 
The  vast  buying  income  of  big,  rich 

NASSAU  COUNTY 

POPULATION 
1,033,000*       38%    increase  since  '52 

148%    increase  since  '40 
BUYING  INCOME 
Total  $2,219,351,000 

Per   Family 

RETAIL  SALES 
Food   Store 

Auto  Store 

$  7,698 

$1,063,285,000 

$  311,509,000 

$     178,404,000 

Household,   etc.    $       58.304,000 

9th  among  U.  S.  Counties 

4th  among  U.  S.  Counties 

17th  among  U.  S.  Counties 

12th  among  U.  S.  Counties 

20th  among  U.  S.  Counties 

18th  among  U.  S.  Counties 

Sales  Manage*        t.   M.n    r 
■I..   I.   Lighting  Co.    i 

One  Station  —  WHLI     has  a  larger  day- 
time audience  in  the  Major  Long  Island  Market  than 

any  network  or  independent  station!   (Pulse  Survey) 

WHLI 
HEMPSTEAD 

IONG  ISLAND.  N.  Y. 

Paul    Godofsky,    Pros. 

AM    1100 

f  M    98  3 

broadcasting.  During  the  past  three 
months,  there  have  been  bills  in  the 

legislatures  of  Iowa,  North  Carolina 
and  South  Carolina  proposing  either 

a  sales  tax  or  a  gross  receipts  tax  on 
radio  and  television  sales.  The  NARTB 

cooperates  with  state  associations  of 
broadcasters  in  opposing  such  mea- 

sures, suppl)  ing  briefs  and  background 
information  and  strategy  suggestions. 

It  appears  very  likely  that,  in  their 
search  for  additional  sources  of  reve- 

nue, the  state  and  local  taxing  authori- 
ties  more  and  more  will  be  attempting 

to  impose  taxes  on  advertising  and media. 

The  department  makes  available  to 
broadcasters  various  memoranda  and 

publications  concerning  particular 
fields  of  law,  such  as  copyright,  libel 

and  slander,  information  on  program- 
ing as  it  relates  to  the  lottery  laws,  etc. 

— all  of  which,  we  are  informed,  sta- 
tions find  useful  in  their  dealings  with 

advertisers  and  agencies. 

In  addition,  attorneys  of  the  Asso- 
ciation act  as  counsel  in  connection 

with  matters  pertaining  to  the  Radio 
Standards  of  Practice  and  the  Tele- 
\  ision  Code. 

Station  Relations,  William  Tremor, 

manager:  The  NARTB  now  lists  1,963 
members:  1,237  am  stations,  328  fm 
si  at  ions,  267  tv  stations,  three  radio 
Mln.'iU.  foiii  l\  networks  and  L25 

associate  members. 

This  represents  an  B.I've  increase  in 

membership  since  last  year's  conven- 
tion. During  the  past  five  years, 

NARTB  has  enjoyed  a  19.4%  rise  in 

overall  membership,  with  additions  ap- 
)>l\ing  to  all  categories  except  fm, 

where  the  figures  have  been  propor- 
tionate to  the  number  of  these  stations 

opei  ating. 

The  primary  functions  of  the  Station 
Relations  Department  are  membership 
service  and  member  solicitation.  An 

operating  staff  of  four  representatives 

i  employed  manager,  assistant  man- 
ager  and  two  field  representatives — 
whose  time  is  devoted  to  "in  the  field 
contact  with  all  the  broadcasting  sta- 
tinii-  throughout  the  country.  This 

allows  a  direct  presentation  of  the 

multiple  management  services  that 
N  Mill!  membei ship  affords. 

The    Station    Relations    Department 
distributes  a   n   lld\    industry  events 

recap,  the  Brief  Case.  In  addition  to 
listing  upciimiiig  \  MM  I!  and  state 

broadi  .i~l <  i  ~  meetings,  pertinent  "Hill' 
and  executive  actions  and  N\KTB  ac- 
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HEAP  BIG  HUNK 
i 

of  RICH  MICHIGAN 

MARKET! 

Big  wampum  here!  80%  of  Michigan's  6-billion 
dollar  buying  power  is  covered  by  Knorr  Broad- 

casting Corporation's  4-power-packed  stations.  And, 
folks  listen,  continuously  ...  in  their  homes  ...  in 
their  cars  ...  to  the  stations  that  broadcast  what 

they  love  most  .  .  .  NEWS,  MUSIC  and  SPORTS! 

BUY  ANY  2  OR  MORE 

OF  THESE  POWERFUL 

STATIONS  AND  SAVE 

10%  FROM  RATE  CARD 

WKMH-Dearborn-Detroit 

WKMF-Flint,  Mich. 

WKHM-Jackson,  Mich. 

WSAM-Saginaw,  Mich. 

Represented    By    Headley-Reed 

You  Buy  Michigan's  Biggest  Buying  Power  Through... KNORR  BwadcMma  C O R P. 



-.  tlii-  publication  highlights  all 
national    bills    introduced    that 

oadcasting  industry.  Brief  Case 
is  available  as  a  free  monthl)  service  to 

advertisers  and  advertising  agencies 

upon  request. 
Another    function    is    assistance    in 

the  handling  of  the  physical  arrange 

ments  for  the    \—"<  iation's  annual  se 
district   or   regional    meetings 

For  the  fall  of  this  year  eight  r< 

conferences  arc  planned  and  it  is  ex 
pected  that  a  number  of  leading  adver 

tisers  will  participate,     ["hese  regiona conferences  will  be  held   in  Chicago 

Saranac    Inn.    \.    Y.\    New    Orleans; 

Roanoke,    Va.;    San    Francisco;    Colo- 
rado    Springs.     <  olo.:      Des     Moines, 

and   Dallas. 

Television,  Thad  II.  Brown,  vice 

president:  A  strong,  vigorous  and  un- 
fettered television,  accepted  as  a  wel- 

come and  desired  guest  in  the  Ameri- 
can home,  becomes  a  vital  and  success- 
ful advertising  medium. 

The  \  Mill!  Television  Department 

deals  with  the  ad\aneenient  of  tele- 

vision broadcasting  on  all  fronts — as 
a  business,  a-  an  art  form,  as  an  im- 

portant   means    of    public    expression 

and  communication  and — of  basic  im- 

port—  as  a  desirable  contributor  to  the 
pattern  of  American  family  life. 

It  is  within  this  scope  that  the  poli- 
cies elfected  bv  the  lelevision  Hoard 

and  an  informed  television  member- 

ship are  translated  into  action. 
It  is  to  these  ends  that  NARTB  tele- 

vision  activities  in  research,  law,  gov- 

ernment, employee-employer  relations, 
public  affairs  and  engineering  must  be 

guided  and  correlated. 
\s  a  new  and  potent  industry  and 

art  form  always  at  the  attention  of  the 

public,  and  necessaril)  licensed  by  the 

federal  government,  television  is  con- 
stantly under  close  and  probing  scru- 

tiny. The  television  broadcaster,  there- 
fore, both  individually  and  through 

this  Association,  must  be  especially 

well-informed  and  constant!)  vigilant 
in  the  protection  of  the  industry  and 

of  the  public  interest. 
All  things  necessary  and  proper 

must  be  done  lo  promote  the  rights  of 
licensees  and  of  the  public  involved  in 

this  greatest  of  all  mass  means  of  com- 
munication. 

By  so  doing  not  only  are  the  pub- 
lic and  stations  benefited  but  also  the 

sponsors  whose  advertising  funds  and 

it's  a  matter  of  record! 

WCUE  spins  more  pop  platters,  more 

often;  plays  the  sweetest  music,  all  day 

long.  WCUE  gives  the  home  folks  more 

news,  more  often;  reports  on  their  neigh- 
bors, brings  the  whole  world  into  their 

homes.  You're  right  on  CUE  .  .  .  it's 
a  matter  of  record. 

more  MUSIC 

more  NEWS 

??torc  OFTEN 

Wcue 
Akron's   only   independent  _we'fe    home   folki 

Tim  Klliot,  Prttidtnt 

John  E.  Pearson  Co.,  National  Representatives 

cooperation  in  encouraging  the  best 
customs  and  practices  help  provide  a 

strong  and  healthy  medium. 

Radio.  John  F.  Meagher,  vice  presi- 
dent: The  vice  president  for  radio  at 

NARTB  i>  charged  with  carrying  out 

the  directives  of  the  president  and 
Hoard  of  Directors  in  all  matters  re- 

lating specifically  to  radio  broadcast- 
ing. Further,  he  is  expected  to  initiate 

and  develop  such  additional  projects 
as  will  lead  to  increased  benefits  to 
radio  broadcasters. 

In  performance  of  his  duties,  he 
works  very  closely  with  the  various 

service  departments  and  acts  as  a  co- 
ordinator in  those  situations  where 

more  than  one  department  is  involved 

in  a  particular  project.  In  effect,  he 
serves  as  liaison  between  the  radio 

membership,  as  represented  by  the  Ra- 
dio Board,  and  the  department  heads 

supervising  specific  areas  of  service. 
Because  it  was  decided  several  years 

ago  to  establish  a  separate  organiza- 
tion for  the  promotion  of  radio  as  an 

advertising  medium,  the  activity  of 
NARTB  in  matters  directly  related  to 

selling  and  advertising  has  been  lim- 
ited. However,  the  parent  organization 

still  retains  its  responsibility  with  re- 

spect to  the  advancement  of  the  Stand- 
ards of  Practice  for  Radio  Broadcast- 

ers. 
It  should  be  recognized  that  all 

NARTB  endeavors  in  behalf  of  radio 

broadcasters  must  inevitably  result  in 
benefits  to  the  advertiser.  All  efforts 

designed  to  heighten  the  stature,  effi- 
ciency and  effectiveness  of  radio 

broadcasting  must  ultimately  pav  divi- 
dends to  the  advertiser. 

Employer-Employee  Relations, 
('harles  Tower,  manager:  The  Em- 

ployer-Employee Relations  Department 
is  concerned  with  the  "people-  prob- 

lems of  broadcasters.  Our  purpose  is 
to  make  available  materials  and  infor- 

mation which  will  help  broadcasters  lo 
do  a  better  job  in  this  kev  area  of 
management  responsibility. 

In  fulfilling  this  task,  EERD  is  a 
service  department  for  broadcasters 
and  thus  is  unlike  other  departments 
of  the  Association.  To  the  extent  that 

we  help  solve  their  day-to-dav  prob- 
lems, we  are  successful.  II  we  are  not 

helpful,  we  fail. 
There  arc  main  aspects  of  manage- 

ment's personnel  responsibility .  We 
ti\  to  help  out  in  some  of  them.  Our 

major  effort   is  in   the  field   of   union- 
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"My  Ideal  Hep" 
says  Bill  Kennedy  of 

Ted  Bates,  New  York 

"gives  me  straight  information  on  his 

availabilities  and  his  stations. " 

JEPCO  knows  how  the  wind  blowi 

JEPCO 

keeps  in  constant  touch  with  its 

stations.  Its  weekly  newsletter  to  all 

its  stations  is  famous  throughout  the 

industry.    Its  salesmen  are  trained  to 

know  their  stations,  markets,  and 

availabilities.    They  are  trained  to 

sell  time  as  conscientiously 

as  though  they  are  the  buyer. 

John  E.  Pearson 
Company 
RADIO  AND  TELEVISION  STATION  REPRESENTATIVES 

NEW  YORK      •      CHICACO      •      MINNEAPOLIS     •      DALLAS 

LOS  ANCELES     •      SAN   FRANCISCO 
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Charlie    Davis 
Star  of 

"Alabama  Star  Time" 

I  I  am  to  2:30  pm,  Monday-Friday 

Stars  Sell  on 

Alabama's 
greatest  RADIO  station 

Birmingham 

One  of  the  station's  best-liked  an- 
nouncers, Charlie  Davis  hosts  3  Vi 

hours  of  recorded  music,  interspersed 
with  mws,  weather  and  comment.  He 

endears  himself  to  his  mid-day  audi- 
ence of  home  makers  by  giving  them 

mufic  to  "sweep  by",  and  to  give  a 
lift  to  doing  the  dishes.  His  easy 

manner  .mil  excellent  choice  of  plat- 

ters (he's  a  musician  himself)  keep 
'em  listening. 

You   can   SELL 

Your   Products 

to  Alabama   folks 

If  you    TELL 

them   on   programs 

they  enjoy  hearing 
A',  /'i  •  r<  tiled  by 

John  Blair  &  Co 
Southern!, ... 

Harry   Cummings 

management  relations — principally  be- 
cause this  is  a  highl)  complex  area 

where  mutual  self-help  is  essential. 

Selection,  training,  compensation,  staf- 
fing and  organizational  problems  oc- 

cupy an  important  share  of  our  inter- 
esl  and  of  our  time.  Costs,  particular- 

ly laboi  costs,  are  of  real  concern  to 
station  management  and  thus  are  of 

concern  to  us,  too.  In  fact,  we  arc  in- 
terested  in  all  the  administrative  prob- 

lems of  management  those  problems 

relating  to  the  performance  of  work  1>\ 

people. On  the  national  scene,  the  depart- 
ment concerns  itself  with  laws  and 

regulations  governing  the  relationship 
between  broadcasters  and  their  em- 

ployees,  like  the  Wage-Hour  Law  and 
the  Taft-Hartlej  Vet.  \\  here  we  think 
these  laws  and  regulations  issued  pur- 

suant to  them  are  oppressive  or  un- 
realistic, we  work  for  improvement  in 

the  laws  and  better  interpretation.*** 

RADIO  PROGRAM  SERVICES 
(Continued  from  page  64) 

executives.  Subject:  "What  radio 
ns  I"  me."  Listeners  will  compete 

l"i  a  whole  raft  of  prizes  (deluxe  trips 

to  l.urope,  Hollywood,  etc.).  World 
will  pro\  ide  outlets  with  plenty  of  pro- 
motional  items  (car  cards,  counter  dis- 

plays, stickers,  tags,  streamers  and  so 

on)  the)  can  use  in  boosting  and  pub- 
li< i/ing  the  contest.  Stations  will  even- 

tually submit  entries  to  show  how  well 
the)  handled  the  contest  locally.  The 

tie-ins  of  the  contest  aren't  limited  to 
mall  rial  in  the  World  Library,  al- 

though  "I  i  ourse  \\  oriel  is  -tressed.  In- 
stead,  according  to  World  executives, 

"the  emphasis  will  be  on  stressing 
ihe  power  <d  radio  todaj  through  a 

'Big  Little  Man"  visual  identification 

s)  mbol." 

Rt  I  Thesaurus:  The  main  stress  at 

the  I  hesaui  us  exhibit  w  ill  be  on  a 

linn  handising  plan  called  "Simp  at 
the  Store  w  ith  the  Mike  mi  the  Dooi . 

mentioned  eai  lier.  I  he-am  us  will  pro 

\  ide  spei  ial  promotion  kits.  **\  oi<  e 
ti.n  k  hi  in  dings  b)  I  hesaui  us  stars, 

newspapei   mats,  tie-in  stickers,  decals. 
and    Other   aids.      \l    pies-time.     I  he-. ill 
i  ii-  had  1 2(>  -tat  ions  lined  up  to  par- 

ticipate in  the  promotion,  and  more 

are  expected  I"  jump  on  the  band- 
wagon at  the  convention.  These  sta- 

i  ions,  in  tin  ii.  have  lined  up  merchan- 

dising displays,  tie-ins  and  cross-plugs 
v.  lib     Ii"  al    groi  ei  \     and    di  u-     outlets, 

..ml    department   stores.    There  aren't 
an)   prizes;  the  service  is  a  continuing 
promotion  designed  to  boost  audience 
— and  revenue — for  local  radio  sta- 

tion-. \s  in  the  World  promotion,  the 

campaign  works  to  Thesaurus'  benefit i  Kiause  promotional  announcements 
and  gimmicks  have  all  been  prepared 

using  the  voices  and  faces  of  top-name 
I  hesaurus  talent. 

National  Musitime  has  a  tie-up  with 

Lang-Worth,  with  whom  it  will  share 
an  exhibitor  suite  at  the  conveniton. 

Much  of  the  Lang- Worth  music  has 
been  transferred  to  big  (14-inch) 

double-track  tapes  which  will  be  han- 
dled as  part  of  the  Musitime  operation. 

In  addition  to  the  tapes  of  "back- 
ground" music — which  run  as  long  as 

several  hours  at  a  clip — Musitime  sells 
-pei  ial  automatic  Vmpex  tape  play- 

back equipment  and  other  broadcast 
gear  for  fin  stations.  The  package 

price    for    a    tape    franchise   starts    at 
-■   ■  $75  per  month:   tape  equipment 

start-  at  s750  and  goes  to  $5,000  or  so. 

With  the  aid  of  the  tapes  and  special 

equipment,  stations  can  operate  for 
hours  on  end  on  a  semi-automatic 

I  a-is.  lieeing  station  personnel.    *  *  * 

Covering  the  entire 
Northwest  irom  Spokane 

KGA 
THE  ONLY 

50,000  Watt  Radio 
Between  the  West  Coast  and 

the  Great  Lakes.  Gives  your 

sales  message  the  power 

punch    it  deserves. 

in    just    14    weeks: 

71495 

letters      received      on      KGA's 

KASH     BOX!      That's     a     14 
week   average  of 

5,106 Potential    Customers    for   your 

product   through    KGA! 
Contact: 

| Reps. :  Everett-McKinney,  lnc| 
New  York,  Chicago, 

Los  Angeles,  San  Francisco 

Box  141  -  Spokane,  Wash. 
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The  DIFFERENCE 

Represented 

Nationally 

by 

THE 

HENRY  I.  CHRISTAL 

COMPANY 

5    KW      •        S 

between 

A  PROGRAM  SCHEDULE 

and 

A  PROGRAM  SERVICE 

A  howling  blizzard  last  March  27-28  dropped  20  to  30 

inches  of  snow  over  the  20-county  area  served  by  WSYR. 

Highways  were  blocked.  Schools  closed.  It  was  one  of 
those  times  when  Central  New  Yorkers  realized  how 

much  they  depend  upon  radio  .  .  .  how  surely  they  rely 
on    WSYR. 

WSYR's  local  programs  poured  forth  a  steady  stream  of 
information  about  conditions  in  every  city,  village  and 
hamlet  in  the  area.  The  voices  were  those  of  familiar 

personalities  who  have  become,  over  the  years,  the 

trusted  daily  companions  of  a  great  share  of  the  428,000 

radio  families  in   WSYR's  coverage  area.   .   .   . 

.  .  .  Folks  like  Farm  Editor  Deacon  Doubleday  .  .  .  Time- 

keeper Elliott  Gove  .  .  .  Newsmen  Fred  Hillegas,  Bob  Nel- 
son, Rod  Swift  and  Carl  Zimmerman  .  .  .  Jim  Deline  and 

His  Gang  .  .  .  Women's  Editor  Jennie-Belle  Armstrong. 

WSYR's  superior  local  program  service,  performed  by 
people  who  know  —  and  are  known  by  —  the  com- 

munities they  serve,  is  a  powerful  reason  for  WSYR's 
commanding  leadership  in  a  market  with  $2  billion 

buying  power. 

NBC   in  Central   New   York 

Y   R   A  C   U   S   E       •    570  KC 
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HERE  THEV  ARE! 

370P
RAUl

> transcr
ibed 

RADIO  SHOWS 

Foley  and  his  Ozark 
Jubilee  network 
Stars  with 
audience  building 

f    appeal 

Red  Foley  $ho« 
SURE  CURE  FOR 

Mirthful,  musical 
variety  plus  the 
songs  of  the  old 

Tea-picker" himself 

Twneswe  &"te  s"°"! 

LOST  LISTENERS 

There's  only  one 

Smiley"  and  he's at  his  best  in 
this  show 

•  Timt  tars  .  .  .  appealing  for 
li  iigned  lo  capture  and  hold  the 

Ol  listeners  ...  i 

quality  production  ...  at  low  hudget  cost 
everything  a  sponsor  wants  .       al  a 

price  he  can  afford' 

FOR  COMPLETE  INFORMATION 
aboul  'Ming  .shows, 

FREE  AUDITION  DISCS  and  costs,  con- tact: 

John  B.  Mahaffcy   •    E.  E.  Sim.n,  Jr. 

RADIOZARK 
ENTERPRISES,     INC. 

SPRINGFIELD,  MISSOURI     •     PHONE  2  4422 

NEW    YORK 
Pl«i.  1  3364 

CHICAGO 
Sl.lo    3  7494 

Minneapolis 
Lincoln  5689 

DALLAS        LOS  ANGELES    SAN   FRANCISCO 
Protpoct    3733        Dunkirk  7-4388  Sulttr   5568 

New  developments  on  SPONSOR  stories 

See:  Sponsor   Speaks 

Issue:  18  April  1955,  page  128 

Sliliject:     Confusion    between   network  and   lo- 
cal    radio 

The  tendency  to  judge  radio  on  the  basis  of  declining  network 
billings  while  ignoring  the  more  promising  local  picture  has  plagued 
the  medium  in  recent  years. 

One  outstanding  example  was  the  headline  "Fading  Radio"  placed 
l'\  the  //  (///  Street  Journal  over  a  story  about  network  business 

earlier  this  \ear.  Trade  reaction  was  sharp,  indicating  that  radio- 

men are  becoming  hep  to  the  problem  and  fast  on  their  feet  in  cor- 
recting  the  impression  that  webs  arc  the  sum  total  of  the  am  medium. 

Result:  the  Journal  ran  a  storj  In  the  same  reporter  on  29  April. 

The  headline  "Local  Radio"  was  followed  by  "Main  Stations  Show 

Hometown  Ad  Gains."  As  if  to  show  the\  weren't  entirely  wrong, 
The  Journal  ended  the  first  headline  deck  with  "Network  Sales  Dip." 

Among  those  apparently  responsible  for  the  Journal's  presenting 
the  lull  picture  were  Hugh  Boice,  Jr.,  of  WEMP,  Milwaukee:  Charles 

Balthorpe  of  KITE,  San   Antonio,  and  the  Sl\  \. 

Balthrope's  complaint  to  the  financial  paper  paid  olT.  The  stor) 
started  off  with  a  phrase  from  a  KITH  billboard:  "We  confess, 
while  you  were  away,  we  spent  many  pleasant  hours  with  your 

wile."  The  billboard  is  located  on  the  highway  from  San  An- 
tonio's  airport  to  the  city  and  tells  the  traveling  businessman  in 

an  intriguing  way  that  KITE  has  his  wife's  ear  while  he's  on  the 
road.  The  stor\  also  mentioned  that  KITE,  among  other  radio 

outlets,  had  more  business  during  the  first  quartet  of  L955  than 
the  first  three  months  of  last  year. 

The  Journal  stor\  summed  up  the  trends  that  have  been  taking 

place  in  local  radio  during  the  past  few7  years,  such  as  the  greater 
use  ol  music,  news  and  weather  report:-,  increased  merchandising 

-eniies.  announcement  packages  at  night,  efforts  lo  establish  am 
outlets  as  respected  community  stations. 

\ 1 1 1 < > 1 1 u  those  quoted  in  the  story  were  Robert  Leder,  general 

manager,  WINS,  New  York;  L.  R.  Rawlins,  general  manager, 

KI)K\.  Pittsburgh;  Daniel  W.  Kops,  vice  president,  WAVZ,  New 
Haven;  Tim  Elliott,  president,  WCUE,  Akron;  James  Gaines,  vice 

president,  WOAI,  San  Antonio;  Davis  Myers,  president,  \\  FGM, 

Fitchburg,  Mass.:  M.  M.  Rochester,  general  manager.  KSEL,  Lub- bock. Tex. 

Oilier  stations  mentioned  were  KCBC.  Des  Moine-:  KMPC,  Los 

Vngeles;  Wolf.  Syracuse;  KFMJ,  Tulsa;  WKAP,  Allentown,  Pa.; 

\\  (    \l  .  Philadelphia;  WHDH,  Boston.  *  *  * 

THIS  STORY  DREW  PROTEST  .   . 

Fading  Radio 

Listener  and  Sponsor 

Desertions  Spur  Some 

Sharp  Reshufflings 

SO     'JOURNAL'     FOLLOWED    WITH    THIS 

NBC  Readies  New  Weekend 

Program  Format;  CBS, 
ABC  Billings  Also  Dip 

Soap  Opera   Holds   Its   Own 

Local  Radio 

Many  Stations  Show 
Hometown  Ad  Gains; 
Network  Sales  Dip 

By  Joseph  m    C<  n.roYW 
J     t  .'  ■ .  orlir  o/  Til  n  ILL  Sunt  Jo 

Akron's  WCUE  Reports  W0 

Kisc  Over  '54;  Tulsa's KFMJ  Runs  8%  Ahead 

News,     Music    and     Weather 

   $ 

BV  JOSF.PI!  M.  GllLFOYLE  I 

Staff  Rryorln  ol  Thb  »*'*-.i    •tHBBT JOtptVAl  .% 
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^  comply 

This  great  food  chain  knows  that 

WWJ-TV  produces  eye-catching  programs; 

knows,  too,  that  the  station  offers  valuable 

association  with  other  business  leaders. 

That's  why  Big  Bear  is  sponsoring  "The 

Little  Show"  following  "News  by  Williams" 

for  Richman  Brothers  and  Norge,  and  pre- 

ceding "Tonight"  with  Steve  Allen's  gilt- 

edged  roster  of  participants. 

Hour  after  hour,  day  after  day,  one  big 

name  follows  another  on  Michigan's  First 

Television  Station.  You  belong  in  this  good 

company.  For  program  ideas  and  availabil- 

ities, phone,  wire,  or  write  your  nearest 

Hollingbery  office  or  WWJ-TV  direct. 

In  Detroit  .  .  . 

You  Sell  More 

on  channel 

n The  lovely  lady's  name  is  Hellen 

Hartwick  —  a  WWJ-TV  discovery. 

UIUUTV 
NBC  Television  Network 

DETROIT 

Associate  AM-FM  Station  WWJ 

FIRST  IN  MICHIGAN    •    Owned  and  Operated  by  THE  DETROIT  NEWS 

•    National   Representatives.  THE  GEORGE   P.   HOLLINGBERY   COMPANY 
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HAMS OIL 

dina]  Markets  VG1  N<  ̂   :  Martin  Rhodi     - 

•  ii  i  VS1  HISTORY:  Cardinal  Markets  sponsors 

1  ardinal  Theatre  on  Thursday  evenings  from  7:30- 
8:00.  The  middle  30-second  commercial  was  devoted  to 

the  Made-Rite  Sausage  Co.'s  special  hams  jor  Easter. 
Thirty-one  markets  handled  this  special  and  reported  that 

aver  5,000  were  sold,  breaking  all  records  in  the  area. 

This  nas  the  first  ice  of  television  b)  the  sausage  com- 

pany:  no  other  media   were  used.    Cost:    $158. 

KBET-TV,  Sacramento,  Calif.  PROGRAM:  Cardinal  Theatre 

SPONSOR:  Wynn  Oil  Distributors  AGENCY:  BBDO,  L.A. 

CAPSULE  CASE  HISTORY:  For  several  years  the  Wynn 

Oil  Distributors  looked  for  a  way  to  develop  an  effective 

advertising  campaign  in  central  California.  After  spon- 

soring Tabloid  News  on  Tuesday,  Wednesday  and  Fri- 

day from  6:55  to  7:00  p.m.  for  several  weeks  and  then 

nt  6:25-6:30  for  a  total  of  13  weeks,  sales  increased  70%. 
The  commercials  were  done  live  by  the  local  Wynn  sales 

manager.    The   13-week  schedule  cost  $2,730. 

KJEO-T\\  Fresno,  Calif. PROGRAM:  Tabloid  News 

CARS 

RELISHES 

SPONSOR:  Capitol  Pontiac  Co.  AGENCY:  Direct 

CAPSULE  CASE  HISTORY:  The  Pontiac  dealer  for 

Springfield,  Capitol  Pontiac,  recently  assumed  sponsor- 

ship of  a  Saturday  night  feature  film  program.  The  Sun- 

day morning  following  the  first  announcement  (live  com- 
mercials are  used)  over  300  people  were  in  the  car  lot, 

although  it  did  not  open  until  Monday  morning.  The 

general  sales  manager  reports  the  placement  of  10  orders 

for  new  and  used  cars,  a  total  sales  volume  of  S20.000 

and  19  prospects.  The  cost  of  the  show  (no  other  adver- 
tising was  used)  was  $450. 

\\  [I  S-TV,  Springfield,  111.   PROGRAM:  Capitol  Pontiac  Pow  Wow 

SPONSOR:    Mi-.   Schlorer's  VGENCY:    Lavenson,  Phila. 

CAPS1  I  1  I  VSE  HISTORY  :  I  sing  one  announcement  a 

week  on  Inn  House  featuring  Pete  Boyle,  Mrs.  Schlorer's 
promotes  a  contest.  I  on  <is  air  invited  to  tear  out  a 

Pete  Boyle  cartoon  from  the  newspaper,  color  it  and  mail 

it  tu  the  show.     \"  purchase  is   required,  but  a  bonus 
prize  is  unaided  if  a  label  is  attached.    More  than  (>.   ) 

mt  ins  were  received  after  three  announcements  and  over 

>n'r     of   them    had  labels    attacked.     Each    announcement 
cost  i 

SPONSOR:   Persian  Rug  Renovating  Co.  AGENCY:  Direct 

CAPSULE  CASK  HISTORY:  lartan  Kuchukian,  owner 

of  the  Persian  Rug  Co.,  had  a  heavy  inventory  of  do- 

mestic rugs  and  decided  to  use  WISE-TV  to  promote  his 
summer  sale.  He  bought  15  announcements  on  various 

iiie./i/iiine  shows  during  one  week.  The  cost  of  his  televi- 
sion advertising  I  he  did  no  other  advertising)  was  $300, 

while  his  total  sales  was  $6,000.  Kuchukian  commented: 

".  .  .  we  did  a  dollar  volume  20  tunes  greater  than  the 

amount  expended  for  the  advertising!" 
WPTZ PKOOH  \M:    Fun   House WISE-TV,    bheville,  N.  C. PROGRAM:  Announcements 

RLUE  CROSS CHARGE  ACCOUNTS 

SPONSOR:    Minnesota   Blui    < \GENI  ̂   :   Direct 

CAPS1  I  I.  (  VSI  HISTORY:  Minnesota  Blue  Cross,  to 

contribute   in   highway    safety,    developed  a   Scotchlite- 
COated   ici  sum    of   then    jamous   emblem    to   allmh    lii   i  in 

bumpers  as  a  safety  reflector.  The  emblem  teas  offered 

on  three  noon  newscasts,  tun  10  p.m.  /"■»•>  reports.    The 

first  mail  brought  in  .",.">  |  requests.  /  week  later  the  de- 

mand had  risen  to  .">(..">  requests  a  dm.  II  ithin  a  month  a 
total  of  25,800  had  been  delivered. 

Pa 
PROGR  Wl:  \, 

SPONSOR:   Sears,  Roebuck  Si  Co.  AGENCY:  Direct 

I  \l'-i  II  CASE  HISTORY:  Sears  was  skeptical  about 

telei  ision  adverlisinti  when  lln\  bought  a  hal l-hou r  oj 

the  Saiunlin  night  Sunset  Valley  Barn  Dance  for  six 

weeks.  The  commercials  were  devoted  to  encouraging 

people  to  open  charge  accounts.  The  first  week  over  100 

ncu  accounts  were  opened:  the  number  increases  each 

week.  Sears'  skepticism  has  diminished  they  have  signed 
l<n  another  12  weeks.  The  cost  of  each  show,  including 

live  talent  of  over   10  people,  is  $435. 

KSTP-TV,  St.  I •  i.i I 
PROCIiWl:   Sunset  Valley   Barn  Dance 



Dig  these  CRAZV  words  of  warmth 

from  the  "Big  Freeze" 
C/&tye/d  inc. 

April  8,    19S5 

John  H.    Fog«t« 

Central  Miiug«r,    KATV 

6^0  Beech  Street 
Little  Rock,   Arkansas 

John: 

Thank  you  (or  your  letter  of  congratulations.  Naturally,  bcin>i  elected 
President  of  The  National  Frozen  Food  Distributor*  Association  is  an 

honor  which  pleases  me,    largely  because  tt  causes  letters  like  yours. 

1  especially  appreciate   your  letter  because  the   televisi 

the  frozen  food  industry  were  both  born  on  the  dead  rui 
the  same  time.     Each  has  helped  the  other  to  grow  to  thriving  propo 

lions,    and  will  continue  to  do  so.    I'm  sure,    because  both  fields  are 
bringing  a  better  way  of  living  to  the  people  of  Arkansas. 

I  believe    that  we  were  among  the  first  (if  not  the  very  first)  telev 

users  in  Arkansas,    so,    naturally,    television  has  meant  a  lot  to  ui 
always  rely  heavily  on  it  because  it  produces  results.     Of  course, 

say  "television",    1  mean  KATV,   since  I  always  think  of  KATV  fi 
nether  I  am  thinking  as  one  of  your  vicw*J*t>r  one  of  your  adverti 

Thanks  again,   John,    and  here's  hoping    trial  television  and  froren  food 
enjoy  many  more  years  of  outstanding  success. 

"Aw  gee!  Does  he  mean  us?" 

"Us,  he  does,  son  .  .  .  Mr.  Sam  M.  Vogel,  President  of  the  National  Frozen 
Food  Distributors  Association  tells  us  that  KATV  has  had  a  large  hand  in 

expanding  the  wonderful  frozen  food  industry!" 

"Man.  those  are  real  cool  words  from  the  National  President!  If  KATV 
can  help  make  a  hot  item  out  of  such  cold  stuff  .  .  .  just  think  of  h  hat  they 

can  do  for  other  advertisers!" 

'"That's  because  KATV  is  the  hottest  station  in  a  real  cool  market,  son  .  .  . 

an  advertiser  just  can't  go  wrong  on  KATV!" 

For  the  hottest  deal  in  Arkansas  see: 
Bruce   B.  Compton 

National  Sales  Manager 

Studios   in    Pine    Blufi   &   Little  Rock 

KATV 
CHANNEL  7 

l"lm  II.  Fugate,  General  Manage] 

620  Beech  Street,  Little  Rock,  Arkansas 

For  tin-  hottest  deal  in  Arkansas  see: 
Avery-Knodel,   Inc. 
National    Reps 

ItlSN    kCl.O. 

., 
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a  forum  on  questions  of  current   interest 

to  air  advertisers  and  their  ageneies 

i  tm  a  slum-  with  intense  audience  appeal 
biwhiire  on  the  sponsor  by 

itistravting  too  much  from  the  commercial 

COMMERCIALS  MUST  FIT  IN 

liy  Victor  Seydel 

t  it  i     President   in    charge  of   radio   iV'    tr 
Anderson  S:  Cairns,  /V.  Y. 

I  his  question  ob- 
\  idiisK  canonl  be 

answered  in  a 

I  c  w  w  (i  r  (Is  as 

here  are  so  mam 
In  ets  in\  olved 
thai  I  doubt  if 

a  n  \  (i  ii  c  could 

completely  agree. 
In  man)  ways 

this  question  i-  paradoxical  because 

an)  program  that  lias  the  intense  audi- 
ence appeal  indicated  b)  the  question 

probabl)  would  have  a  large  and  loyal 

following.  The  important  thing,  how- 
ever, would  be  to  find  a  solution  to 

the  problem  il  such  a  situation  should 
exist. 

Nevertheless,    it    is    possible    that    a 

M  u  iili  intense  audience  appeal 

could  create  a  negative  rea<  tion  for  the 

client  s  product.    I  lowe\  er,   I   know   of 

mi   important   examples   that   exist    to- 

day,    as    agencies    and    sponsors    have 

become  verj   conscious  ol  atmosphere 

and  compatabilit)   as  the)  concern  the 
relationship  of  commercial  content   I" 

■  mi  •  ontent. 

In    m\     opinion,    the    industr)     has 

made  tremendous  sti  ides   I  <  onsidering 

the    few    short    years    that    have    been 

available)   in  the  creating  and  produc- 

ing <d  top  grade  commercials  that  not 

on!)    sell   the  client's   product,    bul    al 
tin-  same  time,  have  the  necessar)    in- 

gredients   of    showmanship.     Granted 

ilii-  i-  not  alwa)  -  eas)    foi   the  agenc) 
whose  client  has  a  limited  budget,  bul 

neral  tone  of  commen  ials,  both 

and    film,   has   shown    that    the 

industr)  is  well  aware  of  the  fact  that 

there  must  be  compatability  between 

commercial  and  program  atmosphere. 

SHOW  MUST  CONDITION  VIEWER 

By  Murray  W.  Gross 
Assistant  Advertising  Manager 

Hudson   Pulp  &  Paper  Corp.,  N.Y. 

As  advertising 

men,  we  must 

consider  tv  pro- 

grams as  vehicles 
to  deliver  a  sell- 

ing message  to 

the  viewing  audi- 

ence. The  efTec- 
tiveness  of  the 

program  is 
gauged  b)  the  -airs  which  it  produces 
pei  dollai  ol  cost. 
We  lia\c  all  experienced,  or  have 

heard  of,  programs  with  low  cost-per- 
L,000  Iniinc-  reached  which  have  failed 

in  their  primar)  objective  -  -  mass 
movement  of  goods.  Assuming  the  ex- 
istence  of  a  sound  and  well-conceived 

cop)  platform  and  a  "quality"  audi- 
(thal  is,  one  composed  of  indi- 

vidual- who  are  logical  prospects  for 

llie  -pon-oi  -  proilm  Is  )  it  i-  o|i\  ion- 

that  sales  success  depends  to  a  large 

i  \tent  on  the  ability  of  the  entertain- 

ment portion  to  condition  the  viewer 

so  lie  i-  receptn e  to  a  commercial. 

I  \     \  ii'wi  i  -    fall    into    a    wide    group 

of  categories.  Included  anion-  these 
are  the  dispassionate  viewer,  the  de- 
v  oted  fan,  and  the  intense  \  iewer  w  ho 

is  almost  in  .1  state  ol  psychic  tension. 
I  lie  last  ol  these  ptovides  a  vei\  poor 

prosper  1.  The  "intei  1  upting"  commer- 
<  ial  is  a  minor  traumatic  experience  to 
him.  It  shocks  him  out  of  the  progi am 

1  u\  ironmenl  into  which  he  has  pi  o- 

jei  ted  himself,  and  transpoi  1-  him  to 

another  world.  Many  individuals  do 

not  ha\e  the  ability  to  adjust  their  be- 

havior to  this  rapid  change  in  environ- 
ment. Accordingly,  if  they  have  just 

\  iewed  a  sordid  scene  and  are  then 

subjected  to  a  commercial,  their  only 
thought  about  the  product  which  they 
may  retain  is  a  sordidness  from  the 

program  with  which  they  are  still  emo- 
tionally involved. 

Even  an  "integrated"  commercial 
delivered  by  the  leading  performer 

may  backfire.  This  is  so  when  the 
actor,  because  of  the  realism  of  his 

performance,  lias  been  cast  by  the 
\  iewer  in  a  role  which  is  completely 

alien  to  the  product  which  he  tries  to 

promote. Unless  the  mental  set  of  the  viewer 

is  sufficiently  flexible  so  that  it  can 

readily  adapt  to  the  change  from  en- 
tertainment to  commercial,  the  effec- 

tiveness  of  the  sell  inn  message  is  con- 
siderably reduced.  It  appears,  then, 

that  the  greater  the  degree  of  intense 

audience  appeal  and  emotional  in- 
volvement, the  less  the  likelihood  for 

proper  registration  of  the  commercial 
message,  unless  special  techniques  are 
developed  to  overcome  this  handicap. 

MAKE  COMMERCIALS   DRAMATIC 

liy  Terry  I*.  Cunningham 
Director  of    idvertising 

Sylvania  Electric  Products.  ,V.  Y. 

1 1  lias  been  prov- 

en       conclusively 

in  a  w  ide  number 

of  situations  that 

advertising  com- 
mercials must  be 

as  dramatic  and 

attention  -  getting 
in  their  approach 

as  the  entertain- 
ment   that    precedes    and    follows    the 

Ifi 
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commercial.  Today  it  is  vitally  im- 
portant that  serious  thought  he  given 

to  the  commercial  lead-in.  We  con- 

sider this  matter  so  important  that  we 
spend  a  great  deal  of  time  figuring  out 

ways  to  bring   in  the  commercial. 

A  show  with  a  highly  intense  audi- 
ence appeal  can  distract  the  audience 

to  such  a  degree  to  render  the  com- 
mercial almost  ineffective  unless  very 

special  attention  is  given  to  the  tech- 

nique of  leading-in  to  the  commercial. 
One  of  the  most  successful  methods 

we  have  discovered  to  date  is  to  study 

very  carefully  the  last  four  or  five 

paragraphs  of  the  show  script  preced- 
ing the  cut-in  for  the  commercial. 

Many  times  these  last  few  paragraphs 

will  suggest  a  way  of  sliding  into  the 
commercial  with  a  situation  similar 

enough  to  the  show  itself  as  to  appear 

a  part  of  the  show  script. 

This  method  can  be  used  most  fre- 

quently when  commercials  are  live. 
It  is  a  technique  used,  for  example,  on 

You  Bet  Your  Life  program  in  an 
extremely  effective  way  in  spite  of  the 
fact  that  most  of  the  commercials  are 

film.  On  Beat  tfie  Clock,  commercial 

announcer  Bill  Shipley  will  pick  up 

M.C.  Bud  Collyer's  lines  as  though  they 
were  a  part  of  Bud's  script.  Quite  fre- 

quently, Shipley  will  walk  onto  the 
center  of  the  Beat  the  Clock  set  and  on 

some  occasions  he  will  actually  carry 
on  a  conversation  about  the  product 
with  the  contestant  who  is  waiting  to 

perform  the  next  stunt. 

If  there  is  a  sudden  drop  off  with 

a  definite  change  of  pace,  you  can  be 

very  sure  you  are  going  to  lose  a  high 
percentage  of  attention  value.  After 

five  years  of  broadcasting.  I  am  con- 
vinced that  commercials  must  be  able 

to  compete  with  your  show  if  they  are 

to  produce  results. 

Commercial  must  compete 

Though  a  sponsor  may  be  for- 
tunate enough  to  have  latched 

onto  a  topflight  show,  if  he  wants 
it  to  do  the  best  possible  job  for 

him  commercially  he  must  blend 
his  sales  message  into  the  show, 

according  to  sponsor's  panel. 
With  a  topnotch  show  the  com- 

mercial problem  is  heightened, 

says  the  forum;  it  is  then  neces- 
sary to  bring  the  commercials 

up  to  the  level  of  the  show  so 

that  they  may  successfully  com- 
pete  with   the   program  content. 

HUNGRY    FOR    SALES? 

—  then  here's  food  for  thought 
about  Buffalo  — 

WGR-TV  is  proved  in  survey  after  survey  to  be 

the  "favorite"  station.  In  the  24  weekday  quarter 

hour  segments  from  6  PM  to  midnight,  WGR-TV 

leads  in  21.  WGR-TV  delivers  your  audience.  (Pulse) 

WGR-TV  Buffalo,  completely  serves  the  nation's 

14th  largest  market.  Covers  447,938  "able  to  buy" 

homes  in  Western  New  York  State  plus  a  bonus 

of  407,619  Canadian   set-owning   friends. 

Serve  yourself  some  sales 
sell  Buffalo  thru 

WGR-TV 
CHANNEL BUFFALO 

NBC    BASIC 

representatives  —  Headley-Reed 

In    Canada  —  Andy    McDermott -Toronto 
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GENEVIEVE 

SCHUBERT 

Time  Buyer 

Compton 

Advertising,  Inc. 

says  .  .  . 

"In  the  last  8  years 

we  have  placed  lots 

of  television  business 

onWNHC-TVinevery 

season  of  the  year... 

Spring,  Summer,  Fall 

and  Winter.  The  re- 

sults in  the  Southern 

New  England  cover- 

age area  have  been 

very  successful.  In  my 

opinion,  WNHC-TV 

does  the  selling  job 

.  .  .  expertly." 

Compare    these    facts 

agency  profile 
11  iff ifiiii  Bernbach 

President 

Doyle    Dane    Bernbach,    New    York 

"One  "I  the  troubles  with  television  is  the  fad  that  techniques  be- 
come  dominant  over  idea-,     says  Bill  Bernbach. 

A  \oulh  fill-looking  man  in  his  forties,  Bernbach  works  in  a  mod- 

i  in.  colorful  office.  As  he  talks,  he's  likely  to  point  to  some  of  the 
more  memorable  full-page  color  magazine  ads  his  agency  has  de- 
\  doped  to  prove  a  point,  explaining  how  this  or  that  print  concept 
was  translated  into  tv. 

"It's  good  advertising  to  integrate  a  theme  with  air  advertising, 
window  displays,  print  in  order  to  multiply  the  impact.  Our  ap- 
proach  to  advertising  lends  itself  to  any  medium.  Essentially,  the 

idea  is,  'Don'l  trick  a  reader  into  looking  at  an  ad.'  By  the  same 

token,  we  don't  use  'blind  leads'  in  tv." 
One  particulai  advertising  campaign  that  Bernbach  cites  a-  tvpical 

of  the  agency's  philosophv  is  the  Lew's  Jewish  Rye  Bread  advertis- 
ing. The  print  ads  show  three  slices  of  this  bread,  the  first  one  nib- 

bled at,  the  second  half-eaten,  the  third  virtually  complete! \  con- 

sumed. Main  copy  idea  is  that  it's  so  good,  everyone's  eating  it. 
In  the  t\  commercial,  one  -lice  of  bread  almost  covers  the  screen, 

until  bites  of  it  disappear  and  reveal  the  name  Levy's. 
Todaj  close  to  $3  million  of  the  agency's  $12  million  over-all 

billings  are  in  radio  and  tv.  The  trend,  says  Bernbach,  is  inward 

continuous!)    increasing  n-e  ol  television. 

Bemliacli's  aim,  for  the  agencv .  i-  "In  grow  onl\  as  fast  as  we 
can  absorb  the  business."  He  feels  thai  over-expansion  can  be  a 
real  danger  in  a  service  industry.  The  safe  ratio,  lie  feels,  is  eight 

to    I  '•  people  per  million  billings. 

\-  in  agency,  here's  how  we  [eel:  We  have  never  given  in  to 
a  client  for  the  sake  of  keeping  an  account.  \  client  tend-  to  forget 

whal  lie  told  viii  io  do.  Imi  he  look-  al  the  results." 
Bernbach  started  the  agencj  about  five  and  a  half  years  ago  with 

Ivvo  partners,  one  account  I  Ohrhach's  I  and  SOIHI.iHIH  in  hillings.  It 
was  lii-  second  venture  into  agency-founding:  a  few  vears  earlier. 
he,  Bill  Weintraub  and  Paul  Hand  had  -tailed  the  William  Wein- 
traub    Agency. 

When  not  hatching  advertising  idea-  for  hi>  clients.  Bernbach 

like-  to  gel  awaj  completel)  from  writing.  "I've  found  that  adver- 
tising can  be  a  wonderfully  creative  outlet.  I  feel  no  need  for  writ- 

ing not-to-be-finished  plays  or  novel-.  ..."  •  -*  • 
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AKE   IN   THE   GRASS 

is  worth  a  shot  in  the  dark 

A  cowboy  rounding  up  stragglers  at  dusk 

met  a  rattlesnake  on  a  grassy  mesa.  He 

drew  and  fired  just  as  the  rattler  struck.  Both 

missed.  The  snake  slipped  on  the  damp  grass 

and  fell  short  by  several  feet;  the  shot  went 

wide  by  two  inches. 

The  snake  slithered  away  among  inacces- 
sible boulders.  The  cowboy  called  it  a  night 

and  made  camp.  At  the  break  of  dawn  he  got 

up  and  started  a  little  target  practice.  Hearing 

a  dry  rattling  sound  around  a  bend,  he  cau- 

tiously investigated.    It  was  the  snake,  prac- 
ticing strikes  from  damp  grass. 

*      *      * 

Have   you   checked   up   on   your   competition lately? 

KGNC 
Amarillo 

AM-TV 

NBC   and    DuMONT   AFFILIATE 

AM:   10,000  watts,  710  kc.  TV:  Channel  4    •    Represented  nationally  by  the  Katz  Agency 
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In  the 

SOUTH'S 

fastest  from'nq market/ 
POPULATION 

1940          88,415 
1953         197,000 

RETAIL  SALES 

1940  .  .  .    $  20,251,000 

1953  .  .     $184,356,000* 

FIGURES 

RANKS  92nd  IN  EFFEC- 
TIVF.  BUYING  INCOME 

HIGH  I  ST  PI  R  CAPITA 
INCOME  IN  LOUISI- 
ANA 

WORLDS  MOST  COM 
PLETE  OIL  CENTER 

CHEMICAL  CENTER  OF  THE  SOUTH 

DEEP  WATER  PORT 

To  sec  your  salts  reach  their 

greatest  heights  in  this  rich 

petrochemical  market,  select 

WAFB-TV,  the  only  TV  sta- 
tion in  Baton  Rouge,  with 

programs  from  all  4  networks, 

and  our  own  highly-rated 
local  shows. 

Tom    E.    Glbbens 

Vice  Pres.  &  Gen.   Mgr. 

Adam   J.  Young,  Jr.,   Inc. 

Nation.il    Representative 

*FmU  Baton  Rouge  Par/ih,  Survey 

of  Buying  Power,  1954 

{Continued  from  page  L0) 

creases  geometrically  when  such  a  tie  is  present. 

It  is  this  group,  smaller  by  millions,  bill  more  explicit  by 

all  the  adjectives  in  Funk  &  Wagnalls  that  causes  the  ma- 

jority of  headaches  superimposed  upon  those  actually  neces- 
sary to  tv. 

Give  a  distributor  or  dealer  or  plant  manager  in  Ele- 

phant's Breath,  Arkansas,  a  seven  dollar  a  week  participa- 
tion, out  of  his  own  budget,  in  a  television  program  and  you 

have  transformed  the  man  into  Brooks  Atkinson.  Suddenly 

his  knowledge  of  aesthetics,  electronics  and  the  procedures 

of  star-booking  is  worthy  of  attention  at  every  bar  in  town. 
Certainly  a  letter  or  two  to  the  home  office  is  in  order.  If 

you're  within  earshot  or  where  the  mails  can  reach  you, 

brother,  you're  going  to  hear  him  out,  so  be  prepared. 
Gentlemen,  and  their  ladies,  wlio-e  whole  lives  have  been 

devoted  to  making  crisper  doughnuts  or  selling  lawn  mowers 

are  suddenly  taken  with  their  savvy  about  the  quality  of  tv 

humor  and  the  intricacies  of  plotting  situation  comedy.  Their 

knowledge  concerning  the  relative  merits  of  laugh  tracks  and 
the  da i  it \  of  kinescopes  would  put  both  Pat  Weaver  and  Dr. 
Du  Mont  to  shame. 

For  years  now  I've  been  unable  to  figure  out  what  I'd  do 
if  I  ever  retired.  The  prospect  of  spending  a  life  of  leisure 

was  one  that  held  very  little  appeal.  As  of  llii-  moment, 

though.  l*\e  found  the  answer:  hence.  I  am  now  working 
desperately  to  achieve  a  wealthy  state  of  unemployment. 
Having  achieved  this.  I  shall  lour  the  country  in  a  large 

trailer,  dropping  in  at  ever}  possible  kind  of  distributor  and 
local  businessman  to  spend  a  few  hours  with  him,  telling  him 

what  the  heck  is  wrong  with  hi~  product,  lii^  method  of  pro- 
duction and  his  selling  techniques.  The  less  I  know  about 

his  operation,  the  more  specific  m\  comments  will  be.    I  am 
lo  Ik 

ave  a  womlei 

fill   t 
line: •  •  • 

Letters  t»  ISoh  f'orcinoti  are  welcomed 

Do  \<>n  always  agree  with  the  opinions  Bob  Foreman  ex- 

presses in  "  [gem  \  Id  Libs?"  Bob  and  the  editors  of  sponsor 
would  be  happ)  to  receive  and  print  comments  from  renders. 

Address  Bob  Foreman,  c  'o  sponsor,   K)  E.  49  5/. 
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LOOKING? 

OHIO 

This  is  WAVE-TV's  (overage 
area,  based  on  engineering 
studies    ond    mail    response. 

KENTUCKY 

If  you're  looking  for  the  key  to  the 
biggest  TV  audience  in  Kentucky 

and  Southern  Indiana 

CALL  YOUR  REGIONAL  DISTRIBUTORS! 

Ask  each,  "What  Louisville  TV  station 

do  you  and  your  friends  prefer?" 

Try  it.  You'll  open  the  door  to  a  clear  picture  of 
viewing  habits  in  this  area. 

WAVE-TV 
CHANNEL    <    LOUISVILLE 3 
FIRST  IN  KENTUCKY 

Affiliated  with  NBC,  ABC,  DUMONT 

©SPOT
   SALE

S 
Exclusive  National  Representat

ives 
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HuA 
ttatfofund 

31 \  hours  per  week 
Muncie  is  1st 

in  the  nation  in 
HOURS  PER  WEEK 
SPENT  VIEWING  TV 

WLBC-TV  is  1st 
choice  in 
MUNCIE  FOR 

TV  VIEWING 

They  really  go  for  TV  in  Mun- 

cie as  proven  in  a  recent  na- 

tion-wide survey  made  in  34 
cities  by  the  American  Research 

Bureau.  The  average  Muncie 

family  spends  31'/2  hours  per 
week  watching  television  .  .  . 

more  hours  per  week  than  any 

other  city  !  WLBC-TV  leads  in 

Muncie  according  to  the  No- 

vember A.R.B.  Report,  telecast- 

ing from  7  A.M.  to   11:30  P.M. 

CBS-NBC-DUMONT-ABC  NETWORKS 

CHANNEL 

49 

MUNCIE,      INDIANA 

16 

(Continued  from  page  26  I 

a  national  sales  manager  and  a  national  promotion  manager 

(both  of  which  it  had  ). 
Chris  fingered  Dick  for  the  job,  and  Dick  has  evolved  some 

prett)   basic  approaches  as  to  what  the  new  job  calls  for. 

"Following  through,"  says  Dick,  "on  Chris'  idea  that  the 
only  product  broadcasters  have  to  sell  is  programs,  I  came 
to  the  conclusion  that  programs,  fundamentally,  are  just  one 

thing:  ideas.  I've  tried,  therefore,  to  create  a  continuing 
climate  of  creativity  at  all  our  stations  throughout  all  of  our 

programing  personnel,  from  cameramen,  directors  and  an- 
nouncers to  program  chiefs — a  climate  in  which  ideas  can 

flourish,  both  quantitatively  and  qualitatively. 

■"Among  the  specific  ways  we  developed  were:  First,  our 
own  Program  Seminars.  The  first  one  was  for  radio  only, 

last  November;  then  this  tv  and  film  seminar  you  attended, 

plus  a  one-day  session  held  the  next  day  for  program  man- 

agers and  production  supervisors  of  live  show-."" Dick  is  planning  two  radio  and  two  t\  seminars  per  year 

a>  a  regular  schedule.  It  might  be  interesting  for  me  to  point 
out  just  how  far  Westinghouse  goes  in  listening  to  pitches 

from  "outside  program  men."  On  11  April,  from  9  a.m.  to 
5  p.m.  exactly  11  tv  film  programers  had  an  opoprtunity  to 

address  the  WBC  boys.  They  were  Sy  Weintraub  of  Fla- 
mingo, Jake  Keever  of  NBC  TV  Film  Syndication,  Milton 

Gordon  of  TV  Programs  of  America.  Don  Kearney  of  ABC 

Film  Syndication,  Aron  Beckwith  of  MCA-TV,  Dave  Savage 
ol  Guild,  Ed  Hall  of  Vitapix,  Cj  Denegan  of  UMM,  Bill 
Edwards  of  CBS  TV  Film  Sal,-.  Herb  Jaffe  of  Official  and 
\l  <  ion-tin  and   Burt   Lambert  of  Ziv. 

Those  I  I  represenl  a  pretty  substantial  picture  of  the  t\ 
film  product  around  at  the  moment,  and  you  ma\  be  >ure 
the  Westinghouse  guys  had  as  good  an  idea  of  what  was 
available  and  bow  and  win  the)  ought  to  use  it.  as  any  group 

"I  station  men  iii  the  country  by  the  time  thej  got  through 
thai  Moinl.ix  evening. 

Jusl  lo  make  sure  the  boys  don't  miss  too  much  between 
seminars  Dick  ha-  jusl  hired  Bill  Kaland,  and  one  of  Bill's 
job-  i-  to  -el  ii|)  a  l\  film  clearing  hou-e.  which  will  be  con- 

tributed to  b)  WBC  headquarters  men  as  well  as  all  WBC 
lilni  buyers  and  program  managers, 

This  kind  ol  careful  attention  to  programing  obvious!) 
rebounds  to  the  benefil  of  broadcasl  advertisers.  Lots  of 

stations,  ol  course,  beside  WBC,  do  it.  but  lot-  more  could 

do  lots  more  of  it.  *  *  * 
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SPONSORS  WARM  TO  AP 

Because  .  .  .  it's  better 
and    it's    better    known. 

"Plane 

Down 
On  my  way  to  find  it 

// 

Case  History  No.  8 

Jason  Pate,  General  Manager  of 

WASA,  Havre  de  Grace,  Maryland, 

had  just  finished  a  sandwich  at  his 
desk  when  the  call  came  shortly  after 

1  p.m. 

A  plane  had  crashed  near  town- 
no  details. 

Pate  yelled  to  News  Director  Bob 

Gray  to  get  ready  with  the  portable 
transmitter.  Then  he  called  The  AP 
bureau  in  Baltimore. 

"Plane  down,"  he  reported. 

"On  my  way  to  find  it." 
By  1:25  p.m.,  WASA  had  aired 

the  first  spot  broadcast  that  a  plane, 

apparently  blinded  by  ground  fog, 
had  crashed  into  the  Susquehanna 

River  just  off  Havre  de  Grace. 
Twenty  minutes  later,  searchers 

made  their  first  find.  Pate  hurried  to 

the  nearest  telephone. 

"They've  found  a  C.A.P.  cap  float- 
ing in  the  river,  and  several  tickets 

to  an  air  show  we  had  up  here,"  he 
told  The  AP.  "It  could  be  the  C.A.P. 
plane  that  was  searching  for  another 

plane  that  disappeared  yesterday." 
Small  boats  dragged  the  river  for 

hours.  The  light  was  beginning  to 
fade  when  one  of  the  craft  dragging 
the  bottom  hooked  the  wreckage. 

Pate  called  The  AP  while  Gray 

kept  WASA's  listeners  informed. 
A  crane  hauled  the  twisted  mass 

near  the  surface  but  was  unable  to 

hoist  it  clear  of  the  water.  Even  so, 

two  persons  could  be  seen  strapped 

in  the  open  cockpits  of  the  two- 
seater.  The  victims  were  identified 

Jason  C.  Pale K.iIutI   (.r.i> 

tentatively  by  C.A.P.  personnel. 
Pate  called  The  AP,  and  Gray 

broadcast  another  bulletin. 

Then,  a  floating  derrick  lifted  the 
craft  from  the  water,  and  positive 
identification  was  made. 

By  6  p.m.,  WASA  had  the  story 
wrapped   up   for   its   listeners   and, 

through  The   AP,   in  the  hands  of 
every  other  AP  member  in  the  area. 

Jason  Pate  and  Hob  Gray 

arc  tu<>  of  ibr  many  thou- 
sands of  active  newsmen 

who  make  The  I/'  better. . . 
and  better  known. 

If  your  station  is  not  yet  usint; 
Associated  Press  service,  your  AP 
Field  Representative  ^.m  j;i\c  you 

complete    information.    Or    write— 

Those  who  know  famous  brands... know  the  most  famous  name  in  news  is  Br 
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Salt  Lake  radio  has  greater 

Five  Salt  Lake  Cit\  radio  stations 

sponsored  a  Pulse  surve)  to  determine 

the  strength  of  radio  advertising  com- 
pared to  newspaper  advertising.  The 

results,  according  to  Pulse  Presidenl 

Dr.  Sydney  Roslow,  show  that  radio 

exerts  a  far  greater  impact  than  news- 

papers. Stations  KALL,  KDYL,  k\  \K. 
Kvl ..  and  KITA  announced  the  re- 

sults to  a  group  of  more  than  100 
radio.  agenc\  and  business  executives. 

The  importance  of  the  survey  is  "that 
for  the  first  time  a  newspaper  adver- 

tising rating  surve)  was  made  on  iden- 
ticalh    the  same  basis  as  a  radio  sur- 

itiif ><(<-!  than  newspaper  ails 
\  r\ .      slated    Dr.   Roslow. 

He  cited  figures  from  the  survey  in- 
dicating that  radio  advertising  had  a 

much  higher  recall  than  the  print  ads. 

Summing  up.  Dr.  Roslow  stated,  "the 
point  I  feel  this  survey  makes  is  that 

you  just  don't  get  big  numbers  of  read- 

ers on  an  individual  newspaper  ad." 
The  survey  found  that  though  96.9% 

of  all  homes  polled  read  one  or  both 

of  the  papers  available,  that  did  not 
result  in  any  ad  being  noted  by  am 

large  proportion   of  readers. 

Dr.  Roslow  declared  ""Radio  is  a 

dvnamic.  live  medium  in  Utah."  *  *  * 

Radio  success  stories  given  off-beat  toneh  in  W.tIT  booklet 

\\  M'l .  Cedar  Rapids,  has  an  offbeat 

1   klet  called  "Hearing  Is  Believing"' 
which  gives  radio  results  with  a  light 

touch.  One  stor\.  for  example,  is 

called  "It  Isn't  Just  the  Sentiment," 
is  described  as  "a  moving  stor)  about 
plain,  ordinar)  people  .  .  .  good  peo- 

ple, wholesome  people  .  .  .  not  a  fat- 
head in  the  bunch." 

Here'-  Imw  the  stor)  goes: 
I  he  i\  er.iL'<-  •  denn  Miller  fan  is  a 

quivering  wreck  alter  the  first  three 

bars  of  "Sweel  Eloise"  and  a  similai 
thing  happens  to  the  average  business- 

man who  can't  shut  his  Cash  drawer 
without  spilling  twenties.  To  meld 

thi  •■  emotional  phenomena  and  realize 
,i    few    coins   foi    oui    own   ditt)    bag, 

Norfolk  ICC   1  tube  sales 

rise  after  tv  promot  ion 

"Television  Servicemen's  Week'"  was 
reci  ntl)  heralded  in  Noi  folk  b)  the 

R(  \  rube  Department  in  a  nine-da) 

all-h  campaign  ovei  WVEC-TV.  The) 
|iut  on  80  announcements  j *1  u^  360 

I  1 1  featui  ing  a  statuette  -\  mbolizing 
the  t\  and  radio  serviceman.  The  Nor- 

folk campaign  was  pari  of  a  nation- 

wide one  b)  l<<  ',A  with  an  identical theme. 

I  lie  theme  of  the  i  ampaign  was  the 
responsibilit)  and  integi  it\  of  the 

vicemen.  Originally,  the  campaign  was 

WMT's  Ford  Roberts  devised  the  two- 
hour  Glenn  Miller  extravaganza.  So 

we  line  up  five  record  dealers  to  co- 
sponsor  the  show  with  RCA  and  it  goes 

on  the  air.  This  is  on  a  Saturday  af- 
ternoon. 

"That  same  afternoon  while  the 

music  is  simmering — one  of  the  five 
dealers  sells  all  eight  of  his  Glenn  Mil- 

ler albums  at  S24.05.  Also,  he  is  club- 

bing olT  teen-agers  who  want  to  buy  the 
i  heaper  singles  and  putting  out  brush 
fires,  which  are  caused  by  the  teeth- 

gnashing  of  the  irate  who  came  late. 
The  other  dealers  got  a  good  response 

loo,  and  ah.  the  bitter  iron)  of  it 
;:ll     so  did  some  dealers  w ho  were  not 

even  mentioned."  *  *  * 

scheduled  to  be  a  co-op  venture  by  five 
local  distributors  and  RCA,  via  news- 

papers. WVEC-TN  offered  such  a  com- 

Mm 
uuvec-Tv 

"NATIONAL  '"-TELEVISION 
SEQVICEMEN'S    WE£J/" 

ion    Serviceman's    Week    used    such    I.D.'s 

plete  package,  that  the  plan  was  di- 
\<  i ted  to  tv  with  exceptionally  fine  re- 

sults as  typified  by  dealer  statements. 
Harold  L.  Bean,  sales  and  promotion 

manager  for  the  Radio  Equipment  Co., 

wrote  to  the  station  thanking  them  for 

their  help.  He  stated  in  part.  "".  .  . 
I  herefore.  we  may  assume  that  the 
offer  of  tv  spots  to  our  dealers  in  lieu 

of  advertising  in  other  media  provided 
us  with  a  margin  of  20  to  25%  over 
other  RCA  distributors  in  the  Norfolk 

".  .  .  We  believe  that  such  an  ac- 
complishment is  notewortln  even  in 

the  tv  industry,  and  we  are  quite  proud 
of  it.  Therefore,  we  thought  that  vou 

and  your  organization  should  be  no- 
tified and  credited  for  the  grand  job 

that  was  done."  *  *  * 

Briefly  .  .  . 

Normall)  when  a  radio  station  has 

to  shut  down  temporarily  for  replace- 
ment of  equipment,  thev  announce 

something  like,  "we  leave  the  air  tem- 
porarily because  of  technical  problems 

over  which  we  have  no  control."  When 
KOLD.  Yuma.  \ri/..  went  off  the  air 

for  an  hour  to  install  new  equip- 

ment, Jim  Hawthorne,  former  Holly- 
wood comic  who  now  owns  the  station, 

sold  the  time  to  a  local  sponsor.  The 
sponsor,  a  local  mattress  dealer,  got 
the  benefit  of  several  plugs  during  the 

week  for  "an  innovation  in  broadcast- 

ing; one  hour  of  absolute  silence." Other  Hawthorne  gimmicks  to  liven 

up  station  breaks  have  produced  such 

gems  as  "Attention  flying  saucers! 

This  is  KOLD,  Yuma,  We're  friendly'" 
or  "Stop  staring  at  your  radio!    Turn 

it  on!    This  is  KOLD,  in  Yuma." *        #        * 

The  unique  flexibility  of  radio  was 
effectively  demonstrated  recently  by 

Shreveport's  KENT  when  they  broad- cast a  lunch  hour  bank  rohberx  almost 

as  it  happened. 
A  man  entered  the  bank  at  one  of 

its  busiest  hours  and  told  the  teller  that 

he  bad  a  bottle  of  nitroglycerine  thai 

he  would  drop  if  he  didn't  get  the 
mone\  he  demanded.  The  teller  hand- 

ed over  $1,300,  and  the  bandit  lied. 

Vs  he  raced  from  t ho  bank,  two  police- 
men look  out  after  him. 

\  bank  customer  called  KENT  and 

in  a  lew  minutes.  Bob  Shiple\.  news 

director,  was  on  the  scene  with  a  re- 
mote  telephone  hook-up  to  broadcasl 

the  news.  \s  Shiple\  was  broadcast- 

ing, the  police  brought  the  captured 
thief   back    to   the   bank    and    Shiple) 
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described  and  identified  the  man  for 

the  radio  audience.  The  entire  storj 

was  wrapped  up  within  LO  minutes  al- 
ter the  robber)  had  been  committed. 

The  broadcast  was  tape-recorded, 

and  it  was  played  back  after  Shipley's 
regular  12:30  p.m.  newscast.  Station 
officials  commented  that  no  other  me- 

dium could  have  covered  the  event  so 

thoroughly  or  rapidly. *        *        * 

Viewers  of  KLOR  in  Portland,  Ore. 

don't  have  to  consult  their  program 
guides  to  find  out  what  they  can  watch 
on  Channel  12.  All  they  need  do  is 

watch  the  "KLOR  Hand  Wagon  Bus." 
The  station  has  made  arrangements 

with  the  transportation  compam  in  the 

Specially    painted    bus    plugs    KLOR    tv    shows 

city  to  turn  one  of  their  buses  into  a 

rolling  programing  reminder.  A  regu- 
lar commuter  bus.  painted  light  blue 

and  red,  carries  the  station's  call  let- 
ters  plus  cards   promoting   individual 

shows. 
*  *        * 

The  United  States  Brewers  Founda- 

tion has  formed  a  council  to  "assure 
continuance  of  the  highest  standards 

of  advertising  among  beer  companies'' 
by  reviewing  commercials  that  are  ob- 

jected to  on  the  grounds  that  they  are 

detrimental  to  the  industry   at  large. 
The  panel  was  formed  to  safeguard 

the  standards  of  the  advertisements 
over  air  media  as  well  as  those  in 

print.  Primarily  an  advisors  group, 
it  will  strive  to  persuade  brewers  to 

modify    advertisement-    the\     consider 

"inconsistent  with  the  public  interest. •  *        * 

KIRO,  Seattle,  actualh  rent-  floor 
space  in  a  variety  of  retail  outlets  and 
guarantees  the  advertiser  that  he  will 

get  all  the  merchandising  support  he  is 

promised,  according  to  KIRO  spokes- 
men. 

When  an  advertiser  contracts  with 
the  station  for  a  certain  minimum 

amount  of  time,  he  is  guaranteed  dis- 
plavs  in  65  super  markets  as  well  as 
other  merchandising  aids  in  stores  and 

newspaper  tie-in  advertisements.  *  *  * 
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IOWA 

wianac 
SERIES      1 

BIG  RESULTS  FROM  CHICKEN  FEED 

Iowa  Farmers  call  their  egg  sale  receipts  "chicken  feed"  but  this  income  alone  excee 
the  value  of  California's  citrus  crop. 

WOI-TV  gets  big  results  from  "chicken  feed"  too.  Lowest  cost  per  thousand,  highe 
Telepulse,  maximum  power  and  coverage  add  up  to  Channel  5  dominance  in  Centrt 
Iowa. 

IOWA     STATE     COLLEGE 

WOI-TV 
AMES-DES   MDINES 

CHANNEL  5 

100,000  WATTS 

CBS       ABC       DUMDNT 

REPRESENTED   BY 



BEKINS  ON  RADIO  AND  TV 

(Continued  from  jxige  37  i 

est  number  of  'average'  people  so  that 
they  will  connect  Bekins  with  moving 

or  storing  at  the  right  time." 

The  company's  strategy:  Bekins  puts 
64%  of  its  budget  into  radio  and  t\. 

mainly  program  sponsorship,  in  order 
to  promote  its  service.  Bekins  himsell 

guides  the  company's  advertising 
I  through  Brooks  Advertising  Agency 

in  Los  Angeles  I  with  the  following 

philosophy:  "The  sponsor  owes  it  to 
his  audience  to  entertain  them  as  well 

as  to  impress  them  with  his  commer- 

cial message,  and  so,  wherever  possi- 

ble. Bekins  sponsors  programs." 

\  rmther  2V '<  of  the  budget  goes 
into  newspaper  advertising,  12';  for 
direct  mail. 

Bekins  is  currently  sponsoring  two 
different  radio  programs  on  a  25-sta- 

tion  lineup  covering  California,  the 
Pacific  North-  and  Southwest.  One 

program  is  Hollywood  Music  Hall,  a 

taped  half-hour  musical  show,  that  the 
firm  has  been  sponsoring  either  live  or 

taped  since  1947.  The  othei  is  the 
Frank  Goss  \ews  program  three  times 

weekl)  at  5:45  p.m.;  both  Bhows  are 
on  the  Columbia  Pacific  Radio  Net- 
work. 

In  Ma\  L954,  when  Al  Brooks,  agen- 
cy president  and  account  supervisoi 

for  Bekins,  bought  this  news  program, 

he  said:  "Testing  and  surveys  of  L6 
markets  showed  that  radio  delivers 

audience  at  a  lower  cost-per- 1,000  than 
television.  This  news  program  is  aired 
at  5:45  p.m.,  a  time  calculated  to  catch 
the  vast  number  of  Westerners  driving 
home  from  work  and  their  wives  who 

are  lor  ought  to  be)  busy  in  their 

kitchens  preparing  dinner." Since  October  J  954  Bekins  has  also 

been  sponsoring  Ken  Murray's  Where 
Were  You?,  a  syndicated  half-hour 

MCA-TV  package,  in  16  tv  markets. 
Bekins  bought  the  show  through  June 

and  expects  to  put  it  back  on  again  in 

fall.  Although  it's  been  on  tv  for  onl) 
eight  months,  Bekins  executives  saj 
that  the  show  has  paid  off  beyond  their 
expectations  in  ratings  and  tangible 
evidence  in  the  \\a\    of  mail  and  or- 

ders, as  well  a-  promises  from  man) 

\  iewers  t"  use  Bekins  "when  we 
move."  I  he  9how  gets  a  family-tj  pe 

audience,  therefore  fit-  into  Bekins' 

pattei  n  of  reai  hit  in)   "a>  ei 
people"  as  possible. 

From    time    to    time,    the     Brooks 

•  \   has  made  map-  or  booklet  offei  - 
ings  on  the  air  in  order  to  test  the  mail 
pull  ol   radio  and   le\e\  ision.     In   one 

test,  made  in  1950,  radio  pulled  12,   
requests  for  a  free  Household  Hints 
Booklet.  I  \  i  with  fewei  stations  > 

pulled  6,000. 
\l  Brooks  has  personally  handled 

the  Bekins  account  foi  \l',  m-.h-.  He 
frequently  discusses  strategy  and  spe- 

cific buys  with  Milo  Bekins,  who  super- 

vises all  advertising  for  the  firm.  How- 
ever, the  account  has  been  such  a 

steady  one  in  radio  and  t\.  thai  the 

stations  have  come  to  regard  Bekins 

as  an  advertiser  who  puts  on  audiem  e- 

getting  shows.    I  his  attitude,  c   bined 
a  itb  continuous  testing,   a-  counts   for 
the  radio  and  t\    ratings  Bekins  is  so 

happv     w  itb.      I  It's    interesting    to    note. 
incidentally,    that    the   average    Brooks 

f.     \ew  const ruction  permits' 

CITY    &.    STATE CALL 
LETTERS 

CHANNEL 
NO. 

DATE  OF   GRANT EHP    ikwl Visual 
Antenna 

(ft)--' 

STATIONS 

ON   AIR 

SETS  IN 

MARKETt 
(000) 

PERMITEE.     MANAGER.     RADIO     REP' 

TUCSON,  ARIZ. 

FORT  PIERCE,   FLA. 

RENO,   NEV. 

EPHRATA,  WASH. 

9 
19    Apr 

57.5 
190 

KOPO-TV 
KVOA-TV 

38,605 

19 
19    Apr 

17.8 

270 None 
NFA 4 

19    Apr 27.5 

-170 

KZTV 17,250 
43 4    May 

13.2 660 None 
NFA 

Tuc<on    Tv    Co. 

D.    E.    Ingram   &    Kathleen   Ingram,   owners 

Gene    T.    Dyer,    sole    owr.er 
Nevada   Telecstg    Corp. 
Robert    C.    Fish,      ole    owner,    pres 
A.    LaurwM    Tuma.    vp 
Basin    Tv    Co. 

idB    Brstg.    owner Thos.    C.    Bostic 

If.      \nr    applications 

CITY    4.    STATE 
CHANNEL 

NO. 

DATE 

FILED 
ERP   (kwl 

Visual 
Antenna 

ESTIMATED COST 
FSTIM  ATED 1ST  YEAR 

OP.   EXPENSE 

TV  STATIONS 
IN   MARKET 

APPLICANT.   AM   AFFILIATE 

MT.   HALEAKALA, 12 20  Apr 30 5910 
$80,000 $42,000 

MAUI,1    HAWAII 
CAGUAS,  PUERTO  RICO 11 20  Apr 

2.67 
1177 

$35,809 $60,000 

None 

None 

Maui    Pi  hi    Co     Ltd 

J.    Walter    Cameron,    pres 

Colonial     Ptstg     Corp. 

Ralph    Ptrc*    Perrv 

RflY   QPftRF DU  A    otUItt 

l  .   S.   stations   on   air 

129 

Mail. cts   covered 2«l 

I  .  S.  tv  sets  i  1  Apr.  '55 ' 
:t.-*.r,o  i.ooo 

1  .  S.  tv  homes   <  1  Apr.  '55 > 33,600,000 

22   Aprl 

AurmJ 
power    usually    Is    one  half    the    visual  \nlenni    height    above    average    terrain     (not 

the   number  .ted    u   being 

meii  ipproil- male.     SDala  from    N  a  ndlo 

station   whll  I  •    It    '• 

the   repi   of 

the  r»<Ho  lUUoni  In  Ihli  en  i  radio  itaUon  li  n   the  tv  grant).  NFA     N 
available    al  In    market. 

l.(l\  \     I  \       II  .  i  .lulu 
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Get  the  NEW 
STANDARD 

fou  '55 

have 

advertising  facts 
at  your  fingertips 

\\  hen  you  want  competitive  infor- 
mation about  the  leading  business 

firms  spending  95c  out  of  every  na- 
tional advertising  dollar  —  keep  the 

n.w  1955  STANDARD  ADVERTIS- 
ING REGISTER  handy! 

Here  you'll  find  14,000  leading 
advertisers  with  60,000  executives 
listed  by  title  —  the  advertising 
agency  handling  the  account  — 
amount  spent  —  extenl  <>f  distribu- 

tion—  over  15,000  brand  names! 
Lei  us  send  you  all  the  fads  about 

the  new  1955  "Red  Book".  A  line  "ii 
your  letterhead  will  bring  them  to 
you  by  return  mail. 
  The  Register  Contains   
The  Advertiser, 
Address. 
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THE  AGENCY  LIST 
Standard  tourc*  of  information 
about  3,000  U.S.  and  Canadian  od- 
ver  tiling  agencies  with  data  on 
their  recognition,  personnel,  and 
over  30,000  clients.  Issued  three 

limes  a  year  -  the  AGENCY  LIST 

is  part  of  STANDARD'S  complote 
service  or  may  be  purchased 
separately. 

Free Writ*     for     colored 
illuitraled       booklet 

?iving  full  information  about  th« 
TANDARD  ADVERTISING  REG- 

ISTER and  SuppUm.ntory  S»r- 

vic«l.    It'l    yourt    for    lh«    aiking. 

HATIOHAL  REGISTER  PUBLISHING  CO..  INC. 

130  West  42nd  St.  333  N.  Michigan  Ave. 
New  York  36.  N.  Y.         Chicago  1.  Illinois 

account  lias  been  with  the  agenc) 

slight!)   over  12  years.) 
\l  I! rooks  first  recommended  radio 

In  Bekins  in  1937.  The  company  ex- 

perimented with  an  announcement 
campaign  in  Los  Angeles,  San  Diego 
and  San  Francisco,  liked  the  results, 

kept  up  the  effort  until  October  1941. 
At  this  point  the  firm  switched  to  a 

program  buy,  Bill  Henry  News,  5:30- 
5:45  p.m.  on  CBS,  added  two  other 
markets  —  Fresno  and  Sacramento. 

News  programs  had  top  listenership 
<i\er  the  war  years.  Bekins  kept  the 
show  until  1948. 

Bekins  liked  radio,  wanted  to  ex- 
pand its  coverage.  In  1947  the  firm 

tried  out  a  half-hour  music  show, 
Hollywood  Music  Hall,  on  the  ABC 
\\  estern  Network,  and  originating  out 
of  KGO,  San  Francisco.  This  show 

brought  the  kind  of  response  Bekins 
was  looking  for.  The  firm  expanded 
the  orchestra  from  nine  to  22  men, 

moved  the  program  to  a  25-station 
CPRN  lineup  Tuesday  evenings. 

I  n  1 953  the  program  was  changed  to 

a  record  show  to  make  it  possible  for 
Bekins  to  fit  television  into  its  sched- 

ule. However,  the  program  continues 
on  the  air  between  My  Little  Margie 

and  the  Jack  Benny  repeat,  and  the 
client  is  satisfied  with  the  level  of  rat- 

ings it  maintains. 

It  actually  took  Bekins  six  years 
to  find  il~elf  in  television.  Bekins 

took  the  plunge  into  tv  with  its  two- 
hour  sponsorship  of  the  Pasadena 

Rose  Parade  on  New  Year's  Day  1948, 
over  KTTV,  Los  Angeles.  It  was  a 

one-shot,  of  course,  and  Bekins  felt  it 
was  too  early  in  tv  history  to  follow  it 

up  with  regular  programing.  Two 

years  later,  the  firm  sponsored  a  Sun- 
da\  afternoon  show,  At  Home  With 

the  Harmons.  2:00-2:30  p.m.  over 
kill -TV.  then  KFI-TV.  A  year  on  the 

show  ;it  the  time  indicated  that  day- 
time  t\  audiences  in  the  area  were  still 

too  meager  to  1 1 1  - 1  i  I  \  the  i  .  i~t.  Bekins 
pulled  out  <>f  t\  for  close  to  two  vears. 

In  fall  1953,  Bekins  put  The  Holly- 
wood Music  Hull  on  live  over  KTLA, 

Los  Vngeles,  showed  kines  in  15  other 
markets,  Bekins  ii  ied  the  foi  trial  as  a 

half-hour  t\  show  through  \Ia\  1').51. 
hut  found  thai  the  same  show  deli\  ercd 

;it  a  cheaper  cost-per-1,000  < >\  <-r  radio. 
It  wasn't  until  October  1954,  when  the 
lii  iii  bought  U  here  Were  You?,  the 
half-hour  Ken  Miwi.ix  film,  that  Be- 

kins fell  it  had  found  it-  niche  in  tele- 
\  ision. 

\l  Brooks  feels  that  there  are  sev- 
eral reasons  wh\  the  Ken  Murray  show 

is  pulling  better  ratings  than  the  music 
show  before  it.  Mainly,  says  he.  the 

program  has  a  broader  mass  appeal 
than  a  musical  program  has.  Further, 

the  fact  that  it's  on  film  gives  the 
agency  more  flexibility  in  placing  it, 
and  therefore  a  chance  to  get  better 
time  slots. 

Sometimes  Bekins  plugs  its  radio 
and  t\  shows  in  newspaper  ads  and 

direct  mail,  but  mostly  not.  The  firm 
figures  the  two  media  have  to  do  the 

job  themselves,  with  the  substantial 

help  being  given  by  many  of  the  sta- 
tions. In  fact,  the  agency  recently  sent 

around  a  query,  and  found  that  almost 

everj  station  carried  program  an- 
nouncements and  newspaper  ads  to 

promote  the  tv  program. 

Several  (KTTV,  Los  Angeles; 
KPTV.  Portland.  Ore.:  KPHO-TV, 
Phoenix:  KING-TV,  Seattle;  KMJ-TV, 

Fresno;  K I  DO-TV.  Boise;  KGO-TV, 
San  Francisco:  KFMB-TV,  San  Diego) 

reported  various  other  promotion  such 
as  ads  in  program  listings,  publicity 

mailings  to  local  newspapers.  Over 

and  above  these  promotions.  KTTV 

also  arranged  for  posters  on  the  sides 
of  the  Puritas  Water  Co.  trucks  in  Los 

Angeles,  not  to  mention  150.000  Puri- 
tas Water  bottle  labels  that  now  bear 

an  announcement  of  the  program.  Sta- 
tions KING-TV  and  KI DO-TV  sent 

out  special  mailings  announcing  the 

program,  and  KPHO-TV  plugged  the 
show  in  a  widely  distributed  house 
organ. 

Bekin's  1  «).">.">  budget  represents  a 

45%  increase  over  the  $375,000  bud- 
gel  in  1954.  Several  factors  contribute 

to  the  growing  emphasis  upon  adver- 

tising. Bekins'  leading  regional  com- 
petitor, the  Lyons  Van  &  Storage  Co., 

also  uses  the  air  media  for  advertising, 
though   to   a   lesser  extent.    This   firm 
also   uses  ,i   combination   "I   ai   mce- 
iiients  and   programing. 

Men',  however,  are  some  of  the  fac- 
tiMs  thai  contributed  to  greater  empha- 

-i-  upon  ;id\  eii  ising  in  the  indust]  \  as 
a  whole: 

There  are  perhaps  4,000  firms  today 

who  are  engaed  in  interstate  hauling, 

rhese  are,  "I  course,  rigidh  regulated 
by  the  Interstate  Commerce  Commis- 

sion. Some  19  uf  them,  ollicially  desig- 
nated as  Class  I  movers,  gross  more 

than  $200,000  a  year.  More  than  60% 
<d  the  1954  revenue  of  these  top  49 

was  accounted  for  b\    five  giant  com- 

122 SPONSOR 



The  direction—  of  any  film  is  a  complex  procedure  where  experience  plays  an  im- 

portant  part  in  obtaining  the  desired  effects.  And  so  it  is  in  the  film  processing  laboratory. 

At  Precision,  expert  guidance  through  each  phase  of)  the  processing  operation  assures 

producers,  cameramen  and  directors  the  finest  possible  results. 

All  of  which  leads  to  another  form  of  direction:  West  of  5th  Avenue  on  J>6th  Street  in  New 

York  to  Precision.  That's  the  right  direction  for  you  wherever  you  are  and  whatever  your 
film  processing  problem. 

In  everything  there  is  one  best  ...in  film  processing,  it's  Precision 
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Vllied  \  an  Line.-.  Inc.,  of 

.  iew,  111.     -  Million  gross  in 
\  ro  Mayflower  Transit  Co.  of 

Indianapolis  (830  million  gross  in 
1954);  North  American  Van  Lines  of 

Fort  Wayne;  tinted  Van  Lines  of  St. 

Louis  and  Greyvan  Storage,  Inc.  (sub- 

sidiary of  Greyhound  Bus  Lino1  of 
Chicago. 

Bekins  is  one  of  man)  regional  in- 

terstate moving  and  storage  com- 

panies. Founded  in  Los  Vngeles  in 

1895  with  six  horse-drawn  wagons  ami 

a  one-stor)  brick  building,  Bekins  to- 

daj  own-  1.000  vans  and  02  buildings. 

It  calls  itself  the  world".-  largest  inde- 
pendentl)  owned  moving  and  storage 

compan)  .  \l  one  time  it  had  been  an 

agent  of    >f  the  five  interstate  gi- 

ant- mentioned  above,  today  handle- 

it-  own  cross-continental  relaj   system. 

Since  movers,  like  railroads  and 

truckers,  are  a  highly  regulated  serv- 

ii  .■  industry,  they  are  not  allowed  b) 
the  I.C.C.  to  take  large  chunk  profits. 

In  fact,  the  industry's  over-all  operat- 
ing ratio  is  up  around  98.5%,  that  i-. 

<  \  ei  \  dollar  o!  revenue  represents  98.5 

cents  ol  expenses.  Because  of  this  fac- 
tor,   advertising     budgets    have     been 

traditionally  low  in  the  moving  busi- 

iii'--. 

In  1954.  for  example.  Allied  Van 

Lines  spent  8290.000  in  national  and 

consumer  magazines.  This  year,  be- 

cause of  heightened  competition,  the 

compan)  expects  to  spend  between 

$350,000  and  $375,000.  This,  despite 

the  fact  that  industry  sources  say  the 

telephone  directory  -till  accounts  for 

."  .  of  traceable  household  moving 

and   storage   business   for   most   firms. 

"  I  here  is  a  noticeable  increase  in 
the  use  of  radio  and  television  in  the 

household  good-  Him  ino  industi  \ ." 
-.i\-  James  C.  Council,  advertising  and 
-ale-  manager  of  Allied  Van  Lines. 
Allied  itself  doe-  not  use  network  ra- 

dio or  t\.  hut  its  agent-  use  spot  radio 

and  t\.  "I  he  increasing  use  typifies 

the  industry's  growing  enthusiasm  for 

tie  airwaves,"  says  Connell.  "So  far 

this  year  65  of  Allied  Van"-  640  agents 
are  using  -pot  t\.  compared  with  42 
hot  year.  Similarly.  122  agents  are 

buying  spot  radio,  as  against  70  in 

L954." 

Both  North  American  and  Aero 

Mayflower  use  network  radio;  May- 
flower spent  about  S  150.000  in  the  me- 

SOUTHWEST  VIRGINIA'S  l'lQ4tee/l  RADIO  STATION 

dium  la-t  year,  and  reportedly  spends 
at  the  same  rate  in  1955.  In  New  York, 

some  local  and  regional  movers  have 

used  spot  radio.  "Bud"  Brown,  ad 
manager  of  Neptune  Storage  Co.,  New 
York  I  which  calls  itself  one  of  the  two 

largest  individually  owned  moving 

companies,  comparable  to  Bekins  with 
it-  (leet  of  300  vans)  used  local  radio 

in  Westchester  about  three  years  ago. 

Neptune,  however,  doesn't  promote  lo- 
cal household  moving  toda\  :  use- 

newspapers  to  stress  commercial  mov- 

ing. Lincoln  Storage  and  Moving  Co. 

in  New  York,  continues  to  place  three 
or  more  commercials  weekly  on 

WQXR,  New  York,  as  thev  have  done 
for   the   past   eight   years. 

It's  not  surprising,  however,  that  the 
two  top  West  Coast  outfits.  Bekins  and 

it-  competitor,  are  far  more  aggressive 

in  their  advertising.  In  1954  Cali- 
fornia ranked  No.  One  among  the  48 

-l. iles  for  the  number  of  interstate 

moves,  both  into  and  out  of  the  slate. 

Industry  research  shows  that  com- 

petition for  inter-state  and  long-dis- 
tance moving  business  has  increased 

since  World  War  II  for  several  rea- 

sons : 1.  Decentralization  of  industries 

into  less  sensitive  areas — This  has 
meant  a  boom  in  the  Far  West  and 

Southwest,  particularly.  Four  out  of 

10  moves  last  year  occurred  because  of 

job  change-  within  the  same  company. 
Three  out  of  10  interstate  moves  re- 

sulted from  change  of  jobs  to  different 

companies.  Furthermore,  the  people 

whore  moving  around  these  da\s  are 

not  migrator)  workers,  but  middle- 
class  persons,  imminentl)  qualified  for 

pa\  in»  the  SSI!!. 21  average  cost  of  the 

532-mile  average  move.  Eight  out  of 

10  interstate  moves  last  year  were 

made  hv  proprietors,  salesmen,  busi- 
ness officials  and   professional   people. 

2.  Decline  in  government  husinc-s 

— Just  a  few  years  ago.  whenever  a 
G.I.  was  transferred  from  one  base  to 

another,  I  ncle  Sam  sent  along  his  lani- 

dv  and  household  goods  at  govern- 

menl    expense    to    keep    up    his    morale. 
I  he  Eisenhower  administration  cut 

this  program  considerably,  l>\  raising 

the  requirements  for  getting  your  fam- 
dv  moved  on  I  ncle  Sam  s  expense  ai  - 

<  ount.  I  his  has  heightened  the  com- 

petition among  the  big  boys  for  the 
civ  ilian  business. 

\  l<>t  ol  the  interstate  hauler-  have 

fell   the  pinch   I  nun  I  he  gov  ei  ninent  cut 

I'.n  k.  \llied  has  2o' ,  of  its  traffic  in 

military    business.     For   the    la-i    four 
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The  Original 

ALAN  FREED 

PARTY 

Radio  Program  Avail- 
able to  Advertisers  and 

Stations — 5  One  Hour 

Shows  Weekly  —  A 
200%  rating  increase  in 

6  months  on  New 

York's  WINS  — 

Alan  Freed's  Rock  'N 

Roll  Partv  currently 

building  phenomenal 

audiences  in  Baltimore, 

Kansas  City,  St.  Louis 

and  many  other  mar- 
kets. 

/  01    I', n  tit  itltirs  — 

w.  b.  GRA
HAM 
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years,  its  traffic  has  been  21  to  2<> 

government-paid.  North   \merican  used 

to  can\     I")',     military,    now    has   only 

compliments  of  I  ncle  Sam.  Some 
of  the  smaller   outfits,  oddly  enough, 

will  be  affected  even  more  drastically. 
Shortly    alter   \\  orld    War    II.   S   iil\ 

..I  New  Orleans  had  I'.i i' ,  governmenl 

hauls:  \tlas  carried  50',  military 
business. 

These  government  cutbacks  came  it 

a  time  when  operating  costs  have  been 

rising  continuously,  while  I.C.C. 

clamped  down  on  profits.  In  the  five 

years  prior  to  1953  Mayflower  and 

Greyvan  for  example  watched  their  net 
income  dwindle  though  the  gross  reve- 

nue spiraled  upwards.  In  May  1953 

I.C.C.  apprcned  a  7%  rate  increase, 
hut  the  Class  I  carriers  still  showed  an 

aggregate  net  profit  of  only  $1.3  mil- 

lion for  last  year's  $140  million  gross. 
Because  of  these  factors,  the  indus- 

try as  a  whole  has  been  pushing  up  it* 

advertising  appropriation.  *  *  * 

PROCTER  b  GAMBLE 

(Continued  from  page  33) 

circulation  the  company  wants.  This 

means  a  parting  of  the  ways  between 

P&G  and  daytime  t\.  the  theory  runs. 

With  at  least  one  of  these  points  the 

boys  on  the  eighth  floor  of  Cincin- 

nati's Gwynne  Building  are  in  agree- 
ment P&G  is  out  for  ratings.  Said 

Gail  Smith,  associate  manager  of  the 

advertising  production  division,  who 

directly  supervises  all  media  and  pro- 

graming activities:  '"Wen  alter  cir- 
culation. Thai  means  we  want  the 

best  ratings  we  can  get.    For  example. 
n  we  had  10  shows,  we  would  want 

them  to  rate  1 1  ran  one  to  10  at  the  lop 

of  the   heap.  ' But    as    to    ran     so-called    long-range 
media  aim,  Advertising  Production 

Division  Manager  A.  N.  Halverstadt 

points  out:  "At  P&G  there  is  no  such 
thing  as  one  media  philosophy   as  such. 

That  is  because  we  operate  on  the 

brand  pi  inciple.  Each  of  our  brands 

has  il-  individual  operation,  its  indi- 
vidual marketing  and  advertising 

needs.  There  arc  as  inanv  media 

point-  nl  \  lew .  therefore,  a*  their  at e 

brands.  Naturally,  the  media  people 
ti\  to  serve  the  various  brands  the 

besl  the)  can  ami  bring  to  them  a  fund 

of  common  experience.     But  that  i-  as 

I. il     BS    il    goes.       W  e    do    not    have    gen- 

eral   ad\  ei  I  ising   principles   w  Inch   are 

absolutely  applicable  to  all  products." 
Halverstadt  explains  that  the  ad  bud- 

get for  each  brand  is  a  fixed  percent- 

age based  on  the  past  year's  volume and  estimated  volume  for  the  coming 

year.  The  products  which  bought 
nighttime  this  season,  he  maintains, 

simplv  had  the  extra  money  available 

for  expanded  tv  coverage,  and  since 

they  are  mostly  products  which  appeal 

to  a  wider  group  than  the  housewives, 

neded  nighttime  exposure.  One  of 

them,  Pin-It  Home  Permanent,  only 
went  national  toward  the  end  of  1954, 

and  entirely  "new"  money  was  invest- 
ed in  its  promotion. 

\\  bether  or  not  there  is  a  profound 

media  strategy  underl)  ing  moves  of  the 

100-man  plus  advertising  department, 

this  year's  nighttime  splurge  appears 
indeed  to  be  the  result  of  a  combina- 

tion of  rather  mundane  factors,  such 

as  specific  product  successes,  market- 
ing needs,  organizational  peculiarities, 

the  dynamics  of  the  competitive  situa- 
tion and  the  restricted  tv  scene.  It 

seems  to  represent  an  expansion  of 

the  need  for  advertising  rather  than  the 

beginning  of  a  major  shift  of  money 
out  of  daytime  tv  or  other  media. 

The  first,  and  foremost  factor  in  the 

move  to  nighttime,  is  the  ever-rising 
sales  curve.  Today  Procter  &  Gamble 

-lands  at  the  peak  of  a  108-year  ca- 
reer which  has  known  little  but  steady 

growth.  Alter  65  years  of  uninter- 

rupted dividend  payments,  the  com- 
pany s  consolidated  gross  sales  for  the 

fiscal  year  ending  30  June  1954 

equaled  $911,050,049,  more  than  dou- 
ble the  $424,349,000  of  its  nearest 

competitor,  Colgate-Palmolive  Co.  This 

year's  volume  ma)  possibl)  put  P&G 
into  the  billion-dollar  company  ranks. 

The  significance  for  television  of 
this  continued  growth  is  clear.  Since 

P&G's  advertising  budgets  always  rise 
with  sales,  there  should  be  an  increas- 

ing supply  of  ad  funds  in  the  near 
future.  vnd  since  the  company  s  allo- 

cations to  tv  is  roughly  two-thirds,  the 
total  tv  budget  should  wax  in  propor- 

tion. Soap,  it  should  be  remembered, 

i-  the  most  universal  of  commodities. 

The  companies  seek  the  largest  possi- 

ble tonnage.  This  requires  great  vol- 

umes of  adveili-ing  to  the  largest  pos- 

sible  audiences.  Maximum  circulation 

and    high    ad    frequency    aie   the    aims: 

and  foi  thi-  it-  major  medium  is  tv . 

Continued  expansion  in  the  use  of 
television  seems  certain  as  new  brands 
vie  with  old  and  with  those  of  outside 

competitors   for   prime   tv    time.     This 
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El  Paso 
population  jumps 

16%  since  1950 

A  booming  market  means  boom- 

ing sales!  And  El  Paso  is  boom- 
ing ...  in  population  ...  in 

business  ...  in  sales. 

And,  in  El  Paso,  KROD-TV's  popu- 
larity is  booming,  too  .  .  .  with 

the  top  CBS,  ABC  and  DuMont 

network  shows  and  consistently 

good   local   programming. 

Ask  your  Branham  man  .  .  .  about 

El    Paso   .  .  .  about    KROD-TV. 

KROD-TV 
CHANNEL  4 

EL  PASO  texas 
CBS      DUMONT  -   ABC 

ANIMATED  with  KROD-600  kc    <5000w  )f 
Ov,ned  6  Operated  by  E!  Paso  Times,  Inc 

Rep.  Nationally  by  the  BRANHAM  COMPANY 

IN    EVANSVILLE    INDIANA 
WISE 
BUYERS 
CHOOSE 

Complete  Coverage  WEHT  covers  ALL 
ot  the  rich  Indiana,  Illinois,  Kentucky 
Tn   State. 

Unduplicatcd  CBS-TV  Coverage 

Fringe  area  VHF  reception  of  other  sta- 
tions   docs    NOT    include    CBS    network. 

Realistic  Rates  WEHT  s  realistic  cost 

per  thousand,  has  budget-minded  accounts 
parlaying   smart    buys   into   sales   every   day. 

Represented    by 

MEEKER  TV,  INC.  — ADAM  YOUNG 

ST.    LOUIS 

CHANNEL       50 

was  essentiall)  the  problem  as  1954 

was  drawing  to  an  end— the  question 

was  how  to  get  quickl)  into  more 

likely-looking  shows  that  promised  to 

deliver  large  audiences. 

'flu'  shots  scorch:  Finding  the  new 

program  was  the  job  of  Procter  
& 

Gamble    Productions,    Inc.,   a   subsidi- 

ar\  established  '"  >•'" »  <'  tht>  radio-tv 

needs  ol  the  various  brands.  As  an  
in- 

dependent legal  entity,  P&G  Produo- 

tions  signs  contracts,  buys  and  sel
ls 

broadcast  properties.  coordinates 
 the 

work  of  the  seven  agencies  handling 

the  brands,  supervises  the  shows 
 and 

production  of  commercials.  Its  tv
  head 

is  William  Craig,  its  radio  chief
  Wil- 

liam Ramsey.  Both  are  known  strictly 

as  "Bill"  in  the  trade.  They  have 

seven  lieutenants  between  them. 

When  Bill  Craig.  Gail  Smith  and
 

media  director  Paul  Huth  came  to  New 

York  last  fall  to  hunt  for  tv  show
s, 

the)  were  representing  a  group  of  spe-
 

ific  brands:  Blue  Cheer,  a  washda) 

detergent;  I. ill  Home  Permanent;  P
rell 

Shampoo;  Pin-It  Home  Perm
anent: 

Gleem    Toothpaste;    Spic    &    Span,    a 

cleanser  for  woodwork  and  walls. 

\\  dai  complicated  their  problem  was 

thai  simultaneous!)  the  brand  mana-
 

gers of  all  these  products  wee  pressing 

foj  good  t\  exposure. 

Note  that  lour  out  of  the  six  prod- 

ucts listed  fall  into  the  toilet  goods 

category,  which  arc  sold  to  teenag
e-. 

i  areei  girls  and  working  mothers  as 

well  as  the  housewife  who  is  home  in 

the  afternoon,  for  this  group  the  de- 

mand for  evening  time  was  inc-  apa- 

ble.  However,  the  two  P&G  shows  then 

running  at  night  were  carrying  their 

l„||  h, and  complements.  Gleem  was, 

in  fact,  ahead)  sharing  The  Loretta 

)  oung  Show  with  Tide,  which  could 

hardl)  be  expected  to  move  out  entire- 

|\ .  Nor  was  there  an)  i   n  Fire- 
side Tlictttcr.  which  was  carr)  in-  Ivor) 

Bar.  <  !i  isco  and  Spic  v\  Span. 

New  vehicles  were  therefore  the  onl) 

solution.  Gleam  latched  on  to  Jackie 

i  Reason,  Prell  got  1  Ins  Is  )  our  Life, 

I  ih  copped  /  Lot  e  Lucy .  Pin-It  landed 
I  oppei .  Spic  &  Span,  a  product  w  ith 
relativel)  low  frequenc)  ol  pun  hase 

which  apparentl)  doc-  not  need  the 
same  Frequenc)  ol  exposure  as  the 

lica\  \  -dut)  soaps,  hitched  an  occasion- 
al ride  on  The  Jackie  Gleason  Show. 

The    major   chunk-    ol    l\     time    went 

to  <  heer,  which  a  I'M !  spokesman 
proudl)  claim-  to  I"-  number  two  in 
the   detergent    field,    right    behind   the 

company's  own  Tide.  (Nighttime  has 
become  important  to  volume  washda) 

soaps  as  well  as  to  toilet  products. 
Paul  Huth  told  sponsor,  because  of  the 

need  to  reach  all  homes,  including 

those  of  working  women. )  The  brand 

i-  sponsoring  two  shows:  The  Lineup 

and  My  Favorite  Husband. 
After  speaking  at  length  with  the 

men  most  directly  involved  in  the  pur- 
chase of  these  shows,  Gail  Smith  and 

Bill  Craig,  sponsor  has  the  impres- 
sion  that  the  final  schedule  is  the  re- 

sult as  much  of  accident  as  design.  It 

is  doubtful  that  there  was  any  blue- 

print to  begin  with. 

As  Gail  Smith  put  it:  "We  were  after 
circulation."  and  he  emphasized  the 
point  with  a  wave  of  his  omnipresent 
slide-rule. 

The  danger  of  attempting  to  read  a 

carefullv  planned  media  campaign  into 

the  present  nighttime  schedule  is  indi- 
cated by  the  strong  possibility  that  the 

P&G  lineup  will  look  substantially  dif- 
ferent next  season. 

For  example,  the  Jackie  Gleason  deal 
was  strictly  for  the  short  haul,  since 

the  show  i-  changing  format  and  going 

under  Buick  sponsorship  in  the  fall. 

Gleem  and  Spic  ̂   Span  will  have  to 
seek  elsewhere. 

Pin-it.  now  sponsoring  Topper,  will 
have  to  seek  elsewhere  if  CBS  TV 

agrees  with  alternate  sponsor  R.  J. 

Reynolds'  desire  to  substitute  the 
Micke)    Spillane  series. 

The  home  permanent,  incidentally, 

got  its  first  1955  exposure  \ia  a  two- 

month  ride  on  ( 'aesar's  Hour,  NBC  TV. 
It  is  common  knowledge,  too.  that 

all  is  not  well  with  1/v  Favorite  Hus- 
band CBS  T\  .  which  has  not  been  able 

to  get  beyond  the  middle  twenties  in 

"Now  don't  tell  me  you  stayed 

home  to  listen  to  KRIZ  Phoenix, 

too?" 
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In  New  England . . . 

TAP  A  ONE  BILLION  DOLLAR 

SUMMER  MARKET 

on 

WBZ+WBZA 

This  summer,  four  to  five  million 

people  will  spend  their  vacations  trav- 

eling through  New  England's  six  great 
states.  They'll  spend  about  one  billion 
dollars.  And  67%  of  these  people  will 
be  New  Englanders. 

In  addition  to  this  vacation  travel, 
New  Englanders  take  to  the  road 

most  every  weekend  during  the  sum- 
mer. Cape  Cod,  the  White  Mountains, 

the  beautiful  Berkshires,  5000  inland 
lakes  and  2500  miles  of  ocean  coast- 

line make  New  England  a  real  sum- 
mer paradise  within  easy  reach  of 

New  Englanders  everywhere. 

There's  only  one  media  that  can 
reach  'em  wherever  they  go  Radio. 
And  the  only  radio  voice  that  can 

reach  'em  anyplace  in  New  England 
is  WBZ+WBZA.  Special  summer  pro- 

gramming, plus  hard-hitting  audience 
promotion  plans,  will  mean  big  sum- 

mer audiences  for  WBZ+WBZA  ad- 
vertisers. Get  the  complete  summer 

story  from  Bill  Williamson,  WBZ+ 
WBZA  Sales  Manager  at  ALgonquin 
4-5670  or  Eldon  Campbell,  WBC  Na- 

tional Sales  Manager,  PLaza  1-2700, 
New  York. 

WBZ  +  WBZA 

BOSTON  +  SPRINGFIELD 

51,000   Watts 

WESTINGHOUSE    BROADCASTING    COMPANY,    INC. 

WBZ  •  WBZA  •  WBZ-TV,  Boston ;  KVW  •  WPTZ,  Philadelphia . 
KDKA  •   KDKA-TV,  Pittsburgh ;  WOWO,  Fort  Wayne; 

KEX,  Portland:  KPIX,  San   Francisco 

KIMX  represented  by  The  Katz  Agency.  In. 

All  other  WBC  stations  represented  by  Pkbe  &  Pi ■  i  I  Rfi    I  MC 

16  MAY   1955 
129 



FIRST 
PUEBLO 
COLORADO 

KKIV 
CHANNEL  11 

FIRST  m 
COLORADO 

SPRINGS,  TOO 
Cohering  Colorado  Springs  and  Pueblo 

for  CBS,  ABC,  and  DuMont 

television  networks 

NATIONAL  SALES  OFFICE 

KKTV,  PUEBLO,  COLORADO 

Represented  by  GEO.  P.  HOLLINGBERY 

there's  an AIMS  station 
in  the  market- 

it's  the  BEST 
INDEPENDENT! 

Boston WCOP New  Orleans        WTIX 
Cleveland WDOK New    York               WINS 
Dallas KLIF Omaha                   KOWH 
Denver KMYR Portland.Ore.             KXL 
Des    Moines KCBC San    Antonio             KITE 
Evanston ,     III. WNMP Son    Francisco           KYA 
Evansville  ,     Ind. WIKY Seattle                        KOL 
Houston KNUZ 

Springfield, Moss.  WTXL 
Indianapolis WXLW 

Stockton, Col.            KSTN 
Jackson/     Miss WJXN Syracuse                   WOLF 
Kansas    City WHB Tulsa                           KFMJ 
Huntington,    l.l. WGSM Wichita, Kan.           KWBB 
Louisville WKYW 

Worcester,Mass     WNEB 
Milwaukee WMIL 

Canada 

Calgary,    Alberta ,    Cana 
da                             CKXL 

New   Westminister,    B.C. CKNW 

Onjy  one        1  1 ^%%l      Membership in    each          /  fll 
V**& 

Mm  ml     by   invitation market          /  JV 
JJ;               only 

the  ratings  race.  A  possible  casualty 
here  could  send  Cheer  as  well  search- 

ing  anew. 
With  the  exception  of  the  Gleason 

program,  which  P&G  shares  every 
week  with  oilier  clients,  all  the  new 

I'M.  shows  are  alternate-week  sponsor- 
ships.  This  means  that  P&G  may  not 

necessaril)  have  first  call  on  a  time 

period  should  the  show  on  hand  prove 

unsatisfactory.  The  purchases,  in  other 

words,  do  not  necessarily  mean  that 
P&G  has  staked  out  franchises. 

\-  (me  timebuyer  close  to  the  sub- 

ject explains  it:  "These  buys  are  a 
recognition  by  P&G  that  it  is  no  longer 

I'n-sible  to  build  real  franchises  in  tv. 
I  lie  networks  as  is  well  known  are  in- 

sisting more  and  more  on  control  of 

lime  periods  and  shows.  Furthermore, 

it  is  no  longer  realistic  in  the  soap 
business  to  think  in  terms  of  estab- 

lished time  periods  tha!  deliver  lasting 

sponsor  identification  over  the  years, 

for  the  simple  reason  that  today  prod- 

uct life  is  short.  Sponsor  identifica- 

tion for  soaps — with  rare  exceptions — 

is  a  foolish  goal." 
The  flexible  character  of  the  pres- 

ent P&G  schedule  is  implied  in  the 
slated  views  of  Smith  and  Craig  on 

their  program  approach  this  season. 

For  a  company  that  had  lavished  so 
much  time  and  attention  on  its  own 

film  properties.  Fireside  Theater  and 

The  Loretta  Young  Show,  P&G  has 

changed  course  by  I  1  i  buying  into 

rather  than  helping  to  create  proper- 

ties, by  l2l  accepting  tv  \  chicle-  with- 
out the  direct  control  which  it  main- 

tains over  all  previous  shows.  Fur- 
thermore, it  could  not  be  said  that  an\ 

of  the  new  shows  bore  the  P&G  stamp 

as  did  those  already  going  for  the  com- 
pany. That  is.  none  of  them  are  in 

the  strict!)    feminine  appeal  category. 

Smith  and  Craig  had  In  agree  there 

is  no  program  philosophy  at  work,  no 

fixed  standards  which  saj  a  -how  has 

to  he  of  an)  specific  t\  pe.  The  concepl 
'  -  "He  o|  km,  Inn-  the  biggesl  possible 
lainiK  audience  without  concern  for 

pinpointing  the  women  who  are  P&G's 
customers.  II  I'M.  gets  the  home  at 
night,  ii   reasons  il  ha-  the  woman. 

I  hi-   mi-  lor  the  variet)  of  pro- 

gram content.  It  accounts  for  the  ap- 

pear     i.i    /  /,,■   I. in, -up.   a   detective 
-how.  on  the  I'M  .  to-iei .  Vlthough  the 
program  rates  well,  somehow  it  does 
mil  seem  what  one  woulil  expect  to 
find  P&G  sponsoring,  especial!)  with 

a  washda)  product  like  <  hen.  Bui  ap- 

i  mi  e-  an-  decen  ing.     I  he  -how   i- 

opposite  the  NBC  fights  on  Friday 

nights,  gets  a  good  female  audience  ac- 
cording to  Pulse. 

To  say  that  the  1954-55  schedule 
does  not  necessarily  represent  a  fixed 

pattern  is  not  to  suggest  that  P&G's 
heavy  wooing  of  nighttime  tv  is  a 

short-term  romance.  On  the  contrary, 
the  indications  are  that  P&G  is  here  to 

-ta\  as  a  major  evening  advertiser. 

Actually  next  season's  schedule  mav  be 

even  heavier  that  this  year's. 
Do  not  be  surprised,  moreover,  to 

find  ABC  TV  emerging  as  a  serious 

contender  for  P&G  billings.  ( Negotia- 

tions have  been  under  way  for  some 

time,  though  no  deals  seemed  to  have 
been  set  at  presstime.) 

P&G  vs.  PAG:  Behind  the  growing 

demands  of  P&G  product  men  for  more 
tv  vehicles  lie  two  basic  trends:  the 

creation  of  new  brands  in  the  soap 

field;  the  expansion  of  the  non-soap 

product  divisions. 
"Our  business  is  a  business  that 

never  stops  going  ahead,"  the  company 
endlessly  tells  its  23,000  employees  and 
49.000  stockholders.  The  essence  of 

the  soap  advertiser's  problem  is  the 
over-powering  reality  of  product 
change.  It  is  hut  eight  years  ago  that 
the  first  effective  heavy  duty  detergent, 

Tide,  wa-  introduced  nationally.  Yet 

today,  total  detergent  sales  are  greater 
than  those  ol  washda)  soaps;  soap 

volume  fell  10-159?  again  last  \ear, 

while  detergent  sales  continued  to 
mount. 

In  P&G's  case  the  transition  can  be 

symbolized  by  Duz.  Remember  when 

the  slogan  "Duz  doe-  everything"  was 

" — no  need  to  worry  about  juvenile 

delinquency,  Dad — I  listen  to  KRIZ 

Phoenix  all  day  long." 

RADIO  GROUP 



ANNOUNCING 
1955  EDITION  OF 

TELEVISION 
DICTIONARY/HANDBOOK 

FOR  SPONSORS 

'1000  more  definitions  than 
ever  before — 2200  in  all! 

'All  the  new  color  tv  terms. 

'Special    sections   covering 
painting  technique,  art  work,  tv  moving  displays. 

"A  Complete  Education  in  Television 

for    Only    $2." 
The  2200  television  terms  defined  in 

the  brand-new  edition  of  Television 

Dictionary/Handbook  graphically  measures 

tv's   phenomenal   growth.     The  first  TV 
Dictionary  published  in  1950  contained 

only  300  term-. 

Compiled    by    Herbert    True    of    Notre    Dame 

University — in  consultation  with  37  tv 

experts  —  the  1955  Dictionary  is  a  "must" 
for  any  professional  associated  with  any 

part  of  the  television  industry! 

Xo  more  wondering  what  the  other  fellow's 
talking  about.    No  more   grasping  for  the 

right  word  in  your  letters!    Your  conversation 

and  correspondence  take  on  new  sparkle, 
new  authoritativeness. 

First    Editions   Sold    Out   Completely 

The  1951  and  195.'!  editions  sold  out  almost 
immediately.    The  same   will   no  doubt  hold 

true  of  the   1955  edition — only  quicker.    Don't 
be  disappointed.    Send   for  your  copy  today! 

«& 
TELEVISION 

DICTIONARY/  HANDBOOK 

* 
FOR  SPONSORS 

I 

CONTRIBUTORS  AND 

CONSULTANTS 

DR.CHARLESALLEN.lt    of  Journalism. 
!'  .    Bvanston,   III. 

JOHN    W.   ANDERSON.    Fiber  Glass   Corp.,    New    York 

BILL    BALLINGER.    Tv    Prod..   Campbell-Ewald,    New    Tort 

BOB    8ANNER.    Dil  .    1  ml    Waring  Tv   Show.   CHS   TV.    New   York 

GEORGE    M.    BENSON.    Dir     Bales    &    Research.    Tv    Workshoo. 
Ford  Foundation.   New   York 

RALPH    S.    BING.   Ralph  Bing  Co..  Cleveland 

JAMES     M.     BOERST.     Publisher,     Executives     Radlo-Tv    Service. 
n  ant,   N  I 

WM.    J.     BREWER.     I:  .\      lv    Dlr.,    R.    J.    Polls.    Calkins    & 

Holder),    Kansas    I 

FRANK    BURKE.    Editor.   Kadlo  &  Tv   Dally,    New   York 

EDDIE    DAVID.    Prod. -Dir.,   Ziv  TV  Programs.    L<,s   Angeles 

HARRY    DIETER,   Tv  Mgi       i  Cone  &  Beldlng.  Chicago 

ORRIN    E.   DUNLAP   JR..   V  P  .   Radio  Corp.  of  Amer.,   New  York 

HUDSON    FAUSSETT.   Dir.   Armstrong  Theatre.  NBC  TV.   NY. 

WM.    D.    FISHER.   VI',  Gardner  Advertising;,    St.   Louis 

DON    FORBES.   Mgr.   Studio  Prograi.  I    s  Angeles 

MAURY    FRINK.    Pres      Prink   Film   Studios.   Elkart 

NORM    GRANT.    Scenic  Dlr.,   NBC  TV.   New   York 

KEITH    GUNTHER.    Prod. -Dlr.,    KSD-TV.   Kansas   City 

R.   B.    HANNA.   Mgr.,   WRGB  TV,   Schenectady 

SHERMAN    K.    HEADLEY.    Asst.    Mgr.    WCCO.    Minneapolis 

GEORGE    HEINEMANN.    Dir     Tv    Pro*.,    NBC   TV.    Chicago 

BERNARD    HOWARD,    Academy   Film    Prod..    Chicago 

DOUG    JOHNSON.    Author,   TV    Writer,    CBS   TV.    NBC   TV,   NY 

BILL    LADISH.    Prod.    Dir  ,    WDAFTV.    Kansas    City 

ROBERT    L.    S.    LEEDY.   Asst.    Adv.    Mgr.,   Communications   Prods. 
hit,    Du    Mont   Labs.   Clifton.    N.I 

CHESTER   MacCRACKEN.   V  P    It.         I       I 'herty.  Clifford.  Steers 
a    Shenfli  i  ;     New 

DON    McCLURE.  Sale     Mgr.,   Bonded  Tv  Film  Service.  New  York 

HARRY    McMAHAN.   V  P.   Charge   Italic) Tt   Commercials.    U 
i       kson     New    York 

RAY    MERCER.    It,.      Mel  Prodns.,   Hollywood 

HOWARD    NEUMANN,   Tv   Dir  ,   Lowe   Itunkle.   Oklahoma  City 

BERNARD     F.    OSBAHR.    Editor.    Tele-Tech    &     Eli    Ironic    Indus- 
tries,   New    Yolk 

LEE    RUWITCH.    V   P.    &    Gen     Mgr.,    WTV.I,    Miami 

DR.    DIK    TWEDT.    Research    Supvr.,    Needham,    Louis    &    Brorby. 

■  I  I  ago 

WALTER    WARE.    Scheldelcr,    Beck    &    Werner.    New    York 

JACK    WEBB.   Tv   A.Mr:   Prod.   Dragnet,    Mark   VII    Piodns .,    Hywd 

ADRIAN    WEISS.   Louis   Weiss   &   Co.,    I         I 

BEULAH    ZACHARY.    Prod.,    Kukla.    Iran    &    Ollic.    NBC  TV.    Chl. 

CO    >
~ 

LLJ 

!■■■■■    Order    Now    m   We'll    Bill    You    Later     m    ■ 

Please  send  copies  of  TV  Dictionary/Handbmk  as  checked  below: 

□    1-9  copies — $2   each  □    10-49  copies — $1.50  each 50  or  more — $1.25  ea. 

N'inu 
I 

oo  55 

oo 
C73 
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^  ompany 

A  si  dress   
City 

□    Payment  enclosed 

Zone 

□    Bill  me   later 

Bill  company 

131 



BEATS 'EMALL 

(AGAIN) 
According  to 

March  1-7 
Te/epuJse, 

KTVH   has 
15  of  fop 

75  weekly 

and  9  of  10 

fop  multi- weekly  shows 

KTVH 
HUTCHINSON VHF 

240,000 
 ^"^^ watts      CBS  BASIC 

CHANNEL 

DUMONT 12 

Represented  Notionolly  by  H-R  Representatives,   Inc. 

KTVH,  pioneer  .station  in  rich  Central 
Kansas,  serves  more  than  14  important 
communities  besides  Wichita.  Main 
office  and  studios  in  Hutchinson;  office 
and  studio  in  Wichita  (Hotel  Lassen). 
Howard  0.  Peterson,  General  Manager, 

Quad-City 
Employment 

is  up  and  Steady! 

Employment  at  the  large  farm  Im- 
plement plants  and  at  some  300 

other  factories  is  keeping  pace 

with  increased  production  sched- 

ules. Forecasts  of  a  busy  pros- 

perous 1955  in  the  Quad-Cities 
have  materialized  into  an  active 

buying  market  of  '//)  million  peo- 

ple. 
The  Quad-Cities  offer  you  a  good 

marketing  opportunity.  WHBF  is 

"The  Quad-Cities'   Favorite ". 

CBS  FOR  THE 

whbf  ;: 
TIIC0  WILDING,  ROCK  ISLAND,  ILLINOIS 

Rtprtiinltd  by  Avery-Knede I.  Inc 

"Windy"  invites  you  to  join  the  "Blue  Ribbon" 
list  of  advertisers  now  taking  advantage  of 

KTVH's  dominance  of  the  TV  audience 

in  the  rich  mid  Kansas  area.  Do  it  now — by 
contacting  a  KTVH  representative,  today! 

^►
4 

I 

heard  from  .",1-1  to  coast?  Today,  il 

shares  one  CBS  l\  -trial  with  Ivor) 
Flakes,  while  Tide  and  Cheei  gel  the 

big  nighttime  treatment. 
So  important  has  new  producl  de- 

velopmenl  become  in  the  destinies  "I 
tlu>  soap  companies,  Eor  example. 
Procter  &  Gamble  built  the  Miami 

Valley  Laboratories,  stalled  it  with  110 
graduate  chemists  and  engineers, 

equipped  il  with  the  latest  and  most 
advanced  tools  of  research.  How  much 

the  compan)  expects  to  learn  on  the 
new  laboratories  is  dear  from  Board 

Chairman  Hit  hard  I!.  Deupree's  em- 
phasis  on  the  importance  of  product 
de\  elopment : 

"I  don't  know  how  many  of  us 
realize  the  constant  change  that  is 

going  on  in  brands  on  the  market. 
Better  than  half  of  the  business  of  the 

company  in  household  products  today 
is  in  brands  that  were  not  even  on  the 
market   10  years  ago. 

"Some  of  our  newer  brands  such  as 
Tide.  Cheer  and  Gleem.  have  shown 

remarkable  strength,  hut  the  point  I 

am  trying  to  make  is  that  no  brand 
can  stand  still.  It  must  either  move 

ahead  or  drop  behind,  and  we  must 
always  be  alert  to  manufacture  brands 
that  continue  to  have  a  greater  appeal 

to   the   housewife." 
Clearly,  as  brands  come  and  go.  the 

advertising  patterns  employed  must 
change  accordingly. 

Perhaps  the  mosl  important  stimulus 
to  greater  brand  proliferation  is  the 

concepl  of  competing  brands  within 
the  P&G  family.  This  concept  arises. 

-a\  soap  experts,  out  of  these  market- 

ing   facior>: 
1.  The  almost  static  consumption 

level.  It  ma)  be  true  that  total  soap 
and  detergent  sales  I  excluding  hand 

soaps)  have  risen,  from  1,854,000,000 
II.-.  in  1909  to  3,959,000,000  lbs.  in 

1952.  But  the  population  has  also  in- 
:  reased,  from  90,700,000  to  157,000,- 

000.  The  pei  capita  use  figures  tell 

the  revealing  story.  In  L909  il  was 
19.2  lh>.  In  1919,  il  was  21.2.  B)  last 

year  il  had  onl)   risen  a  trifle  to  21.1. 
I  I111-  there  has  been  no  big  increase  in 

pei  capita  use  E01  ovei  a  generation. 
I  Figures  0  "in  I  be  \ssociation  "I 

\mci  ican  So  ip  and  <  llycerin  Pro- 
ducers, Inc.  I 

2.  (iron  th  (  ouk's  through  competi 

tive  advantage.    Leaving  aside  the  fac- 
tors  "I    population    increase,   you  can 

onl)    do   a    biggei    business    foi    youi 

I  1  and  b)   lui  ing  1  ustomei  -  awa)    From 
anothei   brand.    I  fhat's  the  inevitable 

consequence  of  the  per  capita  sales 

figure  noted  above.  1 
3.  There's  little  brand  loyalty.  Soap 

advertising  over  the  year-  has  condi- 
tioned the  American  woman  to  look 

for  new  developments.  She  is  a  born 

experimenter,  and  often  wonderful!) 
responsive  to  couponing.  Realistically, 

you  cannot  rel)  on  her  continued  prod- 
uct loyalty,  but  must  assume  that 

sooner  or  later  she  will  fall  for  the 
blandishments  of  a  competitor.  It 

might  as  well  be  your  brand,  therefore, 
that  she  succombs  to.  So  long  as  \ou 

are  "losing  business  to  yourself"  you arc   not   losing  patronage. 

4.  Any  one  brand  reaches  a  satura- 
tion point.  There  is  a  level  at  which 

additional  promotion  for  a  given  brand 

does  not  produce  a  sales  increase 
economically  enough.  You  may  then 
be  better  off  to  start  a  new  brand  from 

scratch.  It  may.  in  other  words,  be 

cheaper  to  obtain  the  same  volume 
increase  with  a  new  brand  that  starts 
from  zero  than  to  raise  sales  of  the 
established  brand  further. 

5.  Your  competitors  add  to  the 

pressure.  Naturally,  your  competitors 

are  subjects  to  the  same  marketing 
conditions  and  will  find  it  advisable  to 

appl)  similar  solutions.  In  the  end 
competition  simply  grows  more  fierce. 

I  rider  such  conditions,  the  aim  i. 

high  total  tonnage.  Here  is  how  it 

might  work  out  in  a  specific  instance. 

Let  us  say  that  in  a  given  market 

Colgate's  FAB  is  number  one.   P&G's 

I  ide     number     two.     Lever's     Rinso 
number  three,      \long  c   •-.   I'M;   with 
a  new  detergent.  Cheer,  which  it  pushes 

heavily.  Cheer  catches  on,  takes  cus- 
tomers  awa)    from  the  three  leaders. 

II  ma)  be  fourth  in  volume,  but  its 
-ale-  together  with  those  remaining  to 
I  ide  max  be  enough  to  give  the  parent 

outfit.  I'M;,  total  volume  leadership 
of  that  market. 

\n  actual  case  of  this  Und  might 
be  in  the  making  in  (lie  toothpaste  field. 

\i  the  present  time.  Colgate  leads 
nationally,  followed  b)  Gleem,  with 

Pepsodenl  probabl)  third.  I'M;  will 
shortl)  unleash  a  new  dentifrice  na- 
tionall)    which   is   now    being   market- 
teste  I     in     three    areas.      Since    it     i-    a 

THE  EASIEST  WAY 
TO  SELL  THE  BIG  NASHVILLE 

NEGRO  MARKET 
USE  ALL-NEGRO  STAFFED 

WSOK 
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In  the  Public  Interest... 

Lung  cancer  operation  in  Atlanta  performed  before  WSB-TV  viewers 

Monday  evening,  March  28,  thousands  of  South- 
erners sat  tense  before  their  teJevision  screens 

observing  the  surgical  removal  of  the  diseased 

lower  left  lobe  of  a  man's  lung. 
The  Fulton  County  Medical  Society  and  the 

American  Cancer  Society,  Georgia  Division, 
selected    WSB-TV   to   document   this   the   first 

"live"  television  account  of  a  local  operation 
for  a  lay  audience.  Purpose  of  the  program  was 
to  emphasize  the  importance  of  early  detection 
and  treatment  of  lung  cancer. 

When  adequate  and  professional  television 
assistance  is  required  by  local  interests  it  is 
worth  noting  that  their  first  choice  is  WSB-TV. 

The  great  Area  station  of  the  Southeast 
ATLANTA 

NBC    affiliate.    Represented    by    Retry.    Affiliated   with   The   Atlanta   Journal    and    Constitution. 
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uoride  i « . .  ►  l  h j » ii ~ 1 1 -  which  P&G  is  ex- 

po ted  I.'  push  ver)  hea\  il\  the  cop) 

platform  i-  very,  ver)  strong,  was 

sponsor's  impression  it  might,  along 
with  (ill-cm.  put  P&G  in  the  number 

one  volume  spot  in  various  markets. 

From  an  over-all  tonnage  stand- 

point. P&G  is  the  acknowledged  na- 
tional leadei  anion-  soap  companies. 

sponsor  has  an  informed  estimate  thai 

rates  it-  share  of  tin'  market  a-  high 

as  (>.")',  in  the  heavy-dut)  washing 

product  field. 

Bui  the  competition  never  sleeps,  and 
P&( .  .  annol  afford  to  sleep  cither.    As 

a  former  soap  man  puts  it:  "The  profil 
box    is   tin) .     You   can    gel    killed 

before  \  ou  know    it. 

I  he  soap  firms  keep  close  tabs  on 
each  other.  I  hev  like  to  play  cagy. 

1  ut  will  admil  when  pressed  that  each 

has  a  good  idea  what  tin-  other  is  do- 

ing, ever)  detail  of  broadcast  sched- 
ules, and  so  forth.  \nd  they  check 

salt's  using  the  same  source-  Nielsen 
I   I   and    Drug   Index. 

1  v  growth:  From  P&G's  Drug  Prod- 
ucts Division,  established  in  1934.  will 

come    man)     of    the    products    of    tv's 

in  population  and  45th  in  retail  sales 

k»"34,h 
t  IN  DRUG  STORE  SALES 

Drug  Store  sales  are  high  above  the 

national  average,  because  Phoenix  is 

a  health-and-beauty  conscious  city. 

Phoenicians  are  consistent  and  gener- 

ous purchasers  of  products  that  pro- 
mote health,  good  grooming,  comfort 

and  general  well-being. 

For  the  most  complete  and  economical 

coverage  of  this  profitable  market, 

fell  YOUR  sales  story  over  KPHO,  and 

KPHO-TV.  Judged  strictly  by  results, 

KPHO  and  KPHO-TV  can  be  your  big- 

gest sales-builders,  too! 
SOLD^ 

re.£*4tecl  most  effectively  
through 

KPHO-TV"' KPHO Channel  5 

First  in  Arizona  sine*  '49 

Dial  910  •  ABC  Basic 
Hi  Fidelity  Voice  of  Arizona 

WW 
AFFILIATED  WITH  BETTER  HOMES  *nd  GARDENS REPRESENTED  BY  KATZ 

future.  Board  Chairman  Richard 

Deupree,  summing  up  last  vear's  ex- 
perience, explains:  "In  our  Drug  Prod- ucts Division,  we  have  continued  to 

progress  and  have  been  particularlv 
fortunate  in  the  marketing  of  Gleem 

Toothpaste,  which  has  won  a  ver) 

good  acceptance  around  the  country. 
\\  e  have  ever)  reason  to  believe  that 

this  Drug  Products  Division  should 

continue  to  grow  and  assume  an  im- 
portant part  in  the  earnings  of  the compan) . 

Of  the  29  brands  now  nationall)  ad- 
vertised on  tv  and  radio,  seven  fall 

into  the  drug  or  toilet  iioods  cate<jor\. 
\nd  oi  -i\  under  market  test  at  the 

present  time,  two  belong  in  this  group. 

This  testifies  to  an  important  shift 

in  P&G  interest.  That  interest  is  doubt- 

less heightened  bv  the  fact  that  the 

profit  margin  for  a  toothpaste,  for  ex- 
ample, is  considerabl)  higher  than 

it  is  for  a  packaged  soap.  How  much 

of  present  companv   sales  is  represented 

hv  the  drug  division  is  kept  undei 

wraps  at  Cincinnati,  hut  there  is  no 

question  that  the  dollar  volume  is 
sizeable. 

How  iuuai  urate  is  the  view  that 

I'M.  is  just  a  soap  companv  is  revealed 
h\  the  lesser  known  fact  that  Crisco. 

alon»  with  other  shortenings,  accounts 

for  about   2.V,    of  all   P&G  earnings. 

According  to  well-informed  trade 
sources,  the  food  division,  too,  is  due 

for  expansion.  It  is  of  interest  that 

two  of  the  products  currentlv  under 
market  tesl  arc  in  this  division. 

Vnother  wav  of  seeing  the  import- 
ance ol  the  non-soaps  to  P&G  is  to  note 

thai    ol    the   -i\    le-t    products   onlv    two 

belong  in  the  soap  category.  I  he  cur- 
rent test  products  cited  to  sponsor  bv 

P&G  are  :  ill  Zest,  a  synthetic  deter- 

gent bar:  i2i  Dash,  a  controlled  suds- 
ing detergent  that  mav  be  the 

company's  answer  to  Monsanto's  Vll 
(Colgate  recentl)  launched  its  own 
sudless,  \|)i  :  i  3  i  FlulTo.  a  shortening; 
ili  \\  1 1 i 1 1,  a  liquid  shortening  ;  (5) 

Secret,  a  home  permanent:  (6)  Cresl 
a    fluoride    toothpaste. 

While  the  soap  and  food  divisions 
can  reasonahlv  be  expected  to  have  a 
housewife  orientation  to  a  considerable 

degree,  the  drug  items,  as  alread)  indi- 
cated, nalurallv  lean  toward  nighttime 

Iv  with  il-  wider  range  ol  women  cus- 
tomer,    in   addition,    P&G   has   found 

thai    soaps    and    I   Is,    tOO,    need    some 

nighttime  exposure.  \<\>\  the  t\  pres- 
sures  ol   competing   soap   clients   and 

i  Please  tut  n  i<>  \><i^<-   I  >  i  i 
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i  low  ̂ Tvciliable 

from    SPONSOR 
SERVICES    INC 

BOOKS 

1     ALL-MEDIA  EVALUATION  STUDY 
If).")    I'aijes 

$4 

This  book  gives  you  the  main  advantages  and 
drawbacks  of  oil  major  media  .  .  .  tips  on  when 
to  use  each  medium  .  .  .  yardsticks  for  choosing 

the  best  possible  medium  for  each  producl  . . .  ho"w 
top  advertisers  and  agencies  use  and  test  media 
.  .  .  plus  hundreds  of  other  media  plans,  sugges 
lions,  formulas  you  can  put  to  profitable  use. 

2     TV  DICTIONARY/HANDBOOK 
48  Pages 

$2 

The  brand-new  1955  edition  contains  2200  defini- 
tions of  television  terms  ...  1000  more  than  pre- 
vious edition.  Compiled  by  Herbert  True  of  Notre 

Dame  in  conjunction  with  37  other  tv  experts. 
TV  DICTIONARY/HANDBOOK  .,1s,,  contains 

a  separate  section  dealing  with  painting  tech- 
niques, artwork,  tv  moving  displays,  slides,  etc. 

3  BUYERS  GUIDE  FOR  STATION  PROGRAMING 

$2 

The  1955  GUIDE  gives  you,  in  one  handy  source. 

the  programing  profiles  of  radio  and  tv  sta- 

tions. In  addition,  you'll  find  separate  directories 
of  stations  specializing  in  classical  music  .  .  . 
after-midnight... folk  music. ..music  and  news... 
sports  ...  religious  . . .  farm  . . .  foreign  language 
.  . .   Mexican  . . .  American  . . .  Negro  . . .  film.  etc. 

REPRINTS 

4  HOW  DIFFERENT  RATING  SYSTEMS  VARY  IN 
THE  SAME  MARKET  15c 

Ward  Dorrell,  of  John  Blair  (station  reps), 
shows  researchers  can  be  as  far  as  2009?  apart  in 
local  ratings. 

ORDER  FORM 

SPONSOR  SERVICES 

40  East  49th  St. 

New  York  17,  N.  Y. 

Please  send  me  the 
SPONSOR  SERVICES 
encircled  by  number 
below: 

12  3  4  5  6 

7  8  9  10  11   12 

C!!\  ZOI 

n     Enclosed     is    my    payment    of    $ 

□     Send  bill  later. 

Quantity  Prices  Upon   Request 

12  SERVICES  TO  HELP  YOU 

MAKE  THE  MOST  OF 

RADIO  AND  TELEVISION ■ 

OPPORTUNITIES 

5     TIPS  ON  HOW  TO  MAKE  GOOD 
TV  COMMERCIALS  20c 

Anecdote-packed  article  on  how  to  gel  most  for 
least.  Aimed  at  beginners,  but  useful  for  vet- 

erans, too. 

6     WEEK-END  RADIO 
25< 

Listener 's-per-sel    increases   259!    on   the   week- 
end ;  out-of-home  listening  jumps  10' , 

7  NEGRO  RADIO  HAS  COME  OF  AGE       40c 

20  pages  of  facts  and  tips  on  how   to  use  Negro 
radio  successfully. 

8  HOW  IS  RADIO  DOING  IN  TV  MARKETS   20c 

Results  of  Politz  Study. 

9  HOW  6  BIG  SPOT  CLIENTS  USE  RADIO    20c 

Pall  Mall,  Esso,  Mennen,  shell.  American   Air 
lines,  Life. 

10  ALL-NIGHT  AUTORAMA  SELLS  300  CARS 20c 

Car  dealer  scores  by  adopting  charily  "telethon" idea  to  auto  sales. 

BOUND   VOLUMES 

11   VOLUME  FOR  YEAR  1954 

$15 

Every  information-packed  issue  of  spon  oi 
L954,   hound   in   sturdy   leatherette.     Indexed   for 

quids  reference,  bound  volumes  provide  you  with 

a  permanent  and  useful  guide. 

12   BINDERS 1_$4     2— $7 

I  lamly  hinders  pro\  ide  the  besl  way  to  keep  your 

tile  of  SPONSOK  intact  and  ready  to  us,'  at  all 
limes.  Made  of  hard-wearing  leatherette,  im- 

printed in  gold,  they'll  make  a  handsome  addi- 

t  ion  to  j  our  personal  reference  ' '  library . ' ' 
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seven  league 
boot  coverage 

=-&£$$&Q& 

■ne&vyg 

It  takes  a  giant  voice  to  cover  this  giant  land  .  .  .  the  rich 
105  counties  lying  between  Houston  .  .  .Waco  .  .  .  San  Angelo 
. .  .  Del  Rio  .  .  .  Brownsville. 

The  powerful  50,000  watt  daytime  voice  of  KENS  680  kc. 
dominates  this  vast  area  of  109,737  square  miles  and  its 

population  of  4,271,400  —  accounting  for  a  yearly  income  of 
nearly  $6  billion! 

With  CBS  and  top  local  programming,  the  accumulative 
audience  of  KENS  shows  first  or  in  photo-finish-for-first  place 
in  ALL  rated  time  segments  —  Pulse  ol  San  Antonio,  Nov,  1954 

136 

SAN    ANTONIO,  TEXAS 

Ask  FREE  &  PETERS,  Inc.  VT 
for  details.  <j/J 
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PROCTER  b  GAMBLE 

(Continued  from  page  133) 

those  of  other  clients  seeking  outlets 
in  the  crowded  tv  medium,  and  the 

problem  of  obtaining  good  shows  and 
time  slots  becomes  acute. 

Obviously,  P&G  must  gear  itself 

media-wise  for  the  new  product  era 
its  labs  are  helping  to  bring  about.  A 
network  source  sees  significance  in  the 

new  P&G  alternate  sponsorship.  "If 

the  shows  prove  successful."  he  says, 
"P&G  will  be  in  a  position  to  snap  them 
up  for  other  company  brands  when  and 

if  they  become  available." 
But  at  P&G  headquarters,  they  shake 

their  heads  at  such  speculation  and 

deny  that  there  is  anything  afoot  except 

the  day-to-day  moves  brought  about 

by  various  brand  efforts  to  get  maxi- 
mum circulation.  Company  executives 

admit  that  no  clear  pattern  has  yet 
emerged.  There  is  a  common  view  of 

P&G  as  an  all-wise  company  that  fol- 
lows a  meticulously  detailed  media 

plan    with    confidence    and    precision. 

•         ••••••• 

"Radio  is  sound  because  it  gets  results. 
Yes,  radio  gets  results  immediately, 
dramatically,  economically.  One  of  the 
more  revolutionary  changes  in  the  in- 

dustry which  has  occurred  during  the 
past  six  years,  is  the  decline  of  com- 

mercial network  radio  in  contrast  to  a 
phenomenal  increase  in  the  sale  of  time 
to   local   advertisers." 

JOHN  F.  MEAGHER 
Vice  President 

ISARTB,    Washington,   D.   C. 
•¥••¥••¥■*■¥■¥•¥■¥ 

But  like  most  companies,  P&G  has  not 
been  immune  to  the  shifting  tides  of  tv 

programing.  There  is  no  certainly  in 

Cincinnati  in  this  area  and  it  is  ap- 
parent that  there  is  divided  thinking 

on  programing  questions. 
In  the  scales,  too,  are  being  weighed 

the  relative  merits  of  nighttime  and 

daytime  tv,  network  and  spot  radio. 
Whether  the  company  will  ever  arrive 

at  a  programing  and  media  philosophy 
on  tv  as  consistent  as  its  daytime  serials 

on  radio,  no  one  can  say  now. 

In  the  meantime,  while  the  "shake- 

out"  years  perform  their  work  of 

selection,  the  company's  guiding  star 
remains  the  slide-rule.  Over  and  over 

again  you  hear  the  two-beat  refrain 
bouncing  oil  the  pale  walls  of  the 

simply-furnished  P&G  offices — "circu- 

lation" and  "frequency." 
These  are  the  cardinal  P&G  precepts. 

How  the  company  applies  them  to  its 
spot  and  daytime  network  operations 
will  be  dealt  with  in  the  articles  to 

follow.    *  *  * 

FEE  TV 

(Continued  from  puiie  '-V)  \ 

the  birth  of  fee  t\  will  be  anguish," 

Goetz  predicted.  "But  when  advertis- 
ers discover  it  is  not  as  bad  a-  it 

seemed  and  that  there  are  still  appar- 

ently quite  a  few  people  who  are  will- 
ing to  continue  watching  George  Gohel 

— in  other  words  thai  they  are  not  los- 
ing their  entire  audience  to  subscrip- 

tion tv — then  another  thing  will  hap- 
pen: the  sponsors  with  second  and 

third-rate  shows  will  begin  to  think 
very  seriously  about  improving  the 

quality  <>f  these  shows.  The  really  top- 
(lighl  entertainment  and  educational 

programs  on  free  tv  will  hold  a  good 

part  of  their  audiences,  but  the  second- 
rate  shows  will  have  to  improve  or  go 

out  of  existence." 
"I  am  not  terribly  concerned  about 

box  office  tv  from  the  point  of  view  of 

the  advertising  director  of  the  Ameri- 

can Safety  Razor  Co.,"  asserted  Goetz. 
"I  think  that  news  and  news-type  pro- 

grams and  sports  event  telecasts,  the 

type  of  shows  we  sponsor,  will  be  less 

hurt  by  fee  tv  than  other  kinds  of  pro- 

grams might  be." Somewhat  more  concerned  about  the 

"inevitability"  of  fee  tv  is  Roger  Pry- 
or,  vice  president  in  charge  of  radio 
and  tv  at  Foote,  Cone  &  Belding,  New 

York,  who  feels  that  "Subscription  tv 
poses  a  threat  to  the  availability  of  tel- 

evision as  an  advertising  medium.  If 
it  can  make  possible  enough  superior 

offerings  of  a  distinctive  and  horizon- 
widening  nature  for  which  a  sponsor 
could  not  afford  to  pay,  then  it  might 

very  well  push  aside  advertiser- 

financed  tv." 
Aside  from  this  view  of  the  possible 

long-range  development  of  the  situa- 
tion, Pryor  made  a  more  immediate 

appraisal  in  terms  of  costs:  "Any  form 
of  subscription  tv  will  inevitably  re- 

duce the  available  audience  for  adver- 

tisers. Naturally,  if  a  sponsors  audi- 
ence circulation  is  reduced,  his  costs 

must  also  be  reduced.  Therefore,  fee 

tv  must  bring  down  costs  for  advertis- 
ers because  it  will  divide  the  audience. 

The  continued  coexistence  o|  subscrip- 
tion t\  with  sponsored  tv  as  v\e  know 

it  now  will  depend  on  the  advertise]  s 

ability  to  purchase  intw.nk  t\  at  prices 
which  will  still  deliver  to  him  a  reason- 

able cost-per-1,000  in  the  remaindei 

of  the  audience." 
Tin  or  pointed  out  thai  fee  t\   "places 

in  the  hands  of  a  small  group  ol  peo 

pie  a   tremendous   power   without    any 

FAIRBANKS 

HITS  48% 

SHARE-OF- 
AUDIENCE 

IN  NEW 

YORK 

Throughout  last  year,  "Douglas  Fair- 
banks Jr.  Presents"  topped  all  syndi- 

cated shows  in  the  nation's  top  mar- 
ket: New  York.  Its  average  rating  was 

18.5,  share-of-audience  over  40%. 

This  year,  it's  doing  even  better.  In 
January,  almost  every  other  viewing 
home  in  New  York  was  watching  this 
show!  (ARB) 

"DOUGLAS 

FAI 
JR. 

ABC  FILM 

SYNDICATION,  INC. 

7  Wes!  66th  St.,  N.  Y. 
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Dlotv  it  costs  Ivss 
to  Sfll 

MINNEAPOLIS 
ST.  PAUL 

Maximum  power  at  minimum 
cost  —  choice    availabilities. 

316,000 
watts    on 

Channel    9 

Offices,  Studios,  Transmitter 

FOSHAY  TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 

ATTENTION,  RADIO 
SPONSORS 

NOW  YOU  CAN  REACH 

THAT  BIG  RICH 

CHICAGO  BILLION  DOLLAR 

NEGRO  MARKET 

721,500 
LATEST  FIGURES 

JAM  WITH  SAM" 
a 

I  In-  dish    jockey   slimr  lliul 
i>     tin-    talk    nf    the    town 

Monday    Thru    Saturday — 
9:30  P.M. -12:00  M. 

WGES— "•-<><><>    Walts    — I. ','»()   Kc. 

PARTI  \l,  LIST  OF  SPONSORS 
\HMOI  R       (  arnation  —  Coca-Cola 

I  Imiiv    Magazim — Illinois  Hell 
Telephone      Lucky   Strike 

Miller  High   I  ife 
WRITE,     WIRE    OR     PHONE     FOR 

AVAILABILITIES 

SAM  EVANS  PRODUCTIONS 
203    N     Wabash    Av<       Chicago,     III. 

Phone    Dc.irborn    2-066't 

legislation  to  control  it.  I  think  that 

much  legislation  has  -till  to  he  enacted 
lo  protect  the  public  against  those  who 

might  abuse  this  power.  I  also  see  the 

possibilities  of  all  kinds  of  'bootleg' 
pay-as-you-go  tv.  What  about  people 
who  decide  to  charge  guests  a  fee  to 

watch  .i  subsci  tption  show  ?  \\  hat 
about  bartenders  who  might  tack  a 

l\  charge  onto  a  <  u-lomer's  bill?  Any 
fair  1\  expert  electronic  engineer  can 

iiook  n j >  an  almost  unlimited  number 

of  sets  on  a  single  system." 
Pryor  is  certain  that  some  form  of 

subscription  tv  will  lie  approved;  the 

degree  to  which  it  could  affect  spon- 
sored  video  would  depend  entirel)  on 

the  degree  of  its  acceptance  hv  the 

public  and  the  extent  to  which  it  could 
monopolize  the  prime  air  hours,  he 
points  out.  I  his  view  is  shared  by 

mosl  of  the  admen  who  see  subscrip- 
tion  l\    in   the  cards  at  all. 

(ioet/.'s  feeling  that  fee  tv  will  be  a 
spur  to  improve  free  tv  was  echoed 
b\    another  sponsor. 

"Subscription  tv  may  prove  to  be  a 
\er\  constructive  thing  for  advertis- 

ing, that  will  tend  to  raise  the  esteem 
and  appreciation  of  the  sponsor  in  the 

minds  of  the  consumer."  ventured 
Murray  W.  Gross,  assistant  advertis- 

ing manager  of  Hudson  Pulp  &  Papei 

Co.  "Right  now.  many  people  re-enl 
commercials — but  if  they  are  made  to 
realize  that  the  programs  cost  money 
and  that  it  is  the  commercials  thai  help 

pay  for  the  program  they  see  free, 
the)  ma\  change  their  attitude.  Also, 
fee  tv  will  bring  a  competitive  factor 
into  the  business  winch  will  tone  the 

sponsor  to  pa)  more  attention  to  his 
own  programs.  If  fee  tv  proves  feasi- 

ble and  economical,  it  will  grow  and 
will  be  a  stimulation  and  a  challenge 

and  a  measuring  rod  for  our  own  ef- 

forts." 

The  view  thai  loll  t\  might  bring  the 

\iewer  to  a  new  appreciation  of  com- 

mercials  was  also  expressed  b\  Wil- 
liam H.  Templeton,  \  ice  president  and 

directoi  ol  i  adio  and  t\ .  Br)  an  Hous- 
ton, New  ̂   oik.  in  sponsor  recentl)  i  7 

Februarj  1955).  Templeton  went  a 

step  further  and  considered  the  ulti- 
mate possibilit)  of  fee  t\  thai  it 

might  gel  so  big  thai  il  would  do  awa) 
with  commerciall)   sponsored  video. 

Templeton  revealed  a  -launch  Faith 

in  advertising's  ingenuity,  stating  that 

even  in  su<  h  an  c\  entualit) .  ")  ou  si  ill 
'  an'l  lose  the  sponsoi  b»  ause  the  spon- 
-..i  will  find  9ome  wa\  to  compete  and 

I  resenl  bettei  spa  ta<  les.    It  fee  tv  doe9 

go  over  with  a  bang,  you  can  rest  as- 
sured that  it  will  be  one  of  the  biggest 

operations  in  the  world  because  every 

ad  agency  man  will  be  in  it  -with  a 

box  top  deal." Less  optimistic  is  the  radio  and  t\ 
director  of  one  of  the  big  agencies,  a 

gentleman  who  would  rather  "go 
South"  than  face  the  fee  tv  in  action. 
He  said  subscription  tv  must  hurt  the 

sponsor  and  cited  as  his  reason: 
"loda\.  the  t\  medium  has  achieved 

a  fine  balance  for  advertisers  with  the 

present  viewers  available — there  is  just 
about  enough  of  an  audience  to  make 

a  sponsor's  imestment  worthwhile. 
But  if  you  invite  another  competitor 

into  the  medium.  \  ou  immediately,  up- 
set this  balance  and  the  advertiser  has 

to    get    hurt.'" 

He  further  feared:  "Subscription  tv 
is  going  to  give  an  additional  impetus 

to  the  big,  heavy-monied  advertisers 
who  are  the  onl\  ones  who  will  lie  able 

to  compete  with  the  lavish,  superior 
box  office  t\  -how-.  These  advertisers 

will  simpl)  pour  more  money  into  their 

TRIED  by  a 
10  MAN  JURY 

Yes,  10  of  the  current  accounts 

on  Bob  Trebor's  "DAY- BREAKER"  Show  have  been 
sponsors  for  3  or  more  years. 
Several  for  4!/2  years  on  this 
5-year-old  show. 

The  verdict  of  this  10-man 
jury  is  justified!  From  morning 
to  night  WVET  gets  results 

in  the  Metropolitan  Rochester- 
Western  New  York  Market, 

3rd  largest  in  America's  first State. 
5000  WATTS 

1280KC 

BOB    TREBOR 

IN   ROCHESTER,  N.  Y. 
Represented  Nationally  by 

THE    BOLLING   COMPANY 
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\  idco  efforts  in  order  to  accomplish 

their  purpose  of  competing  for  the  au- 
dience. Rut  where  will  this  leave  the 

medium-sized  and  little  guy  who 

doesn't  have  all  that  loot?  That's 

right — out  in  the  cold/' 
One  duhiously  positive  value  that 

this  adman  sees  in  the  whole  thing: 

''You  will  sure  as  hell  know  for  the 
first  time  what  actual  rating  a  show  is 

uetting — the  money  take  will  tell  the 

story." 
Stanley  H.  Pulver.  media  manager 

for  radio  and  tv,  Lever  Bros.,  sees  tun 

possibilities  for  fee  tv  if  it  is  approved. 

Says  he:  "It  could  possibly  wind  up 
as  an  admixture  with  commercial  tv — 

that  is.  fee  tv  programs  would  compete 
with  sponsored  programs  in  prime 

time,  or  the  subscription  shows  may 

be  placed  in  such  times  or  circum- 
stances as  not  to  compete  or  interfere 

with  sponsored  tv.  But  the  entertain- 

ment would  have  to  be  very  good  in- 
deed in  order  to  get  people  to  pay  for •  •• it. 

In  a  recent  statement  to  sponsor  I  7 

February  1955),  Sidney  W.  Dean  Jr., 

a  vice  president  at  McCann-Erickson, 
New  York,  set  forth  his  belief  that  fee 

tv  can    peacefully   coexist   with    spon- 

Ratings  Are  Nice 

Results  Are  Better 

Here's  a  word  from  a  sponsor  .  . 

DAVISON-PAXON 
Atlanta  Ga. 

"...From  10  spot  an- 

nouncements on  WEAS,  we 

have  received  over  1500 

pieces  of  mail.... Best 

results  from  any  sta- 

tion, net  or  independ- 

ent in  either  Florida 

or  Georgia. . . " 

WEAS 
50,000  WATTS 

loio  k.c.  DECATUR,  CA. 

sored  t\  if  i  I  i  it  gets  it>  own  ex<  lusive 

stations  in  each  market  and  (2)  it  de- 

velops its  own  programing  for  profit 

from  "the  man)  types  of  able-to-pa) 
but  more  selective  audiences  Eot  cul- 

tural interests,  adult  and  extension  ed- 

ucation, and  special  events." 
He  saw  a  huge  income  potential  for 

pay  tv,  cited  a  possible  potential  of 

"as  much  as  $10  billion  in  a  few  ̂ ears. 

This  compares  with  commercial  tv's 
$1  billion  income  from  time  and  pro- 

gram sales.  This  new  source  of  income 

should  be  a  major  stimulant  to  crea- 

tive tv." The  general  feeling  among  the  polled 
admen  was  that  subscription  tv,  if  it 

ever  becomes  a  reality,  is  quite  some 
time  off.  Emanuel  Katz,  president  of 
Doeskin  Products,  New  York,  stated: 

"Box  office  tv  is  nothing  to  be  con- 
cerned about  for  several  years  to  come. 

Even  after  it  is  approved  by  the  FCC 
and  starts  to  make  an  appearance,  for 
about  the  first  five  years  anyway  it 

will  have  a  very  limited  audience." 
One  agency  executive  saw  it  a  little 

closer,  prognosticated:  "I  think  it  is  a 
two-    to    three-year-off    proposition 

and  it  will  certainly  be  chaotic!" 
Whether  or  not  it  comes  early  or 

late,  here  are  some  facts  admen  should 
know  about  fee  tv: 

I  here  are  three  proposed  pay-as- 

you-  tv  systems.  Leader  in  the  field  is 
the  Zenith  Radio  Corp.  with  its  Phone- 
vision,  which  it  began  to  develop  in 

1931.  Originally  a  system  which  de- 
pended on  the  transmission  of  a  signal 

over  telephone  wires  (hence  its  name) 
in  order  to  unscramble  a  tv  image,  it 
has  since  evolved  into  a  method  where- 

by a  decoding  device  is  installed  on  a 
tv  receiver;  to  work  this  properly,  the 

subscriber  must  obtain  special  infor- 

mation by  mail,  phone  or  vending  ma- 
(  hine.  The  subscriber  is  then  billed 

periodically  for  the  programs  he  has 
seen  (which  have  been  electronically 

computed),  or,  if  he  wishes,  he  can 
have  a  coin  box  on  his  decoder  and 

really   pay-as-he-sees. 

Heading  Zenith  as  president  is  Com- 
mander E.  F.  McDonald,  who  has  been 

perhaps  the  most  vocal  and  persistent 

figure  espousing  subscription  television 
down  through  the  years.  Spearheading 

the  firm's  hard-hitting  publicity  drive 
for  mam  years  has  been  Ted  Eeil/ell. 

Zeniths  director  of  public  relation-. 
Since  1950,  Dr.  Millard  C.  Faught, 
hired  1>\  McDonald  as  economic  con- 

sultant to  Zenith,  has  become  the  most 

RHEINGOLD 

SPONSORS 

"FAIRBANKS" 

AGAIN  .  .  . 

3rd  YEAR 

IN  A  ROW! 

In  January,  almost  every  other  view- 
ing home  in  New  York  was  watching 

"Douglas  Fairbanks  Jr.  Presents", 

(ARB,  January  '55)1  Rheingold  Beer 

is  so  impressed,  they're  sponsoring 
Fairbanks  regionally  for  the  3rd 

consecutive  year.  Many  markets 

available  for  first  run.  'Nuff  said! 

JR. 

ABC    FILM 

SYNDICATION,    INC. 
7  West  66th  St.,  N.  Y. 

CHICAGO  •  ATLANTA  •  HOLLYWOOD  •  DALLAS 

16  MAY   1955 139 



60% 
of  the  homes 

in  western 

Montana 

watch  TV 

• 

that  means 

KGVO-TV 
Missoula,  Mont. 

Sells  'em 
regularly! 
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IN  THIS  STAI 

y/^° 8  s 

f  KGVO \missoul 

r  YOUR  SALES 
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>y    MARKET 
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A        P>s  Agricultural  Area 
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All: 
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Cttftet « 
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John  Blah  man 

TOW! 

W& 
110  KILOCYCLES  •  50.000  WATTS  •  ABC  NETWORK 

articulate  spokesman  for  the  system. 

Fauulii  sees  fee  t\  basicall)  as  an  elec- 
tronic disti  ibution  ser\  ice  w  b.ich  would 

broaden  the  market  for  cultural  com- 

modities. Ii\  giving  l\  a  second  miuicc 
of  revenue,  he  says,  it  would  make 

many  more  stations  economical!)  pos- 
sible stations  which  could  not  get 

along  on  advertiser  support  alone — 
and  by  thus  widening  the  tv  audience 

il  would  increase  tv's  usefulness  to  ad- 
vertisers. 

Another  organization  which  has  ap- 

plied for  an  FCC  go-ahead  on  its  fee 
l\  system  is  the  Skiatron  Electronics  & 
Television  Corp  of  New  York.  This 
firm  is  reported  to  have  spent  some 
$750,000  and  five  years  in  developing 
its  Subscriber-Vision  s\stem.  This 

system  in  home  operation  works  verj 
similarly  to  that  of  Zenith;  there  is 
also  the  decoding  de\i<e  hut  instead 

ol  dial-setting,  there  is  an  electronical- 

ly-treated IBM  card  which  the  suh- 
scriber    inserts    into    a    slot;    he    then 

"We  have  been  aware  for  a  long  time 
that  the  economic  destiny  of  television 
lies  in  a  subscription  ser\ice.  Advertis- 

ing revenue  alone  is  not  going  to  be 
able  to  support  all  the  television  sta- 

tions that  are  needed  for  a  real,  nation- 
al service.  All  of  the  financial  trouble 

that  stations  have  encountered  this  past 
year  are  traceable  to  that  fact — there  is 
simply  not  enough  advertising  money 
to    go    around." 

II.    C.    BON  FIG 
t  iff  Pres.  in  charge  of  sale:; 

Zenith  Radio 

******** 

pushes  one  of  several  buttons  which 

action  punches  a  hole,  completes  an 
electronic  circuit  and  results  in  the  un- 

scrambling  of  coded  signals. 

Arthur  Levey,  president  of  Skiatron, 

asserts  that  technical  problems  of  the 
system  have  been  licked.  The  firm  is 

all  read\  to  go  ahead  with  its  intro- 
duction in  New  York  as  soon  as  the 

FCC  gives  the  green  light — which  he 
confident!)  expects  by  this  fall.  He 

says  that  the)  have  worked  out  a  plan 
with  Western  I  nion  whereby  the  latter 

will  handle  processing  of  subscribers' 
applications.  Promotion  for  S-V  will 

-ti< iss  that  "all  you  have  lo  do  is  call 
W  estern  I  nion  and  the)  h  ill  lake  care 

of  youi  request." Prospe  i-  would  gend  in  $  1  with 
il"  ii  application,  which  i-  a  service 

•  liarge  covet  ing  all  or  pari  of  the  pro- 
grams used  during  the  firsl  month 

i  like  a  chai  ge  l"i  phone  sen  ice  covei 
jo  man)  i  alls  I .    I  here  is  no  charge 

for   the   decoder   or    for    its    installation 

to  the  subscriber — the  cost  of  the  de- 
coder is  amortized  through  the  service 

charge,  says  Levey.  The  costs  of  the 

programs  themselves  would  range  from 
10c  to  $1 — the  lowest  fee  bringing  in 
educational  programs,  the  highest  such 
choice  items  as  Broadway  plays  and 

championship  fights.  First-run  movies, 
says  Levey,  would  run  at  the  rate  of 
one  or  two  a  month  at  the  most,  not 

posing  such  a  threat  to  the  local  thea- 
tres as  the  theatre-owners  seem  to  feel, 

he  contends. 

The  third  company  to  develop  a 
home  box-office  s\  stem  is  International 

Telemeter  Corp.  of  Los  Angeles,  80% 

owned  b\  Paramount  Pictures  Corp. 

Telemeter  uses  a  simple  coin-box  meth- 

od of  operation — the  subscriber  simplv 
turns  to  the  proper  channel  on  his  tv 
set.  inserts  a  designated  amount  of 
coins  in  the  box  and  the  scrambled 

picture  clears  up.  Installation  of  the 
device,  according  to  Telemeter  \  ice 
president  Paul  McNamara,  would  cost 
I  loin  $10  to  $20,  and  the  minimum 

monthl)  program  charge  would  run 
$2  or  $3. 

(SPONSOR  provided  further  details 

on  the  Zenith  and  Telemeter  opera- 
tions in  its  article  on  fee  tv.  19  Mav 

1952  issue.)  *  *  * 

FOR  SPOT  ADVERTISERS 

NBC   AND   NBC-TV 
NETWORKS 

National    Advertising    Representative: 

NBC  SPOT  SALES 
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4-NETWORK  RADIO 
{Continued  jrom  page  42) 

iiii:  "  the  appearances. 
Besides  Tatham-Laird  and  Leo  Bur- 

nett, the  Chicago  agencies  which  heard 
the  network  radio  stor\  were  BliDO. 

FC&B,  Earle  Ludgin,  McCann-Erick- 
son,  Needham,  Louis  \  Brorby;  l\\  I. 
Geoffrey  Wade  and  Weiss  &  Geller. 

Presenting  the  story  for  the  networks 

were  John  Curtis,  ABC:  Frank  Nes- 
bitt,  CBS;  Henry  Poster,  MBS,  and 
Howard   Gardner,   NBC. 

Here  are  some  comments  from  Mid- 

west admen  who  saw  the  presentation: 

Paul  McCluer,  general  manager, 

Geoffrey  Wade  Advertising:  "To  a  for- 
mer radio  network  sales  manager,  it 

was  refreshing  to  welcome  representa- 
tives of  the  four  network  sales  depart- 

ments officiall)  united  in  a  common 

cause.  The  presentation  in  our  judg- 
ment was  very  much  worthwhile,  crisp, 

condensed,  and  to  the  point. 

"Geoffrey  Wade  Advertising  is  still 
one  of  the  largest  buyers  of  radio  net- 

work time,  and  we  believe  a  summary 

of  the  presentation  should  be  pub- 
lished and  made  available  to  all  lead- 

ing; advertisers,  as  well  as  their  agen- 

cies." 

oDon  t  foraet  me 

in  otoJ  ̂ ArnaeteS 

l<semember  llie  rJ..  ~^r.   rJLatin 

$454,000,000   Spendable 
Income 

500,000  Population 
Spanish  Radio  Preferred 

KWKW  Most  Listened  To 

Station 

Belden  Market  Survey 
Available 

ItTfftYrll 

S3      Hlfl 
V        Spanish  Language        J 
\.              Station               ./ 

representatives: 

New   Yort — Richard   O'Connell.   Int. 
San   Francisco— Broadcast   Time  Sale* 

Louis  J.  Nelson,  media  director, 

Geoffrey  Wade  Advertising:  "Judging 
1>\  the  statistics,  there  is  no  doubt  thai 

radio  has  a  very  broad  coverage  to- 
day. Our  problem  in  living  with  its 

decline,  howe\  er.  is  the  reduced  amounl 

nl  time  that  the  average  lamib  is 

spending  with  it  compared  to  televi- 

sion viewing.1 

John  de  Bevec,  media  director,  J. 

Walter  Thompson:  "It  was  a  real  plea- 
sure to  attend  the  joint  presentation 

on  radio  by  the  four  networks.  The 
fact  that  the  competing  networks 

worked  together,  pooling  their  re- 
search and  thinking,  was  in  it-ill 

unique  and  resulted  in  an  exceptional- 

ly strong  stor\ . 

"Of  special  interest  to  me  were  the 
thoughts  presented  on  the  variety  of 
ways  that  radio  can  be  used  today. 

The  development  of  new  concepts  can 

do  much  toward  getting  increased  ad- 
vertising usage.  Radio  has  become 

very  flexible  and  the  size  of  its  circu- 
lation is  even  greater  than  has  been 

believed,  according  to  newest  research. 

"Certainly  the  facts  show  radio  to 
be  an  important  vehicle,  with  man) 

interesting  facets." 

George  A.  Bolus,  radio-tv  director, 

Tatham-Laird:  "We  certainly  believe 
that  the  participation  by  all  four  net- 

works in  a  joint  radio  presentation  is 
a  most  constructive  and  helpful  step 

towards  achieving  a  better  understand- 
ing of  the  problems  and  opportunities 

present  in  today's  radio  picture.  If 
there  ever  has  been  any  honest  doubt 

that  competitors  could  ever  collaborate 

to  a  common  end,  this  feeling  would 

be  disspelled  by  anyone  who  had  the 

privilege  and  opportunity  to  witness 

the  four-network  radio  presentation. 

We  can  honestly  say  that  it  was  a  re- 
warding experience  for  those  people 

ii.  our  media  and  contact  departments 
who  attended  that  session. 

"We  have  used  network  and  spot 
radio  with  great  effectiveness  in  the 

past  years  and  are  continuing  to  use 
it  on  a  somewhat  reduced  basis  in  the 
luture.  \\  e  know  that  if  \ ou  can  reach 

a  large  enough  audience  with  a  well 
conceived  radio  sales  ine--a_:e.  \  on  will 

have  an  excellent  opportunity  to  sell 

enough  prospects  to  return  a  profit  to 
the  advertiser. 

"'\\  e  believe  thai  network  radio  to- 

daj  is  a  confused  combination  <>f  im- 
portant opportunities  and  declining 

\alues.  There  is  no  doubt  that  daytime 

CITY  AFTER  CITY 

r  rK  T 
RACKET  SQUAD 

IS  TOPS  IN 

ITS  TIME  SPOT! 
Yes,  in  Atlanta,  Detroit  and  San  An- 

tonio (to  name  a  few)  Racket  Squad 

rates  #  1  in  its  time  period.  Here  are 

more  cities  where  it  tops  competition: 

DAYTON  22.8         62.1%  share 

FT.  WAYNE  49.4         84.2%  share 

GRAND  RAPIDS     22.9         55.6%  share 

HOUSTON  30.5         71.4%  share 

(Rating  source:  ARB,  Feb.,  1955) 

Some  markets  are  still  available  .  .  . 

reserve  yours,  before  someone  else 
does! 

REED    HADLEY,    starring    in  .  .  . 

ABC   FILM 

SYNDICATION,  INC. 
7  West  66th  St.,  N.  Y. 
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is  ho  ding  up  exceptionall)  well 
and  is  still  delivering  a  handsome 

j  rofit  to  man)  advertisers.  Nighttime 
radio  is  much  more  difficult  to  use 

effectivel)  toda>  due  to  the  obvious 
inroads  of  television.  All  thai  would 

be  needed  to  prove  (lie  value  of  day- 
time radio  would  be  for  anyone  to  ti  5 

io  buv  a  large  1  i^l  of  -pot-  on  the 

largest  markets  in  the  countr)  between 
7:5(1  and  9:00  a.m.     \dvertisers  would 

-«      learn   that    radio    ma)    lie    weakei 

at  certain  hour-  of  the  day,  hut  it  lias 

never  been  stronger  than  it  i-  as  far 
a.-  the  morning   hour-  are  concerned. 

""Our  main  criticism  of  the  radio 

presentation-  ol  toda)  i-  that  the)  are 

too  general.  The)  tend  to  sell  the  mil- 
lions of  families  with  radio-,  the  mul- 

liple-set  families,  the  inereased  car 
listening  and  so  forth.  They  point  up 
the  tremendous  audience  that  is  avail- 

able to  the  radio  advertiser.  The  onl) 

fallac)  of  this  i>  that  the  figures  usu- 

ally presented  represenl  the  total  au- 
dience  delivered  throughout  all  hours 

ol  the  da)  b)  totalling  the  audience  ol 
all  stations  for  all  hours.  Obviously 

no  advertiser  in  the  country  can  afford 
to  hu\    radio  or  an)    other  medium  on 

HERE'S  A  MARKET 

52%  ABOVE 
U.S.  AVERAGE! 

From  their  farms  alone,  each  Kansas  farm  family  wound  up 

the  year  with  $8,830  in  the  bank— afU  i  tax*  s!   Thai  V  .Y_" , 
above  the  national  average ! 

What's  more,  WIBW  delivers  this  entire  market — all  tied 
up  in  a  single  package.  Year  in  and  year  out,  every  Whan 
survey  consistently  shows  that  those  big-income  farmers 
listen  more  to  WIBW  than  any  other  radio  station. 

We've  go!  the  listeners.  The)  've  gol  the  cash,  (live  us  the 

word  and  we'll  give  yon  the  sales. 

( 'onsnnici-  Markets.    L955. 

TOPEKA, 

KANSAS 

Ben    Ludy,    Gen.    Mgr. 

WIBW    &    WIBW-TV    in    Topeka 

KCKN   in   Kansas  City 

Rep:  Capper  Publications,  Inc. 

that  basis.  In  our  opinion,  the  need  is 

for  very  specific  approaches  and  sug- 
gestions as  to  how  one  advertiser  with 

an  average  budget  can  reach  a  large 

enough  group  of  people  through  the 

use  of  radio  to  warrant  the  expendi- 

ture being  made  in  that  medium  as 

against  any  other.  We  believe  that  this 

is  a  job  for  people  exclusively  involved 
in  the  radio  broadcast  field,  and  that 

the\  should  not  expect  the  advertiser- 

oi  agencies  to  switch  their  expendi- 
tures from  other  productive  media 

hack  to  radio  except  on  specific  propo- 

sitions  with  spe< :ific  and  pertinent  au- 
dience data  and  costs. 

Otto  li.  Stadelman,  rice  president 
ami   media    director,     \eedham.    Louis 

and  Brorby.  "Gale  Blocki  i  of  R  \H. 
Chicago)  called  me  some  time  ago  to 
tell  me  about  the  organized  effort  of 

the  four  networks  to  present  radio  to 

a  number  of  agencies  in  New  ̂ ork. 
He  was  anxious  to  know  if  our  agency, 

along  with  other  Chicago  agencie.-. 

would  he  interested  in  seeing  the  pres- 
entation. .  .  . 

"In  my  estimation  the  presentation 
was  enlightening  and  interesting  and 

comments  from  others  seem  to  verif) 

this  opinion."" 
Seymour  Banks,  media  director.  Leo 

Burnett  Co.:  "Right  now.  we  feel,  ra- 
dio is  still  in  a  period  of  transition 

not  altogether  unfavorable  to  it.  Tele- 

vision penetration,  having  -aturaled 

the  major  urban  market-,  i-  now7  mov- 

ing strongl)  into  the  -mall  town  and 
farm  areas.  Actually,  the  small  town 

and  farm  areas  now  -how  the  highc-l 

rate  of  tv  growth,  both  in  term-  ol 
pew    t\ -homes   and   new    stations. 

"An  analysis  of  radio  ratings  in  t\ 
and  non-tv  homes  will  show  a  spread 
ol  two  or  three  to  one  for  daytime 

-how-  to  close  to   10  or    1 5  to  one   for 

i  ighttime  programs.  In  other  wool-. 

daytime  program-  with  rating-  ol  , 
oi  .">  in  non-t\  home-  will  have  ratings 

of  possibl)  2  in  tv  homes;  and.  it  i-  a 

rare  nighttime  program  other  than 
ii,  u-  which  ha-  a  rating  "I  more  than 
I   in  t\   homes. 

"Thus,  i  in  lent  network  radio  audi- 
ences are  being  sustained  strong!) 

from    non-tv    home-:    hut    the    re-ervoir 
of  non-r\  homes  i-  rapidl)  empt)  ing. 

\\  hen  this  process  is  complete,  the  lev- 
.1  of  radio  ratings  and  audiences  will 
he  substantially  lower  than  the)  are toda) . 

'■  \n\    di»  ussion  "I   radio  efficient  j 
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toda)  musl  realize  thai  the  charactei 
and  size  of  the  audiences  are  still 

changing  and  remarks  which  may  be 

true  todaj  ma\  not  be  valid  a  yeai 
or  t\\(t  from  now. 

"One  of  the  tnosl  interesting  things 
about  radio  toda)  is  that  it  is  rapidls 
becoming,  il  it  has  nol  alread)  become, 
a  personal  medium  and  therein  mviii- 

to  lie  its  greatest  strength.  .  .  . 

"Programing,  too,  seem-  to  also  re- 
veaJ  tins  trend  toward  individual  pal- 
terns  of  exposure  for  radio.  Daytime 
radio  has  come  to  be  more  and  more 

dominated  In  the  daytime  serials 

whose  primary  psychological  role,  it 
seems  to  us,  is  to  give  individual  wom- 

en guidance;  they  are  not  addressed 
to  the  family  as  a  whole.  Situation 

comedies  and  variety  programs,  which 

lend  to  have  a  broad  family  appeal,  are 
shifting  to  tv.  .  .  . 

"  Another  indication  of  the  individ- 
ual nature  of  radio  is  the  rise  in  listen- 

ing to  non-affiliated  stations  at  all 
hours  of  the  day.  with  the  chief  fare 

here  being  a  disk  jockey  or  other  local 
celebrities. 

'"To  sum  up,  right  now  we  feel  that 
daytime  radio  is  still  a  relatively  good 
bu)  for  an  advertiser  who  is  inter- 

ested in  broad  national  coverage,  es- 
pecially if  he  can  combine  radio  with 

tv  in  simulcast  operations.  On  the  oth- 
er hand,  we  can  certainly  see,  in  the 

not-too-far  distant  future,  a  period 
when  tv  penetration  will  certainly  be 
somewhere  in  the  neighborhood  of  80- 

90'  i  of  U.S.  homes.  Under  these  con- 
ditions, when  the  non-tv  home  will 

have  virtuall)  disappeared,  network 
iadio  will  come  to  have,  we  feel,  an 
entirel)  different  look  than  it  now 

possesses.  It  ma\  virtually  cease  at 
5:00  p.m.:  and.  even  for  daytime,  it 
may  exist  only  in  the  form  of  a  wide 

variet)  of  partial,  sectional  networks." •  •  • 

40  E.  49TH  ST. 

i  Continued  from  page  17  I 

GOVERNMENT  AND  UHF 

sponsor  of  April  4th  reports  on  page 
two  that  the  government  has  dimmed  a 

"-hot  in  the  arm"  to  the  study  and 
correction  of  inequities  of  television 
domination. 

First,  it  should  be  established  that 

the  Uhf  Industry  Coordinating  Com- 
mittee and  the  unentrenched  television 

stations  have  not  sought  artificial  mea- 
sures   of    government    intervention    in 

business  practices  of  the  industry.  I  low- 
ever,  this  segment  of  the  industrj  is 

convinced  that  orderl)  pro  esses  will 

evolve  a  genuine  nationwide  competi- 

tive system.  Or  else,  there  musl  be  un- 
fortunate regulation  to  accomplish  true 

competition  of  service  to  the  American 

public. Second,  it  should  be  recognized  that 
the  investigation  initiated  b)  Senatoi 

Bricker  over  a  year  ago,  and  Senatoi 

Magnuson  recently,  was  neither  sug- 
gested nor  stimulated  by  broadcasters 

despite  the  plight  of  main  operators. 

The  Senator  Potter  hearings,  the 

I'lotkin  and  Jones  Reports  resulted 
from  government  realization  of  a  con- 

dition that  prevented  the  creation  of 
a  nationwide  competitive  tv  system. 
Broadcasters  were  not  responsible  for 

any  of  these  activities  by  government. 

But  they  did  report  the  existing  condi- 
tions by  unchallenged  facts  when  the 

appearance  of  broadcasters  was  so- 
licited. 

Your  report  that  the  government  has 
dimmed  the  prospect  of  correction  of 

the  current  situation  is  quite  inaccu- 
rate.  .  .  . 

Hearings  are  scheduled  to  be  con- 
ducted shortly  on  the  entire  phase  of 

competitive  nationwide  tv.  Further- 
more, recently  the  FCC  introduced 

rule-making  procedure  looking  to- 
ward isolation  of  uhf  stations  from 

vhf  stations  in  no  less  than  four  mar- 
kets. This  recognized  tangibly  the 

continually  voiced  disparity  between 

vhf  and  uhf  when  uhf  stations  are  com- 

pelled to  compete  directly  with  multi- 
ple vhf  stations. 

This  seems  quite  different  from  your 

report  that  the  tv  problem  is  receiving 
dimmed  attention.  In  fact,  this  fore- 

casts that  action  may  be  expected  to 

accomplish  competitive  nationwide  tv 

before  stringent  measures  of  regula- 
tion become  necessary.  \nd  no  broad- 

caster advocates  such  a  result  except 

as  a  last  resort  for  solution  of  the  cur- 

rent domination  by  a  limited  number 
of  facilities. 

Fred  Weber 
Vice  Chairman 

Uhf  Industry  Coordinating 
Committee 

Wash.,  D.  C. 

•       The  Item   referred   to 

l^  Do  Mont  thai  gOl  . n 
v  Ida     shot      in     the      arm      t 
caa lions  FCC  statement!  i 
niitliM-      .      .      .      VCA        sui«l      i 

measure!  to  gel  aetwork 
I  bis  referred  to  one  pr« 
problem  only,  not  to  any 
now    undent  si  ■ 

read    u*    follows:     -'II. .,».-- iii •  hi  art  ion  would  pro- 
i    m  en    x  ere    dimmed     bj 

d  Senate  (    sn  e  *  om- 

t    was    against    'artificial' 
■hows  i"  "I't  itstions." 

poaal    for   reined \    ••i    1 he 
final  outcome  of  studies 

YOUR  HOST- 

YOUR 

SALESMAN: 

DOUGLAS 

FAIRBANKS  or 
To  all  moviegoers  in  the  country  (and 

that's  just  about  everybody)  "Fair- 
banks" is  a  magic  name.  It  promises 

action  .  . .  danger .  .  .  excitement.  And 
"Fairbanks"  lives  up  to  that  promise 

as  producer-host  of  every  show,  star 

of  one  out  of  four  in  the  sponsor- 

proven  TV  film  series: 

o 
DOUGLAS 

ABC    FILM 
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Robert   Jan   Iturton    will   be   installed  as 

president   of   the   Radio   &    Television    Executives 

Society  for  1955-56  on  18  May.    He  is  v.p.  in  charge 

of   publisher   and    writer    relations    and    resident 
counsel   of   Broadcast    Music,    Inc.     RTES    member 

for   seven    \ei/rs.    Burton   served  the  Society   as  first 

v.p.   in    1954-55,  succeeds  Roger  Pryor   of  Foote, 

Cone   &   Belding  as  president.    RTES   election 
ballots  boosted  Elliot   M.  Sanger    (WQXR)    to  first 

V.p.;     Merle    S.    Jones     (CBS-TV)     to    second    i  .p. 
Claude  Barrere  iBWh  continues  as  RTES  secretary. 

Iton    Bettling,    chairman    of  the  executive 
committee,  Foote,  Cone  &  Belding,  teas  honored  by 

The  Advertising  Council  5    May   lor  his   contribution 

to    Council's    13-year   forest    fire    prevention 
campaign.     FC&B    has    created    all    advertising 
materials  since  campaign  began.    Honored  with  him 

was  Russel  X.  Filer,  ad  manager,  Sunkist  Growers, 

volunteer    coordinator    of    campaign.     Testimonial 

took  place  at   California   Club   in   Los  Angeles, 

where    Belding   heads    FC&B    office.     It's    estimated 
that  over  $60   million    in    broadcast   time   and  ad 

spare    have    been     contributed    to    project. 

Voriiinii    11".    fi'fciiii.    vice   president.   Doherty, 
Clifford,    Steers    S:    S hen  field,    has     been     appointed 
line,  lor    of    radio-tv    programs    and    production. 

He  is  a  member  of  the  ARE   ratings  committee. 
has  been   in   charge  of  broadcast  planning  at   DCSS 

since   joining    in    1951    and   will    continue    in    that 

capacity.    Glenn   is   also   acount   supervisoi    for 

Ladies'    Home    Journal.     Before    joining    DCSS, 
Glenn    WOS    on    network    sales    staff    at    NBC.     He 

had    previous/)    sob!    ads    tor    ColliiT'-.     He    was 
made    a    vice    president    of    DCSS    in     195,'i. 

.9 ant'   Itaitan.   president.     Imerican    II  omen    in 
and    Television.    <  hau  ed    sessions    oj    gTOup 

during    \th  annual  convention   in   Chi   8    '/»>. 

Mrs.    Da/ton    has    her    own    program    on     II  SI'  I. 
Spartanburg.   S.   <  .    Opening  session   oj   convention 

was   on   "Ratings     The   Heal   Payoff"   mi  lading 
panelists    Oliver    Tre\z.   president    Tvli.   and   Hugh 

Beville,  research  due,  tor.  SBC.   Banquet  speaker  was 
Mildred     \l<    Uee     Norton.     RCA     board    member    and 

formei  president  oj  II  elleslej  College.  She  hailed 

global  impact  oj  radio,  tv  as  communications  media 
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But  you  can  buy  loyalty! 
By  John  Pepper  and  Bert  Ferguson 

V*v 

/ 

'£ 

Think  how  main  times  you've  heard 

some  executive  exclaim.  "I  can't  buy 

loyalty!" 

He  often  means  loyalty  of  personnel. 

He  can  also  mean  loyalty  of  customers. 

The  principle  is  identical.  Lo\alt\  is 

supposed  to  be  an  elusive  intangible 

which  nobody  has  a  right  to  count  on, 

much  less  be  confident  of  obtaining 

with  money.   But  is  this  true? 

We  believe  you  can  buy  yourself  a 

piece  of  loyalty  that  is  established, 
demonstrated  and  reliable.  It  is  the 

most  concentrated,  intense  loyalty  that 

ever  ran  up  a  sales  record.  And  you 

can  buy  it  at  a  reasonable  price. 

New  Social  Force:  We  use  the  word 

"concentrated"  deliberately.  The 
loyalty  you  can  buy  permeates  a  mar- 

ket that's  all  in  one  place,  not  scattered 
around.  This  is  a  market  of  Negro 

consumers — 1,230,724  of  them  right 
in  our  area — who  had  never  been  di- 

rectly reached  until  radio  station  WDIA 

became  the  first  in  Memphis  to  pro- 

gram exclusively  for  them  with  Negro 
voices  and  music.  We  call  it  the 

"Golden  Market." 

When  you  reach  these  people — 05 

you  can,  with  WDIA — you're  getting 
your  sales  story  across  to  a  Negro  mar- 

ket greater  than  that  of  New  York,  De- 

troit in  Philadelphia.  For  right  here 

are  ten  percent  of  all  the  Negroes  in  the 

whole  United  States.  \nd  that's  onlj 
the  first  advantage  your  choice  of 

WDIA  gets  you. 

Strong  Group  Feeling:  We  used 

the  word  "intense"  from  experience. 
The  fact  that  WDIA  programs  entire- 

ly with  Negro  voices  and  music  has  had 

an  electrifying  result  on  audience  rat- 

ings  in  Memphis.  Since  1951,  WDIA 

has  held  unchallenged  the  top  position 

on  both  Pulse  and  Hooper  surveys  fur 

"total  number  of"  daytime  listening. 

And  that's  in  a  field  of  eight  stations, 
some  of  which  have  been  on  the  air 

over  twenty-five  years. 

WDIA  talks  in  tones  and  accents  its 

Negro  listeners  find  familiar  and  wel- 
come. Its  continuity  is  written  with 

an  ear  for  these  accents.  WDIA's  music 
is  unmistakably  Negro  music.  So,  while 

other  groups  are  changing  and  shifting 

around,  WDIA's  listeners  stay  tuned  in 
— for  good.  This  is  their  station.  As 

far  as  they're  concerned,  it's  the  only 
station. 

Amazing  Results:  It  is  this  combi- 

nation of  tailored  programming,  group 

pride  and  complete  acceptance  which 

we  imply  when  we  say  "loyalty."  Yet 

there's  still  more  to  the  WDIA  picture, 

and  that's  coverage.  Loyalty  boosted 
\\  DIA  in  just  one  step  from  a  250- watt 

station  to  a  50.000-watt  station — the 

only  50,000-watt  station  in  town.  Now, 

you  apply  that  amount  of  power,  with 

a  specialized  approach,  to  the  market 

that  concentrates  one-tenth  of  the  Ne- 

groes in  the  I  .S.A.  \nd  regardless 

of  what  you  hope,  the  response  ma\ 

still  surprise  you. 

For  there  is  yet  another  Eactor  in 

vour  favor.  And  that's  the  buying 
habits  peculiar  to  this  group  of  people. 

I  he)    make  inonev     a  quarter  billion 

dollars  in  1955.  But  the\  spend  more 

than  the  average.  They'll  actuall) 

spend  eighty  percent  ol  it.  on  1  onsumei 

goods.  Look  at  Memphis,  for  instance: 

forty  percent  of  the  people  in  the  Mem- 
phis trading  area  are  Negro.  This  fact 

in  itself  is  worth  remembering.  Hut 

that  fort\  percent,  which  \\DI\  can 

command  for  you — is  hu\  in^  wa\  more 

than  its  share.  The\  bin  5(>.<".  percent 
of  the  salt  in  Memphis.  53.4  percent  of 

the  women's  hosiery.  44.5  percent  <>f 

the  uirls'  dresses.  64.1!  percent  of  the 
flour.   They  buy  quantity,  and  quality. 

We  frankh  don't  know  of  a  market 
an\  where  with  the  same  potential  as 

this  "Golden  Market",,  l\\  |)|  \.  It  has 

already  produced  enviable  results  for 
such  advertisers  as 

Su-ansdotvn  Cake  Mixes,  I*nl 
Blades,  Colgate  Dental  Cream, 

Super  Suds,  Kool  Cigarettes. 
Carnation  Milk,  Fiteh  Sham- 

poo,  Sinclair  fiasoline. 

We'd  really  like  best  to  show  \ou 
what  WDIA  has  accomplished  in  the 

particular  line  of  product  that  interests 

you.  If  you'll  drop  us  a  note  about  it. 
we'll  be  glad  to  send  you  right  ba<  k 

some  documentation  on  \\DI\>  per- 

formance in  your  own  line.  \\  e  believe 

the  facts  about  \\  Dl  V's  unusual  mar- 

ket and  appeal  have  a  ver)  important 

bearing  on  the  problems  which  you  en- 
counter in  the  South. 

\\  |)|  \  is  represented  nationaUj  bj 

the  John  E.  Pearson  Company. 

(\y      Centtal   Manager 

Cnmmtrtial  Manager 
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ADVERTISERS'    INDEX 
ABC    Film 
A  I  -\1  S 
V.T.   &   T. 
Assoc.    Press 
Blair    TV 

137, 

139,   141,   143 

_   130 L6 
1  17 
91 

BM1  68 
CBS    Radio    Net  S8-89 
Evans  I  i  od. 
Allen  Freid 
Guild  Films 
Katz 

138 
126 

74 

7 

62 
73 

Kaufman    Advg. 

Keystone 
McClatchy  148 
Mid-Continent  I  • 
.Mutual 
Muzak 

NBC  Film  2S-29 
Nat'l    Register  122 
rson  i " Precision    Film  123 

Public    Service      147 
Pulse  71 
RCA     Equip  1BC 
Radiozark  106 
I  Laeburn  ..        l  46 

Sana  7.M-.".4 Stars    ...  L39 
si  einman                            -      3 

Tl'A 

U.    S    Steel    ..  .                _  52 
Westinghouse                                            85,    129 
World  22-23 
K"oung   &    Rubicam  13 
Ziv  7H-77 

CK  LW,    I  letroit  -   
K  \T\  .    Little   Rock    
KBET-TV,    Sacramento 
KBIG,    Hollywood    .. 
KBTV,    Denver 
KCMO,  Kansas  City,  Mo.  . 
KENS,    San    Antonio     _. 
KEYD,  Minneapolis    _ 
K<!A,  Spokane     
KGNC,  Amarillo      
KG1   L-TV,    Galveston    _... 
KGVO,    -M  issoula 
KKTV,    Pueblo    
KMBC,    Kansas   City,    Mo. 
KMi  iX,    St.    Louis      
Ki  H.X-TV,    Lincoln     
KPHO,    Phoenix 
K  R1Z,  Phoenix 
K  i;i  iD-TV,  El  Paso 

KSBW-TV,    Salinas.   Cal.    .. 
KSD,   St.    Louis    
KSDO,    San    Diego 
KSLA-TV,   Shreveporl 
KSTP-TV,    .Minneapolis    .. K'l'llS,    Shreveport 

KTVH.     Hutchison     ..... 
KVOO-TV,    Tulsa. KW'KW,   Pasadena 
K  VTV,  Springfield  .. 

u  \  FB,    Baton    Rouge  .. 
\\.\ri,     Birmingham 
WAVE-TV,    Louisville 
w  r.A  v.  i  treen   Bay,  Wis.    
WBBM-TV,    Chii  ago 
WBNS,   Columbus,   i  i 
\\  BZ,    WBZA,     Boston 
WCBS-TV,    Nev.     3Tork 
WCHS-TV,    Charleston,    W.    Va. 
WCUE,     Akron w  i  T..I,    Roanoke 
WDIA,     Memphis 

WEHT  TV,     Hi  ml.  .    oil 
WEMP,   Milwaukee 
WFBC-TV,   Greenville,    S     I 
\\  Fl  '■  I ..    Syracuse 
WFM  ¥  TV,  Gr<  ensboro,  N.  C. 
WGB1  TV,  Scranton 
WGR-TV,    Buffalo 
WHAM,    Rochester 
WHBF,    Rock     Island.     III. \\  ill. I,    Hempstc  ad 
w  HO,    i  >■       Moines 
wir.w.   Topi  ka 

WITH,     Baltin   WKMll.    Dearborn 

WLBC-TV,    Muncie 
Wi.s,    Chicago 
w  m  \<>.    i  Ihicago 
WMT.    Cedar    Rapids 
WNICW.    New    Fork 
WNHC-TV,    New    Haven 
WOl  TV.    Anns,    rowa 
WPTZ.    Philadelphia 
\vi:k\  TV,    Roi  i  ford 
WSR-TV      Atlanta 
WSBT-TV,  South   Bend 
WSM-TV,   Nashville 
WSOK,    Nashville 
WSYR,     Syracuse 

Minneapolis 
WTOP,    Washini 

w  W.1      Deti 
W'XI.W.    Indianapolis 
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DICKENS  JEROME  It  RIGHT 

(President) 
WHAT.   Inc. 

LIKE  MOST 
"Newsworthy 

BROADCASTING 

7? 

EXECUTIVES 

MR.  WRIGHT'S LATEST 

BUSINESS 

PORTRAIT 

IS  BY... 

Photographers  to  the  Business  Executive 

,n,  Fifth    Ivenue,  Neu   York  17— PL  3-1882 
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Did  you  smear  it  on  the  cat  ? 

If  that's  how  you  tested  your  Advertising  Council  campaigns,  she  licked  the 
right  ideas.  Just  look  below  at  the  job  done  by  four  of  the  many  hundreds  of 

campaigns  you've  created  since  1942.  And  by  you,  we  mean  all  the  agency 
account  men,  writers,  artists,  and  media  people  who  have  given  the 

Advertising  Council  their  time,  talent,  and  space  for  free.  But  the  job's  not  finished, 
so  don't  give  away  your  cat.  You'll  need  her  to  test  ideas  for  new  Advertising  Council 

campaigns  to  help  solve  some  of  America's  most  pressing  problems. 

Helped  drop  death  rate 
for  all  accidents  to 

lowest  figure  on  record. 

Created  Smokey,  the 

Fire  Preventin'  Bear,  who 
helped  reduce  forest  fires. 

Helped  raise  the  number  of  local  citi- 
zens' committees  working  for  Better 

Schools  from  17  to  9000  in  4  years. 

Recruited  350,000  volun- 
teer skywatchers  for  the 

Ground  Observer  Corps. 

The  Advertising  Council,  Inc.,  25  West  45th  Street,  New  York  36,  N.  Y. 

16  MAY   1955 
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IN  INLAND  CALIFORNIA  iano  western  nevadai 

RADIO 

These  inland  radio  stations,  purchased  as  a  unit,  give  you  more 

listeners  than  any  competitive  combination  of  local  stations  .  .  . 

and  in  Inland  California  more  listeners  than  the  2  leading  San 

Francisco  stations  and  the  3  leading  Los  Angeles  stations  com- 
bined .  .  .  and  at  the  lowest  cost  per  thousand!  (SAMS  and  SR&D) 

In  this  mountain-isolated  market,  the  Beeline  serves  an  area 
with  over  2  million  people  and  over  4  billion  in  spendable  income. 

(1954  Consumer  Markets) 

KOH    O    RENO 

KFBK   °   SACRAMENTO 

KMJ  O  FRESNO 

KERN  °  BAKERSFIE 

LD 

/ULcCiodbcJUjLf  £/ioactGa*t£uq  C^mjdoa^j 
SACRAMENTO,   CALIFORNIA  •  Paul   H.   Raymer   Co.,   National    Representative 
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Do   women    look 

at  daytime  tv? 

WBC  plan  may 

ease   paperwork 

SRA's  Flanagan 
plans  to  retire 

One-shots  pull 
tv  audiences 

Du  Mont  future 

clouded 

Radio    strength 

shown   by  ABC 

Admen  favor 

recognition 

REPORT  TO  SPONSORS   for    16  May    1955 

(Continued   from  pane  2) 

Ohio  U.  study  of  degree  to  which  women  pay  attention  to  tv — especially 
daytime  tv — makes  point  that  large  percentage  of  women  do  other 
things  while  tv  set  is  on.   Study,  however,  does  not  make  clear  to 

what  extent  set  was  turned  on  by  children  in  first  place.   A  tele- 
phone coincidental  survey  among  Columbus  housewives  by  Joseph  Ripley 

of  university's  Dept.  of  Speech,  study  shows  that  during  4:00-6:00 

p.m.  period  more  than  half  of  women  tv  "listeners"  are  in  other  room 
while  set  is  on,  thus  indicating  to  Shipley  that  daytime  tv  is 

divided-attention  medium.   Study  does  not  show  extent  to  which  chil- 
dren are  viewing  intensively  during  those  2  hours. 

-SR- 

50%  of  present  mountain  of  paperwork  resulting  from  today's  short- 
term  saturation  spot  campaigns  could  be  eliminated  if  buyers,  sell- 

ers will  follow  simple  plan,  Westinghouse  Broadcasting  Co.'s  Eldon 
Campbell,  national  sales  manager,  feels.   The  plan:  Agencies  agree 

once  to  abide  by  conditions  of  standard  4  A's  contract.   Then  they 
place  orders  with  reps  by  simple  phone  or  informal  notes,  forget 
about  contracts. 

-SR- 

Thomas  F.  Flanagan,  SRA  managing  director,  will  retire  from  active 
duty  with  SRA  within  next  few  months.   He  will  continue  serving  SRA 

on  long-term  consultancy  basis. 
-SR- 

While  every-week  show  is  still  basic  form  of  tv  programing,  one-shots 
have  shown  strong  ability  to  pull  audiences.   Top  2  shows  in  latest 

Nielsen  Top  Ten  (two  weeks  ending  9  April)  are  one  shots — "Academy 
Awards"  and  "Circus  Highlights"  shows,  both  on  NBC  TV.   Ratings  were 
57.5,  57.2,  respectively,  with  audiences  topping  18  million  homes  in 

both  cases.   Top  every-week  show  was  perennial  favorite  "I  Love  Lucy" 
with  sponsors  Philip  Morris,  P&G  copping  over  17  million  homes. 

-SR- 

Future  of  Du  Mont's  network  operations  is  clouded  over  by  2  factors. 

P.I.B.  figures  for  March  show  web's  gross  billings  down  to  $628,625, 
compared  to  $1,205,526  for  March  of  1954.   (Four-network  tv  totals 
were  up  32%  during  same  month  compared  to  previous  March. )   In  addi- 

tion, efforts  are  being  made  by  minority  stockholder  group  to  force 

web's  parent  company,  Du  Mont  Labs,  to  liquidate  network  operation. 
-SR- 

Network  radio  study  from  ABC  Radio  designed  to  show  "how  the  radio 

of  today  differs  from  the  radio  of  yesterday"  is  making  rounds.   Radio 
coverage,  says  ABC,  is  44%  greater  than  that  of  decade  ago;  also 
radio  today  offers  263%  more  auto  radios.   Some  14%  more  homes  use 
their  radios  in  the  mornings  than  tuned  in  10  years  ago,  and  about 
same  number  listen  in  afternoons. 

-SR- 
Though  air  media  have  no  agency  recognition  system — are  thus  not  af- 

fected by  pending  Justice  Dept.  suit  against  system  as  practiced  by 

print  media — agencies  and  stations  strongly  favor  some  kind  of  recog- 
nition.  This  was  brought  out  in  SPONSOR  story  6  November  1953  (see 

"Should  air  media  recognize  agencies?").   SPONSOR  postcard  survey  at 
that  time  showed  nearly  85%  of  agency  and  station  executives  approved 
some  sort  of  agency  recognition  system  by  air  media. 

_! 
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SPEAKS^ 

Before  the  Convention  begins 

This  will  be  a  big  \  \l!  I  l>  Conven- 
tion. Of  that  there  can  lie  no  doubt. 

The  Washington,  1).  C.  locale  alone 

guarantees  extra  interest,  extra  excite- 
ment, and  an  extra-big  attendance. 

This  will  mark  the  first  appearance 
oi  a  Presidenl  <>f  the  United  States  it 

a  broadcasters'  convention.  Members 
of  Congress  and  FCC  Commissioners 
will  have  a  fuller  opportunity  to  talk 

with  broadcasters  and  hear  their  prob- 
lems on  a  grass-roots  basis  than  ever 

before. 

Judging  from  the  number  ol  time- 
buyers,  account  executives,  and  ad 

managers  who  have  told  sponsor  thc\ 
will  he  on  hand,  the  1 955  Convention 

will  he  significant  also  for  the  number 
of  buyers  il  attracts. 

The  agenda  will  contain  man)  ses- 
sions of  top  importance  to  sponsors 

and   agent  j    pei sonnel.     For  example: 

the  Telex  i-ioii    (  lode   <  Jiiiuuitlee    repot  I. 

Radio     Advertising     Bureau     meeting, 

Television  Bureau  "I    Advertising  meet- 
\nd.  of  course,  there  s  the  corri- 

dor discussions  where  things  you  nevei 
learn  at   home  gel   plent)    of  airing. 

*        »        * 

Local  programing:   1955 

If  \  on   were  to  travel   the  length   and 

breadth  of  the  nation  for  a  solid  year, 

\  on  couldn  l  hope  to  come  up  w  ith  as 
mu<  li  information  on  w  hat  stations 

programing  toda)  a-  i-  to  he  found 

in  the  pages  of  the  I ().~>.~>  Buyers'  Guide 
in  Station  Programing.  This  SPONSOR 

Services  Inc.  publication,  which  is  now 
in  the  mails  to  sponsor  subscribers, 

gives  a  detailed  breakdown  on  pro- 

graming at  77','  of  the  radio  stations 
and  '<'<()' i  of  the  i\  stations  in  the 
I  nited  States;  in  addition  il  covers 

dio  and  60' ,    of  t\   stations 

Within  it-  pages  you  can  find  at  a 
glance  how  man)  hours  of  programing 

of  an)  type  is  carried  oxer  each  of  the 
station-  responding  to  detailed  ques- 

tionnaire-. \-  \  ou  pore  over  the  some- 

."><).()( )i i  programing  facts  to  be  found 

in  Buyers'  Guide,  these  are  some  of 
the  programing  trends  which  emerge: 

Music  continues  to  grow  on  radio. 
More  than  one  out  of  10  stations  car- 

ries 75  hour-  or  more  music  hours  per 
week:  02'  i  of  radio  outlets  carry  pop- 

ular music  shows  today  compared  with 
88'  'i   last  year. 

I  he  musical  upbeat  isn't  confined  to 
strictl)  pop  records.  Today  12,c/(  of 
stations  carry  light  and  classical  con- 

cert music  compared  with  61  %  a  year 

ago.  It's  interesting  to  note  that  while 
most  of  the  stations  carrying  concert 

music  are  in  metropolitan  areas,  ]<">', 
of  farm  stations  now  air  this  type  of 

music  compared  with  only  5%  last 

j  ear. 

In  television  there  are  interesting 

programing  shifts  as  well.  The  Buyers' 
Cuidc  survey  shows  that  more  stations 

are  programing  late-night  feature  film 
-hows  !!!',  this  year  compared  with 

71'  i  last  year.  Farm  programing  over 
television  stations  is  showing  steadv 

growth  as  well.  The  stations  with  farm 

shows  total  SO',  this  year  vs.  47', last. 

I  he-e  are  but  a  few  of  the  facet-  ol 

radio  and  television  programing  Buy- 
ers Cuidc  rovers.  Indix  idual  categoi  x 

listing-  cover  folk  music,  foreign-lan- 

guage programing,  Negro  and  religi- 
on- programing  among  man)  others. 

*        «        * 

Fee  tv  and  free  tv 

I  he  Federal  Communications  Com- 
mission will  need  the  wisdom  of  Solo- 

mon, the  vision  of  Joseph,  and  the 
courage  of   Daniel   to  safelx    navigate 
the  treacherous  shoals  of  a  lengthy, 

l(  (lion-  lee  |\  hearing  and  emerge  xxilh 

the  right  decision. 

For  here  is  an  issue  that,  in  its  basic 

implications,  is  more  important  than 

anything    thai    ha-    yel    come    before 
the    FCC. 

The  issue  i-  the  affect  ol   a  system 

of    fee   Ix    on    a    -\  stem    o|    lice    l\  .     ('all 

the  existing  system  ol  commercial  ra- 
dio ami  tele\  i-ion.  expressing  the 

hi oadcasl  concepts  ol  a  democratic  na- 
tion, live  side  by  side  in  the  same 

household  with  a  system  thai  i-  nol 
\\  ill  advertisers  he  adversel) 

affected  b)  the  <  ompel  itiori  Eoi  top 

i  in  I  i«n<  e  spoi  i-  '\  cut-  ami  entertain- 

ment features?  Will  fee  tv  outbid  free 
i\  xxhenever  a  feature  or  event  looks 

good  enough?  Might  fee  tv.  with  its 

staggering  box  office  potential,  become 
the  tail  that  wags  the  dog? 

The  battle  lines  are  being  drawn. 

On  all  sides  there  are  polls  of  the  pub- 

lic, pressure  politics,  and  endless  de- 

bates. This  is  all  in  the  gnat  Ameri- 
can tradition. 

I  here  is  much  to  be  said  for  fee  tv. 

Many  of  the  arguments  of  its  propo- 
nents are  telling  indeed.  But  the  basic 

consideration  is  whether  the  American 

system  of  commercial  broadcasting  can 
remain  strong  when  a  fee  tv  system 

becomes  its  competitor  —  whether  we 
want  our  system  of  free  tv  to  remain 
basically  unchanged. 

The  responsibilities  of  the  Commis- 
sion are  great.  Twice  in  ten  years  it 

has  seen  fit  to  foster  broadcast  develop- 
ments which,  in  retrospect,  we  believe 

the  Commission  would  change  if  it 

could.  For  what  happened  after  the 

advent  of  commercial  fm  and  commer- 

cial uhf  could  happen  after  the  adop- 

tion of  fee  tv — only  worse. 

TO  LINCOLN  UNIVERSITY 

Our  thanks  to  Lincoln  University  for  rec- 

ognizing SPONSOR  along  with  such  pub- 

lications as  Life,  Minneapolis  Tribune, 

Christian  Science  Monitor,  Look  and  oth- 

ers in  its  annual  awards  for  "significant 

contributions    to    better    human     relation." 

Foe  Slgnificanl  CoHtribMlam  To 
i;.-n,v  iiumjn  Mallow 

The  Curators  of  tincoln  University 
and 

The  Faculty  of  the  School  of  Journalism salute 

SPONSOR 
i  \  rk ox;m  i 
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Good  for 

COLOR 

Extra  Program  Versatility 

from  NEW  RCA  TS-11A  Switcher 

The  TS-llA  is  a  "nine-input"  switcher  designed  to  handle  com- 
posite or  non-composite  video  switching  for  color  or  monochrome. 

Two  rows  of  push  buttons  feed  a  manual  fader  assembly;  a  third 
row  feeds  a  preview  channel.  A  program  transfer  switch  is  provided 
to  interchange  the  preview  and  fader  busses  with  the  output  busses 

so  that  the  fader  section  can  be  used  for  previewing  fades,  lap  dis- 
solves and  superimpositions.  This  makes  it  possible  to  use  the  fader 

channels  for  rehearsals  while  the  preview  channel  handles  the 

"on-air"  signal.  The  fader  assembly  feeds  a  mixing  circuit  and 
three  output  amplifiers  which  are  a  part  of  the  TS-llA,  eliminating 
the  need  for  installing  elaborate  distribution  amplifier  systems 
external  to  the  switcher.  The  new  switcher  is  free  of  microphonics 
and  low  frequency  tilt  and  bounce,  so  that  a  stabilizing  amplifier 
need  not  be  added  as  part  of  the  switching  system. 

For  further  information  about  this  exclusive  RCA  development  get  in  touch 

with  your  RCA  Broadcast  Sales  Representative.  In  Canada,  write  RCA  Victor 
Ltd.,  Montreal. 

The  TS-UA  Switcher  it  supplied  with  on  RCA  console 

housing  (MI-26266-BI,  o  TM-6B  master  monitor  ond 

power  supplies  to  form  a  complete   versatile   system. 

RCA    PIONEERED    AND    DEVELOPED    COMPATIBLE    COLOR    TELEVISION 

RADIO   CORPORATION   of  AMERICA 
ENGINEERING    PRODUCTS    DIVISION       CAMDEN,    N.J. 



Peter 

DON    DAVIS.   I  /*n( 

JOHN   SCHILLING.   Vice  President  and  General  Manager 

GEORGE   HIGGINJ,  I  ident  and  Salts  Manager 

And  in  Radio,  it's  the  KMBC-KFRM  Team 

J   »A»    /  m  the  Heart  of  America 

/    KMBC  O^  Koojos  C/fy 

KFRM  £<%*  the  State  of  Kamas 

KMBC-T 
Kansas  City's Most  Powerful 
TV  Station 
Primary  CBS-TV  Basic  Affiliate 

The  local  boys  (and  girls)  are  making  good  in  a  bij 

when  it  comes  to  top-rated  TV  talent  in  the  K| 

City  market.    Here's  how  the  latest  Telepulse 
KMBC-TV  hometown  personalities  and  produci|| 

Top-rated  Newscaster  —  network  or  local 
Lionel  Schwan  with  "News  at  Nine" 

Top-rated  Weathercaster  —  network  or  loca 
Jim  Burke's  "The  Weather  Story" 

Top-rated  Sportscaster  —  network  or  local 
"Sam  Molen's  Sports" 

Top-rated   Local   Women's   Show 
Bea  Johnson's  "Happy  Home" 

Top-rated  Local  Kids'  Show 
"Comiclub"  and  "Commander  9" 

Top-rated  Evening  Movie 

"Premiere  Playhouse" 

If  you'd  like  to  send  your  product  to  the  top  in  Ki 

City,  schedule  your  television  advertising  on  top-M 
KMBC-TV  shows.    Your  Free  &  Peters  Colonell 

sell  you  the  time  that  sells  the  market.    Contact! 
for  a  contract. 

KMBC-TV 
Kansas  City's  Most  Powerful  TV  Station 
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58%  of  W-I-T-H's  audience  have  incomes  of  $5,000  or  more! 

W-I-T-H's  audience 
by   income  groups 

Just  about  everybody  in  the  business  knows 

hat  WITH  has  the  biggest  listening  audience 

n  Baltimore  City  and  Baltimore  County.  They 

mow,  too,  that  WITH  provides  the  lowest 

ost-per-thousand  listeners  of  any  station  in 
own. 

But  there's  a  lot  of  talk  about  the  quality  of 
his  audience.  The  A.  C.  Nielsen  Company  has 

ecently  made  a  survey  which  shows  the  com- 

'•osition  of  the  listening  audience  for  WITH  and 
ne  other  Baltimore  station.  The  other  station 

3  a  powerful  network  outlet. 

— /#?  Baltimore 

Audience  of 
Network  Station  A 

by   income   groups 

The  upper  group — families  with  incomes  of 

$5,000  a  year  or  more — make  up  58 %  of  the 
total  WITH  audience.  Only  48  %  of  the  net- 

work's audience  is  in  this  group.  In  the  middle 
group — incomes  from  3  to  5  thousand  dollars 

a  year— WITH  has  33',',  the  network  37',. 
In  the  lower  group — under  $3,000  a  year — 
WITH  has  9%,  the  network  15%. 

So  don't  worry  about  "prestige"  when  you're 
buying  radio  time  in  Baltimore.  WITH  gives 

you  all  the  "prestige"  you  need.  Ask  your 
Forjoe  man! 

RADIO 

MASTER     DIRECTORY 

Local  Programing 

Profiles  of  2172  U.  S. 

and  Canadian  commercial 

radio  stations. 

CATEGORY      DIRECTORIES 

Individual  listings  of 

stations  catering  to  such 

special  audiences  as: 

CONCERT  I         MEXICAN 

FOLK   MUSIC 

FOREIGN 
POP     MUSIC 

Local  Programing 

Profiles  of  381  U.  S. 

and  Canadian  commercial 

TV  stations. 

4  CATEGORY      DIRKCTORII 

Individual  listings  for: 

FEATURE    FILM 

HOMEMAKING 

SPECIAL  APPEALS 

SPORTS    COVERAGE 

TOM   TINSLEY,  President REPRESENTED    BY    FORJOE    &    CO. STUDIO      FACILITIES 

SLIDE    SPECIFICATIONS 
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TOTAL    RADIO 

LISTENING! 

(46%    INCREASE 

IN   ONE   YEAR!) 

1953 
1954 

Increase 

4:00 

5.9 

6.3 
8.7 

9.8 

47.5%      4- 
4:30 

56.6%      + 

5:00 

5:30 
6.6 9.8 

12.3 

14.9 

86.4%      + 

62.2%      + 

6:00 
12.8 

11.0 
18.1 
15.2 

41.4%      -i- 
6:30 

38.2%      4- 
7:00 9.7 

7.7 

11.1 
11.9 

12.7%      4- 

54.5%      + 

7:30  -  8:00    p.m.   .... 

/ 

WINTER 

1954  -  55 

i 

POPULATION  •  LABOR    FORCE 

AUTOMOBILES  •    BUSINESS    FIRMS 

MONTHLY    SALES    COMPARISONS 

INDUSTRIAL    WORK    HOURS 

SALES    ESTIMATES 

TELEPHONES 

HOOPER    DATA 

HOME    LISTENING 

AUTO    LISTENING 

STORE    LISTENING 

4    YEAR    TRENDS 

8    YEAR    AUDIENCE    TREND 

T  V     OPERATING    HOURS 

4    YEAR    SETS-IN-USE 

COMPARISON    BY    Vi    HOURS 

SEPTEMBER  •  DECEMBER    INDEX 

PROGRAM    SCHEDULE 

RATE    CARD 

i       WOLF    SPONSOR    BREAKDOWN 

FIELD    INTENSITY    MAP 

Von     RtniMlaur 
Syrocuie,    N     Y 

1490    K  C  MU    A  a 

ON   THE   AIR   —   6  00  A.    M   Vo   2  00   A     M.» 

NATIONAL  SALES  REPRESENTATIVES  —  THE  WALKER  COMPANY 
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i 
Published  annually  by  sponsor 

services  inc.  President:  Ber- 

nard Piatt.  Project  Director: 

Karolyn  L.  Richman.  Art 

Director:     Donald     H.     Duffv 

1955   BUYERS'    GUIDE 
TO  STATION   PROGRAMING 

The  local  programing  of  2172  radio  stations  and  381  television  stations  is 

catalogued  in  this  second  annual  edition  of  the  Buyers'  Guide.  This  infor- 
mation, compiled  over  a  period  of  six  months  from  detailed  questionnaires 

filled  out  by  the  stations,  is  designed  to  meet  the  immediate  needs  of  timebuy- 
ers,  account  executives  and  ad  managers.  It  enables  the  reader  to  tell  at  a 

glance  the  programing  character,  audience  interests  and  the  facilities  of  the 

individual  stations  and  provides  him  with  complete  lists  of  stations  appealing 

to  specific  groups  and  tastes.  The  book  is  divided  into  four  sections  as  follows : 

RADIO      MASTER     DIRECTORY 

I  
All  stations  resp

onding 
to  Buyers'  Guide  ques- 

Eafl  tionnaire  arc  shown 

here  by  states  and  cit- 
ies giving  program  character  of  each  at  a 

glance.  Weekly  hours  each  station  devotes 
to  10  principal  program  categories  are 
shown. 

STARTS    PAGE    6 

RADIO     CATEGORY     DIRECTORIES 

Eight  programing  cat- 
gories    make    up    this 
section,     each     listing 
stations      emphasizing 

specialized    programing    appeals    such    as 
concert,  folk  and  popular  music,  religious, 

foreign  language,  Mexican-American,  farm 
and  Negro. 

STARTS    PAGE    65 

TELEVISION     MASTER     DIRECTORY 

The  programing  com- 
position of  38 1  stations 

responding  to  Buyers' 
Guide  questionnaire  is 

shown  by  the  number  of  hours  devoted  to 

each  program  category.  Station's  complete 
local  pattern  clearly  emerges  in  this  quick 
analysis. 

TV    CATEGORY     DIRECTORIES 

Seven  separate  listings 

comprising  detailed  in- formation on  stations 

covering  the  farm 
market,  other  special  audience  groups, 

homemaking,  sports,  feature  films,  studio 
facilities    and     film    and    slide    specifica- 

STARTS     PAGE     108 
tions. 

STARTS    PAGE     127 

THE     1955     BUYERS'     GUIDE     TO     STATION     PROGRAMING     IS     DISTRIBUTED     TO     ALL    SUBSCRIBERS    OF    SPONSOR  —  THE     MAGAZINE     RADIO     AND    TELEVISION 

ADVERTISERS     USE.         PRICE     TO     NON-SUBSCRIBERS:     $2.         40     EAST     49     ST..      N.      Y.      17.      N.      Y.  COPYRIGHT      1955.       BY      SPONSOR      SERVICES.      INC. 



jUp$=the  best  in  Radio  music 

Only  APS  has  everything! 

1.  APS  is  the  only  transcription 

library  which  has  had  the  courage  to 

recognize  important  economic  and 

programming  changes  in  the  broad- 

casting industry  and  do  something 

realistically  constructive  about  it. 

2.  APS  is  the  industry's  only  //// 
high-fidelity  full  basic  transcription 
library  service. 

3.  APS  is  the  only  transcription 

library  actively  managed  and  oper- 

ated by  broadcasters. 

-/.    APS  is  budget  priced. 

.5.  More  .  .  .  there's  much  more  to 

the  APS  story.  We'll  be  pleased  to 
tell  it  to  you  if  you  will  write,  phone 

or  wire — we'd  be  proud  to  have 
the  privilege  of  serving  you  and 

your  listeners. 

JPS -Associated  Program  Service 
223   Fourth    Ue..  N.»   ̂   "rk  .1.  N.l  .  •   ORchard    1-7   

I9S5  lavi.Rs'  GUIDE 



HOW  TO  USE 

1955   BUYERS'   GUIDE 
•  If  a  timebuyer  were  setting  up  a  spot  radio  campaign  in  a 
variety  of  markets  for  a  product  appealing  to  men,  and  was  in- 

terested in  stations  featuring  news  and  sports,  he  could  reduce 

the  planning  time  of  the  campaign  by  using  the  radio  master 

directory.  Here  all  stations  are  listed  by  states  and  cities,  giv- 
ing complete  programing  breakdowns.  After  a  comparison  of 

the  station  programing  in  each  market,  he  could  build  a  list  of 
stations  that  answer  his  needs.  By  working  with  this  selected 

list,  he  could  reduce  the  number  of  stations  to  be  considered  be- 
fore comparing  rates,  ratings  and  availabilities. 

If  a  timebuyer  were  planning  a  spot  tv  campaign  to  launch 

a  new  beauty  preparation,  the  special  category  listing  for  tv 

homemaking  programing  would  be  a  good  starting  point.  In 

this  section,  each  station's  homemaking  is  broken  down  accord- 
ing to  six  main  appeals — kitchen,  do-it-yourself,  home  decora- 
tion, fashion,  beauty  and  child  care.  The  buyer  could  quickly 

extract  those  stations  suiting  his  product's  needs.  Then,  to  per- 
fect this  list  according  to  his  requirements,  he  could  ( 1)  check 

with  the  master  tv  directory  for  each  station's  complete  pro- 
graming picture  and  (2)  consult  the  special  category  listing  on 

film  and  slide  specifications. 

If  a  timebuyer  were  interested  in  reaching  special  segments 

of  the  population — such  as  the  farm,  Negro  or  foreign  lan- 
guage audience,  he  could  consult  the  special  category  listings 

for  radio  and  tv.  These  lists,  in  effect,  group  together  stations 
with  common  programing  appeals.  From  these  directories,  the 
buyer  can  make  up  permanent  lists  for  himself.  For  example 
he  can  select  from  the  Negro  list  the  top  programers  in  this  field ; 

from  the  tv  sports  list  the  stations  featuring  live  play-by-play 
coverage  of  local  teams  and  events. 



radio  MASTEI 
18  ITEMS  OF  INFORMATION  ABOUT  EACH  LISTED  RADIO  STATION 

appear  in  this  master  directory.    In  a  single  line  across  the  page  you 

will  quickly  find  the  most  complete  data  regarding  a  station's 
programing  pattern  ever  compiled.   For,  in  addition  to  the 

basic  data  of  call  letters,   frequency,  power,  national   network, 

and  national  representative,  the  number  of  hours  each  station 

devotes  to  the   10  principal  program  categories  is  highlighted. 

To  complete  the  station's  program  picture  the  daily  average  of 
network   hours  and  on-air  hours  past   midnight   are   shown,   and   the 

station's  special   services  or  facilities  are   indicated   by  suitable 
symbols.    The  information  was  compiled  from  questionnaires 

sent  to  all  U.  S.  and  Canadian  stations.    For  other  directories  and 

listings,  please  see  information  on  next  page.    Your  attention  is  invited 

to  the  table  on  page  6  which  compares  the  programing  patterns 
of   1955  with  those  of  the  preceding  year,  showing  a  strong 

continuing  trend  in  the  direction  of  specialized  programing. 

1955   HL'YERS'  GUIDE 



X 
See  master  list 

ekly  program  hours  of  the  10  principal  program  types 
wn  here  in  line-by-line  listing  of  each  of  2172  stations 

RECTORY  PAGES  7-64 

farm 

page   73 

V" 

foreign  language 
Special   listing,   page    83 

popular  music 
Special  listing,  page   1 02 

_  111  X 

negro 
Special   listing,    page   91 listing t   page    105 ^^^^  opeciai    usnngf   page    iuj 

{> 



ANALYSIS  OF  LOCAL  PROGRAMING  1954-1955 
{including  U.  S.,  Alaska,  Guam,  Hawaii,  Puerto  Rico  and  Canada) 

No.  of  Stations 
Responding Respondents 1955 

1954 

1955 
Daytime   stations — sunrise   to 

sunset 

495* 

599* 

33%* 

29%-
; 

Stations   on   a'r   to    midnight 

752 

1  1  18" 51  %* 54%* 

Stations    programing   past   mid- 
nignt 

264s 

332* 

18%* 17%* 

Stations   on  air  24  hours   per  day 

75* 

106 

5%* 5%* 

Stations   affiliated    with    national 

networks 
758 

1082 

50% 
50% 

Independent    stations 

753 
1090 

50% 
50% 

Stations   programing   popular 
music 1380 

2015 

88% 92% 

Stations   programing   concert 
music 969 1684 

61% 

78% 

Stations    programing   folk    music 
1050 

1671 

66% 

77% 

Stations  scheduling   religious 

programs 
853 1818 

54% 
83% 

Stations   scheduling    local    farm 

programs 

997 
1531 

64% 

70% 

Xo.  of  Stations 
Responding 

Total 

lints 

1954  1955 

Stations   scheduling   homemaking 

programs Stations    programing   to   a    Mexi- 
can-American  Audience 

Stations   programing   to   other 

foreign    language    audiences 

Stations   programing   to   a   Negro 
audience 

Stations   offering    play-by-play 

sports 

Stations   scheduling   daily   news- 
casts 

Stations   subscribing   to   a 
national    news    service  1241 

Stations    subscribing    to    a    tran- 

scription   library    service  1015 

726        1329  46%  61% 

109  139  7%  7% 

369  19%  17% 

596*  25%*  29%* 

1296  55%  59% 

2134  92%  98% 

2191  82%  96% 

1763  67%  81% 

285 

374 
831 

1390 

*  totals   exclude    Canadian    respondents 

1954:   based   on   questionnaires  from    1568     '■'     is:    5  5%o/  U.  S.  stations  and  35%   of  Canadian  stations  on  the  air 
as  of  April    1,    1954 

1  95 ; :   based  on  questionnaires  from    2172    stations:    77°foof  U.  S.  stations  and  66c/c    of  Canadian  stations  on  the  air 
I  fril    1 ,    195  5 

on  deck,  WTCN  hits  2nd! 
In  two  years  WTCN  Radio's  Pulse  ratings  have  moved 
into  the  second  slot  in  the  Upper  Midw<  V  largest  and 
most  important  market!  From  4th  place  in  1952  to  2nd 

plate  in  1954 '  Keep  your  advertising  eye  on  "the  personality 
impact"  of  the  stars  on  "the  Station  of  the  Stars"  as  they make  ratings  climb  even  higher! 

WTCN  radio  "the  station  of  the  stars" 
Minneapolis  •  St.  Paul 

1280  kilocycles  •  f,000  watts  •  ABC 
Represented  by  John  Klair  &  Co. 

radio 

symbols *  am   station    with    fm 

affiliate 

1  fm  station 

D-Daytime  power 
N   Night  power 
*  local  sports  covered 

f  Mexican-American 

programing    included    in 
foreign  language  total 
X-categorv    claimed,    hut 

hours  unspecified 

category  unclaimed 
S1'R\  [C]  S      \P       Asso- 

ciated  1'       .   I  P      Unit- 

ed   Press,   INS — Interna- tional  News   Service, 

Bl  P  — British     United 
I'       ,      BN  —  Broadcast 

V   vs,       A  —  Associated 

ice,    C — Capitol,   Co — Cole,   LW 

Umg-Worth,    McG — 
MacGregor,   Se  —  Scsac, 
St— Standard,    T—  RCA 

I       .mrus,  W  —  World. 

1'in    |5I  VERS'  GUIDE 



k\i)io 

ALABAMA 
DAILY  HOURS WEEKLY   HOURS 

' 

City Call  letters Freg. Power 

Natl 
netwark        National  rep Network 

Post- 
mid 

Poii 

music Concert Folk 

Rehg 

News 

Sports Horar. 

making 

Farm 

Foreign 

Nrgro 

Sarvlta* 

ERTVILLE WAVU 630 
500w-D —   - 21 7 

13 

10 9 • 1 

18 

— 

M';\V 

XANDER CITY \\  KFS 10.50 1W KBS     Dora-Clayton 56 8 20 10 8 

X* 

3 10 UP;T 

JALUSIA 

WCTA* 

920 
1  D.500-N M,K 5 _ 30 — 

.it) 
4 5 2 3 3 

PISTON 
WHMA* 

1150 250k  v ABC    Sears  &  Ayer 6 

35 

5 

10 

10 

12 

6» 

3 3 3 UP;W,T 

WSPC 1390 5-D,l-N MBS    Walker;   D-C 9 60 5 68 1 20 

2* 

% 2 5 AP;St 

IURN WAUD 
1230 250w ABC    Continental 7 20 9 11 10 25 

5*
 

2 6 

AP 
iEMER WBCO       1450       250w Forjoe;  D-C 

19 

122 

vAINGHAM WBCO       (See  BESSEMER) 
\vRRC 960       5kw CBS      Kalz 

30 

12 19 INS;AP 

WCRT       1260       lkw-D Thos.   Clark 49         28 

I    |..s, 
WEDR       1220       lkw-D McCillvra 24 84 
WILD 850       lOkw MBS    Forjoe 

19 

18 

16 

37' 

UP;  LW \\il.D*       1100       250w KBS     Interstate 120 
\\  1  RS 900       lkw-D Stars;  Holman 

24       21 

UP 
WnOK (>90 

50kw-D 
Radio-TV    Reps 10 _ 45 12 4 3 2 

UP 
WTON WEBI 1240 251  lu M,K Dora-Clayton 8 5 12 — 24 3 

AP 
ATUR WAIF 1190 250w Sears  &  Ayer 65 4 21 5 17 X 3 3 5 

UP;LW 

WHOS* 
800 lkw McGillvra 41 9 12 6 7 X 2 3 

VP:T 

HAN WAGF 1320 lkw NBC McCillvra 9 

52 

3 14 8 13 2 3 3 

AP 

WDIG 1450 250w ABC Schepp-Reiner 9 9 __ 

__ 

3 1 18 9 
UP;T 

WOOF 560 5kw-D 
KBS T.  Clark;  D-C 21 2 18 7 9 2 3 2 4 UP 

AULA WULA 1240 250w 
KBS 

Indie  Sis. 

_.. 

..      44 8 

26 

12 X 

2* 

4 7 

UP 
ETTE WWWF 

990 lkw-D KBS 
_ 30 3 15 6 6 4 

1  P 

RENCE 

WJOI* 
1340 250w ABC 12 12 16 2 2 2 1 5 

WOWL 1240 250w KBS Rambeau 51 8 

21 

3 

28 

9' 

2 4 9 

AP 
EY WHEP 1310 

lkw-D 
— Indie  Sales 

24 

1 27 2 7 2 1 

12 

1 
AP:T 

T  PAYNE WFPA 1400 251  >w 
KBS 

Continental 112 21 2 

WZOB 1250 
lkw-D 

KBS 

23 

19 25 7 3 6 
UP;T 

)SDEN WETO 930 lkw-D KBS McGillvra 19 18 

34 

4 9 

UP 

WGAD 1350 5-D,l-N ABC Rambeau;  D-C 
X 

25 

11 12 X 12 

22* 

7 3 X 

AP 
WJBY 1240 250w NBC 

Avery-Knodel 9 63 7 2 

INS;W 

IEVA WGEA 1150 
lkw-D 

— — 12 1 

29 

18 10 

1» 

3 % 
AP;W 

JTERSVILLE WGSV 1270 lkw-D KBS 

28 10 24 

10 

14 

1* 

2 5 UP 

.EYViLLE WJBB 
1230 

250w M.K Indie   Sales 5 39 2 17 

26 

3 

8'
 

5 — 

HILTON WERH 970 5kw-D 
Best 

20 y2 30 12 12 X 2 2 3 UP;Se 

10,000  WATTS WILD 850  KC  MBS 

^srirst  in  the  ̂ rreart  o¥  cJDixie 
?9 

BIRMINGHAM,   ALABAMA 

1st  IN  CHOICE  OF  ADVERTISERS 

IN 

42  COUNTIES 

cfLJon  t  talte  our  word  for  it — S^cc: 

National    Representatives:    Forjoe   and   Co.,    Inc.    •    Clarke   Brown  Co.,  Southeast  •  George  L.  Sutherland,  Gen.  Mgr. 

1st  IN  COVERAGE 

POPULATION   1,778,130 

:   1st  IN   POPULARITY 

RADIO  HOMES  463,642 

19SS  BUYERS'  GUIDE 



i ALABAMA    I 
DAILY  HOURS 

continued) 

WEEKLY  HOURS 

1 

cits Call  letters Freg. 
Power 

Natl network National  rep           Network 

Post- 

mid 

Pop 

music Concert Folk 

Rclig 

News 
Sports 

Home- 

making 

Farm     Foreign     Negro Serviei 

tit 

HUNTSVILLE 
\\  BHP L230 250w 

M.K 
0 

10 

8 6 3 

2« 

2 4 

I    I> 

\\  11  N L250 
250w 

Star-   \    \yer 65 8 

30 

6 

in 

7"
 

1 3 6 UP 

Wli 
L550 

\i;i 

i  .-II   I'm  ii. i 7 28 

26 

7 

4* 

3 5 
AP          ijV 

MARION W.I  \M 1310 
lkw-I) 

Continental 12 2 18 3 7 X 5 2 10 

AP;C      t 

MOBILE \\  \l:i: 
1 180 5  k  w 

\BC 
Branham 6 .... 

<<:: 

5 2 3 11 

x» 

2 

UP;W 

\\  k  \li 

\\kin. 

840 

710 

lkw  U 

1-D,500-N 
Forjoe;  D-C 

25 42 7 4 

2« 

2 1 18 AP 

„. 

i  BS ^  (Hinj; 

9 24 

62 

4 15 5 

i  ; 

3* 

3 2 5 AP;LA 
\\  MO/ 

9<>0 lkw  1) KBS 

I'cai  -.hi 
14 6 6 X 2 3 __ 98 _„   

MONROEVILLE WMFC 
1220 KBS 

.... 18 23 7 8 

4' 

.... 

12 8 
AP;W 

iC 

MONTGOMERY w  \px 
IMIO 

lkw 

\r.i 

Walker 10 12 6 7 8 

6» 

AP;Si 
- 

\\  HAM 

Tin 50kw-D 
1 1 , 1 1 1  i  1 1  r  \  1 1 1 1 1  - 6 

38 

9 3 1 5 11 1 

UP 

■■' 

\\<:o\ 
1170 

lOkw 

(  BS 

i;  i\  iin-i 

11 

31 2 24 4 15 

2* 

4 9 5 

UP 

w  m<a 800 
lkw    1) FiirjOi':    III. 

8 

18 

6 4 

2' 

2 18 
1T:W 

!K 

\\  KM  \ 950 
lkw- 1) 

McGillvra 30 1 .... 
.:<i 

4 

;• 

3 2 

87 

AP 
WS1  \ 

1  140 
5-D,l-N NBC Headley-Reed 9 16 3 

17 

8 14 3 4 3 

AP 

I 

OPELIKA W.IIIO 
1  li  0 250w M,K 

Indie  Sis;   D-C 
6 y4 45 5 20 7 13 8 — 2 5 

UP;Wi PHENIX  CITY 
WI'W 1270 

lkw-D MBS 1-  hi  | ■  ii- 
7 40 20 4 1 4 21 

RUSSELLVILLE \\  \\  \\  R 920 
lOOw-D 

KBS 

33 .... 14 16 10 2 3 2 1 1  P:S. 

SCOTTSBORO \\(  III 1050 250  w   1) 

29 

2 22 1 

'i 

1- 

1 8 2 
AP;T 

SYLACAUGA \\  MLS 1290 
lkw-D 

.;ii 8 22 7 1 2 6 AP \ 

TALLASSEE WTLS 1300 
lkw-D 

2  1 6 21 7 7 

2* 

2 2 6 

AP 

VI 

■ 

TUSCALOOSA WJRD 1150 5k  H 
NBC 

llinil.i  .in  :    1 )  ( 9 40 9 19 8 

36 

8* 

9 
UP;¥ 

\\  \PT 1280 lkw    D Indie  Sales 

20 

36 15 

10 

2" 

2 

AP;L\< TUSKEGEE W  TUS 
580 5kw-D KBS 

47 2 5 3 2 

2* 

1 36 

UP 

,: 

NO    INFORMATION 
tur.   WMSL;    Demo 
Shoals,   WLAY;    <) 

Athens,    WJMW;    Atmore,    W  VTM 
polis,   VVXAL:    Eenterprise,  WIRB; 
leonta,   WCRL;    Piedmont,   WPID; 

;    Birmingham,    WAFM,    WAPI,    W.ll.N.   WSGN;    Carrollton,   WRAG;   Clanton,   WKI.F 
Gadsden,   WGWD;    Greenville,    WGYV;    Homew   1,   WEZB;   Jackson.    WPBB;    .Jasper, 
Roanoke,    WELR;    Selma,    WGWC,    WHBB;    Sylacauga,    WFEB;   Talladega,   WHTB:    Ti 

Cullman, 

WWW]'.: oy.    WTBI 

\\  KMM.    WKI'L:    r Mobile.    WALA:    d 

;   Tuscaloosa,   WTB 

AF (IZONA 
)AILY  HOURS WEEKLY  HOURS 

! 

* 

City 
Call  letters 

Freq. 
Power Natl network National  rep Network 

Post-      Pop 

mid      music    Concert Folk 

Relig 

News 

Home- 

Sports    making 

Farm 
Foreign 

Negro 

Services! 

DOUGLAS K  \\\T 1450 250w 
MBS 

lias  mei  :  Blair 6 37 6 10 1 12 

8*         2 

1 — 

UP;I.W 
FLAGSTAFF 

ki  1  - 
5-D,500-N K.M 3 25 14 

25 

5 14 

2-         1 

X 

12t 

1  l':T 

KGPH 

69  I 

l-D.500  N \BC McGillvra 

in 

22 

9 12 16 

6» 

3t 

7 

AIM.W 
GLENDALE KHI   \ 1340 250w 

L.    O'C;  [ndie 21       81 
44 9 1 

I'          f> 

1 

lot 

11 

UP;LW 
GLOBE kW.IB 1240 250w 

NBC Raymer 

1! 

3 3 3 3 2 %     % 

4t 

NOGALES KNOG 
1340 250w 

<  BS 

Oakes 
10 58 5 1 11 

2' 

lot 

,   PHOENIX 

KII-'N 

8f.O       lkw-D Oakes 12 

84t 

KONI 1  100  « I , 

UP_ 

INS 

kooi. 960      5k\ 

KO\ 550       5  1).  IN 

(    BS        \M   Ka.linSalr- 

MBS     Pin, 

TUCSON 

YUMA 

kl'llo 
kill/ 
K  l  \_H 

ki  A  \ 

910 
L230 

r>kw 

VBi KBS 

Katz 

Burn-Smith i. 'ii       5kw 
NBC     Raymei 

10 
108 

15 

122 

15 

I  [>:S. 

18 
I    l':\\ 

22 

30 

12 

22 

\\'.\ 

3t 

UP 
AP;T,C. 

580      5-D.500-N         \BC    Hollingbery 
KE   T (,'»)      250w-D 

knl'ii 
250w 

<  BS 

( lakr- \M  Radio  Sal™ 

KTI  C         I  10(1       250 w 

KVOA 

KOI  I) 
KYMA 

1200         lkw 

I  100 

MBS      lilaii 

MBS     Ravmer 
28 

I'l 

Ml 

18 

II 

_8   1 

17 

11      __3 

■151   10 

I  >      ~ 3 

AP;I.W 

84t 

6t 

!!■ 

UP_ 

AP 
1  P;W,J 
MM 

250v CBS     Hollingber) 

MBS 

10 10 

3t 

\* 

6t 

St   

W.S.- 

NO    INFORMATION:   I 

a,    KVTJ lUbee,   K'sl'.x.   Clifton,    KCLF  KCKY;   Kingman,   KGAN;       Mesa,    KTYL;    Prescott,    KYCA      Safford,    KGL1   .    Tucson,    KTKT,    KVOA;    Win  I. 
M. 

SYMBOLS: 
am-fm    station 
fm    station 

D — daytime   power 
N   night  power 

•     local    sports   covered 

Mcx.   Span,  included 
x     figure    unspecifici 

category  unclaim 

I9S5   BUYERS'  GUIDE 



K\I)IO 

T  SMITH 

ARKANSAS 
DAILY  HOURS WEEKLY   HOURS 

City Call  letters Freq. Power Natl networl National  rep Network 

Post- 
mld 

Pop 

music Concert 
Folk 

fiohg 

Nows 
Sports Home- 

making 

Farm     Foreign     Negro Services 

'.ADELPHIA KVRC 1210 250w 

MX 

li,  -1 

10 30 5 

16 

9 

27 

12* 

3 4 4 w 
ESVILLE KBTA 1310 250w M,K 

i:.-i 
9 16 7 12 10 4 4 Al':\\ 

THEVILLE 

KLCN* 
910 

5kw-D 
. IV.n-,, I, 40 3 21 X 7 5 12 

AP 

rlDEN KAMD 1430 250w M,K 1  .ill  1',  1 11. 1 8 10 2 2 X 

1"
 

2 1 

AP 
>SSETT KAGH 1340 250w M,K 

lie-i 
10 

14 

4 25 3 X 3 7 4 

AP 
>ORADO KDMS 1290 

lkw-D 
KBS 

Devney;    D-C 
38 3 14 7 8 X 2 3 UP;  T 

ETTEVILLE KGRH 1450 250w M,K Walker 7 

40 

3 9 

2» 

3 2 3 

AP 
kr'PW*      1230       250w CBS     Avery-Knodel 25 

in 

3      AP.UP 
KWHN       1320      5kw i\;iml>eau 41 19        12 17 

AP 
UUSON KHOZ        1210      250w 

M,K     Best 

Hi 

17       10 17 _      UP;T 

fLE  ROCK 

3NOLIA 

ENA KFFA 1360 lkw M.K Best 
8 

20 

X 8 35 

AP;\\ r  SPRINGS KBHS 

KWFC 

,',vi  i 

lkw-D KBS 
Sears  &  Ayer 55 9 5 9 2 2 2 UP;W 

1340 250w A,M Gill-Perna 8 16 7 8 5 

14 

4* 

2 6 
AP;T 

IESBORO 
KBTM* 

1230 250w M,K 
i;,-i 

6 30 9 8 5 22 

7* 

3 8 

AP:\V KNEA 970 
lkw-D t .ill  I'n n. i 55 7 21 5 10 

X*
 

4 
UP;T 

KARK 920       5kw NBC    Petry 12 12        12 14 UP;AP;W 

KGHI         1250      1-D.500-N       ABC    Hollingbery 10 

15 

10        

KLRA        1010       10-D.5-N         ABC     Raymer 

51 

16 20 AP,UP,Se, 

St 

KTHS        1090       50kw CBS     Branham 10 

14 15 

13 4      AP,UP;LW 

K\LC        1050       lkw-D KBS     McGillvra 45 

UP 
KXLR        1150      5-D,l-\ MBS    V.R&McC 30 18       10 11 

25      UP;T 

k\  M  \ 630       lkw-D M,K     Pearson 12 17 18 AP 

LVERN KDAS 1  120 lkw-D KBS 

27 

5 

17 

8 7 

1* 

2 1 3 

1   l':\\ 
3EHEE KVSA 1220 

lkw-D 
KBS 

Best 
36 4 18 5 10 

x* 

1 3 6 

AP;C 

RRILTON K\OM 800 
250w-D Best 19 3 21 4 3 

3« 

         _ 3 AP;St,W 

UNTAIN  HOME KTLO 1490 250w 7 8 8 18 4 12 

3» 

1 6 
UP;T 

VPORT KNBY 1280 
lkw-D 

20 
16 

10 

15 

2 y* 1 5 

EOLA KOSE 860 
lkw-D 

KBS Best 

35 

X/2 

18 4 10 

5* 

3 7 6 AP;W 

AGOULD KDRS 1490 250w KBS 50 3 19 11 9 

6# 

2 3 

AP 

E  BLUFF KCLA 1400 250w 
Best 

70 

2 22 7 10 

X*
 

.... 10 

LW 
KOTN 1490 250w M.K 8 

46 

11 9 7 

20 

15* 

__ 6 

12 

AP;T 

iAHONTAS KPOC 1420 
lkw-D KBS 23 2 23 7 4 

8» 

6 10 AP;W 

iERS KAMO 1390 
500w-D 

Best 37 3 12 6 X X 3 8 
UP;  T 

RCY KWCB 1300 
lkw-D 

Kl'.S 

Best 

26 

28 7 

%• 

AP 

)AM  SPRINGS KUOA 1290 
5kw-D 

M,K 4 

13 

8 5 18 

13 

5* 

% 4 
AP;T 

INGDALE KBRS 1340 250w 
A,K 

Pearson 6 35 6 

10 

15 13 

8* 

5 10 

AP 
TTGART KWAK 121(1 250w M.K Best 

in 

26 

3 6 

13 

X*
 

2 — 
UP;St,W LNUT   RIDGE KRLW 1320 

lkw-D 
45 6 10 6 10 X 2 2 

I  I' 

RREN KWRF 860 
250w-D .   12 3 14 3 9 2 2 2 2 AP;W 

NFORMATION:   Benton.  KBBA;  Camden,  KPLN;   Conway,  KCON;  El  Dorado, 

'A;    Russellville,    KXR.7;    Texarkana.    KOSY. 
KELD  ;   Forrest  City,    KX.IK;    Fort    Smith,    Kl-'SA:    Hope.    KXAR;    Hot    Springs,    KBLO;    Mens, 

CALIFORNIA 
DAILY  HOURS 

WEEKLY  HOURS 

City Call  letters 
Freq. 

Power Nail network        National  rep 
Network 

Post- 
micl 

Pop 

music 
Concert 

Folk 

Rclig 

News 
Sports 

making 

Farm Foreign 
Negro 

Service* 

URAS KCNO 570 
lkw-D 

Best 40 12 3 4 7 

2* 

2 1 — UP;St,C3e 

vLON KBIG 740 lOkw-D 
Meeker 77 7 — 

A 

jana,    Mex.) 

XEAC 
690 5kw Oakes — — 

1537 

~ 

ERSFIELD KAFY 

KBIS 

550 
i)70 

lkw 

lkw 

MBS Forjoe Young 13 

24 

18 2 20 2 7 2 1 

lot 

UP 
135 14 8 

2t 

17 

KERN* 
1410 lkw CBS 

Raymer 
11 

18 

3 2 1 

25 

3 

AP;C 

KPMC 1560 lkw ABC Hollingbery 10 14 3 14 

1^' 

3 3 2 

7t 

1 

STOW KWTC 1230 250w ABC Cooke X 

38 

3 10 4 

17 

2* 

3 

6t 

1  l':W 

KELEY KRE 
1-100 

250w 24 

38 32 

11 X 

25t 

20 

AP 

HOP 

THE 

KIBS 

KYOR 

1230 

1450 

250w 

250w KBS 

ABC 

Bdcst.  Time 

Pearson 

Sis  .. 60 5 6 10 10 3 3 1 UP:Se,C 21 

13 8 7 18 3 

6t 

4 

UP (WLEY 
KROP 1300 lkw ABC Pearson 11 30 9 24 

2' 

3 

BANK KBLA 1  190 230  w Webb 

24 

96 
20 

27 12 

14 

2 

3* 

% X 

16t 

3 
1   P:< 

EXICO KICO 1490 230  w 
Cooke;  L.O'Conl. 

70 

AP 
CO KXOC 

1060 lOkw MBS 

Young 

9 1 

25 26 12 

26 

10* 

5 UP;  St 

XINGA KBMX 1470 
500w-D 

KBS Webb 58 5 5 3 4 

X*
 

1 

UP 
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CALIFORNIA        continued 
DAILY  HOURS WEEKLY  HOURS 

Cltj Call  lettert        Freq. Power Natl network        National  rep 

Pott-       Pop 

Network    mid      music     Concert      Folk      Rclig 

Home- 

Snorts     raking       Farm      Foreign     Negro         Sernei 

CORONA 

CRESCENT  CITY 

KBUC        1370       lkw 115 10 14 

20t 

KCRE        1100      250w 
Ayres 

80 16 10 

ap.in: 
w,s 

EL   CENTRO KXO 1230       250w MBS    Raymer 

42 

23 

UP;St 

EUREKA 

FORT   BRAGG 

KIUM       1210       250w CBS      Pearson M, 11 

AP;C 

klF.M 1480       5kw MBS     Blair 40 15 12 

20 

UP;W) 

KBIF (See    FRESNO) 
kl)\C        1230       250w KBS 

12 

10 11 

AP 

FRESNO KBIF 900 IU-1) Meeker 81 3 7 __ 

UP;Aj 

KFRI 940 
50kw 

CBS 
Avery-Knodel 10 29 6 1 4 

16 

3 1 7 

UP 

KGS1 1600 lkw-D 
Rambeau 15 1 

34 

X 3 

37t 

14 UP 

KMAK 1340 250w W.  S.  Grant 

117 

10 

_.. 

AP 
KMJ 

KRFMj 

580 

93.7 

:,U 

NBC 
Raymer 

9 24 

45 

8 5 7 20 

2» 

2 6 1 
AP.UP: 

TOku Avery-Knodel 49 _._ __ ____ 
KYNO 

|;;oii lkw 
MBS Hollingbery 7 2 

40 

6 10 8 19 

16' 

6t 

UP;T 

GLENDALE kill 

Hi!. 'i 

llkv, 24 84 84 

UP 

HANFORD KNGS 
620 

lkw L.   O'Connell 24 21 

14 

7 1  1 2 5 

15t 

UPJNS 

LANCASTER KAVL        1340       250w Bdcst  Time  Sis 63 17 18 UP;  LI 
LONG   BEACH 

KFOX* 

1280 
lkw 

Burn-Smith 1 

,!.-, 

7 21 21 3 

28 

UP 
KGER 1390 5kw                 KBS Gill-Perna 21 

20 

7 80 5 y2 2 3 

10 

AP;T 

KNOBt 103.1 320w 21 20 1 

KALI 

(See 

PASADENA) 

KBIG 
(See 

AVALON) 

KFAC* 
1330 5kw Boiling;   GMB 24 

IV, 

2 

,'! 

_ AP 

KFI 640 50kw               NBC Christal 7 24 63 18 5 3 X 3 2 7 1 
AP.UP KFOX (See  LONG  BEACH) 

KFVD 
11 12(1 5kw-D 

McGillvra 39 2 — 16 9 2 3 24t 19 AP,UP 
LW.l 

KFWB 980 5kw Branham 1 131 .... 6 10 X UP;IN 
KGER 

(See 
LONG  BEACH) 

KGFJ 1230 250w 24 
108 

4 1 9 9 4 7 18 UP;A 
KHJ 

930 5kw                 MBS 
H-R 

8 

32 

5 29 2 3 

All 

KLAC 570 5-DJ-N             

Young 

24 124 _.. 2 14 3 
UP,IN'3 

KM  PC 710 50-D.10-N AM    Sales 1 

106 

1 11 

4* 

2 

3t 

INS.UI 

LW.S 

KNOB iSe  LONG  BEACH) 

KNX* 

1070 50kw               CBS CBS  Spot 12 24 17 33 13 3 2 AP,UPi 
LW 

KOWL 
(See 

M\TA    MONICA) 

LOS  ANGELES 

SYMBOLS: \   *  om-fm    station 
/  t  tin   station 

D — daytime  power 
N — night  power 

•    local   sports  covered 

f    Mex.  Span,  included 

x     figure    unspecifil 

category  unclaiirl 

Not  just  listeners  -  -  BUYING  AUDIENCE 

Huntor  Hancock's  Harlematinee 
topped  every  other  program  by  far 
in  a  special  Pulse  survey  of  Los 
Angeles  Negro  homes. 

The  ONLY  Los  Angeles 

Station  programming  to 

BOTH  Mexican- 
American  and  Negro 

audiences. 

* 

KFVD 
LOS  ANGELES 

A  half-million  Mexican-Americans  is 

the  buying  potential  for  Los  Angeles' best-known  Latin  disc  jockey,  Eddie 

Rodriguei. 
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CALIFORNIA  '    <  / 
DAILY  HOURS 

WEEKLY   HOURS 

City 
Call  letters        Freg. Natl 

network National  rep 

Post- 

Network    mid 

Pon 

music 

Concert      Folk      Rclig 

Home- 

News       Sports    makliig      Farm     Foreign     Negro         Serv 

kl'Ol.         I.. in       lOkw-D 

KKKD        I  I  .0       .VIM A 

55 

18 

6       AP;  \ 

24      50 8       12 12 

Kl   IK        '-■•      el  I  \D\I  Ki 
k\()l.        (Se.    SANTA    W  \i 

k\\k\\      (See     PASADENA) 

MONTEREY 

NAPA 

KXXL 
KVON 

6  10 

1  IKi 

lkw Burn-Smith 70        28 21 

7t 

500w 

\\k~ 

26 

18       12 17 

NEEDLES KSFE 1340       250w KBS     Continental 40 \2 

10 

12 

It 

INS.A 

W,5 

k\l   \ - PASADEN  V) 

MERCED KYOS 1480 ;.ku M.k      W.  S.   Grant X 9 3 7 X 13 2 3 

12t 

UP 
MODESTO kliOX 970 lkw 

Rambeau 43 3 

50 

8 6 

6* 

_ 

14t 

\P 

KMOD 1360 lkw ABC    Meeker 3 40 3 1 8 20 

3» 

5 3 

4t 

AP 5       UP;W 

INS;T  I 

OAKLAND 

KLX* 
know 
kWBK 

910 9(>0 

[310 

5kw Webb 

75 

18 
2       AP;T, 

Lb 
Kaymer 21      I  1 .: 

lkw 
Forjoe 24      35 1       24 

UP 

22t      73      UP;C 

ONTARIO KOCS 

OROVILLE KM  OR 

L510 

1310 

250w-D 

65 

2t 

j;,nu KBS     Ayres 

75 

26 18 

PASADENA 

KALI         ll.'JO 
;,kw  i) _       19 2 X 3 

181 

21 

1  P         " 

KWKW*    1300 lkw R.  O'Connell 1 21 9 

12 

10 

3* 

1 

87t 

6 

AP         - 
KXLA        1110      10kw 

21 

150       14 

AP;W 

PETALUMA 

PITTSBURG 

KAFP        1490      250w KBS     Bdcst  Time  Sis (,:, 

id 

12 

UP;W 

kl.CC 990      5kw W.   S.   Grant 

55 

36       20 

5t 

1       IP;W 

POMONA KPMO       1600       500w 

91 

11 6t      __      UP 

PORTERVILLE KTIP 1450 
250w A,K     ..  . 

_ 

RED  BLUFF KBLF 1  190 250w KBS     Moore 36 8 3 1 7 3 1 _ 
_      UP 

REDDING KSDA 1400 250w W.  S.  Grant 92 

12 

2 1 15 

2» 

1 
\P:Si KVCV 600 lkw CBS     Avery-Knodel 10 12 6 7 5 10 

1- 

3 7 UP;St 
REDLANDS 

RIVERSIDE 

SACRAMENTO 

KCA1 
KPRO 

1110      lkw-D Mnnrv 

.",_' 

7t 

1440       lkw 
I'rar-iin 

12(1 

in 

21t 

ki.Ms        1380       lkw-D \\  .  S.  Grant 

i:: 

10        10 

4t 

klioY        1210       250w CBS      Avery-Knodel 42 16 

,,. 

\P KCRA* 

1320 5kw NBC     Meeker 

Ki 

35 

35 .... 20 2 3 5 

UP 

kl  lik 1530 50kw ABC    Raymer X 21 60 6 

17 

4 

32 

T 2 6 I  P.A1 

SALINAS KSBW        1380       lkw MBS    Forjoe 30 

18 

24 

7t      --       AP;LW~ 

SAN  BERNARDINO      k<  SB 

kl  \M 

1350 

590 
5kw W.  S.  Grant 
lkw MBS    Blair 

91 

52 
10 

i.y; 

13 

25 

kilt) 1290       5k w \lii :    Ik. Mm.  i"  i \ 55 

in 

10 

31 

8t 

KOCS        (See   OVIUilOi 

kl{\() I2>0       250w Cooke;    BTS 

51 

20 

UP 

UP 

1  I' 

1         lOt      12      AP 

KS1  1 (Sec \l  1  Dl  1  -i 
SAN   BRUNO KSBRt 100.5 

i,:i,u 

15 

15 
SAN    DIEGO 

k<  BO 

117(1 
5-1).  1  N 

\IK 

Weed 6 y2 80 8 

10 

2 3 
UP;Sei kl  V1B 

,50 :.kw 

«  BS 

Pcln 7 i 17 20 6 1 16 2 

AP;C,^ 

kl  -h 600 5k  w 

NB< 
Katz 

In 

42 5 2 20 2 3 1 

AP 
k(.i; 

l  160 
lkw MBS 

ll-K 
9 37 6 2 4 27 5 4 

UP 

I  SDO 1  l  10 Pearson i 113 1 2 9 

X*
 

Vi 

UP;C 

KSO 1240 

Iv   l» 
L    \l„nr   :    I.Mi: 74 

36 

2 

lOt 

AP 

SAN    FRANCISCO Ki  BS 

7Ki 

:,(ikw 
CBS 

CBS  Spot 13 24 9 12 14 2 3 5 

Ml 

ki  \i; 

ki  (  ( 

i 
Kikw 

e\in 1 119 X , 

PITTSBl  l!(.i 
1  i  in 

f,M) 

5k  w MBS 
hi; 10 .... 

\P.INS 
i  (.M 810 

50kw 

\B( 

Petn 

X 

;, 

51 14 6 15 24 2 5 3 

\P.INS 
K(.\  W \  \l  1  1  in, 
kl  Ok SAN   (OSE) 

Kl  \ OAK]   Wl>i 

KNRC* 

50k  w 
[NBC NBC    Spol 8 24 

.'.fi 

10 5 24 

3* 

5 
AI1;T 

KSAN 1  150 
250w Stars  Natl 8 1 5 

13t 

115 

1  P 

KSBK SAIN   BR1  NO) 
KSFO 560 

5k  w rleadle)  Reed 

•> 

I  10 

5 6 

2* 

3 2 

UP;W,Sl 

12 
1 955 

i;i  VERS' 
GUIDE 



RADIO 

CALIFORNIA      (continued) 
DAILY  HOURS WEEKLY  HOURS 

City Call  letters Freg. Power Natl network       National  rep           Network 

Post- 
nn.l 

Pop 

music Concert 

Folk 

Ruhg 

News 
Sports 

Home- 

making Farm Foreign 

Negro 
Services 

KTIM 
(See 

SAN  RAFAEL) 

KWBR 

(See 
OAKLAND) 

KXKX 
(See 

SAN  JOSE) 

KYA 126U 5-D.l-N G.  W.  Clark 3 98 

20 

1 

lr> 

35» 

3 

UP 

N  JOSE KEEN 1370 Iku W.  S.  Grant 

120 
40 40 4 7 

4« 

2 2 

14t 

UP 

KLOK 1170 5k  w 
IVar-<>ii — 

23 

6 12 7 7 2 3 

63t 

4 

UP KSJO* 

1590 lkw ...    .... 2 112 7 

x» 

25t 

UP 

KXRX LJ00 lkw 

Moore;  McGav'n 

24 152 14 UP 

N  LUIS  OBISPO KVEC 920 lkw M.K W.    S.    Grant 9 50 4 1 8 

27 

X*
 

2 AP;St 
N  RAFAEL KTIM 1510 

lkw-D 
La  Fontessee 21 5 

16 

10 

10 

5*
 

3 1 5 5 

UP 

NTA  ANA 

KVOE* 
1480 

lkw Pearson 

111 
5 1 10 1 1 

8t 

UP.McG 
KWIZ 1480 lkw z 

lu 

— X 

;;• 

7t 

1  1' 

NTA  BARBARA KDB 1  wu 250w MBS Pearson H 1 50 8 21 

x# 

3 3 

2t 

KIST 1340 250w NBC 1  [iillin^l)cr> 8 37 14 9 2 16 7 

12t 

UP;T 

KTMS 1250 lkw ABC 
liawii'T 

— 33 20 1 6 3 

2« 

3 

8t 

AP 

NTA  CRUZ KSCO 1080 1-D,500-N Bdcst  Time  Sis 83 18 1 3 12 

X*
 

X 
AP;T,St 

NTA  MARIA KCOY 1400 
250w ABC 

Ra>  mi  i 
6 65 8 5 3 

32 

2 3 2 

3t 

AP 

KSMA 1240 250w 
KBS Tracy  Moore __ 80 20 1 2 11 

4« 

6 % 1 

UP 

NTA  MONICA KOWL 1580 
lOkw-D For joe;  D-C 

.... X .... 4 2 

3t 

44t 

29 

NTA  ROSA KSRO 
I.'i5(l 

lkw W.  S.  Grant 70 21 5 

If. 

2 

6 

15 

6 

2» 

4" 

5 

3 

3 

1 

1 UP 
NORA KROG 1  150 250w KBS 

60 18 

UP;Se,St 

OCKTON KSTN 1420 lkw Hollingbery 24 l.!2 12 

15 

2 

2.; 

X* 

y2 8 2 

UP 

KXOB 1280 lkw MBS Young;    McGav X 

40 

8 2 11 3 2 3 

4t 

2 
SANVILLE KSUE 1240 250  w Tracy  Moore 36 7 8 4 2 

3» 

2 2 UP;C,St 
>FT KTKR 1310 

500w-D 
KBS 48 8 1 3 X 

UP 

ILARE KCOK 1270 lkw MBS Forjoe 9 12 3 2 14 33 

4* 

5 

lit 

UP 

IRLOCK KTUR 1390 
lkw KBS L.  O'Connell .... 42 42 11 

2* 

21 14 UP;T,Se 

HAH KUKI 111)0 250* W.  S.  Grant 70 

10 40 

4 7 

12* 

3 

3 

3 

2 6 

AP;St 

tLLEJO KGYW 1190 
250w-D 

64 5 1 10 

UP 

KVON (See  NAPA) 

NTURA KUDU 1590 lkw KBS Walker;   Oakes 

70 

6 19 8 11 

2- 

1 1 

8t 

AP;LW 
KVEN 1450 250w MBS 

Webb;   McGav'n 

5 

40 

5 12 

10 

18 T 12 2 

If.v 

4t 

UP 

SALIA KONG 1400 250w 
Hollingbery 70 12 6 6 14 5 2 

UP;C 

ASCO KWSO 1050 
lkw-D 

10 42 1 

15 

3 X 3 3 

y* 

AP* 

IBA  CITY KUBA 1600 lkw Cont.;    Ayres 42 8 12 4 24 

X* 

8 2 

6t 

— AP 

INFORMATION:  Apple  Valley,  KAYR;  Bakersfield,  KBAK,  KERO;  Banning  KPAS;  Calexico,  XED:  Chico,  KHSL;  Delano,  KCHJ;  Dinuba.  KRDU;  Fresno  KARM; 
•ndale,  KFMU,  KIEV;  Indio,  KREO;  Lodi,  KCVR;  Marysville,  KMVC;  Modesto,  KBEE,  KTRB;  Monterev,  KMBY;  Mount  Shasta,  KWSD;  Palm  Springs  KCMJ-  Palo 
o,  KIBE;  Pasadena,  KPPC;  Paso  Robles,  Kl'UI.;  Sacramento,  KXOA:  Salinas,  KDON;  San  Fernando,  KGIL;  San  Francisco,  KDFC,  KJBS,  KRON;  San  Luis  Obispo, 
.TY;    Santa   Paula,   KSPA;    Stockton,   KDGM.   KWG;    Watsonville,    KHUB;    Yreka,    KSYC. 

of  the  San  Francisco  Bay  area's 
3,000,000  people  are  foreign 
language  speaking! 

They  multiply,  add.  subtract  and  divide;  THEY  THINK!  THEY  BUY!  In  their  own  language! 

Sell  them  with  KLOK,  the  station  that  reaches  them  all.  ...  KLOK's  specialized  programming 
guarantees  your  message  attention-getting  IMPACT!  • 

SACRAMENTO 

KLOK SAN 
FRANCISCO 

5000  WATTS  —  1170  KC 
San  Jose  Studios 

P.  O.  Boi  967 

S in  Jose,   Calif. 

San  Francisco  Studios 

Hotel  Lanlershim San  Francisco,  Cafif. 

Represented  by  John  E.  Pearson  Co. |OJH»H 

•  FRESNO 

1955  BUYERS'  GUIDE 
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COLORADO 
DAILY  HOURS WEEKLY  HOURS 

Clt> Call  letters Freq. 
Power 

Natl network        National  rep          Network 

Post- mid 

Pop 

music Concert 
Folk 

Relig 

News 
Sports 

Home- 

making 

Farm 
Foreign 

Negro 

Services 

ALAMOSA m;i\\ 
1  150 

250w 
KBS 59 8 

18 

4 14 

2* 

1 1 

7t 

UP 

AURORA KOSl 1430 
5kw-D 

Forjoe 68 3 8 2 _. 

UP 
BOULDER KBOl 1490 

1100 

250w 
11  ol  man 40 25 5 4 

21 

8* 

y2 .... — - UP;T,St 

CANON    CITY KR1  N 
250w-D KBS 

30 13 9 2 

<> 

5 3 3 %t 

UP;C 

COLORADO  SP'NGS 
KVOR 

1300 Ikw 
i  l;-     li 8 30 8 

18 

4 22 3 2 

y2 

UP;W 

k\YBY 740 250w 

ill 

2 7 3 2 

INS 
DENVER 

KFEL* 

950 5kw MBS    Blair 6 

24 

72 1 4 3 

1* 

3 

INS;A 

KFSC 

KLIR 

KLZ* 

1220 

990 
lkw-D       (lakes. 

2 

.  - 

3 1 .... 

xt 

INS 

Ikw-D KBS     Hoi;  Cont:  Bid'k 
6 

32 

7 X 1 % 
INS;LW 

5k  w CBS     Katz 8 

16 

2' 

2 

All;St,C,j 

K.MYR 1310 250w 1 98 7 21 T 
AP;W 

KOA* 

850 
50kw 

NBC     Petry 7 

40 

7 5 8 33 

4* 

3 

18 

— 

APJNSfi 

KTLN 1280 5kw Radio-TV    Reps 2 
140 

_.. 3 10 T 3 10 

UP 

KVOD 630 5kw ABC     Free  &   Peters 7 36 11 5 8 18 X 2 4 .... y2 

UP;A,L^ 

DURANGO Ml  P 

KGMl 

930 Ikw M,K     Holman 7 40 2 6 20 3 3 15 — 

UP;T,Wj 

ENGLEWOOD 
lkw-D 

21 

ii 

45 

3 4 

X* 

— 3 
UP;St 

FORT  COLLINS Kl    M| 
1  no Ikw 

  H-R 
._. 50 10 22 4 3 

12* 

2 6 — - — 
AP;T 

FORT   MORGAN kl  1  M 1260 
500w-D 

KBS 45 5 

20 

5 4 

5«
 

2 4 — — UPjC/R 

GLENWOOD  SP'NGS KGLN 1340 250w MBS      11,, hn.ii. 7 30 7 % 3 

15 

5 2 8 — — 

UP 
GREELEY KFKA 1310 Ikw 

Holman 48 4 15 

12 

12 

4* 

1 

12 

It 

UP;T 

KYOl 1  150 
250w KBS     McGillvra 60 6 21 6 

15 

15* 

4 

9t 

.... 

—         1 

LA   JUNTA KBNZ 
1  wo 

250w 
\l.k 

8 — 

28 

19 32 8 

26 

8» 

— 6 — — 

UP;St LAMAR KL.MR 1340 250w        Continental 

10 

15 15 7 6 

8* 

5 15 
AP;W 

MANITOU    SP'NGS 
KCMSt 104.9 750w .    .              2 20 72 2 2 — 

UP 

MONTE   VISTA 
KS1  \ 
KUBC 
KCSJ 

KGHF 

KVRH 

1240 
1260 590 

1350 

L340 

250w 

Iku 

Ikw 

KBS   _.. 

20 

3 5 4 

12 

2«
 

2 7 

  . 

.... 
UP;T 

MONTROSE KBS   36 8 5 5 

18 

8» 

4 6 
UP;T 

PUEBLO MBS    Avery-Knodel 5 ;;o 8 7 7 16 

4* 

2 4 

It 

1    P;T 

5-D.l-N ABC    Gill-Perna 25 5 2 1 21 2 4 

2t 

UP;W  - 

SALIDA 250w KBS    Cont;  T.  Clark .... 

UP 

STERLING KGEK 1230 250w 54 16 

20 

3 12 

4*
 

3 8 

6t 

UP;LW 
NO    INFORMATION     1     I 
k'f'KT. 

>ru<lo    Sprin gs,    KRDO;    1 KRAI;     Denver,    KIMN;    Grand    Junction.   KEXO.   KFXJ;    LeadviUe 

CONNECTICUT 
DAILY  HOURS 

KLVC;    Longmont.   KLMO 

WEEKLY  HOURS 

Pueblo,  KDZA;   Trinidad 

/ 

Bits Call  letters 
Freq. 

Power 
Natl 

network        National  rep          Network 
Cost 

mill 

Pop 

music 
Concert Folk 

Relig 

News 

Sports H  ome- 

maklng 

Farm 

Foreign 

Negro 

Services 

BR.DGEPORT WIC( 
1,1)11 

1    II.  ,MII  \ MBS     Voiuif: 4 24 129 9 3 28 4 4 7 
AP;T,A 

WNAB 

'  tOy, 

ABC      Burki   Stuarl 6 

76 

9 8 5 12 

3* 

3 14 

UP 

DANBURY \\\  \l) 800 
1  i0w-D 

[ndie   Sales 42 1 1 1 14 

2» 

5 1 2 

AP 

HARTFORD WCCI 1290 
,00w-D 

Walk,, 55 32 1 7 X UP 

\\iii;< 1  ;.,n (   BS      Kayini-i 
10 % 30 3 2 16 2 UP;Se 

\\l\ll.) 93.7 7  k  w 
GMB 

9 63 5 

NYT;S 

V.i .  1  1 1 
1  110 5k  w 

\.M      ll-li 

in 

20 

15 

.... 8 

24 

6 4 1 

UP w  lie 

1410 

1080 
5kw 

50kw 

MBS     UK 

UP 
NBC    Christal 11 1 

38 

8 — 4 

20 

4* 

8 9 

APJNS; 

LW;Se 
MERIDEN \\  \1\IW 

1  170 Ikw-D ILimlnau 43 3 7 1 1 2 8 1 

UP 

NEW  BRITAIN whay 01(1 5k  w R.  O'Connell 

i ., 

51 14 19 5 9 

3* 

6 

27 

UP 

\\k\l! 840 
Lkw-D 

Boiling 

45 3 6 1 7 

1*
 

5 

12 
AP 

NEW  HAVEN w  VVZ 1260 
lkw-D 

Forjoe 

7 

70 

30 

3 

2 

1 2 

2 

8 

10 

X 

12 8 3 

AP 

UP 

WELI 960 Ikw \BI      II  i; 

III  • 

NBC    Katz 

33 

11 1 4 12 3 

AP.INS NEW  LONDON \\  \  1  1 1  190 
250w MBS 6 50 3 10 6 

18 

2 3 3 

NORWALK \\M  1 500w McGillvra 50 37 10 3 .) 12 1 UP 

SYMBOLS:                   °m-fm 
  stal 1  I  fm    station 

14 

ion 
D — daytime  power 
N — night  power 

•    loec 

t   Me: 
il   sports  covered 
(.   Span,   included 

19 

x     figure   unspecified 

category  unclaimed; 
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RADIO 

NSUMER  MARKETS  TABULATIONS, 

U.  S.  TOTALS 
NON-KEYSTONE 

COVERAGE 

KEYSTONE 
COVERAGE 

KEYSTONE  %  | 

OF  U.  S. 

FARM  POPULATION 24,559,100 5,109,500 19,449,600 79.4 
■ 

FARM  HOUSEHOLDS 6,307,470 1,373,080 4,934,390 78.2 
FARM  RADIO  HOMES 6,099,100 1,329,670 4,769,430 78.2 
GROSS  FARM  INCOME 

($000) 

33,133,071 8,986,733 24,146,338 

72.9 1 
Te/f 4. 

latin  taufiltj 

awtage 

ptml 

Check  the  chart  above  and  see  the  most 
amazing  coverage  figures  in  all  your  media 
experience.*  If  you  have  a  product  or 
products  you  want  to  sell  by  the  carload, 
boatload  or  trainload  to  this  rich  and  ready 
market,  Keystone  will  crown  your  sales 

efforts  with  glory  and  profits.  There's  800 Hometown  and  Rural  American  Stations 
at  a  cost  per  1,000  families  so  low  that 

you  won't  believe  it  until  we  prove  it  to  you. 
Just  ask  us  .  .  .  we'll  be  glad  to  show  you! 
*Stondord  Rote  ond  Data  Survey 

•  WRITE,    WIRE      OR      PHONE      FOR 

C  H I CAG  O 
111  West  Washington  St 
STate2  6303 

LOS   ANGELES 
3142  Wilshire  Blvd. 

DUnknk  3  2910 

NEW   YORK 

580  Fitth  Avenue 
PLaza  7  1460 

SAN    FRAN  CISCO 

57  Post  Street 

SUtler  1  7440 

%^"  TAKE     YOUR     CHOICE 

A  hondful  of  stations  or  the  network  .  .  . 

a  minute  or  a  full  hour  .  .  .  it's  up  to 
you,  your  needs. 

MORE    FOR    YOUR    DOLLAR 

No  premium  cost  for  individualized  pro- 

gramming. Network  coverage  for  less 

than   "spot"  cost  for  same  stations. 

^ONE    ORDER    DOES    THE    JOB 

All  bookkeeping  and  details  are  done 

by  KEYSTONE,  yet  the  best  time  ond 

place  ore  chosen  fot  you. 

"";"•""""•'•   ""■""" 

THE      VOICE     \    O   F       HOMETOWN       AND       RURAL      AMERICA 

195S  BUYERS'  GUIDE 
IS 



RADIO 

CONNECTICUT      {continued) 
DAILY  HOURS WEEKLY  HOURS 

City 
Call  letters       Freq. 

Natl  Post-       Pop 
network        National  rep  Network    raid      music     Concert      Folk       Relig 

Home- 

News       Sports    making      Farm     Foreign     Negro 

Servle 

NORWICH WIC1I         1310       lkw 
Webb 24       90 22 15 17 

13* 

UP;IN? 

PUTNAM \\  PCT       1350      500w-D 37 20 

UP;W 

STAMFORD 
\\  STC* 

1400 250w ABC Everelt-McK X 

in 

4 2 5 35 

3« 

3 4 2 UP;LW 

TORRINGTON WLCR 990 
lkw-D Bogner-Marlin 

10 7 4 2 7 

3* 

10 4 7 
UP;Se 

WTOR 

1  I'm 

250w 
ABC 

Rambeau 

AP 

WATERBURY w  vn; 
\\i:ia 

L320 lkw ABC 

Burk'     - 

7 39 5 7 6 18 

5« 

6 6 12 

UP 
1590 5kw CBS 

\\i'i>  -Ktiodi-I 
10 45 6 4 15 2 

:. 

% AP;W 

wwco 1240 250w MBS McGillvra 6 60 4 6 

2* 

3 3 AP 

NO    INFORMATION: Bristol,    WBIS Middletown,    WCNX 

DELAWARE 
DAILY  HOURS 

A 
WEEKLY  HOURS 

l  i 

i  ■:  i 

City Call  letten Freq. 
Power 

Natl 
network        National  rep Network 

Post- raid 

Pop 

music 
Concert 

Folk 
i;  I'u News 

Sports Horae- 

making Farm 
Foreign     Negro 

Services 

DOVER WDOV 1110 
lkw-D 

      Rambeau 24 8 9 4 12 

3* 

3 14 .               
AP;W     h GEORGETOWN WJWL 900 

lkw-D .       Zimmer 35 3 15 8 

23 

10* 

y2 22 

AP           ij. 

MILFORD WKSB 930 
500w-D 

.... 25 

17 13 

6 10 3 6 3 UP;LW 
WILMINGTON WAMS 1380 lkw       Zimmer 1 85 7 4 

18 

12* 

3 2 21 
AP;T.A WDM 1150 5kw NBC    Meeker 9 1 60 10 3 5 17 3 3 3 

UP;T      fc 

WILM 1450 250w ABC     Boiling 4 2 50 5 6 6 11 

2* 

2 

12 

UP;W 

WTUX 1290 
500w-D 

__ __     Indie  Sales 66 1 3 4 

!• 

— 
AP;T 

i: 

DISTRICT  OF  COLUMBIA 
DAILY  HOURS WEEKLY  HOURS 

City Call  letters       Freq. Natl network       National  rep 
Post-      Pop  Home- 

Network    mid      music     Concert      Folk       Relig        News       Sports    making      Farm     Foreign     Negro 

WASHINGTON WANN      (See  ANNAPOLIS,  MD.) 

WARL       (See  ARLINGTON,  VA.) 
WASH*      97.1       15kw NBC 50 

in 

WEAM      (See  ARLINGTON,  VA.) 

WGAY      (See  SILVER  SPRING.   Ml).) 

WGMS*      570      lkw-D CM  II:  T.Clark ;;:, 
AP;A 

WIW        (See   ROCKVILLE,  MD.) 
\\  M  \L        630      5kw ABC     Katz 1      63 

III 

L3 

AP 
WOL' 

1450      250w Gill-Perna 

98 

In 

1   I' 

WOOK       1310       250w United 

If. 

133       UP 

WPIK        (See    ALEXANDRIA,  VA.) 
\\i;c 980       5kw NBC    NBC  Spot 1 

All;St,A. 

WTOP*     1500       50kw (  BS     i  BS   Spot 10      24      25 I] 17 All 

WUST       (See  BETHESDA,  MD.) 

WWDC*    1260       5kw MBS    Blair 24     104 

111 

12      AP.l  !':> NO    INFORMATION:    Washington,    WFAN. 

WGAR  WRFD  WTTM  WMMN 
CLEVELAND,  OHIO  WORTHINGTON,  OHIO  TRENTON,  N,  J,  FAIRMONT,  W.  VA. 

Qrcat  Radio  Stations  Serving  &  Selling  Rich  American  Markets! 
PEOPLES  BROADCASTING  CORPORATION 

16 
[955    BUYERS'  GUIDE 



FLORIDA 

RADIO 

DAILY  HOURS WEEKLY   HOURS 

City Call  letters Freq. Power Natl oetwert National  rep Network 

Port- 

mld 

Po# 

musle Con«rt 
Folk 

Rolig 

News 

Sports 
Home- 

making 

Farm Foreign     Noire Service* 

BELLE  GLADE WSWN 900 lkw-D 

20 

4 14 X 3 UP;T,W25e 
3RADENTON WTRL 1490 250w KBS Best 63 12 9 

10 14 

4* 

3 5 AP;W,St 

:learwater WTAN mo 250w KBS McGillvra X 18 

13 

6 2 

3* 

5 1 1 
UP;T,C 

:ocoa WKKO 
860 250w-D 

KBS Best 30 4 9 9 9 2 4 2 2         3 UP;Se 

:oral  GABLES WVCG (See  MIAMI) 

:restview WCNU 1010 
lkw-D 

KBS 

20 

4 

30 

10 7 X 2 AP;W,Se 

3ADE  CITY WDCF 1350 lkw-D KBS 

27 

22 

16 

5 2 3 3 1 5 AP:St 

3AYTONA    BEACH 
WNDB* 

1150 Ikw MBS 

Perry 

2 % 65 7 20 4 

AP 

>E  LAND WJBS 1490 

L'50w 

NBC Cooke 6 15 15 1 4 21 

2* 

3 
\P:  \ 

3ELRAY  BEACH WDBF 1420 
500w-D Webb 60 

17 

8 9 2 

l  P;T, 

LW,C 

T.  LAUDERDALE WFTL 1400 250w 70 2 9 4 12 6 20 
AP;W 

T.  MYERS WINK 1210 25()w C,K Cooke X 

42 

5 2 6 21 

3* 

2 

AP 
ORT  PIERCE WARN 

WIRA 
1330 
1400 

lkw-D 
250w 

A,K 

NBC 

Continental 3 33 2 10 2 6 % 2 

14 

AP;St 
8 34 6 2 5 8 

2* 

4 2 
UP;W 

:T.  WALTON  BCH. WFTW 1260 lkw-D 
--     59 25 Y* 2 10 

5* 

3 
AP;T 

GAINESVILLE WDVH 980 
5kw-D Thos.  Clark 35 4 

45 

7 7 2 1 6 

I  P 

WGGG 
i2:;o 250w AJC Best 9 

36 

12 8 5 

15 

4* 

4 5 
AP;W 

WRUF 850 5kw MBS Burn-Smith 6 32 16 8 8 

17 

2* 

3 AP:LW,T 

HOLLYWOOD WGMA 1320 500w-D 
Best 45 

17 

2 11 6 6 % 15 AP 
WINZ 940 50-D.10-N Raymer 3       18 1 28 7 

X" 

12        % 
INS;St 

IACKSONVILLE WJHP 1320 5kw MBS Beecher 5 

23 

23 22 6 9 % 2 
AP;LW 

WMBR* 
1460 5kw CBS CBS  Spot   Sales 11 79 4 12 2 2 1 UP;Se 

WOBS 1360 
lkw-D 

Stars  Natl 

26 

17 2 % 44 

UP 

WPDQ 
600 5kw 

ABC 
V.   R,  &  McC 5 42 4 

15 

3 8 4 4 AP:W 
WRHC 1400 250w 1       27 4 33 19 36 

lACK'VILLE  BCH. WJVB 1010 
lkw-D 

KBS     Best 65 6 1 14 3 3 AP 
(ISSIMMEE WRWB 1220 250w-D KBS 40 2 26 7 1 6 4 

UP:  St 
.AKE  CITY WDSR 1340 250w 43 15 5 7 14 

2' 

6 6 4 UP:T.A 
AKELAND WLAK       1430       lkw NBC     Pearson 40 10 I   I':  \.\V.Sl 

WONN 

WIPC 
1230 
1280 

250w MBS (  jinkc 3 65 6 11 4 23 

2' 

X 3 

AP:C .AKE  WALES 
lkw-D KBS 30 6 8 4 14 

2- 

5 AP:Se 

.AKE  WORTH WEAT 1490 250w NBC Walker 7 72 8 10 AP;C 

vtARIANNA WTYS 1340 250w 
M,K Cnmmings 4 14 1 7 2 7 2 

AP 
4IAMI WFEC 1220 

250w-D 
Rambeau 28 X 84 

WGBS* 
710 50-D.10-N CBS 

Katz 9 38 8 3 2 2 % 
UP.TNS; 

LW 

WIOD* 
610 5k  w NBC Hollingbery 8 36 5 2 4 17 

3' 

4 % All;  T 
WLRDt 

(See 
MIAMI  BEACH) 

WMBM 
(See 

MIAMI  BEACH) 

WMIE 1140 10-D.5-N Stars  Natl 12 60 22 3 2 2 10        22 

INS WQAM* 
560 5-D.l-N ABC Blair;    Cummings 7 3 8 5 

25 

2 3 

AP,1  \  ■     ' 

WVCG 1070 
lkw-D 

T.  Clark;    GMB 10 55 3 7 
AP:  A 

WWPB* 
1450 250w KBS 

Walker 24 117 7 6 6 % 

V* 

16         19 

AP 

■nlAMI   BEACH WAHR 1  WO 
250w Indie  Sales 2 

28 

60 11 10 

UP:Sl WLRDt 93.9 13kw Indie   Sales 2 
119 3 84 

W.-i 

WMBM 800 

lkw-D Forjoe ;    D-C 
_. 1 1 27 2 4 

1  p 

vMLTON WEBY 1330 
lkw-D 

, 36 

10 

15 

14 

6 % 1 2 

UP;W NAPLES WNOG 1270 
500w-D 

Best 21 14 

10 

6 8 2 2 1 
UP;W 

JEWSMYRNA  BCH WSBB 
1230 

250w KBS Best 35 6 20 1 12 3 7 UP;T 
)CALA WTMC       1290       lkw N,K     Perry 35 17 UP;LW,S 

3RLANDO WABR       1440       lkw-D Stars  Natl;    D-C 29 30 1 3       UP 

WDBO* 
580      5kw CBS     Blair x       %       20 10 

17 
\l'.(  P;W, 

l.\ 

WHOO*      990       10-D.5-N         ABC    Avery-Knodel 
55 21 7       AP;St 

WLOF 950      5kw MBS     Raymer 1     112 

16 

l'P:LW 

WORZ 740 5-D.l-N M,N     V,  R  &  McC X 

30 

8 15 10 9 3 2 2 % 
INS;C 

'ALATKA WWPF 1260 500w M.K 8 

10 

12 16 10 14 \ 

V* 

2 6 

UP;LW •ANAMA  CITY WDLP 590 lkw NJC      Perry 10 10 2 8 8 15 

2* 

2 1 

l  P 

WPCF 
1 100 250w A,M,CDevney;    D-C 

6 30 4 8 10 18 6 5 3 
\[';T 

IYMBOLS: ■.  *  am-fm    station 

I  I  fm   station 

1955  BUYERS'  GUIDE 

D — daytime  power 
N — night  power 

local   sports  covered 

Mex.  Span,  included 
x     figure    unspecified 

category  unclaimed 

17 



' 

FLORIDA 
DAILY  HOURS 

(continued) 

WEEKLY  HOURS 

' ^ r 

City Call  letter* Freo,. Power Natl network National  rep            N etwork 

Pest- raid 

Pop 

music Concert 

Folk 

R"!ig 

Nows 
Sports Home- 

maklr.g 
Farm 

Foreign     Negro 

Services 

1 

PENSACOLA WBSR 1  150 
i  i;> 

N.R.&MH 8 64 4 2 4 14 

3* 

2 2 

\l':\\ 

W(  0 A J. 570 5kv. 
NBC 

IVn  \ 
8 

39 

15 

16 

3 

Hi 

3 2 % 3 AP:LW 

PLANT  CITY Wl'l    \ 1570 
2.70\v-I) 

KBS Best 42 8 7 

2 

6 

4 

:u 

4 

T 

4 

3 

2 

4 

2 

1 

UP 
1   l':\\ ST.    AUGUSTINE w  \o\ 

WSTN 

1240 

1420 

250v, 

lkw-D 

C.K 
V.      -     Cranl 

Inclii     S  'I'- 

10 

30 

32 

28 

2 

20 2 9 AP:T 

ST.    PETERSBURG 
\\  PIN 

WS1   N 
680 620 

lkw-D 

\i;i 

ll  die  Sales 

Weed 
6 

70 

53 

7 

2 

7 

AP 

8 9 

13 

19 

1 .... 1   l':\\.\ 

\\  TSP* 
1380 

5k  u MBS ii  i; 4 55 

3* 

UP:  St 
SANFORD WTBR 1400 250v. KBS 61 

10 

14 9 11 

2* 

2 2 7 

UP 
SARASOTA 

WSPB 
1540 
1 150 Iku    II 

250w 

KBS 

i;.  -i 

38 

8 6 11 

2* 

2 

v4 

% 
\1':1  W.W 

CBS 
Pearson 

9 

y2 

32 

17 2 17 

2* 

3 
UP:T 

TALLAHASSEE WMEN 1  ;30 
Lkw-D 

Dora  Clayton 

28 

2.7 
8 8 1 2 14 

1  I' 

\\  1  \l 1270 5kw 

i  BS 

Mi  leker,  Cum'ngs 
6 

16 

5 4 1 8 4 4 

AP 

\\T\T 

I  I'.n 

250w \.K Dora-Clayton 5 60 2 15 

4* 

2 1 

UP;  A TAMPA \\  \LT 

w  i  i;k hid 
1590 

Lkw-D 

Lkw-D 

Pearson \ X 2 7 2 2 

15 

KBS 

l'ii 

1 

32 

5 8 % 13        12 INS 

Wl  1  \ 970 
5k  v. NB( 

Bl  ill 9 21 7 5 18 3 3 3 UP;T 

WHBO L050 
2.70v.  Ii 

17 42 5 4 10 

\r 
WIOK 

WPIN 
11.70 ( See lkw-D Forjoe;  D-C 

7 8 4 4 90 AP 

ST.  PETERSBURG) 

WPLA 
(See 

PLANT 
CITY) 

WTSP (See -1.   I'l  TFKSB1  l!f.) 

VERO   BEACH WNTM 1370 IU  U MBS \ 

..-- 

35 

11 

16 6 

15 

4* 

2 2 3 
INS:A 

W.  PALM  BEACH \\  1   \T 
H.70 

IU NBC Walker 7 70 2 1 6 26 2 % 2 

AP 

W  IKK 1290 5-D,l-N MBS Cooke      l)-( 
i 39 4 15 % 10 4 

12 

AP;A 

WJNO 

WW  I'l. 

1230        250w CBS      Meeker;    Ayres \ 1 12 2 3 19 1 % 5 
\P:W.LW. 

Si 

1340       2.71  in 
ABC    Perry 

MBS     hivney 

8 

5 

30 

41 

22 

6 

4 

20 

6 

10 

20 

18 

7 

2* 

3 

3 

2 

2 5 

UP 

UP 

WINTER    HAVEN WSIR L490      250v 

NO    INFORMATION: 
WNER;    .Moll... urnp. 

WBAR  :    Daytona   Beach,   \\ 
WMMIi;    Miami    Beach,    WKAT;     P 

MFJ,    WROD;    V«rt    Myers,   WMYK  :    Jacksonville.    WIVY,    WJAX;     Key 
snsacola,    WEAR;    Quincy,    WCNH;    Seebring,    WJCM;    Tampa,    WDAE. 

GEORGIA 
DAILY  HOURS 

West.    WKWF 

WEEKLY  HOURS 

;    Leesljurg,    WT.BE;     Live    Oak. 

City Call  letters Freq.             Power 
Natl 

network        National  rep Network 

Port- 

mnl 

Pop 

music 
Concert Folk 

Rolig 

News 

Sports Homo- 

making 

Farm Foreign     Ncgr( 
>         Services 

ALBANY WCPC 1  1:70        250w CBS     Hollingbery 10 35 6 5 11 

2* 

2 
UP;T 

Wl  \/ L050       Ikv.  Ii Forjoe 

36 

14 2 2 2 30 

UP 

AMERICUS v  DEC 2.70w M  K      Lndie;    D-C 5 

\i;\ 

9 21 2 

17 

\ l 2 11 AP;W 

ATHENS CGAI I'M        2.70w 
C,K 

in 

30 

8 .7 10 15 

2"
 

2 \P 
W  III  1 

960       lk« McGillvra 

'-■ 

50 14 17 10 2 

2* 

2 2 6 UP;W 

ATLANTA 
w  VGA* 

.90       5k  w CBS      Kat/ 9 

'•-• 

1:7 

5 6 2 21 2 3 2 
AP:T 

\\  \<>k 1380       .7k  w 
Forjoe;   D-C 

2 X 

70 

11 3 140 

1  P 

v.  BGE  ' 
1340       251 M    Cillvra 90 

12 

1 1        36 LW 

WEAS HI  1    VTUR) 

\\  1  KM 
860       lkw-D Lnterstate 42 6 3 8 2 o 

86 

WGLS -..   hi  <   vil  II. '  \  GS1 ■''ii      5-D,l-N \BC     Blaii X 70 4 9 7 9 

2*
 

3 AP 
WDM 

D  l  \ 
MBS     Hollingberj 4 1 1 1 14 o 5 

UP 

WS  B .70k  w NB(      Petrj 12 

i'l 

65 

10 

3 

!• 

6 

AP.l  P AUGUSTA 
w  m  <;* 

1070       250w-D KBS      Inl   i  -late 

in 

'-• 

16 

23 1 40 

AP:1  W 

WBBQ 
1340      250w MBS     W  ilker 5 2 

10 

9 5 

30* 

9 \r 
WBIA 1230      250w NBC     Forjoe 9 1 

■  i 

12 

; 10 3 1 6 1   P  .1  w 
WGA( h.l  \ \i:<       \ver>  Knodel 7 50 7 17 

21 

4 5 4 1          1 

1   P;T 

wi:i)\\ 1480       5k w II.I.II.N      Kilil 

38 

5 9 4 

In 

2*
 

.1 

3 

\I':W 

BAINBRIDGE WMGR 930      .71.    D KBS      Webb 

1 

'. 

32 
50 

2 

8 

!5 

15 

9 

13 

i" 

X*
 

•ii 

8 

1 

8 7 

6 

I   1' 

BRUNSWICK WMOG 1490       2,70  w M.K      hi.l,.       1" 

1    l':W 

CAIRO wi,i;\ 
790       lkw-D \.K       Indii    Sales 8 

.7 

10 

8 5 1 

i , 

1 6 

1    P;St 

SYMBOLS: '   am-lm    stat 
fm    station 

ion 
D — daytime   power 
N — night  power 

*    local   sports  covered 

Mcx.   Span,   included 

195 

x     figure   unspecified 

category   unclaimed 

Bl  5  l  RS'   i.i  II 'I 



Broadcasters  are  now  rcccniug  se\t'n  important 

program  scripts  from  BMI  on  a  regular  basis. 

These  scripts  are  fill  in  <r  a  >  ital  role  in  the  daily  pro- 

gramming logs  of  stations  in  every  section  of  the count!) . 

BMI  makes  no  charge  to  its  licensees  for  this  pro- 
gram 8er\  ice.  Each  script  is  designed  as  a  practical 

program  and  its  use  for  commercial  sale  is  encour- 

aged. BMI  scripts  ranging  from  five-minute  shows  to 

full  hour  concert  music  presentations,  are  mailed 

to  BMI-licensed  stations  on  a  monthly  basis.  They 
are  written  for  commercial  use  ami  tailored  to  the 

needs  of  all  types  of  radio  and  T\   operations. 

BMI  scripts  are  perfectly  suited  both  to  the  sta- 
tion with  a  small  staff,  limited  facilities  and  cur- 

tailed budgets,  as  well  as  to  the  large  operation  with 

full  orchestra  and  complete  program   staff. 

SEVEN  COMPLETE  BMI  PROGRAM  PACKAGES 
•  -\E  AMERICAN   STORY 

Prepared  by  BMI  in  association  with  the 

Society  of  American  Historians.  Each 

fifteen-minute  program  consists  of  a  single 

narrative  written  by  an  outstanding  Ameri- 

can historian,  expert  in  the  period  or  sub- 

.  .  the  fascinating  and  inspiring 

stories  of  our  country  from  the  age  of  dis- 

covery to  the  age  of  the  atom.  Top  prestige 

programming. 

•  STORIES  FROM  THE  SPORTS  RECORD 

Music  and  sports  team  up  in  this 

V^ series  devoted  to  eye-witness  accounts 
<>f  dramatic  action  on  the  baseball 

diamond,  in  the  prize  ring,  on  the 

gridiron  and  elsewhere.  ...  A  com- 

plete script  package  available  three 

time-  weekly  as  a  15-minute  pres- 
entation. 

•   THE   BOOK   PARADE 

Sparkling  15-minute  scripts  written  by  the 

most  prominent  of  literary  figures.  This 

series  is  being  hailed  as  "a  conspiracy 

against  ignorance"  and  has  skyrocketed 
into  national  prominence.  Another  BMI 

script   for  top  prestige  programming. 

•   ACCORDING  TO  THE   RECORD 

Timely  facts  about  the  unusual,  with 

musical  cues  that  fit  neatly  into  a 

dynamic  5-minute  show.  .  .  .  Highly 
commercial.  .  .  .  Available  7  times 

pn  week  for  52  weeks.  Now  in  its 

10th  successful  |  far. 

MILESTONES 

7HL Full  half-hour  presentations  .  .  . 

simple  to  do,  saleable,  excellent  lis- 

tening. Usually  four  per  month,  some- 
times five.  Each  script  commemorates 

%  a.  special  dale  or  event  of  national 

importance. 

•    YOUR  CONCERT   HALL 

The  finest  in  concert  music  presented 

as  a  series  of  full-hour  or  half-hum 

programs,  three  times  weekly.  \u- 

thoritative  scripts  which  make  con- 

cert music  popular  music.  This  series 

has  proved  that  good  music  has  a 

loyal  and  solvent  audience.  Con- 

tinuity is  held  to  a  minimum — music 
at  a  maximum. 

•    MEET  THE   ARTIST 

Three -a-week  15-minute  scripts 

loaded  with  factual  biographical  ma- 

terial  about  recording  artists  in  th< 

public  favor.  Fills  a  \  ital  need  in 
areas  where  such  data  is  no)  easily 

available.    Highly  commercial. 

Your  Station  Program  Department  slitfnltl  he 

receiving  these  script  package!  regularly.  If 

not.  please  write  to  Hill's  Station  Smite  Depart- 
ment  for   sample   scrif>ts    and   complete    details. 

II  II  O  A  IM   A  S  i       >I  I  SIC,       I  X  L 589   FIFTH    W  EM  E 
M\\    YORK    17.  Y  ̂ . 

NEW  YORK  •  CHICAGO  •  HOLLYWOOD  •  TORONTO  •   MONTREAL 



RADIO 

GEORGIA       '  continued  I 
DAILY   HOURS WEEKLY   HOURS 

City 

COLUMBUS 

Call  letters 

WDAK 

WGBA 

Freq. 
Power 

Natl network National  rep 

Post-       Pop 

Network    mid      music     Concert      Folk 

Ri  lig 

Home- 

News       Sports    making      Farm     Foreign     Negro 

Services 

1340       250w NBC    Headley-Reed 1       21 

25 

14 
15      AP;W 

1270       lkw-D McGillvra 60 17 
17       AP;St 

WPNX       (See   PHENIX  CITY,    ALA.) 

WRBL*      1420       5kw CBS     Hollingbery 1       25 14 UP 

CORNELIA 

COVINGTON 

DALTON 

WCON 
wi.l  S 

1450       250w Indie    Sales 30 10 30       25 

15 

AP 
1430       lkw-D KBS     Dora-Clayton 

32 

13 

8      UP;T 

VBLJ        1230       250w 
MJC 

26 

24 16 

0 
AP;T       _ 

DECATUR WEAS*      1010       lOkw-D Stars  Natl. 

25 

23       15 25       INS 

WGLS 970       lkw-D KBS     Rambeau in 10       12 14 UP;St 

DOUGLAS WDMG 860 
lkw-D KBS 

Dora-Clayton 

30 

% 11 6 6 

2* 

3 4 

i  p DUBLIN WMLT 1340 250w M.K 4 38 4 20 18 16 2 2 2 6 AP;W 

EAST  POINT WTJH 1260 
5kw-D KBS 

10 

15 __ 

FITZGERALD WBHB 1210 250w M,K 6 

35 

32 

10 

7 

4* 

1 3 6 
AP;W.I.W FORT  VALLEY WFPM 1150 lkw KBS 20 1 22 6 21 

2* 

3 

UP 
GAINESVILLE WDUN 

WGGA 
1240 250w 

5kw 

ABC 
Indie Sulc> 3 45 3 

36 

6 19 

2* 

3 4 6 

AP 
MJC 4 33 3 2  1 12 

13 

2« 

2 2 

y* 

INS 

GRIFFIN WHIE 
1.420 lkw-D 

M.K 25 26 12 9 2 2 5 n UP;W 

WKEU       1450      250w M,K 

JESUP WBGR       1370       lkw-D KBS     Dora-Clayton I  1 22       16 
UP;C 

LA   GRANGE 

WLAG* 
1240 250w MJC     Indie  Sales 6 20 6 13 1 

27 

3* 

2 1 7 

1  P:\\ WTKP 
620 500w-D 

McGillvra 

24 

9 20 12 10 2 3 8 6 

AP 
\\  If  Ml. 1210 250w NBC    Headley-Reed 4 y3 

25 

20 3 9 1 8 y2 

10 

AP;W 

:: 

MACON 

WIBB         1280       lkw-D Walker;   DC 24 

:;<i 
MM.LEDGEVILLE 

NEWNAN 

MONROE 

MOULTRIE 

\\  \  I  \ 

WMVG 

J400 

1  150 

250w A,M     Branham 
1     100 10        20 

1         V-i 
\P:T 

WCOH* WMRE 
WMGA 

1400 
_250w_ 

250w 
M,K     Griffith 

in 

I  \\ 

MBS     Hunter 16 20 
AP;T 

1490      250w 
KBS 

in 

30 

AP 
1400      250w 

A,K       Everett-McK 
ROME W  I    S.Q        1410       lkw ABC 

39 

30" 

6 

10 
17       17 

11 

',• 

I  P 
15 13 

WRGA*     1170       5kw M,K     Walker,  DC 37 19       20 

19 

x» 

WHOM        710       lkw-D Weed 

30 

11 

33 

x* 

VP;Si 

UP;LW 

■ 

1  P 

SAVANNAH WCCP        1  150       250w MBS    Walker 45 10 12 12      UP 

Wr'KI'        1230       250w 
W.ll\  900       lkw-D 

ABC    Everett-McK 

-,.: 

12 14 12 AP 

Stars  Natl 13        11 % 25      AP 

WSAV*       630      5kw NBC    Blair 32 11 10 

23 

3      AP;T 

WTOC       1290       5kw CBS     Katz 20 

Id 

12 24 

UP;C 

SUMMERVILLE 

THOMASVILLE 

WG1  \         950       lkw-D 
Stc 

Nail 

35 

25       22 

12 

1  ]':( 

WKTG 

WPAX 

THOMSON   
TIFTON 

TOCCOA 

VALDOSTA 

WAYCROSS 

WEST   POINT 

WINDER 

\\  I  \\  \ 

\\  \\(,s 

1240 

12-Ki 1340 

WLET* WGAP 

I  i  0 

w  \<  I 
WAYX 

570 

1250 

lkw-D 
250w 

250w 
250  w 

5kw-D 
5  k  w 
IU 

Thos.   Clark 27 19       11 AP:T 

5  1 

17         12 I  P 

M.K     Southern 

5(> 

18 
I   P:\\ 

MBS    Thos.  Clark 

.in 

10 

12 
5      UP;W 

M.K     Thos.  Clark 

ABC    Pearson 

1  ml  it*   Sal<  - 

24 10         18 

12 

22 

y2    up 

in 

% 13 
AP;T 

in 

60         11 
14      AP 

2.50  w 
M.K       llolman 

III 

20 

12 

7       UP;W 

WRI.D*     1490      250w 
WIMO       1300       lkw-D 

A.K      McGillvra 
KBS 

30 15        11 12 

', 

AP:T 
20 1 

in 

10 

1 1' 

NO    INFORMATION:    Albany.    WA1  wick,    VVGIG;    Calhoun,    WOGA;    Camilla,    WCLB;    Carrollton,    Wl.r.i.      CartersviUi      v.p.in       Cedarti     n     WQAA;      lele     wm.im 
nalton    Ullili;    Dawson,   WDWD;    Elberton,   WSG(       Hartwell,   WK1.V:    Hawkinville,  WCBH;    Lafayette,    WI.FA;     Macon.     UMAX;     Savi   Bh,     WDAR;     Stetesboro,     V7WNS; 
hwainsl.Mro,    W.TAT;    Thomaston.    WSFT;    Valdosta,    WGOV;     Vidalia     WVOP;    Waynesboro,   WBRO. 

SYMBOLS: am-fm    station 
1  fm   station 

D — daytime  power 
N — night  power 

*    local   sports  covered 
t    Mcx.  Span,  included 

x     figure   unspecified 

category  unclaimed 

WGAR     WRFD     WTTM    WMMN 
CLEVELAND,  OHIO WORTHINGTON.  OHIO TRENTON,  N.  J. FAIRMONT,  W.  VA. 

Qrcat  Radio  Stations  Serving  &  Selling  Rieh  Ameriean  Markets! 
PEOPLES  BROADCASTING  CORPORATION 

n 

ii 

20 
I9SS   BUYERS'  GUI  OK 

II 



RADIO 

IDAHO 
DAILY  HOURS 

WEEKLY  HOURS 

MN    FALLS 

City Call  letters 
Freq. 

Power 
Natl network        National  rep Network 

Poet-      P» 

mid      muM. Concert Folk 

Rehg 

News 
SporU Home- 

making Farm 
Foreign 

Negro 

Services 

.AC  K  FOOT KBLI 1490 250w 

70 11 

12 2 16 

4» 

3 3 AP 

MSE KBOI 950 5kw CBS Free  &  Peters 10 35 7 9 3 

16 

\' 

1 3 

y2 

UP;W KGEM 1110 lOkw A,K 
Webb X 24      60 

12 

39 6 10 X 3 UP 

KIDO 630 5kw MIC Blair 7 48 16 8 6 14 

X»
 

3 UP;T 
tLDWELL KCID 1490 250w Oakes 60 3 

22 

3 12 

5* 

1 

10 

\l';«. 
AHO    FALLS kiri 1400 250w 

A,M, 

K 
Avery-Knodel 57 2 2 4 19 

3» 

1 2 % 
\P;St 

WISTON KLER 740 
250w-D 

M.(  .iIIm.i 50 14 7 X 2 

9~ 

AP 
KRLC 1350 lkw MBS Weed 9 27 3 15 8 

23 

3* 

UP;T 

5SCOW KRPL 1400 250w KBS Biddick 

50 

26 10 15 

8* 

5 AP 
CATELLO 

KSEI* 

<>3II 

5kw NBC Weed 9 

35 

9 20 

2- 

9 
UP;T,LW, 

St 
KWIK 1240 250w 

C,M 
Avery-Knodel 12 32 4 4 20 

X*
 

C;W 
ESTON KPST 1340 250w 

KRS 
  .   25 12 15 3 2 

4» 

2 3 UP;A 

XBURG 
KRXK* 

1230 250w KBS 58 4 10 10 

9» 

1 4 

AP;T 

ND  POINT KSPT 1400 250w KBS Continental 

35 

9 6 2 

It 

2' 

2 3 
UP;  St 

KEEP 1450 250w CBS Gill-P;    McGav 9 12 5 5 2 21 

3» 

2 3 UP;T,W 
M  1\ 1310 lkw 

A,M, 

K 
Avery-Knodel 6 1 

72 

15 

25 

15* 

2 
AP;A,C, 

m,<; KTFI*       1270      5-D,l-N NBC    Weed 42 23 
UP:UW ISER KWEI 1240       250w 

60 

16 

17 11 

I  [':<: 
INFORMATION:    Burley,    KHAR;    Coeur   D'Alene,   KVNI ;    Idaho   Falls,    KID;.  Nampa,    KFXD ;  Wallace,  KWAL. 

ILLI  NOIS 
DAILY  HOURS WEEKLY  HOURS 

City Call  letters       Freq. Power 
Natl 

network National  rep 

Post-       Pop 

Network    mid      music    Concert      Folk      Relig 

Home- 

News      Sports    making      Farm     Foreign     Negro 

Services 

TON WOKZ       1570       lkw-D KBS 

65 

11 UP 

.LEVILLE WIBV 1260 
lkw-D Indie   Sales 40 13 8 5 2 2 1 AP 

DOMINGTON WJBC 1230 250w ABC     Rambeau 22 15 

12 

9 X 

12* 

6 4 UP;T,W 

IRO WKRO 1490 250w MBS    Pearson 7 34 1 5 6 19 T 2 2 1 

UP 
NTON WBYS 1560 

250w-D 
KBS      

47 

11 

9 6 10 

10* 

3 3 AP;T,Se 
RMI WROY*     1460       lkw-D KBS    Sears  &  Ayer 24 15 y2 UP;LW,Se 
ORALIA 

AMPAIGN 
WCNT*     1210      lkw-D KBS 

WDWS*    1400      250w CBS     Meeker 

40 

32 

24 21 28        _ 
UP;T,St 

16 UP;W 

ARLESTON WEIC         1270       lkw-D KBS 

50 

22 INS;LW 

ICAGO WAAF 950 
lkw-D 

Young 

66 

1 2 2 5 . 

y2 

15 

UP WBBM* 
780 50kw CBS CBS  Spot  Sis. 9 24 11 36 3 1 24 6 — 3 __ 

AP.UP, 

INS;A 

WCFL 
1000 50kw 

B.  Stuart;  L.O'C 
24 AP,UP;St 

WEAW 
(See 

EVANSTON) 

WEDC 1240 250w . 24 36 21 % 5 16 

_^ 
WFMTt 98.7 28kw 

  . 
1 

70 

2 

.   

WGES 1390 5kw McGillvra % 51 5 7 

ii 

8 5 

32 

58 UP;A 

WGN 720 50kw MRS 
Hollingbery 3 1 73 4 4 20 

2' 

2 5 7 All;Se 
WIND 560 5kw AM  Sales 24 142 21 

4* 

AP,UP 
WLS 890 50kw ABC Blair 4 

16 

19 4 3 

43 

AP.UP 

WMAQ* 
670 50kw 

NBC 
NBC  Spot  Sis. 9 1 

30 

12 2 5 2 7 1 \11:T 

WOPA 
(See 

OAK  PARK) 

WSBC 1210 250w Stars  Natl 8 6 3 36 

20 

Se 
WTAQ 1300 500w Gill-Perna 2 86 7 38 2 3 

4* 

6 

WWCA      (See  GARY,  IND.) 
NTON WHOW      1520       lkw-D Holman 64       15 18 AP;Se 

>IVILLE WDAN       1490       250w CBS     Everett-McK 

18 

AP:T 

:atur wnz 1050       lkw-D Free   &   Peters 26 
_       UP;T 

WSOY*     1340      250w CBS     Weed 15 _       AP;W,St 

KALB WI.BK       1360       500w-D 33 % 

AP;C 

■JOIN WDQN      1580 250w-D 
Best 

35 

3 16 10 9 

5* 

2 4 UP;Se 
IT  ST.   LOUIS        WTMV      1490 250w Bog.  &  M;  GMB  _ 48 29 15 10 6 3 3 15        24 UP;Se 
INGHAM WCRA      1090 250w-D KBS 21 

34 

10 14 

3» 

2 15 

UP 
!lN WRMN      1410 500w-D       McGillvra 60 5 6 6 10 1 3 3 

UP 
NSTON WEAW*    1330 500w-D   Bogner  &  Martin 

98 
WNMP      1590 

lkw-D 

26 

80 5 X % 

l\^;C,St 

IBOLS: 

195? 

1 

\  *  am-fm   station 
/      fm  station 

BUYERS'  GUIDE 

D   daytime  power 
N — night  power 

*    local  sports  covered 
Mex.  Span,  included 

x     figure catego 

21 

unspecified 
ry   unclaimed 



RADIO 

ILLINOIS      (continued) 
DAILY  HOURS WEEKLY  HOURS 

Cit> Call  letters       Freq. 
Natl 

network National  rep 

Post- 

Network    mid 

Pop 

music     Concert Folk      Relig        News       Sports    making      Farm     Foreign     Negro         Services 

FAIRFIELD 

GALESBURG 

HARRISBURG 

HERRIN 

JACKSONVILLE 

JOLIET 

KANKAKEE 

KEWANEE   
LINCOLN 

WF1W 1390 
500w-D 

W 38 2 7 6 13 3 1 6 
-      AP;Se 

WG1L 1400 250w Rambeau 

70 

— 5 20 

5» 

20 

% 
-      AP;St 

WHBO 1240 250w KBS 

2.". 

1 14 22 21 

2* 

4 10 — 

UP 

WJPF        1340       250V M,K      Pearson 52 18 16 

\\  I  PS* 
W.lol 
\\  K  W 

1180       lkw-D Holr 41 14 

IP;* 

AP:\\ 

lkw-D W  K  1.1 

WPRC 

1340 

1450 
1370 

^   ii  -    \    Ami 40 

19 

14* 

UP;T 

5     i  -   &  Ayer 67 
8       % 

11 

AP;St 

lOOw KBS     Best 

75 

45 13       12 15 

AP;LW 

500w-D 
KBS     Rambeau 

25 

13 

12* 

AP;LW 

LITCHFIELD WSMI        1510      lkw-D KBS     Best 
MACOMB \\K  \l 1510 

250  w-D 
KBS 

MARION WCCll L150 

1) 

MATTOON 
WEBII* 

L170 Iw-D Holman 

METROPOLIS 

MOLINE 

WMOK       920       lOOOw-D         KBS     Holman 

X 3 9 
_      A  P 

25 12 6 1 10 

2' 

1 4 
-_      UP;LW 

75 __ 6 5 2 1 
\P:LW 

14 2 4 4 3 X 3 4 VP 

:■;() 
23 

2       UP;Se 

WQUA      1230      250w ABC    Hollingbery 53 8        17 

AP 

MT.   CARMEL 

MT.  VERNON 

W  \  MC      1360      500w-D KBS    Best 45 14 

UP 

\\  MIV 
910       lkw-D Pearson 54 12 12 

AP;1* 

OAK  PARK 

WOPA« 

1490 250w       Interstate 

10 

3 5 X X 31 23 

OLNEY \V\  !  N 740 
250w-D 

KBS    Holman 13 7 6 6 

13 

10* 

2 6 

tl':\\ 

OTTAWA won 1430 
".Oliu-lt 

20 14 7 3 7 

15' 

1 3 — 1  P 

PARIS WPRS*      1440      500w-D KBS 
11 AP;C.T 

PEORIA WEEK       1350       lkw NBC    Headley-Reed 52 10 
AP;W 

WMBD*    1470       5kw CBS     Free   &   Peters        9      %       30 y2 23 

10 

APJUP: 

WPEO       1020       lkw-D 24 y4 
10        10 

10 18 

AP 
QUINCY WGEM*    1440      lkw ABC    Avery-Knodel         12 42 12 11 

UP;W 

WTAD* 
930      5kw CBS     Weed 

.'1 

19 
AP.UP 

ROCKFORD WBEL       (See  BELOIT,  WISCONSIN) 

WROK      1440      1-D.500-N       ABC     Il-R 

II 34 

10 14 %      AP;T 
WRRR       1330       lkw-D 

Hi 

14 
UP;W.SJ ROCK  ISLAND 

WHBF* 
1270 5kw 

«:i;v 

Avery-Knodel 

20 

4 6 3 20 

2* 

2 1 

__      AP,UP;| 

St.T.I. 
SPRINGFIELD WCYS 1450 250w ABC Sears  &  Ayer 

AP:\\ 

WMAY 970 lkw NBC 
I'ral  -nil 

6 34 3 

17 

4 19 

8* 

2 9 

UP:T 
WTAX* 

1240 250w CBS Weed 9 y2 29 5 3 4 17 

2' 

1 3 
AP;W 

STERLING W-hi; 1240 L0(h» 63 9 3 2 

14 

3» 

2 16         6 
UP;LW. STREATOR \\l// 1250 

500w-D 
Best 

54 

3 3 3 

2* 

y* 

5 

UP 

TAYLORVILLE \\  MM 1410 
lkw-D 

Continental 

25 

12 3 16 

6* 

5 2 
UP;T,Sl 

URBANA W  K 1 1 ) i  ,:«) 

v-D 

KBS 

1 '     i  -on 

58 12 6 7 

2» 

3 4      UP;LW 
WEST    FRANKFORT    \\ll!\        i::ii(i       lkw-D Indie  Sales 35 10 

10 

UP:T 

NO   INFORMATION:  Carbond  I    irthaee,    WCAZ;    Chicago     WAIT.   WOBD,   WORW,    WFMF,    WJJD,   WMBI,   WSEL;    Chicago    Heights.   WCHI;    Cicero,    WHPC;    D 
vill...   WITY;   Effingham,   WSEI;    Elmwood    Park,   WLKY;   Preeport,  VYFRL;   La  Salle,   WLPO;    Pekin,    WSIV;    Peoria,   WXRL;    Wauki  I   RS 

INDIANA 
DAILY  HOURS 

WEEKLY  HOURS 

City 

ANDERSON 

BEDFORD 

BLOOMINGTON 

COLUMBUS 

CONNFRSVILLE 

ELKHART 

EVANSVILLE 

Call  letters       Fre*. 

Natl 
in  twori 

National  rep Network 

Post- 

mid 

Pop 

musle 
Concert      Folk       Rclig        News       Sports 

Home- 

making 

Farm     Foreign     Negro         Service. 

WIIBI 
\.c 

1  1  M  1    1    |   |  |  M 

WBIW MBS W.  S    G 

WTTS D  ,00  N 

m:i 

\|.  ■  k>  i 

\\<  -I 1010 D R    ul>eau 

12 

\W.\M*      1580       2 
WTKC        1340       250w 

Gill-Pi  ma 

14 

12 

12 

AP:T.St 14       13 

20 

3      IN-    I 
12 14 \r 

',         \P:'I 

UP;T 

WEOA       I  win      250w 

WGBF*     1280      5-1). 1  \ 
NBl 

<  BS 

NBC 
WlkV 820      250w-D 
w  II'-.         1330 

FT.  WAYNE W  \M.       1450 
\V(.I. 

WKJG 
1250 

5-D.I-N 
250w 

lkw 

5kw 
\B< 
VBl 
MBS 

Peai  -'in Kat/ 

\\..  ■,! 

IImIImi Boiling 

1 1 1  .i.ll'  j  Reed 
B,i\  mer 

35 

UP 

13 

30 

15 

INS 

12 

I  P:S.- 
75 

'.- 

13 

37 

I  ■ 

I  1 

12' 

6 
II 

17 

11 

II 

wo  wo     i  I'M)     r,nkw 
M'.l         In 

20 I  . 

24 

MM  ,1 

3      Al'.W   31 

AP;St 

l'P:IV 

AIM  P. 

i  A\ 

I   P:T 

SYMBOLS: 1    *  am-fm    station 
fm   station 

D — daytime  power 
N — night  power 

•    local   sports  covered 
;     Mex.  Span,  included x     figure   unspecifiei 

category  unclaim 
??. 

I9SS   m  >  i  Rs'  ».i  H'l 



FIRST  PULSE 
ON 

50  KW  OPERATION 
AT 

FIRSTS 
...476  QUARTER   HOURS! 

The  figures  tell  WOWO's  story.  They're 
in  the  latest  Pulse,  October-November, 

1954.  They  cover  twenty-six  counties 

in  prosperous  Indiana,  Ohio  and 

Michigan.  They  show  that  WOWO 

leads  in  every  quarter  hour  surveyed— 
from  6  AM  to  11  PM  on  week  days 

and  from  noon  to  11  PM  on  Sundays. 

Make  you  want  to  know  more  about 

WOWO?  Then  consider  this— 

covers  82 

industrial  — 

agricultural 
counties... 

a  rich  market 

covered  by 
no  other  medium! 

The  WOWO  market  is  a  well-defined, 

high-income,  important  market.  Its 

3,896,400  people  listen  more  to  WOWO 

than  to  any  other  station.  They  spend 

over  $3,952,201,000  annually.  You 

don't  want  to  nibble  at  a  market  like 
this.  You  want  to  cover  it  in  one  swoop. 

You  want  WOWO.  Call  Tommy  Longs- 
worth  at  Anthony  2136,  Ft.  Wayne,  or 

Eldon  Campbell,  WBC  National  Sales 

Manager,  at  Plaza  1-2700,  New  York. 

WOWO 
FORT   WAYNE 

mm WtNmmmm 

w 
WESTINGHOUSE    BROADCASTING    COMPANY,  INC. 

WOWO,  Fort  Wayne;  WBZ  +  WBZA  •  WBZ-TV.  Boston    kyw  •  WPTZ.  Phila- 

delphia; kdka  •  kdka-tv,  Pittsburgh;  kex,  Portland;  kpix,  San  Francisco 

KPIX  represented  by  The  Katz  Agency,  Inc.; 

All  other  WBC  stations  represented  by  Free  &  Peters,  Inc. 



RADIO 

INDIANA      [continued) 
DAILY  HOURS 

WEEKLY  HOURS 

Cit> Cull  letter*       Frefl. Natl network        National  rep 
Post-      Pop  Home- 

Network    mid      music     Concert       Folk      Relig        News       Sports    making      Farm     Foreign     Negro         Servin 

GARY \\  \\  (  A       1270       lkw Pearson 1       90 12 14 
24      AP 

HAMMOND UloB*      1230      250w McGillvra 28 12        56 20 13 

24        1    I':  I 
INDIANAPOLIS WII'.M       1260      5kw CBS     Katz 

33 

15 
APJN 

WIBC 1070      50-D.10-N        MBS    Blair 57 19 

17 

11 
AP.U1 

T,Se W1KE 1 130       5kw NBC     Free  &  Peters 74 12 

AP 

\\l>ll         1310       5kw ABC    Boiling 60 12 AP;T 
WXLW 950 

5kw-D       Pearson        _ X X 2 X \ 

UP 

JASPER 

WITZ* 

990 
lkw-D 

... 

58 5 15 4 14 

8' 

2 11 
UP;T 

KOKOMO Willi 1350 lkw CBS     Weed 10 28 7 2 3 16 

X*
 

2 9 
AP;W 

LAFAYETTE WASK       1450      250w MBS    Rambeau 8       %       45 

24 

UP 
LOGANSPORT 

MADISON 

WSAL        1230      250w 
M.K 

60 10 16 12 
AP;St WORX+      96.7       350w-D KBS     Best 36 

16 

UP;  St. 

McC 

::: 

I 

ICI 

MARION WBAT 1400 250w CBS Rambeau                  5 50 2 5 1 12 

4* 

V* 

6 % AP;St 
WMRI 860 

250w-D 

43 

6 4 7 12 

8* 

3 6 . AP;C. 

WMRIt 106.9 
34kw 50 30 6 2 5 

8» 

2 1 

C,T 
MICHIGAN  CITY 

WIMS* 

1420 1-D.500-N Rambeau 60 2 2 3 X 

5* 

3 3 2         5 

UP 

MUNCIE WLBC 1340 250w 
CBS 

Walker;  Holman     7 12 

%•
 

X 

AP:Vt NEW  ALBANY WLRP 1570 
lkw-D 

Best 50 5 5 5 

5'
 

2 3 

UP 

NEW  CASTLE w  i  :tw  j 1 02.5 4kw Scheerer 24 12 

',•• 

26 

AP;W 

PERU 

PRINCETON 

RICHMOND 

SALEM 

WARU       1600      500kw-D 20 20 

x* 

AP;T. 
WRAY       1250       lkw-D KBS     McGillvra 10 

AP;LV 
WKB\        1490       250w ABC    Meeker 8      %       51 25 

WSLM       1220      250w-D KBS     Best 21 35       10 

%      UPjT.1 

14 APjTJ 
SEYMOUR WJCD 1390 

500w-D KBS 
24 2 14 12 8 

4» 

2 2 

AP:\\     ̂  

SHELBYVILLE WSRKf 101.3 
5kw 

Best 
29 6 

21 

4 

12 

3* 

4 2 

UP;W,  N 

SOUTHBEND WHOT 1490 
250w-D 

ABC    Boiling 4 55 8 4 4 7 

20* 

6 1 AP;A 

WJVA 
1580 250w KBS     Burn-Smith 40 6 1 7 2 

2* 

1 2 8 1 

UP 

WSBT 
960 

5kw CBS     Raymer 9 

26 

2 1 5 15 

3' 

3 2 

up.rv « 
TERRE  HAUTE 

WBOW* 
1230 250w NBC    Weed 6 

35 

11 5 9 

8» 

2 % 

UP       » WTHI* 

1480 lkw 
CBS     Boiling 9 10 12 

3' 

3 3 

UP;W.  B 

VINCENNES WAOV 
i  r.o 250w MBS    Free  &  Peters 

36 

6 3 8 

3* 

12 
UP;W    ETE 

WARSAW WKAM 
1220 250w-D 

KBS    Holman 27 7 13 

10 

2' 

1 6 

U'.i  c 

WRSW* 

1480 500w 73 1 2 15 

2» 

3 5 
UP:W. 

C.LV, NO    INFORMATION: 
WTC.I;    Washington 

Anderson.    WCBC ;    Boonville,    WRNL 
.   WFML. 

;    Frankfort,    WIIjO; Gary,    WGRY;    Goshen 

IOWA 
DAILY  HOURS 

WKAM 

;   La 

Porte, 

WLOT 
Muncie,   WMUN; 

WEEKLY  HOURS 

Portland, 

WPGW;    Tell 

City 
Call  letters Fr.«. 

Power 

Natl 
network        National  rep Network 

Post- 

mid 

Pop 

musls Concert Folk 

Relig 

News 

Sports 

Homo- 

making 
Farm Foreign 

Negro Service .  IK 

AMES KAS1 L430 
lkw-D KBS     15,-st 

26 

4 8 3 

16 

18* 

4 6 

UP;T    \f 

BURLINGTON KBUR 1490 250w ABC V,R&McC 9 

35 

3 3 

20 

4* 

3 5 AP,St 

CARROLL KCIM 1380 lkw Pearson — 

55 

3 3 4 18 

3* 

2 3 — 
AP:T K 

CEDAR   RAPIDS KCRG 1600 
5k* 

Mils 

Burn-Smith 5 

70 

1 10 1 16 2 1 3 

INSsAl] 

|j 
KPIG 

1 150 

250w . Pearson 

.   

1 130 \ 

if 

WMT 
600 5kw 

•  BS 

Katz 10 1 40 3 5 5 

15 

4*
 

1 14 

A11:T.\ 

ii 

CENTERVILLE KCOG 1400 100w 
KBS 

\1.  i.illvra 

.... 

5!! 1 

16 

7 18 

3»
 

.... 7 — AP:T 

CHARLES    CITY K(  IIA 1580 
250w-D 

KBS 

\\  alker 
— 35 3 

13 

1 8 T 6 7 .... \P;W. 

CLINTON KROS 1340 
250w 

M1?S 

Pearson 5 — 54 12 10 7 21 

5* 

3 5 __ -— UP;W 
T 

i 
COUNCIL  BLUFFS KSWI 1560 

500w-D llir- 

— — 

70 

— 10 — — .... — 

1   P;T 

CRESTON KSIB 1520 
lku   II 

KBS 
Pearson 

ifl 

2 3 11 

1"
 

2 .... INS;T 

ii 

St 

DAVENPORT KIM  \ 1580 
25()v>  li 

KBS Broadcast  Assos. 68 13 3 2 7 

x# 

12 3 UP;C,S 

KS1  I 1170 lkw MBS 
^'■.its     X       \mT 

2 24 

50 

3 7 4 13 

8* 

— 7 — 

I  P 

WOl 
11. Ml 

5k  w NBC 1  i   •    &   Peters 9 

in 

4 3 21 

2* 

3 2 

1  P 

DECORAH KDEC 1240 
'  ,i  i\- 

KB^ 

Pearson — — .... — 

.... 

c 

u 
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I   Q  ̂ f  /\      (continued) 

RADIO 

DAILY  HOURS 
WEEKLY  HOURS 

City Call  letters       Fre«. Natl network        National  rep 

Pest-      Pop 

Network    mid      music    Concert      Folk      Rellg 

Home- 

News       Sports    making      Farm Foreign     Negro         Services 

MOINES KCBC        1390       lkw 24     164 INS 
K10A 940      10-D.5N 86 15 

14* 

12 UP;INS;W 

KRNT*      1350       5kw CBS     Katz 

27 

12 14 AP,UP;St 

rvSO' 
1460      5kw ABC    Avery-Knodel 53 11 

18 

KWDM      1150       lkw MBS 21 25       30 

16 

14 
_       AIMNS:C 8      UP.INS; 

A,Se,Co 

Wild' 

1010       50kw NBC    Free  &  Peters 24       50 

15 

All;T,Se 

UQUE KDTH       1370      lkw NBC    Pearson 52 18 

AP 
WDBQ*     1490      250w A,M     Meeker 30 

16 

%     % 

FIELD KFAD        1570      250w-D KBS 50 10 
7        _ 

f  DODGE KVFD        1400      250w MBS    Pearson 35 18 

UP;T,W 

AP;T,W 

UPJNS;T 

UP;  St r  MADISON KXGI         1360      500w-D Pearson 36 13 36 10 % 
A  CITY KXIC 800      lkw-D KBS     Pearson 36 10 _      INS;W 

lARS KLEM        1410       lkw-D 47 

15 

AP;T 

SHALLTOWN      KFJB 

ON   CITY 

1230      250w MBS    Pearson 28 

20 

UP;T 

KGLO* 
1300 5kw CBS 

Weed 
25 4 3 5 20 

3' 

1 3 AP,UP;W 

KRIB 1490 250w M,K 
Pearson 7 38 7 13 4 

18 

9» 

2 3 
_      AP;T 

KSMN 1010 
lkw-D 

_      36 3 3 5 

10 

1 2 

UP;A 

CATINE 
KWPC* 

860 

250w-D 
Pearson 

36 28 

4 5 

11 

3*
 

2 3 UP,INS;W 

VEIN KOEL 950 
500w 

Pearson 

-„ 

34 2 30 4 16 

12* 

3 6 
__      UP,INS;T, 

Se,W,Co, 

St 
VLOOSA KBOE 

KBIZ 710 1240 
250w-D 

Pearson 1 38 — 12 9 13 

■    

3        _ _      AP;St 

JMWA 250w M,A Webb 7 28 5 3 6 

23 

6* 

6 AP;W 

KLEE 1480 
500w-D 

KBS 1  >r\  II, ■> — 80 — 4 2 10 

1* 

UP;T 

4 AN DO AH KMA 960 5kw ABC 

Petry 

3 50 1 6 11 12 

x# 

11 13 

AP,UP;Se 

X  CITY KCOM 620 lkw Pearson 65 .... 

11 

3*
 

6 

UP KSCJ* 
1360 

5kw ABC Hollingbery 6 

26 

12 8 3 

17 

3 1 3 
AP;LW,W 

KTRI 1170 
5kw V,R&McC 

110 
14 

UP 

CER KICD 1240 250w ..  _ EVarsnn 75 

13 

6 2 

18 

x» 

11 

AP;St,A,T 

M  LAKE 

KAYL* 
990 

250w-D 
-     _ 42 16 8 3 15 

10* 

6 10 AP;St,W 

ERLOO KXEL 
15  Kl 50kw ABC Avery-Knodel 4 3      44 29 11 12 3 % 5        _ 

INS;C,Se 

STER  CITY K.IFJ 1570 
250w-D 

KBS 

50 

3 8 10 1 2 
\P:T.C 

IFORMATION:   Atlantic,   KJAN;    Boone,   KWBG;    Cherokee,   KCHE;    Estherville,   KLIL;    Keokuk,    KOKX ;    Shenandoah,    KFNF;    Waterloo,    KWWL. 

KANSAS 

DAILY  HOURS 
WEEKLY  HOURS 

City 
i 

Call  letters Freq. Power Natl network        National  rep 

Post-       Pop 

Network    mid      music Concert Folk 

Rolig 

News 

Sports 

Home- 

making 
Farm Foreign 

Negro        Services 

ANSAS  CITY KSOK 1280 1-D,100-N 
KBS 

25 

7 3 3 10 

1- 

1 5 _. _       AP;LW 

ilSON KARE 1470 lkw KBS     Sears  &  Ayer 

85 

3 3 3 21 

6*
 

3 AP;St 

lEYVILLE KGGF 690 10-D.5-N ABC    Pearson 5               30 2 

14 

12 18 

5*
 

4 

\IMNS;W 

fY K\\\ 790 
5kw-D 

H-R. 
40 2 18 9 12 3 5 

19 

UP 
:ordia KFRM 550 

5kw-D 
CBS     Free  &  Peters (Same  as  KMBC, KANSAS 

in. 

MO.) 

KNCK 

;e  city KGNO 

1390 

1370 
500w-D KBS 49        14 10 

UP 
5-D.l-N 

MBS    Hagg 
10 15 14 

AP,UP;W 

>RIA KTSW 1400 250  w M.K ( lill-IVrna 8 

50 

5 16 6 

1  1 

5» 

y* 6 

AP;T 

cott KMDO 1600 
500w-D 

\I.K 
1 

25 10 

5 6 14 2 3 
AP;LW 

>EN  CITY 

| 

KGAR 1050 lkw-D 
(  ,'intinrntal 25 4 24 7 2 3 6 

UP;Se 

KIUL 1240 251 1  w N,K 8 10 9 8 4 16 

8» 

2 

\I':W,T 

IT  BEND KVGB 1590 5kw NBC IVar-on 9 

20 

8 5 8 

23 

10' 

1 6 
AP;W.T 

:hinson KWBW 1  1  ,o 250w N,K V,R&McC 
7 18 3 13 8 

18 

T 2 3 

\l\tt 
KWHK 

1260 lkw Everett-McK 50 9 5 3 10 

25- 

2 5 

\P:T 

PENDENCE KIND 1010 
250w-D 

M.K 4 

IAS  CITY KCKN 1340 250w Capper 

Kill 

10 

2 10 3 

1  \\  .St 

WDAF        610      5kw NBC     (  liristal 

31 

15 

VP;  [\Sl 

I    I'M': 
OLS: 1  *  om-lm    station 

I  X  rm    station 
D — daytime  power 
N — night  power 

local  sports  covered 

Mex.   Span,   included 
x     figure    unspecified 

category  unclaimed 
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RADIO 

KANSAS       (continued) 
DAILY   HOURS WfcEKLY   HOURS 

City Call  letters        FrM. 
Natl network National  rep 

Post-       Pop 

Network    mid      musle     Concert      Folk       Relig 

Home- 

News       Sports    making      Farm     Foreign     Negro 

LAWRENCE 

LEAVENWORTH 

LIBERAL 

MANHATTAN 

OTTAWA 

PARSONS 

PITTSBURG 

Kl  W  \        1320       500w-D 

kCI.O         II  Ml       500w-I) 

12 20 IP;W 

KBS     Be<t 
61 UP 

KS<  B 1270       lkw-D 
Besl 

36 

16 10 

k\l\\       1350      500w-D kli> 

KOFO  1220  250w-D 

KLKC  1540  250w-D 
KOAM 

j60
 

12 II 2 

KHS 
II 

860       10-D.5-N  NBC    Pearson 12 20 

19 

KSEK 1340      250w KBS     Cooke 89 26 

15* 

I  l':l 

M':T 

SALINA KSAL         1150      5kw MBS    Pearson 37 

18 

20 

I   P:\V 

AP 

CI 

AP 

AP 

AP;L 

Sl/1 

TOPEKA 

WICHITA 

KJAY 1440 5-D.l  \ VIcCillvra 90 __ 6 3 20 

14« 

INS 

k  Kil' 

1490 250w 
MBS 

__ 
fill 

7 .... 5 12 

5* 

wki  \ 1250 5k  w ABC Pearson 45 11 6 5 

23 

ill- 

2 3 

UP;\s 
k  \ki 

1240 250u 
MBS McGillvra 4 

75 

2 5 

13 

s' 

AP;^ 

k  VNS 1  180 5-D.l-N 
NBC 

Raymer 
10 15 

14 

18 4 17 

2» 

3 2 2      APJJI 

kllil 1070 
lokw 

ABC Avery-Knodel 6 43 

13 

22 8 25 

3» 

4 3 

MM  1 
K.I  II 1330 

:>u 

CBS 
Blair 10 

30 

2 7 4 17 2 1 7 

MM  1 kWliB       1410       lkw 

Young 

1       76 27 23 
AP;T 

NO    INFORMATION 
WIBW. 

Chamite,    KCRB ;    Kl    Dorado,   KBTO;    fiondland,    KWGB;    Hays,    KAYS;   Junction   City,   K.TCK;   McPherson,   KNKX  ;   Newton,   K.IRO;    Pratt.    KWsK     1 

KENTUCKY 

■:■■ 

DAILY  HOURS 
WEEKLY   HOURS 

<:,t> 

ASHLAND 

BOWLING  GREEN 

CAMPBELLSVILLE 

Call  letters       Freq. 
Natl 

network National  rep 

Post- 

Network    mid 

Pop 

music     Concert Folk       Relig         News 

Home- 

Sports    making Farm     Foreign 

WCMP 1340 250w CBS ii  i; 10 

.".2 

6 9 14 1 

i., 

1 "  P :  \\ 

WWKO 1420 
5kw-D 

W.  S.  Grant 

35 

35 3 7 

2* 

1 7 

M':N 

COLUMBIA 

COVINGTON 

CUMBERLAND 

DANVILLE 

ELI  '.ABETHTOWN 

FRANKFORT 

FULTON 

GLASGOW 

HAZARD 

HRNDERSON 

HOHK.NSVILLE 

LSXINGTON 

Wk'.l 
W  I  B.I 

Win) 
WAIN 

\\ZII> WCPM 

930 

MID 

I  1 51 ) 
1 271 1 L050 

1-1  )..-,<)(  I.\ 
ABC     Pearson 6 

30 

4 

26 

7 15 

4* 

2 7 

UP  J 

5-D,l-N 
M,K     Burn-Smith 

5 21 2 21 5 14 

3* 

1 5 10 

M';W 

Iku   1) KBS 8 2 13 

30 

') 

3 2 3 2 

UP;\* 

I  191) 

Lkw-D 

250w-D 250w 

KBS     Best 

I:: 

KBS      ln.hr    Sales 

22 

M.K     Best 
wiiii; 1230       250w 

M,K     Holman 

16 

34 

24 6 6 2 3 4 1 
UP:T 

9 
~ 

8 

1* 

5 3 1 14 

1  P 

17 8 11 

15* 

1 4 5 

1  I'M 

10 

18 3 

I  if 

12* 

18 

Will I  I  on      250w KBS      Best 50 16        10 

WlkN        1490       250w MjC      Burn-Smith 
21 17        21 

16 

I  1 

W  II    I  1270        IU-I) Besl 53 22 

Wk\N         1490       250  w KBS 

.,1 

28 

WkK 1340       250w M.k      Best 

Hi 

Ws<>\;        860       50Ow-D M.k      Meeker 

;.-. 

25 

8 
10 

15 

9 

\* 

12* 

I' 

2 

WHOP*      1230      250w CBS      Meeker L9 

15* 

WI.M'         630      5-D.l-N \BC     Pearson 
IV  LEX        I  100      lkw KBS     Forioe 
W  v  l.k 

LOUISVILLE 

MADISONVILLE 

MAYFIELD 

MAYSVILLE 

MIDDLFSBORO 

NEWPORT 

OWENSBORO 

PADUCAH 

v  \  \  i : 
590 
970 

Iku 

5kw WINN 

1210       2.">0w Wkl  ()        1080       51). I  \ 

Wk-iW         900        lk« 

MBS 

Mil 
KBS 

M',i 

Burn-,  niiih Mfi     Spol 
35 

60 

50 

13 

10 

30 

M 

24 

X*
 

3 

4 

18 

10* 

13 

!• 

5 

12 

6 

6 

it, 

IYI 

IKI 

IDEI 

I   P;T 

I    I'.l 

I    I'.l 

UP;W  u 

I  v.w 
I   l\V 

UP:T 

10 

Radio-T\ 
Blur 

Ii eps 

Bum-Smith 

69 

~45~ 
56 

II 

12 

I  T:\\ 

M':l 

MVI 

MVI. 

I   l':W 

UP 

\l':< W  I  III 

I  150 

lkw-D 
WIMW         710       2.-.0u-l) 
WNGO       1320       iku- 1) 

I  ni joe 

I  I 

kli^     Continental 30 

16 

5 

M 

Benton  Paschal 

560      50Ov,  I) 

WFTM       1210      25Qw 
WMIk 

WNOP 

WOMI* 

WVJS* 
\\k\n- 
W  I' MI- 

NI.k 

20 

60 

klf<     Holman 

!8 

in 

24 

11 

8 

17 

f 

.;• 

12* 

76     i  r 
5        I   P;l 

M':l    DAI 

I  P:\V10U 

710 Iku   1) 1  190 
250w 

M  k 
1120 Iku 

Mf( 
570 1-D2500  N 

\i:i 1  150 j:.Ou 

<  BS 

II 16  21  II 

SYMBOLS: 
am-fm    station 

I       fm    station 

Burn-Smith 

Rambeau 

Peai  -"ii Meeker 

D — daytime   power 

N — night  power 

25 

13 

I   P 

M'M 

EV 

57 

13 

13 

1  • 

in 

12 

13 

local    sports   covered 

Mcx.   Span,   included 

IP 

15* 

\P:V 

I    l':l figure    unspcci 

category    uncltl 

1955    BUYERS'  (.1  ID] 



RADIO 

KENTUCKY       (continued) 

DAILY  HOURS WEEKLY  HOURS 

City Call  letters Freq. Power 
Natl 

network        National  rep Network 

Post- mid 

P»» 

music Concert 

Folk 

Rolig 

News 
Sports 

Home- 

makir.g 
F;,rm 

Foreign     Negro 
Services 

EVILLE WLSI Willi 

lkw-D 
21 2 22 5 10 2 4 

UP;T 

ISTONSBURG WPRT 
96(1 lkw-D KBS 1 36 13 20 5 5 2 

i ., 

2 
UP;McG 

iSELLVILLE WRUS 
800 lkw-D 

Best 31 29 3 11 2 2 

in 

UP;C 

AERSET WSFC 1240 250w MBS    Best 

40 

40 X 16 

5* 

1 2 
UP;T 

NCLEVE WMTC 730 
lkw-D 

i  'tmliiii  m ci] 9 

18 

9 

-y 

2 AP;W 

ITESBURG WTCW 920 lk-w-D 
6 50 6 7 

4' 

% 
UP;Se 

vICHESTER WWKY 1380 
lkw-D 

MBS    Best 3 25 3 

28 

10 

18 

1 y2 6 1 

AP;T 

INFORMATION:    Campbellsville,    WLC]        i     rbin,    WCTT;    Franklin,    \\  I  K  \  ;    Ilnrlun,    WHLN;    Lebanon,    WLBN ;    Louisville,    WGRC,    WHAS;     Miivlield,    WKTM;     Murray, 
BS;    Pninlsville,    WSIPj    Pikeville,    WI'KK;     Princeton,    V7PKY. 

LOUISIANA 

DAILY  HOURS WEEKLY   HOURS 

City 

XANDRIA 

ON    ROUGE 

/  IBERIA 

Call  letters       Freq. 

Natl 

network        National  rep 
Post-       Pop  Home- 

Network    mid      music     Concert      Folk       Relig        News       Sports    making      Farm     Foreign     Negro         Service* 

KALB* 
580 5kw ABC W.-cl 5 

48 

6 8 10 15 

4* 

2 5 — 
UP,AP; 

W,McG 
KDBS 1410 

lkw-D 
KBS X X UP 

KSYL 970 
IU 

NBC Everett-McK 10 33 6 11 5 16 

4*
 

2 18 

AP 
WIBR 1300 IU Walker 56 

...      29 
12 

23 

3 7 2 

%        - 

16 AP;LW,St 

WJBO* 
1150 

5U 
NBC 

llnlliii^lii-i  \ 
8 7 5 7 20 

3» 

6 1 \r 

WLCS* 
910 lkw ABC Rambeavi 4 77 10 15 6 21 

2* 

2 .... 
\v.\\.\ 

WXOK 1260 
lkw-D 

For  joe 12 24 3 4 1 6 52 

1  P 

RIDDER KDLA 1010 
lkw-D 

KBS 

25 

2 

26 

16 

6 

1*
 

6 
UP;McG 

Umond WIHL 1400 250w KBS 

23 

9 25 3 7 

2» 

y2 3 
AP;Se,W 

JMA KCIL 1490 250w N,K Indie   Sales 

13 

6 2 

18 

1 8 6 5 8 6 

AP;W 

AYETTE KLFY 
1  1211 

lkw 
VBC 

Rambeau 5 80 7 3 

14 

3* 

3 UP;W 

KVOL* 
1330 Iku NBC Meeker 7 

]() 

1 6 1 3 

2- 

% 2 1 

AP;T 

E  CHARLES KAOK 1400 25(hv 
MBS Forjoe 6 

3.5 

40 8 X 

4» 

2 2 

22 

UP 

KPLC 1470 5-D.l-N 
NBC Weed X 

30 

X X X X X X X AP,UP;W 
MSFIELD KDBC 1360 

lkw-D 
.   . Benton  Paschall 42 4 60 10 1 

2*
 

3 2 8 
AP;St 

DEN KAPK 1240 lOOv, 74 7 15 16 2 1 2 1  P 

>4ROE KLIC 1230 250w M,K 8 2      45 3 16 4 

15 

3» 

2 10 

AP;C 

KM  LB* 
1440 5kw ABC Pearson X .... X 10 X T 5 4 2 

AP;T 

1 KNOE 1390 5kw 
\B( 

H-R 7 30 2 12 5 14 

2» 

1 6 6 

AP;W 

fcGAN  CITY KMRC 1  130 
.".no  l) 

81 1 7 2 5 

2« 

14 

UP 
KANE        1240      250w AJC 78 11 18 

AP;W 

K\IM         1360       lkw-D 

36 

30 

5      UP;C 

/    ORLEANS 

DALE 

wr.ok 800      lkw-D Forjoe 21       35 

'•_• 

60       UP 

WDSU*     1280      iU NBC     Blai 1       44 10 AP;UP 
WJBW       1230      250w 121 

w  \n;v 
\VNOE 
VvSMR 

600      500w-D Gill-Perna 

31 

86 

1060      50-D.5-N         MBS    H-R 30 

15 

10 10 UP;Se 
1350      5kw ARC      Vvery-Knodel 67 12 

', 

AP:W 

WIIX         1450       250w I  "iilinental 24     168 11 

UP 
\>  \\  I-  / 690       5kw Geo.  Clark 126       UP 
WW! 870      50kw CBS     Katz 

24       12 

ki;i  ii 900       250w-D 

Kit- 

6 

MM  P;  1'. 

St    

I  P 

-OUSAS 

ton 
KM  i>         1230       250w \.K      ->.    •  -    >.     *  \  •  i 30 18        1.5 26 

30 

I  '• 

i  r 

KRl  S        1490      250w MR      Best 

35 

10 II 

1   I' 

EVEPORT                K  \NV 105(1 250w-D United    I)  1 9                             22 

3           6* 

4 
',.                   84 

KENT 1550 1-D.500-N 

MB  ■ 

Pearson                        5 2      49         14          7         7 

15           x' 

10 VP;Sl 

KJOE 1480 lkw 

t    • 

7           1 
\P:  \ 

KTBS* 
71M lOkw NBC Petrv                          8 33          5          8         7 19          2 2 3 

MM  P;A 

KWKH 1130 JOkw CBS I'll  .mli  mi                         9 16          6        37         5 16 2 6 

\r  i  p  s 

JODAUX                 KTIB 630 
500w-D 

. 
.    . 

56           4          10 

4          2* 

2 X 

i  p 

^FORMATION:     ll.i.n'ir     KROP;    Bast 
Charles,   KLOD  ;    Natcl  itoches,    KH  OJ 

1.9J5  i:t  5  I  RS'  GUIDE 

op,    KTR1      Batoi     Rouge,   W  LPB;   Bogalusa 
■  -     w  i;i  M     WTPS;    Slirpveport, 

WHXY,  wikc    i                                  Orowley, 
KCIJ,    KK.MIi;   Tallulah,    KTLD 

K8TG; 

Jennings,  KJEF; 

27 



MAINE 
DAILY  HOURS WEEKLY  HOURS 

City Call  letters 
Freq. 

Power 
Natl network        National  rep 

Post- 

Network    mid 

Pop 

music Concert 

Folk 

Relig 

News 

Sports 
Home- 

making 

Farm 
Foreign     Negro         Service 

AUGUSTA WFAI 1340 
250* MBS     R.    O'Connell 

38 7 6 6 19 

15' 

6 3 1                  AP;W. 

WRDO IKK) 250w NBC     Weed 7 26 2 2 6 18 1 4 3 

UP 
BANGOR 

910      5k*- 
WABI 

WG1  ̂         1230      250w 
A.M     Hollingberv 80 

18 

27 

10 

AP;W 

CBS     Everctt-McK 66 y2 14 

UP 

\\  I  w. 620      5kw NBC     Weed 

10 

10 

UP;T 

BIDDEFORD^ 
HOULTON 

LEWISTON 

\\  11)1.  1400  250w 

WABM  1310  250w 

Wi  Ol  '      1210    ~250w 

MBS     Raymer 

22 

21 % 
AP;W 

KBS     Webb 14 20 
_      AP,T 

MBS     R.    O'Connell 
19 

11« 

UP;W, 

Se 
\\  LAM 

1171) 
5kw \b<: Everett-McK 7 38 7 1 4 

18 

4' 

3 % 3 

AP;T 

PORTLAND WCSI1 
97(1 5kw 

NBC Weed 9 13 5 10 

3' 

1 5 
AP.UP 

WPOR 

1  I'm 

250w A,M O'Con;  Holman 7 

48 

1 

.... 

4 14 

X*
 

2 AP 

PRESQUE    ISLE \\  \(.M 
i  i:,D 250w MBS 

W.-l.l, 7 

29 16 

5 11 18 

15' 

3 8 

y4 

AP,T 

ROCKLAND WRKD 1450 250* ABC R.  O'Connell 9 30 3 6 7 

17 

T 3 3 i UP,St 
RUMFORD WRUM 790 

lkw-D 
KBS R.  O'Connell 34 10 7 3 6 

3* 

3 2 

UP;W,- 

WATERVILLE WTM.        1190       250w 
ABC     R.  O'Connell 

36 21 % %       UP;St 

NO    INFORMATION:    Portland.    WliAV. 

MARYLAND 
DAILY  HOURS WEEKLY  HOURS 

Cits 
Call  letters 

Freq. 
Power 

Natl 
network        National  rep 

Post- 

Network     mid 

Pop 

music 
Concert Folk 

Relig 

News 

Sports Home- 

making 

Farm 

Foreign 

Negro 
Services     |>' 

ANNAPOLIS WAW 1190 lkw-D Pearson,  D-C 
32 3 1 1 84 

UP 

\\  N  W 1430 lkw         Forjoe 90 16 5 7 13 

4* 

4 8 AP;T       |IN 

BALTIMORE WBAL        1090      50kw NBC     Christal 8       24       47 12       All: 

VVBMI)        750       lkw-D 48        11 
WCAO 600 5kw CBS      Raymer 10 % 29 

.; 

3 12 

2* 

5 

\P 

WFBR 1300 5kw ABC     Blair 5 40 7 

10 

3 3 
MM  r WITH 1230 

250* 
Forjoe 24 120 2 4 

11 

12 19 AP 
WITH} 104.3 20k* Forjoe;    GMB 91 11 AP;St 

W  -ID 1010 Ik*   1) 1    ml.  .1 
X .... 6 3 

54 
1  P 

W  WI N 

BETHESDA 

CAMBRIDGE 

\\  I  SI 

\\(  I  \1 

I  100 

l"l  20 

1240 

CUMBERLAND \M  I  VI*    1490 
WDYK       1230 

250* 

250w-D 
100* 

250* 

'50* 

FREDERICK 

HAGERSTCWN 

w  l  BO 

WI  -Ml) 

1450 

930 
250* 

Ik* 

89 

6 2 16 21 6 UP 

Interstate 30 .... 35 4 6 70 

UP 
MBS 5 90 8 7 4 

13 

4* 

5 
AP;W 

CBS     Forjoe 6 

25 

13 

3* 

2 

AP;T 

\.M      Thos.  Clark 10 45 3 2 5 15 

6* 

2 UP;  St 

NBC     Branham 10 37 4 5 1 1  1 

1' 

3 1 % 
UP;W 

CBS     Meekei 

;:o 

2.5        1 1 11 

AP 

w  \i;k 

w  1 1  I 
I  190       250* CBS      Uniled;    Oakes 20 

15 

12 

UP 
1210       250* A.M       Walker 24 

10 

25 

11* 

AP 
HAVRE  DE  GRACE        \\  \SA 1330       lkw-D 
LEONARDTOWN  WMk         1370 

LEXINGTON    PARK  tt  I'l  X           920 
POCOMOKE   CITY  WK.SM        1470 

ROCKVILLE  V  l\\ 

SALISBURY  W  RO( 

Ik* -I) 
ioow-n 

ik*  i) 

lkw-D 

KBs 

12 

24 

68 

12 10 

15 

\r 

21 
10 

i  r 

21 18 

M':l  W 

United;  Oak(  s 
9MI         lkw 

MBS    Burn-Smith 
SILVER    SPRING 

W( .  A  Y 

lkw-D 
Indie    Sales 

12 

61 

19 

60 . 2 

i  r 

18 8 4 16 

!• 

3 9 \I>:T 

3 

15 

1 6 2 1 

M' 

WESTMINSTER Will:        1470      Ik*  I) 

I    I': 

NO    INFORMATION:    Annapolis,    WASL;    Baltimore,    WCBW 

MASSACHUSETTS 
DAILY  HOURS WEEKLY    HOURS 

0lt> 
Call  latter! Freq. 

F'..u,  t 

Natl networt Nation.il  rep Network 

Post- 
mid 

Pop 

music Concert      Folk 

Relig 

News 

Sports 

making 

Farm 
Foreign 

Negro 

Services 

ATTLEBORO WAR  \ 1.320 
lkw 

. Walker 

7.5 

16 3 22 

1» 

4 

y4 

UP 

UP 

BOSTON VIS 1090 lkw-D 
i;  nnlii  in 18 11 

•) 

7 2 

19 

18 
«  BZ 1030 

NBI 
Free   &   Pete rs        8 

'1 

51 4          3 7 19 

4* 

5 6 

AP.UP:' 

W I  OP 1150 

"  k  * 

Weed 

1 5 

i          5 3 7 

2- 

3 1 \p 
\\(  i;i; 

Ik* 
GMB 

l/2 

112 

10 

1« 

1 

1  p 

v  1  i 

l  BS I  BS    Spoi 11 24 X 30 X 10 4 1 6 

AP.UP:] 

WIIDII 
50k* 

lilnir 24 

Hi,", 

9 4 15 

3* 

5 3 

\P 19 

5    BUI  I  RS'  ( 

JUIDE 



K  \DIO 

MASSACHUSETTS        (continued) 
DAILY  HOURS WEEKLY  HOURS 

City Call  letter*       Freq. 
Natl n.  twork 

National  rep 

Post- mid 

Pop 

music     Concert      Folk       Relig 

Hotne- 

New>       Sports    making      Farm     Foreign     Negro 

DSTON   (con't.) 
WNAC 680      .SOU MBS     III! 25 16 24 

WORI. 950      5kw-D Headley-Reed 70 

Servleei 

1  PJNS 

AP 

WVDA        1260       5kw ABC     Ra\iiMi 1       52 

26 

UP;T 

W\OM      1600      5kw 
KBS 

18 28 

aOCTON WBET       1460       lkw Walkei 41         10 35 

I   Pj  I 

I  P 

AMBRIDGE WTAO 740       iTOu-I) Indie   Sales 70 AP 

WXHR*     96.9      8ku 53 

ML  RIVER WSAK        1480       5kw Mil  l|.-a<lley-Ree.| 105 14 

25 
I  P 

TCHBURG   
{AMINGHAM 

WFCM       1580       lkw-I) Walker 

15 

UP 
WKOX      1190      lkw-D __     W.I,!, 

82 

10 

I   l':\\ 
ARDNER WGAW [310 250  w Weill. 

73 

26 

1 5 5 

2* 

3 2 1  P 

REENFIELD 

WHAI* 
1210 250w 

Mils 

Walker 5 23 19 

Hi 

26 

5* 

4 7 2 AP;Se 

AVERHILL WHAV 1490 250* Nona     kill.} 24 120 13 6 17 

2» 

3 

UP 

OLYOKE WREB 930 
500w-D 

KBS 70 

11 

7 1 25 

15' 

3 21 AP;Se 

1WRENCE WCCM 800 lkw W  alker 75 6 2 5 \ 

2* 

3 3 

i ., 

AP 

)WELL WCAP 980 
lkw-D 

Kettell-Carter 60 11 

1* 

1 4 

UP 

WLLH 
1  100 250w 

MBS 

Ha>kell    U 1  < 1 1 > 1 1 1 1  p " - 

X 36 14 — 8 15 

x» 

lA 

UP 

'NN 

EOFORD 

WLYN*     1360       lkw-D Walkei 58 1  P 

WHIL 

EW  BEDFORD WBSM 

1430 

1230 
500w-D 
lOOw 

65 UP;T 
Boiling 

83 10 

15 

UP 
WNBH*     1310 

3RTH   ADAMS WMNB      1230 

WWW 

3RTHAMPTOIM WIIMP 

860 
1400 

250w MBS     Walker 7 36 2 20 

4* 

3 2 4 Y* \P 

250w McGillvra 69 6 2 3 11 

10* 

6 2 3 _ 

AP 

250w-D 
21 

19 

6 6 
UP;\J  o 

250w Webb 

90 
TTSFIELD WBRK 1340 251  )w MBS    Walker 8 37 

15 

1 22 

1"
 

2 2 1 
UP;LW 

JINCY WJDA 1100 
lkw-D 

Webb 14 28 10 4 

10 

3» 

4 1 UP;W 

LEM WESX 1230 250  w Webb,  Kirby 

10 

16 

2 5 8 

3* 

3 3 UP;W 

RINGFIELD WACE         730      lkw-D                          Boiling 63 6 

18* 

3 9 [NS 

WBZA*  (Same  as  WBZ,  BOSTON) 

WJKO        1600      250w               MBS    Gill-Perna 6 57 22 7 

20 

2* 

2 % 

1  P 

WMAS*    1450      5kw-D               H-R 27 

22 

12 4 6 3 3 2 18 7 

l  P 

WSPR        1270         lkw               ABC    Hollingbery X 65 6 5 9 3 3 

y* 

1 
\P:1 

WTXL 1  190 250w 1       90 

12 

4 1 
UP;W 

.UNTON WPEP 1570 lkw-D 

24 

1 2 2 9 

3» 

4 1 1 

UP 

ARE WARE 1250 lkw 
KBS \\.  1,1. 35 5 12 2 

14 

X* 

14 7 

AP 
L YARMOUTH 

WOCB* 
1240 250  w MBS Walker 25 28 2 10 17 

X*
 

6 

DRCESTER WAAB 
Mill 

5k  w 
MBS Kurjiie 

4 60 5 3 5 

20 

1» 

_ 

AP 

WNEB 
12.10 

250w 
Boiling 100 

6 7 3 3 2 3 

UP 

1 

1... 
WTAG* 

580 5kw 
<  T,s 

Christal 9 26 9 1 3 

16 

1 7 2 AP;A 

INFORMATION:    Boston     WMEX;    Brookline,    vi'VOM:    Fitehburg,    WEIM;    Lowell,    WCAP;    Pittsfield,    WBEC;    Springfield,    VVHYN,    Worcester,    WORC 

MICHIGAN 
DAILY  HOURS WEFKLY   HOURS 

City Call  letters 
Freq 

Power 
Natl 

network        National  rep 

Post- 

Network    mid 

Pop 

music Concert Folk 

Relig 

News Sports 
H  otne- 

making Farm Foreign 

Neoro 

Services 

RIAN WABJ 
1  190 250w-D 

Best 

25 

2 5 6 8 

2» 

3 6 2 V* UP;T 

MA WFYC 
128!) lkw-D 

KBS 36 4 4 5 9 

5* 

1 2 UP;LW,W 

IN  ARBOR WHR I6O0 lkw 
ABC Walker 8 30 8 2 3 17 

8* 

4 3 

AP 
WPAG 

1050 lkw-D 
McGillvra 27 6 2 5 8 

2* 

12 5 3 AP;T 

TTLE   CREEK WBCK 910 lkw-D 
MBS Burn-Smith 7 40 7 5 14 

9* 

1  \'.\\ NTON  HARBOR 
WHFB* 1060 lkw-D 

Holman 

24 

6 y2 8 9 

9* 

2 6 2 
\IM.W 

i  RAPIDS WBRN 
1460 lkw-D KBS 1  InliiKin 

32 

13 

6 4 10 

3* 

1 6 2 

\l':l   W.Sl 

DILLAC WATT 
1210 
1240 251  In 

M.K llolman X \ X X Ya - 

EBOYGAN WCBY 250w Rest 
50 7 

10 

4 8 

10* 

1 MM 

LDWAT^R \»   .     p*      i    i. 
I:,  -i 24       80 16 10 12 

10* 

l.-  .w 

\RBORN WKMH*    1310 5kw llr:nll,\   Reed 24 

1.1.1 

5 3 6 

19 5 

-. 

_' 

6 2 

1   P 

rROIT CKLW*       800 50kw MBS    Young 5 24 86 4 6 

r, 

I  P.INS, 

i;i  P; 

W,T 

WJBK*      1490 250w 24 
158 

6 3 10 

x» 

% ms,up 
WJI.B*      1400 25(hv Forjoe 24 48 3 2 17 12 1 2 2 

46         16 
\p 

^BOLS: am-fm   station 
tm   station 

D — daytime  power 
N — night  power 

*    loca 

t    Mex 

sports  covered 
Span,  included 

x      figure catego 
unspecified 

ry   unclaimed 

19SS  BUYERS'  GUIDE 

2Q 



iVI  ICH 1  G  AM 
DAILY  HOURS 

J 
•  contin ted  1 

WEEKLY  HOURS 

Call  letters       Freg. Natl Power                   network        National  rep Network 

Port- 

mid 

Pop 

musk Concert Folk 

Rclig 

News 

Sports 
Home- 

making 

Farm     Foreign 

Negro 

S«rvlc»s 

DETROIT    (con't )         W1H\ 
WW  1 

20kw 
G.MB 2 

Km 

40 

\.->i/I.W 

:>u              \p,i 1  [ollingberj 
8 24 41 

45 

8 5 14 

2' 

2 - 
AP,UP;T 

LW 
\\  XYZ 1270 ;>u               \i:c 85 12 5 

in 

4 2 

3 i 

18 
VP,INS;3 

AP 

ESCANABA WDliC 680 
1U 

MBS 

w               NBC 

Walkei 
5 5 

III 

i 22 

x# 

\\  ESK 1 190 250 6 \ X X 6 9 

8» 

3 

UP;  St;  I FLINT 
Willi' WKMI 

910 Ikw                 NBC 
Katz 

8 i 35 4 7 5 2 

3» 

4 4 3 y* 

\P:St,T 

1470 
Ikw Headley-Reed 21 150 2 

10 

1» 

3 

1  P 

W  MR] 

W  1  \< 

1510 ■D          KBS 
IU                   VRC 

Boiling 

5 

6 

(.1 

8 

12 

9 7 2 

16 

UP;St 20 

3 1 32 

~  • 

5 3 
UP;LW GAYLORD w  VIC Lkw-D            KBC 21 9 11 i 6 

•)• 

2 2 AP 
GRAND   RAPIDS W  F 1  R 

Lkw-D 
McGillvra 6 14 32 8 2 3 

2 

3 
UP;A 

W'GRD 
inn IU 

1) 

V 

I'iil-P.-rna 

19 

1 7 2 . 2 

10 

\P:- 

W  1 11 [230 250i CBS Wery-Knodel 10 1 76 

18 

4 4 

19 

4* 

3 3 1 \P:I 
\\  1    \  \ 

WOOD 

•      l.lin 
250*                 \l'.i 

Pearson 8 

35 

6 6 

in 

13 

2* 

3 3 UP;St 

L300 ;iu Katz 5 2 

43 

1 5 8 12 6 5 

."» 

AP;W 

HOLLAND Willi 1  150 250w 
B    51 

51 

21 

14 24 

12 

i  ! 

8 

10 

12 

X 

12 

6'
 

2« 4*
 

7 

2 2 

3 

AP:W,T 

AP 
AP;T 
AP;T 

HOUGHTON    LAKE 1290 
Lkw-D 

65 

40 IONIA Wlo\ 
1  130 

A   D 

Besl 

IRON   RIVER WIKB 1230 250w               M.K Walker 9 18 11 6 5 [6 

12* 

¥2 

y2 

IRONWOOD WJMS 630 
lku 

250l 

\l.k 

Walker 6 30 2 2 

'i 

13 

10* 

5 2 

3 

UP;T 

\P:\\ 

ISHPEMING W.I  PI) 1240 KBS X X X X X 

x* 

JACKSON WII1M 1450 
250w               \i:i 

Weed 7 24 

107 

5 3 :; 29 

12' 

5 3 

.1 

\P 
KALAMAZOO WKMI 1  160 5k  w Forjoe 3 

120 

24 6 12 

in- 

2 

I   P 

WKZO 590 5kw                i  BS Vven  -Knodel 9 

21 

2 2 6 16 

9.
 

3 7 

AP;T 

v~\r\n E 
A- 

r 
L Ki \LAMJ 101 

) 

Q    MOU»Nt>
 \    ° 

O.»N0  
 »»"0t 

t»NSIN 

\  V  V  / 
O.5.  MV  M VAJ j  o\ 

mty 

5,000 WATTS 
UNTON    M»«

«0« 

SOUtM    BINO 

O 

!l«MA«' 

WESTERN  MICHIGAN'S  MOST  POWERFUL  INDEPENDENT 

MUSIC    •   NEWS    •   SPORTS.   21V2HOURS   A   DAY    •    1360   KC 

Covering  1 ,7 1  9,000  population  in  the  primary  area  .  .  .  including  a  metropolitan  market  of  272,000  in  the  Kalamazoo-Battle  Creek 

area  alone  .  .  .  and  a  rich  market  of  84,000  prosperous  commercial  farms.  It  all  adds  up  to  Western  Michigan's  best  regional  buy. 

National  Representative:  Forjoe  and  Co.,  Inc. 

In  Detroit:  Michigan  Spot  Sales 

WKMI STEERE  BROADCASTING  CORP. KALAMAZOO,       MICHIGAN 

1955   BUY!  RS'  G1  ID] 



Detroiters  
get 

it  -N 

To  drive  home  your  message — to  sell  those  with  money 

to  spend  as  well  as  time  to  listen — hop  into  Detroit's 
teeming  traffic  with  this  high-octane  trio. 

These  gentlemen  mean  business.  They  program  smartly 

and  intelligently,  keep  chatter  within  bounds,  appeal  to 

a  wide  audience  rather  than  to  just  one  age  group.  That's 
why  Pulse  consistently  gives  them  such  healthy  ratings. 

To  get  folks  coming  and  going — to  and  from  work,  on 
business  and  shopping  trips,  on  weekdays  and  weekends 

— make  it  Maxwell,  Mulholland,  and  DeLand. 

uiuw AM 
FM 

Basic 

||Q
 

Aft,Uate 

AM-950  KILOCYCLES-MOO  WATTS 

FM-CHANNEL   246— 97  1    MEGACYCLES 

Associate   Televiiion    Station    WWJ1V 

WORLD'S  FIRST  RADIO  STATION      •      Owned  and  Operated  by  THE   DETROIT  NEWS 

National  Representatives:  THE   GEORGE  P.  HOLUNGBERY    CO. 

1955   BCYKRS'  GUIDE 
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RADIO 

MICHIGAN       (continued) 
DAILY  HOURS 

WLEKLY   HOURS 

City 
Call  lettrrs 

Freq 

Power Nstl network        National  rep 
Network 

Post- 

mid 

Pop 

music 
Concert 

Folk 

R,  lig 

News 

Sports 

Home- 

making 

Farm 

Foreign 

Negro 

Sorvleas 

LANSING WILS 1320 I'.l-N V.R&McC 

y2 
98 

6 4 6 18 

3' 

% AP;LW 

LUDINGTON WKLA 

]  I'.n 

250w A,K      Bum-Smith 
10 18 6 

2' 

3 5 

UP 
MANISTEE WMTE L340 250w 

\1.K      Bes1 4 25 6 

10 

7 12 

2* 

2 2 4 

\P:I  W.'l 

MARINE    CITY WDOG 1590 
Ikw-D 

85 6 3 8 

2* 

1 

INs 

MIDLAND WMDN 1  190 250w Best 

5(1 

28 14 9 8 4 3 2 7 .... 
AP;LW/J 

MOUNT  PLEASANT    WCEN 

MUSKEGON  WKBZ* 

1150       lkw KBC     Best 

80 

12 

16 

AP:1.\\. 
Se,T 

850       lkw \i:<       Meeker 47 

10 

AP;T.LW 
WMl  S 1090 lkw 

McGillvra 30 21 6 

43 

7 3 3 3 % AP 

owosso WOAP 

WCAR* 

1080 25lhv-I) 
KBS McGillvra 40 1 3 11 7 

1* 

1 1 

AP;T 

PONTIAC 1130 
Ikw-I) 

IVarson 45 6 7 X 3 INS.AP 

WPON 
1 160 

500w 
llr-l 

110 10 6 11 16 

3* 

1 2 1 

AP;T 

: 
PORT  HURON Will  ,S 1 150 

250w 
\I.K 

i  rill-Pema 6         1 24 2 1 1 

15 

3» 

X 2 

AP;LW, 

W,St 

t 

ROGERS  CITY WIIAK 960 
5kw-I) 

52 

12 

6 12 11 5 2 3 UP;W 

:' 

SAGINAW \\KN\ L210 
lkw-I) 

Gill-Perna 

49 

4 

13 

5 8 

2- 

1 3 y2 UP;T 

w  s< ;  w 
79(1 

lkw 

MBS I'lar-mi 
40 13 15 6 17 

18* 

3 2 3 3 
AP;Se,T 

ji
 

SAULT  STE.  MARIE W  S( )( > 
L230 250w 

\BC 
7 

.ill 

12 4 7 17 

14* 

2 2 AP 

TRAVERSE  CITY WTCM 1  100 
250w 

\l.k 

1  lolnian 

NO   INFORMATION:   Albion.    WALJJ 
tain,    WMIQ;    Jackson,    WKHM;    I 

iw,    WSA.M;    Sturgis,    VVSTR. 

Aljien: /ansing, ,    WAT/; WJIM; Bad-Axe,   WLEW;    Battle   Creek,   WELL;   Buy  City,   WB(  M: 
Marquette,    WDMJ ;     Menominee,    WMAW;    Muskegon,    WKNK 

MINNESOTA 

Detroit,    W.TR:    Flint 
;   Petosky,   WMBN; 

WBBC;    Houghton, 

Port  Huron,   WITH 
WHD] Royal 

;    Iron   Mm. 

Oak,  WKXi 

DAILY  HOURS WEEKLY   HOURS 

City 

ALBERT  LEA 

ALEXANDRIA 

BEMIDJI 

BRAINERD 

CLOQUET 

CROOKSTON 

DULUTH 

Call  letters        Freq. 
Natl network        National  rep 

Post-       Pop 

Network    mid       music     Concert Folk        Relig         News 

Home- 

Sports    making 

KAT1 1450      250w 

k\K\        1490       250w 

\H(       Meeker 

A,K      Lawson 

in 

20 20 12 

in 

21 L2 12        12 17 

Farm      Foreign     Negro         Services 

5  UP;T 

2         '  -j  UP 
Mil  N L450 250w 

M,K 
1  aw  -mi 6 15 8 8 8 

24 

IP 

Kl  1/ 
linn 

j:,oh MBS Walker 5 40 9 6 3 12 

7* 

I  v.w 

AP 
WKLK L230 250w 

KROX 1260 I-D.500  \ 
KBS 

Cooke,  Lawson 

KDAL 610 

5kw. 

CBS \vcry-K  nodel 

50         26 

22 

11 
UP;LW 

23 20        15 

10         10* 

y2 UP;T,W 

Wl»\l 

WEBC 

no      ;,kw 
560         ,kw 

\.M      Free  &   Pet< 

9 
II 

24 

19 

AP;LW 

L3 

UP;St 
\HC     Hollingbery 

25 

I  1 14 

1  I' 

Will  I!       <-<      MKCINIA) 
FAIRMONT KSI  M 1370 Iku MBS    Rambeau 3 52 5 11 9 18 

6* 

5 8 

y2 

AP;T 

FARIBAULT KDHL 
920 lkw Lawson 42 9 32 1 

11' 

6*
 

1 6 

AP;C,W 

FERGUS  FALLS KGDE 

li'.-.o 

Iku \l  IIS      Buhner-Johnson 

39 

6 8 7 

21 

x# 

3 % 

AP 

\A/M   Q   DOMINATES WW    I  Ib4^        LANSING   RADIO 

The  most  recent  survey  (HOOPER,  FEB/55) 
gives  WILS  the  following  share-of-audience 
in  Lansing,  Michigan: 

WILS NETWORK 
STATION   B 

NETWORK 
STATION  C 

MONDAY   THRU    FRIDAY 

7:00  A.M.— 12:00   NOON 38.3 31.8 20.3 

MONDAY    THRU    FRIDAY 

12:00    NOON— 6:00    P.M. 
48.9 

18.4 23.9 

MONDAY    THRU    FRIDAY 

6:00  P.M.— 10:00  P.M. 38.1 
28.8 25.9 

Lansing's   Most Powerful   Station 

REPRESENTED    NATIONALLY    BY    VENARD-RINTOUL-McCONNELL,    INC 

MUSIC      •       NEWS      •      SPORTS 

5000  WATTS  D  1000  WATTS  N 

WILS 
407   N.  WASHINGTON  AVE. 

LANSING,    MICHIGAN 

! 
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RADIO 

MINNESOTA      [continued) 
DAILY  HOURS WEEKLY   HOURS 

City Call  letters Freq. Power 
Natl 

network        National  rep Network 

Post- 

mid 

Pop 

music Concert 
Folk 

Rellg 

News 

Sports 

Home- 

maklng 

Farm 

F  ,.<.  iqn 

Negro         Services 

ING WMFG 1240 250w NBC Iliillinniii  i  v 7 45 5 3 9 

16 

3* 

1 
1   l':\\ 

CHINSON KDUZ 1260 lkw KBS 70 2 4 7 2 5 

1  P;Sl 

IKATO KTOE 1120 5kw ABC Pearson 4 49 8 11 3 19 

10* 

1 9 1 AP 

KYSM* 
1230 251 h, 

NBC 
Meeker 7 % 57 9 8 4 17 

6* 

5 6 

AIM 
MEAPOLIS KEYD 1440 

5kw-D 
ii  i; 42 

15 

11 17 8 2 2 

MM   P;Sl 

WCCO 830 50kw CBS CBS  Spot 8 1 34 7 4 3 

25 

3 2 6 
All:  LW 

WDGY 

WLOL 

1130 

1330 
50-D,25-N 
5kw 

MBS 

MBS 

Avery-Knodel 
AM  Sales 

3 

70 

27 

2 9 16 

10* 

10 

UP 

24 162 2 18 

8* 

UP,AP \\  MIN (See  ST.  PAUL) 
V  PBC 980 lkw-D 

Indie   Sales 72 2 7 3 

.   

WTCN 1280 5-D.l-N 
ABC Blair 4 24 119 2 3 7 

3* 

2 

UP.AP 
ULM KNUJ 860 

lkw-D 
KBS 

X 70 7 4 1 3 

AP;LW.W 
TONNA KOBK 

I  ion 500w-D 
KBS 

50 

27 

6 8 

9» 

2 5 

UP 

WING KAAA 
l2.->() lkw-D 

30 10 9 4 14 2 4 

12 

AP:W HESTER KROC 
1310 250w NBC Meeker 8 15 7 6 1 21 

2« 

3 11 UP;T 
LOUD 

KFAM* 
l  i:>o 250w NBC Pearson 8 47 4 9 3 18 2 3 3 MM 

WJON 1240 250\n M',<: Rambeau 5 43 7 12 5 16 

4* 

2 4 

UP:W 

AUL KSTP 1500      50k w NBC    Petty 
1       48 12 

AP.UP;T, 

Se 

WCCO       (See  MINNEAPOLIS) 

WCOW       1590       ",kw-D 
10 60 10 

UP 
WMIN 

1  1011 250« Geo.    Clark 3       72 10 12 

1* 

AP 
F  RIVER  FALLS KTRF 1230 ir,o« 

Bulmer  &  Johns'n 
39 3 30 

16 

14 

12* 

12 12 UP;W 

INIA WHLB 1400 250w NBC Hollingbery              7 20 4 5 5 18 

3* 

2 2 3 _      T,W,Se 
ENA KWAD 920 lkw MBS Bulmer  &  Johns'n     6 

30 3 25 12 9 

3* 

2 3 UP;W 

MAR KWLM 1340 250w 
ABC Pearson                     4 50 9 9 12 22 9 2 3 

THINGTON KWOA 730 lkw _ 
Bulmer  &  Johns'n  _. 

38 6 2 13 

18 

2 4 14 
UP;LW,T 

FORMATION:  Albany,  KASM;   Austin    KAUS;   Breckenridge,   KBMW;   Detroit  Lakes,     KDLM; 
it;  Montevideo,  KDMA;  Moorehead,  KVOX ;   Stillwater,  WSHB;  Winona,  KWNO. 

Eveleth.    WEVE;     Grand    Rapids,    KOZY;     Little    Falls.    KI.TK;     Marshall, 

MISSISSIPPI 
DAILY  HOURS WEEKLY   HOURS 

City Call  letters Freq. Power 
Natl networt National  rep Network 

Post- 

mid 

Pop 

music 

Concert Folk 

Relig 

News 
Sports Home- 

making 

Farm 

Foreign 

Negro 

Services 

DEEN WMPA 1210 250w KBS 40 9 

30 

6 7 

2* 

1 6 

UP;LW XI WLOX 1490 250w MBS Holman 6 24 93 8 4 16 

7* 

2 

It 

__ UP;LW,St 

WVMI 570 
lkw-D Natl  Tm;    D-C 

28 

2 19 5 4 1 2 3 UP;T,Se 

SEVILLE WBIP 
1  100 

250v, KBS Dora-Clayton 67 6 

32 

8 7 

2" 

3 2 6 UP;W 

TON WDOB 1370 500w-D 
KBS 

Indie;   D-C 
24 

.ill 

2 2 1 2 

10 

UP:T 

'ERVILLE 
WGLC 1580 

250w-D 
KBS   .   .   2 1 4 

11 

3 

X*
 

1 2 5 

UP 
KSDALE WROX 1  150 250w MBS McGillvra 6 60 3 1 7 

14 

X*
 

3 3 21 AP 

ELAND WCLD 
1  190 

250w 

KB- 

27 

2» 

10 18 

AP JOLS: 1  *  am-fm   station 
)  t  fm   station 

D — daytime  power 
N — night  power 

•    local    sport:  covered 
t    Mex.  Span,  included 

x     figure 
catego 

unspecified 

ry  unclaimed 

the  big  vuivli  in  MICHIGAN 

IAK for  Added  Sales 

•  the  only  contact  with  city   folks  while  vacationing   in    THE   WATER    WONDERLAND 

•  covers  retail  trading  area  of  272,790  residents  plus  vacationers  U-""' 

•  complete   facilities-programming   to   regional  taste 

WHAK 

Rogers    City 

I   960    KC    5,000    watti 

1955  BUYERS'  GLIDE 33 



RADIO 

MISSISSIPPI       {continued) 
DAILY   HOURS WEEKLY   HOURS 

Cit* 

COLUMBIA 

COLUMBUS 

CORINTH 

GREENVILLE 

Call  letters        Freq. Natl network National  rep 

Post- 

Network    mid 

Pop 

music     Concert Folk       Helig         News 

Home- 

Sports    making Farm     Foreign     Negro        Servi 

WC.II         L450      250w M.k 15 8 11 1 

::. 

W  VCR       1050      lkw-D KBS     Best 

17 

8       14 

AP;\1 IjpTs  B 

\\  t  M  \       1230      250w M,K     Burn-Smith;  DC    7 35 

15 

11 

UP;\' 

)A 

\\i.\M       1260       lkw-D 

Devney 
27 10 35 

_UPiLj 

GRENADA 

GULFPORT 

HATTIESBURG 

WNAG       IKiii      250w MBS     MeGillvra 
12         

WG(  M*    12HI      250w A,K      McGillvra 

10 

1 16 

AP    !  t» 
WBkll 950       lkw-D Indie    Sales 

19 

20       24 12 

WI-'oR*     1400      250w N.K      MeGillvra 40        12 25 27 

INS;'!    L- 

Tjp
- 

W1ISY       1230      250w \.\1       rhos.   Clark 36 

AP 
HAZLE  HURST 

INDIANOLA 

JACKSON 

WMDC:       1220      250w-D KBS     McGillvra 27 
13       K) 

10 8      UP;I 

WN'LA        1380      500w-D Thos.   Clark 

I.". 

I  I 6      AP;T 

WJDX*       620      5-D.l-N NBC     llollingbery 11 

W  I  \  \        1450      250w Indie  Sales 24      40         30        40 14 

15 

UP;T 

[NS Wttk.l        1590       lkw-D McGillvra 84       UP 

WRBC       1300      5kw MBS     Branham 15 10        18 14 28 

LAUREL W  \MI,       1340      250w N,K      Hollingbery 

.;<) 

13 

x*
 

\I':W 

WIU         1490      250w A,M      McGillvra M, 25       11 15 

WLSM       1270      lkw-D 20 

30 

4*
 

8       UP 

10       AP:T 

.- 

W-kli        1250      5-D.500-N        ABC    Rambeau;    D-C       9 12 16 

\P:( 

\\\Ki\      1240      250  w MHS     Metiilhra 69 
11         L6 

13 

If,- 

10      AP;T 

:"' 

W  I  <  >k        1450      250w 

WHOC      1490      250w 
ABC     Headley-Reed 

37 

INS;S  Kf: 

KBS     Continental 38 30 UP;C 
WK.IW        1320       5kw-D 

kliS 
12        12 

LOUISVILLE 

McCOMB 

MERIDIAN 

PHILADELPHIA 

PICAYUNE 

TUPELO 

VICKSBURG 

WAYNESBORO 

WEST   POINT 

NO  INFORMATION:   Brookhaven,    WJMB:    Columbus,  WCBI;   Corinth,   WCMA;   Greenville,    WJPR;    Greenwood,    WABG,    WORM;    Jackson,    WJQS,    WSLI;    Kosciusko.    Wl   i 
Bi       McComb,   WAPF,    W  1 1  \  V ;    Meridian,   WCOC;    Natchez,   WMIS,  WNAT;     Pascagoula,    WPMP;    Starkville,    WSSO;    Tupelo,    WTUP;    Yicksburg,    WV1.M;       ff 

City,   WAZP. 

BI 

Wild        1190      250w MISS     McGillvra w; 

10 

ii, 

11 AP;T 

WQBC       1420      1-D,500-N       M,K     Bogner-Martin 
\\  \BO 

12 

14 12 

990      250w-D KBS 

2:: 

10 

WROB       1450      250w MBS    McGillvra 

:!0 

11 

x* 

AP;C.:  ■ 

A1':W    » 

  
B 

MISSOURI 
DAILY  HOURS 

WEEKLY  HOURS 

City 

BOONVILLE 

CAPE   GIRARDEAU 

CARTHAGE 

CHARLESTON 

CHILLICOTHE 

CLINTON 

COLUMBIA 

FARMINGTON 

FESTUS 

FLAT    RIVER 

FULTON 

HANNIBAL 

JEFFERSON   CITY 

Call  letters        Freq. 

Natl 
network National  rep 

Post- 

Network    mid 

Pop 

music     Concert Folk       Relig         News 

Home- 

Sports    making Farm     Foreign     Negro         Service 

k\\li  I         1370        lkw-D 
KFVS  9( 

Indie  Sales 12 45 12 
\P:Si 

1  -]>..".(  10-N        MBS     Pearson 

'  K 

KDMO 
i  m 

250w KBS 
l  oiilinenlal 14 _      45 3 12 6 9 2 8 . 

AP;V 

)N 

KCHR* 

■• 

500w-D 
KBS Best 

If! 

5 

12 

7 7 8 3 8 \V 

HE kcill 
250w-D 

KBS 
Ih  -1 

50 4 2 16 

!• 

— 

AP 
KDKD       1280       lkw-D KBS     Devney 

10 

15 10 

KFR1  I  loo      250w ABC     Webb 

10 10 

21 

up;*  6 

AP.IN 

I  \\ 
ki;i  i 800 

lkw-D KBS     Best 55 2 6 3 

5* 

2 

UP KJ(  I 
1010 

250w-D 
KBS 

.— 

1    l':« 

KFMO 1  !40 250w MBS    Pearson 

25 

10 10 20 2 3 

1    P 

kl  \l 900 lkw-D 
27 2 

19 

10 

!• 

9 1  P:Si 

kllMo      loro     :-p,i-N 
kl  Ik  950      5k u  I) 

MBS     Pearson 

I:: 

11        10 
II 12 

\l':  I 

Walk. 

56 

1! 

16 

I   P:Si 

K  WOS 1  !4I M.k Bogni'i  Martin 

16 

9 10 7 15 

11* 

2 10 \I':T 
JOPLIN KFSB 1310 5-1  ).l  \ 

Meeker 
75 3 2 4 14 

10* 

5 % 
\r.\\ \\  M  HI  1 

1  150 250« 
MBS Srar>-    \     \yei 7 25 

25 

5 8 35 

!()• 

7 
AP;T 

KANSAS  CITY k(  Mo*       810      50-D.10-1N         \BC     k.,i/ 
24      64 

2(. 

10 

20 

AP;  \r 
I  w 

KMI'.f 

<  BS     Free  &   Pet.  <- 

.'.2 

l  l 15 12 

2      AP,UP| 

KPRS lkw-D 
Me(,illvra 7 

16 

5 1 1 84 AP 

kl  hi 
13,30 lkw-D 1  )e\  III    N 

84 

8 2 7 

1  P 

WDAF 610 NBI      '  hi 

'■        17 

9 3 1 8 

AP;W.i 
KENNETT 

KIRKSVILLE 

MALDEN 

MARSHALL 

SYMBOLS: 

Willi 

kii;\ 

-,  10 

I  150 

Ikw 
Kin 

13 

lkw-D 

k\(  I!  1170 

kMMO       1300 
IU  I) 

Ikw  1) 

KBS KBS 

20 
;  i 

30        16 

\l':l  W 

12 
12        10 

16 

I  ]• 

AP:T 

10 

21         10 

I  I 

I    P;T I '■  ii  son 

12 

1  P 

am-fm    station 

fm    station 
D — daytime  power 

N — night  power 
local   sports  covered 

Mcx.  Span,  included 
figure   unspecifi 

category  uncial! 
!4 

1955   BU"S  ERS'  GUIDE 



k\Dio 

City Call  letters Freq. Power N.lll 
network       National  rep Network 

Pott- 
mid 

Pop 

music Concert 
Folk 

Relig 

News 
Sports 

Home- 

making 

Farm 
Foreign    Negro        Services 

rVILLE KNIM 1580 
250w-D 

KBS 42 1 14 1 7 

X* 

5 6 

\l' 

•HO KBTN 1420 
500w-D 

KBS 30 2 13 10 10 2 2 3 AP;T 

\DA KNEM 1240 250w KBS Best 1 

50 

7 3 7 10 3 3 10 UP;Se 

>E  BEACH KRMS 1150 
lkw-D .   _... 43 % 22 5 9 

2* 

2 3 

AP 
,AR  BLUFF 

KWOC* 
930 lkw 

KBS Pearson 50 3 9 

10 

2 

2* 

1 X UP;Se,W 
.A KTTR 1490 250w KBS 21 

12 

12 15 20 7 6 7 AP;W 

IOSEPH KFEQ 680 5kw MBS Headley-Reed 5 

10 

2 5 AP;W 

KRES 1550 5kw KBS 
1  Nat  -i>n 

66 7 4 2 12 

4' 

6 

AP 

MISSOURI       {continued) 
DAILY  HOURS  WEEKLY  HOURS 

Port- 

Network    mid 

1 

5 

OUIS                    KMOX      1120      50kw   CBS     CBS  Spot  Sis.       11      24  33  8          4  5  1  AP,UP;A 

KSTL          690      lkw-D                        Forjoe    9  13  17  2    8          3         18 

KWK         1380      5kw   MBS    Katz   4_  85  2          2  _  7  3*  _      AP 
KXLW       1320      lkw-D                         Pearson   ....       ....  53  24  5  2  */2  53   

KXOK         630      5kw   ABC    Blair   x_  43  5          1  8  16  4*        5  3                   %      UP;St 
WEW          770      lkw-D            _       Gill-P;  GMB  10  52  7  10  2          2  y2                 UP;LW 

  WIL           1430      5kw                           Webb                               2  116  15  3  12  1*      10  2          2                 AP 

[iTON                    KSIM         1400      250w                       ....      ....  46  8        12  7  !'.  6  3                            AP   
MGFIELD              KGBX       1260      5kw   NBC    V.R&McC              10  30  5  8  16  2          2          2              T   

KICK         1340      250w               MJC     McGillvra  64  4  9  19  2*  UP;St 

KTTS*       1400      250w   CBS     Sears  &  Ayer         9  37  4          3  1  15  4*         3  3                    ....      AP;W 

j   KWTO        560       5kw                 ABC    Pearson  10  6        35  12  13  3*  8                             UP;LW 

fER                       KALM       1290      lkw-D            KBC    —          _  15  4        17  8  7  2'   4_         AP   
?N   KLPW       1220      250w-D                       Boiling    56  7        27  12  6  2          6          2            AP   

RENSBURG          KOKO       1450      250w   KBS                     66  2        10  6  II  3*  10                   _..      AP;T 
RENTON   KWRE         730      500w-D           KBS     Continental  3        24  4  7  2          2  8  UP;T 

'  PLAINS            KWPM      1450      250w              KBS  20  3        20  10  15  14*      ....  7                            AP;St 
IFORMATION:  Cape  Giradeau,    KGMO;    Caruthersville,    KCRV;    Clayton,   KFUO ;    Independence,  KIMO ;  .Toplin,  KSWM;   Lebanon.   KI.WT;  Mexico,   KXEO,  Moberlv.   KM  M  , 
t,  KRMO;    St.  Genevieve,   KSGM;    St.   Louis,    KATZ,   KSD. 

M KSMO l.illl 250  v. KBS 41 9 8 22 

13* 

2 3 

AP 
LIA KDRO 1  190 250w 

M,K 

I'rar-nii 
1 24 4 29 3 10 

7* 

2 2 

AP 
KSIS 1050 

lkw-D 
Best 33 5 30 1 7 2 2 3 AP;LW,T 

MONTANA 
DAILY  HOURS WEEKLY  HOURS 

City Call  letters Freq. Power Natl network        National  rep Network 

Post- 

mid 

Pop 

music Concert Folk 

Riliq 

News 
Sports 

Home- 

m.ikinii 

Farm 
Foreign     Negro        Services 

:onda KANA 1230 250w 1  .ill-IVina 40 8 8 

10 

14 

2* 

10 1 

UP 
NGS KBMY 1240 250w M,K     Avery-Knodel 7 

51 

6 9 2 16 

8* 

5 1 

\l':l  \\ 

KGHL 
:w 5kw NBC    Katz 9 

19 

1 5 9 

20 

4 y2 6 
UP;Se,St 

KOOK 
97(1 

5k  H 
CBS     Headley-Reed 7 % 40 5 5 2 10 

6» 

3 3 UP;W 

MAN KBMN 
ll'.'iO 250w M,K     Gill-Perna 

1 21 

24 

14 10 18 

3* 

2 3 
UP;W 

A     MILLION      listeners  with 

A     BILLION     dollar   pocket  book  ..  . 

ready 

to  buy  . . . 

Top  KFAL  personalities  attract 

a  large  and  loyal  midwestern 
audience. 

r KFAL 
Dominant  in  Central  Missouri 

900  kc  1000  Watts 

Fulton, 

Missouri 

I'K;   Rl'YKRS'  Gl'IDK 

35 



MONT 

r 

ANA 
3AILY  HOURS 

(c 

ontinued  i 

WEEKLY  HOURS 

City Call  letters 
Freq. 

Power 
Natl 

networl National  rep 

Post- 

Network     mid 

Pop 

music 
Concert 

Folk 

Relig 

News 
Sports 

Homo- 

making 
Farm Foreign 

Negro         Servici 

BUTTE KOPR Ikw A,M \\CI\  -KlHiclt'l 
9 51 5 1 6 

18 

6* 

UP 

;: 
K\l  1 

:,u 
NBC 

W  ,i 

9 30 4 20 3 24 2 3 3 
I  l':S. 

: 

GLENDIVE KXGN 
I  WO 

250v. 
47 6 8 8 23 

5* 

2 
UP;W. i 

GREAT  FALLS kfbb 
5kw 

i  BS 
Weed 

10 .;;; 1 3 15 .... 1 2 y2 
UP;W[ 

if 

KMON 560 
5kvs 

\.M Avery  Knodel 6 14 5 15 14 20 

8' 

% 4 

AP;L\| 

KXLK 
MOD 

2:.ou 
NBI 

Walker 15 25 22 4 4 7 

KALISPELL KGEZ 600 Iku 
M.k Cooke 5 23 

19 

11 11 

13 

x» 

3 

UP;W.    | 

LEWISTOWN 
KX1  () 

1 2.  II ' 
250m 

M.k 8 34 3 3 6 22 

4* 

% 3 

UP 
LIBBY kl  CI! 1230      250w KP.S 

;;n 
i:. 

10 I  P;Mi 

Se 

MILES  CITY k  Ml 1.4 10 
.M.K     Avery-Knodel 12 

in 

18 
UP;T 

MISSOULA k(.\()        1290      5kw CBS     Gill-Perna 

Hi 

15 

UP;LV k\l  I ll.'.n      250w NBC     Walker L2 

l:; 

1 1 

SIDNEY kiii  \         1480      5kw 
M,K      Gill-Perna 

32 17        10 20 

H) 

% 

1  1' 

NO    INFORMATION:    I, KXI/Q;    Butte,    KBOW;    Glasgow,    KI.TZ;    Havre,   KOJM;    Helena,    KCAP,    KXI..I:    Livingston.    Kl'KK;    Shelby.    KIYI. 

NEBRASKA 
DAILY  HOURS WEI KLY  HOURS 

Citi 
Call  letters        Freq. 

Natl 
network National  rep 

Post- 

Network    mid 

Pop 

music     Concert Folk      Rolig         News 

Home- 

Sports    making Farm     Foreign     Negro         Servici 

ALLIANCE   
BEATRICE   
BROKEN   BOW 

CHADRON 

ki  Mtt         I  HID       250w 

k\\l!H       1450      250w 

KBS     MeGillvra 
M.K 

67 

17 

I    l>:\\ 

11 

15 

in 

1 3 

AP:T.< ki  \l 1280      lkw-D 60 

I  I UP;C 

Ki  SR 
1450      250w 

kl:- 

20 

10 

10 AP:T 

COLUMBUS K.1SK 900      lkw-D KBS     Cont'tal-Biddick 

l  I 

17       21 

16 

MM 

FREMONT KFGT 1340       100w 
Mi:> 

21 

AP:C 

GRAND  ISLAND KMM.I 
750       lkw-D 

ABC     H-R 
10 20 

KRG1 1430 vi  :ii  -    \      \yi-l 65 8 3 3 12 4 2 4 4 

AP;LV KEARNEY KGFW 1340 J.tlu 

M,K Holman 8 

18 

10 1 3 UP;W 

LEXINGTON ki;\  \ 
25kw-D Raymer 28 2 11 9 11 3 14 AP:St 

LINCOLN 

McCOOK 

NORFOLK 

NORTH  PLATTE 

OGALLALA 

KFOR 1 2  ID      250w ABC     Raymer 17 II 17 [PiSt? 
kl  MS         1180       Ikw KBS     McGillvra L06 

I  l 

KBRL 1360       lkw-D M.K 
24 

W.I  \G 
780       lkw-D 

knl>i         1240      250w 

KOG  \ 930      500w-D 

\.k 

KBS 

Walk 

Meek 

r 18 2 3 7 17 2 6 12 AP:W. 

?r 8 

24 

2 8 1 

42 

2 2 3 
\P:\\ 
UP:T 

OMAHA kl  AB 
11  10 :,ou 

i  BS 

Knr   X    IVl>  r- 
\ 24 

48 

y2 6 

13 

22 

3* 

5 9 

AP.IN^ KOIL 
1  -hi 5k  w ABC Wery-Knodel 4 

80 

10 3 21 

4» 

INS,A1 
C 

KOWH 660 

Boiling 

82 7 

7 

\ll:\\. 

UP.IN: C 
\\u\\ 590 5k  vi 

NBC 
Blaii 6 24 69 1 6 3 22 

;• 

2 

SCOTTSBLUFF KM  I: 960 Iku 
MBS Holman o 

'•• 

10 

7 6 12 1  1 

ID* 

12 
\l':l.< KOLT 

i-D,l  N 
CBS Cill-Pernu 8 10 

'> 

14 2 41 

2' 

9 3 UP;W 

SIDNEY KSII) 
13  1(1 250w \.k \i    (iilKra 9 47 4 2 6 16 

3» 

2 
1  P;Si 

NO  INFORMATION:   Hastings,   KHAS;    I;  i   OLN;    Ninth    Platte,   KNBE      Oi   aha     KBON. 

N  EVAD A 
DAILY  HOURS 

( It, 
Call  letters 

Freq. I'i.ai  r 
Natl network        National  rep N.  t»..  k 

Post- 

1   

Pop 

music Concert 

ELKO kll   k 1240 
MBS 

7 26 4 

LAS    VEGAS kl  vs 1230 250w 1  BS      Weed 

'| 

1 

,0 

10 

KORK 1340 

2."»0w 
NBI      Hollingbery 8 

67 

KRAM 920 Ikw M.K       Vvi  rj  Knodel 6 1 60 6 

RENO KOI  (1 
920 

Ikw CBS      Hollingben 8 2 

KWRN 1230 
250w \BC     W.   S.   Grant 5 79 10 

WEEKLY  HOURS 

Rl  Kg 

4 

; 
H  ome- 

Nvwt        Sports     making       Farm      Foreign     Negro Service 

UP 2        \P:N 

15 

3* 

2       UP 

x» 

. 

1    P;T 

2 X 2 

1    P 

x# 

5 
1      AP;T,M 

NO    INFORMATION:    Ely,    KELY;    Henderson,    Kli.MI 

SYMBOLS: \    '   am-fm    station 
tm    station 

egas,   KENI  i      Ri  no,    KATO    KNEV,    KOH. 

D — daytime   power 
N   night  power 

•    local   sports  covered 
'    Mex.  Span,  included x     figure   unspccifii  ' 

category  undo  t 

1955    111' VERS'  GUIDE 



CONIA 

MMCHESTER 

RADIO 

NEW  HAMPSHIRE 
DAILY  HOURS WEEKLY  HOURS 

City Call  letters Freq. 
Power 

Natl network        National  rep 

Post- 

Network    mid 

Pop 

music 
Concert 

Folk 

R.  Im 

News 

Home- 

Sports    making 
Farm 

Foreign     Negro        Servient 

>NCORD WKXL i  i:,o 250w C,K      Young 9 

35 

18 

25 

5 20 2          2 3 

AP 

:ene WKNE 
12' Ml 

5kw CBS     Meeker 

in 

25 

3 

.... 
6 15 

2*         3 

1 

AP;T 

wi.mi      ir>o     5U-D A,K      Granl 45 10 
\\  II    \ 1370 5k  w CBS     Everett-McK 8 43 5 6 4 9 

2»        5 

\\ki;k 1240 
_';,(!« 

  Young 1 75 2 2 2 

16 

2*         1 

WMl'R       610      5-D.l-N 
ABC    Weed 56 22 

INFORMATION:  Berlin.  YVMOU;  Claremont,  W'TSV;   Lebanon,  WTSL;   Portsmouth,   vJ  B 

NEW  J  ERSEY 

1 

M';LW 

1 4 

\P;T 

3 

11 

1  P 

2 2 UP;W 

VSHUA 
WOTW* 

900 
lkw-D 

Walker 50 1 1 5 

12 

3 1 2 5 
UP;W 

•  CHESTER WWNH 

<r,o 

5kw-D 
Webb 40 

19 

11 13 

12 

X* 

3 2 2 

UP 

DAILY  HOURS WEEKLY   HOURS 

City Call  letters Freq. Power Natl network        National  rnp          Network 

Post- 

mid 

Pop 

music 
Concert Folk 

Relig 

News 

Sports Home- 

nakli  ii 

Farm 

Foreign 

Negro 

Services 

BURY  PARK 

WJLK* 
1:5  111 250u 40 35 10 14 

X#
 

3 1 2 
AP;LW LANTIC  CITY 

WFPG* 

1450 250w CBS Pearson X 1 X 4 \ 

2* 

2 1 8 3 

__^ WMID 

WSNJ* 

1340 

1240 

250w 

250w 

A,M 

KBS Stars   Nat'l 

6 1 62 12 9 12 

10' 

3 2 6 AP;A,W 
IDGETON T.  Clark;   GMB 1 70 

19 

9 10 

2* 

2 

Hi 

2 1 
UP;T 

■  MDEN WCAM 1310 250w 24 84 14 4 71 
UP;St,C 

\\KI)\ 800 
lkw-D Kanibeuil 50 9 18 5 11 

1- 

2 2 3 

AP 

LLVILLE WMLV 1440 
lkw-D 

35 15 6 7 8 

X*
 

2 3 3 

UP;LW DRRISTOWN WMTR 1250 
lkw-D 

35 

41 1 2 8 

2* 

3 2 2 
AP;LW ;wark 

WAAT* WHBI 
970 5-D,l-N 

Weed 1 86 22 4 11 14 AP;A 

1211(1 2.5-D,l-N (Sunday   only) 20 20 

WNJR 1430 5kw J 6 4 5 130 
WVNJ 620 5kw 3 70 

12 

7 

4* 

UP;W,St :W  BRUNSWtCK WCTC 

1  !.-() 

250w 70 10 4 5 18 T 3 4 \P:LW 

.TERSON WPAT 930 5kw 38 88 

21 

UP 
EASANTVILLE WOND 1400 250w 2 83 

14 

4 11 2 .... 
AP;T,St ENTON WBUD 1250 Ikw United 89 7 

2« 

2 13 16 
AP;W 

WTNJ 1300 
250w-D 

Webb X 3 1 

3* 

1 4 3 

UP 

WTTM 920 lkw NBC For  joe 1 

16 

7 5 15 2 2 % 2 y* 
AP:T 

NELAND WWBZ i:i6(i lkw Gill-Perna 

60 

5 

20 

6 6 2 
UP;W 

JLDWOOD WCMC 12S0 hiiiu KBS 
110 

6 2 

.1 

14 1 

AP 

NEW  MEXICO 

City 

DAILY  HOURS WEEKLY  HOURS 

Call  letters        Freq. 
Natl 

network        National  rep 

Post-       Pop 

Network    mid      music     Concert      Folk      Rolig 

Home- 

Sports    making Farm     Foreign     Negro         Services 

AMOGORDO 

BUQUERQUE 

KALG        1230      250  w M,K 

2(1 

14* 

KAB(,)        I'M)      250w M,K      R.    O'Connell 
42 32 17 

I    P;T 

\l':l 
KDEF        1280       lkw-D McGillvra 77 AP;Sl 
KGGM        610      5kw CBS     Weed 

Hi 

15 

13 

6t 

AP,l  l':W 

KIIKMt      96.3       llOOw 66 

KOAT  860       1-D,500-N        ABC 50         20 12 20 
1  P;  \.l 

KOB 770      50-D.25-N        NBC     Branham ¥>       45 12 11 

UP.AI'.I  \\ 

TESIA 

RLSBAD k-\  I' 
990       1-D,250-N        M,K 25 

10 

15 UP;St.C 
K  \  \  K         1240       250w 

CBS      Brimli  i' 33         27 11 

28 

x* 

2t 

KPBW 740      lkw-D McGillvra 15 

15 

3t 

AP 

w   \\\ AYTON KLMX 1450 25  Ow 
KBS 

Best 22 6 18 9 2 

4*
 

2 4 
1  l';T 

OVIS KCLV 
12  Id 250w Pearson 56 5 28 14 4 

4* 

2 

3t 

UP;LW MING KOTS 1230 
250w-D 

KBS 42 4 6 4 11 

1* 

2 2 

6t 

UP 
RMINGTON KVBC 12  ID 

2.-(l« 
52 

15 

24 5 14 

7* 

1 

16 

1  I';W 

ULUP KGAK 1230 5-D.l-N McGillvra 37 11 

20 

6 22 

5« 

3 1    I'.l  W 
ttBBS KHOB 1 280 

lkw-D 
58 1 3 

11 

2* 

AP 

S  CRUCES KOBE 1  150 250v. M.K 5 

10 

3 2 8 3 2 2 9t 

S  ALAMOS KRSN 1490 2:.(iu ABC Hollinaberv 8 

46 

25 2 4 

14 

2» 

1 
UP;A 

I'VINGTON KLEA 630 
500w-D Melville 46 4 22 6 6 

5» 

1 5 

It 

It 1  P;Sl 

'RTALES KENM 1  151) 250  w 
KBS 

48 

12 

32 

6 15 

10* 

2 2 

I  P;LW, 

McG 

1955 BUYERS'  GUIDE 

J7 



RADIO 

NEW       MEXICO        (continued) 
DAILY  HOURS WEEKLY  HOURS 

CltJ 
Call  letters       Freg. Power Natl network        National  rep 

Post-      Pop  Home- 
Network    mid      music     Concert      Folk       Relig        News       Sports    making      Farm     Foreign     Negro 

ROSWELL                        MUM 
5kw-D 

KBS     T.  Clark 35 3 ii 4 9 

8* 

2 3 _ _      AP 

KGFI 1400 MBS     Branham 8 

40 

3 9 6 12 

11' 

2 6 

4t 

UP;\\.M KSWS 1230 
250 

NBC     Meeker 7 25 13 6 3 14 

3* 

2 4 
AP;T 

SILVER  CITY                KSU 
131(1 

250w i  .k       Branham 8 

18 

3 6 

14 

3* 

2 2 

7t 

AP 

TUCUMCARI                  KIWI 1  100 250w 
M.k      Melville 5 30 1 7 5 15 

4* 

1 

5t 

UP;W 

TRUTH  OR  CONSQ.    kl  IIS 
1100 

250w 

kHS 
53 

12 

10 8 11 T 2 7 __ 

UP 
NO    INFORMATION:   Clovis,    KICA; 

Gallup, KGAK; 
Hobbs,   KWEW;    Las    \ 

NE 

KFUX;    Raton,    KRTX ;     Santa    Fe,    KTRC,    KVSF. 

W  YORK 
DAILY  HOURS                                                                                     WEEKLY  HOURS 

\   r 

City                          Call  letters Freq. Power Natl network        National  rep 
Network 

Post-      Pop 

mid      music Concert Folk 

Rolig 

News 
Sports 

Home- 

making 

Farm 

Foreign 

Negro        Services 

ALBANY                         WABY 1400 250w -  ..     Rambeau 

70 

9 3 4 10 

1«
 

4 UP 

WOKO 1460 5kw McGillvra 70 8 6 2 

18 

3* 

2 2 5 AP 
WPTR 1540 50kw MBS    Weed 7 45 % 23 _ 

14 

1 1 1 1 _      INS,AP;A 

Se,W 

WROW 590 5-D,l-N \BC 

Bolling 

6 1      25 5 15 2 2 UP;T 
WSNY 

(See  ! 
SCHENECTADY) 

WTRY 

(See 

TROY) 

AMSTERDAM WCSS 1490 250w 
McGillvra _    112 4 7 2 14 5 3 3 15 W 

AUBURN WMBO 1340 250w 
M,K 

Thos.   Clark 6 

47 

5 3 9 22 T 1 3 .   . 
AP;W 

BATAVIA WBTA 
1  100 

250w MBS 3 45 5 3 4 

25 

2- 

3 4 AP;W 

BINGHAMTON WENE 
(See 

ENDICOTT) 

WINR 

WKOP 

\\  MiK 

680 
1-D,500-N 

NBC Hollingbery 7 54 2 1 5 18 4 1 1 

UP;LW 
1  160 

lkw MBS 
Headley-Reed 6 80 2 5 6 20 25 2 7 AP;W 

1290 5kw 
(  BS Bulliim 

11 21 4 1 8 17 4 2 1 y2 AP;T 

BUFFALO W  l!l  \ 930 5kw CBS Christal 10 1       40 2 2 

15 

3 3 3 All;    1  W    W 

WB.W 1400 250w 

Young 

92 18 8 5 28 2 — i — 

AP,UP;S   |j 

W.A.T     £ 

WEBR 970 5kw MBS kal/ 4 2      87 5 2 4 15 T 2 All;Se,T,Hl 
WGR 550 

:,u. 
NBC Free  &  Peters 9 1      37 3 9 18 

5* 

2 2 % 

UP 

WJJL 

i  See 

NIAGARA  FALLS) 

'  iTC 

WKBW 
\\  I  SJ 

\\  WOL 

L520 i  See 

L120 

,")0ku 

ABC 
\\.  r\  K ii.kIi-I 

5 24      65 7 11 

14 

14 

4' 

3 11 4 4 

UP 

it 

1  01  kPORT 

Ikw-D 

> kl 

Forjoe 34 2 4 1 2 34 

I  V 
\\\i;\ 

i  — 

KIN  MORE) 

HIG 

CORNING WCI.l 1  150 250w 
use Meeker 9 46 13 3 5 

15 

6* 

3 1 % 
AP;T 

CORTLAND 

WkRT* 
lkw Gill-Perna 90 5 9 6 X 

2' 

3 3 1 
UP;LW 

Vf 

DUNKIRK \\  FCB 
1  110 

:>oo« Walker 35 5 10 6 1 3 3 2 
UP:W,T 

ir- 

ELMIRA W  1  1  \l 
1  U.ii 

250w 

1  ,A 
Meeki  i 8 24      78 3 

17 

3* 

5 % 

AP WKN^l 
12  10 250w MA Everett-McK 9 1      36 8 4 18 

14* 

7 4 

AP;W 

ENDICOTT Wl  \  1 
1  130 

5kw 

\i:i 

I ;  1 1 1 1 .  i '  i  \    I ;  <  1 1  - 
9 

7,0 

8 4 8 18 

x» 

5 1 UP;A 

FULTON WOS< 

1  !00 
IU  D 

KBS Best 

50 

5 5 6 2 

2* 

4 2 
UP;T 

GLENS   FALLS \\  WS< 1450 0 
\i;i. 

5 40 12 6 18 1 8 
AP;T 

GLOVERSVILLE WENT L340 

i  BS 

Gill-Perna 

10 

25 2 25 21 

5» 

2 UP 

HEMPSTEAD 

Will  i  • 

1100 

,0 

Rambi  au 61 27 3 14 2 1 1 UP;W,T,A 

HORNELL W  1  1    \ 

W  WH  C 

1  180 

1320 
Ikw-D 
lkw 

M.k 
(.,11  P(  ma 

4 40 5 9 2 7 X 2 4 2 

i  r 

I 

Mc(;illvra 60 12 5 3 

11 

3* 

3 9 
AP;T 

t 
HUDSON WIN   1 

',Un 

McGillvra 

44 

10 

<) 

2 18 

2* 

8 
UP;W H 

HUNTINGTON WGSM 

710 

L00m  D Keller 58 7 3 10 2 1 UP;W 

ITHACA WIK  1 870 

1340 
Ikw-D 

i  BS 

4 29 6 1 1 16 

2' 

6 2 UP;A 

JAMESTOWN WJO< M.k Gill-P;   Ramb. 6 

43 

12 y2 7 17 

24* 

2 5 4 AP;W i 
W  II  \ 250w VBC 

\.i;\m,i 
7 46 20 6 6 

L'li 

6* 

i, 

10 

UP 

KENMORE 

WXRA* 
1080 1  1   w    1  1 Bambeuii 36 1 5 

'i 

2 2 7 1 

UP;W 

KINGSTON \\K\^ 
1  100 250w 

MBS Meeker 5 36 9 1 7 22 T 6 2 1 1 

UP 

LITTLE    FALLS Willi 1230 
250w 

M.k McGillvra 6 

:;  i 

4 5 

11 

3 2 

LOCKPORT WUSJ 1340 
i  .01  I'ri  n. i 64 12 5 9 

42 

2 3 3 AP;W r 
MIDDLETOWN WAL1 250w 

KBS 

65 14 

1 3 16 2 3 2 

.    . NEWBURGH WGNY 1220 
Ikw-D 

Kettell-Carter 

15 

7 4 7 2 1 37 

AP 

i 
NEW    ROCHELLE 

.',     IRl 1460 D 120 10 7 1 4 

.— 

i  r 

SYMBOLS:                   ( 
om-fm   station 
m    station 

D— 

N- 

-daytime   power 
-night  power 

•    local   sports  covered 
'    Mcx.  Span,  included 

x     figure   unspecified 

category  unclaimed 

195S  BUYERS'  GUIDE 



NEW       YORK      [continued) 

RADIO 

DAILY  HOURS WEEKLY  HOURS 

City Call  letter*       Freq. Natl network        National  rep 

Post-       Pop 

Network    mid      music     Concert      Folk      Rclig 

Home- 

News       Sports    making      Farm     Foreign     Negro         Services 

W   YORK WAAT 
(See 

NEWARK) 

WABC* 
770 

5<iu ABC 

Petry 

7 60 6 11 

25 

5' 

5 3 — % INS.AP 
WBNX 1380 5kw King-Flamm 

20 

17 

42 9 4 2 50 
AP;Se 

WCBS* 
880 50U CBS CBS  Spot 11 24 

L'f) 

35 

15 X _ 
A11;LW 

WEVD* 
l.i.lii 

5kw 1 2 8 _ 12 57 1 

Wi.lll-I 101.9 20kw 3 — 70 2 X — UP;Se 

w<;sm 
(See HUNTINGTON) 

WI11S1 
(See 

NEWARK) 

WHLI 
(See 

HEMPSTEAD) 

WHOM* 
1480 5kw .   ., 2 

.   

— 112 20 

WINS 1010 50kw 24 125 5 10 

25* 

UP,INS Willi 1190 
lkw-D For  joe 

— _ 

30 5 5 4 -___ 

18 

66 
AP;Se 

WMCA 570 5kw AM  Sales .... 24 127 .   11 

9* 

_ — — 2 AP;W 

WMGM* 
1  (CO 50kw Rambeau 2 90 2 7 4 21 

14» 

6 
AP.UP 

WNEW 1130 
50-D.10-N 

Blair — 24 144 6 — 2 14 — — 3 — — 
NY  News, 

AP 

WNJR 
(See 

NEWARK) 

WOR* 

710 50kw MBS 6 24 55 

17 

4 25 

3* 

5 3 — — 
UP,INS;A 

WOV lL'iill 5kw Radio-TV  Rep 3 30 4 3 X 6 

f,;; 

60 

AP;St,McG WPAT 
(See 

PATTERSON) 

WQXR* 
1360 50kw Ravmer 1 8 

104 
2 9 _ NYT,A,Se 

WRCA* 
660 50kw NBC NBC   Spot 8 1 

45 

32 

1 2 

19 

2* 

— 4 — 
AU;T 

WVNJ 

(See 
NEWARK) 

WWRL 1600 5kw 24 — 

20 

4 

!• 

3 109 51 AP;A,Se 
WW  III. J 105.1 20kw 38 3 

y2 

— 

AP;Se AGARA  FALLS WJJL 1440 lkw-D 
Pearson 40 1 8 8 10 2 2 _ 8 

1  1' 

)RWICH WCHN 970 500w-D 
McGillvra 33 11 12 4 11 

2* 

3 4 — — 
UP;T 

•DENSBURG 

WSLB* 
1400 250w MBS 4 36 3 5 12 24 8 3 2 — 

UP 

EAN 
WHDL* 

1450 
_':,!)« 

ABC Everett-McK 9 28 20 4 6 24 

3* 

2 

\1':A,W 

IEONTA WDOS 1400 250w MBS Radio-TV  Reps 6 55 

16 

1 4 16 

10* 

4 8 UP;A 

TCHOGUE 
WALK* 

1370 500w-D , Webb 80 

25 

3 14 

3* 

y2 2 2 2 VP;A,C 

EKSKILL WLNA 1  W> lkw-D 
.    , 30 7 2 11 3 2 

UP;W,Se 
ATTSBURG WEAV 960 lkw ABC Gill-Pema 10 

13 

7 6 5 22 T % % — UP;W 

1 WIRY 1340 250w M,K 

Young 

4 

24 

22 2 6 21 2 3 4 .... 
\I':  \ 

UGHKEEPSIE WEOK 1390 
lkw-D Everett-McK 

71 

3 2 8 1 2 7 1 — 
UP;LW WKIP 1450 250w ABC 4 36 5 12 

2* 

1 — 
AP;A 

/ERHEAD WHIN 1390 500w (Same  as  WALK,  PATCHOGUE) 
CHESTER WBBF 950      lkw MBS    Cooke 

60 

12 

15 

AP;T 
WHAM 1180 50kw 

NBC Hollingbery 8 1 30 5 2 5 4 3 5 12 
UP;W 

WHEC 
1  IM) 

5kw CBS 
Everett-McK 10 22 4 4 13 3 3 y2 

AP 
\\  II  KM:: 

<»,';.<) 
20kw NBC Hollingbery 5 12 3 1 1 6 2 3 12 

UP;W 

WRNY* 
680 

250w-D 
. Rambeau 30 75 1 5 2 

T;Se,A,St,C 
WSAY i;;t!) lkw Webb;   Walker y2 86 1 5 8 15 1 2 y2 9 

2   

WVET 1280 5kw 
ABC Ii«  >11  inii 

8 66 9 3 6 19 

6' 

4 UP;A 

RANAC   LAKE WNBZ       1450      250w A,K      Rambeau 13 19 

\r.\\  .i 

M':W 

\im  r 
\I':I  W 

M'   - 

i  r 

M'    - 

RATOGA  SP'NGS    WSPN  900       250w 
45 

24 

HENECTADY W(A 810      50k w NBC    Christal 24      30 
2        _ 

II 

WSM 
1210 

250w 104 12 10 

3» 

7 

WAGE 620 5-D.l-N ABC    V,R&McC 5 60 4 % 2 15 2 6 1 2 

WI'i',1 
1390 5kw CBS     Free  &  Peters 11 43 7 1 7 1 12 

RACUSE 

WHEN        620      5kw ABC    Katz 

Id 

24 II 18 

WOLF       1490      250w Walker 82 17 

10 

M'-t 

\\s^  i; 570      5kw NBC     Clui-kil 34 

15 

18 17 

I  P;l  W.< 
OY WHAZ       13.30       lkw 

\\  \\l\ 980      :>u CBS     Headley-Reed         10 30 18 I   P  I 

!|CA WGAT 1.110 1-D.500-N McGillvra 67 6 

11 

3 10 10 2 8 W 

1 
WIBX 950 5kw CBS     Walker 10 % 20 8 15 1 

16 

3» 

3 

13 

6 
1  P:W 

WRUN 1150 5-D,l-N ABC     Avery-Knodel 5 — 

37 

4 

46 

6 

12 

X'
 

6 6 7 
AP;C 
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RADIO 

NEW       YORK      (continued) 
DAILY  HOURS WEEKLY  HOURS 

City Call  letters       Freq. Natl network 
Post-      Pop  Hoir.e- 

Natlonal  rep  Network    mid      music     Concert      Folk       Rolig         News       Sports    making      Farm     Foreign     Negro         Services 

WALTON WDI.A        1270       IU-D KBS     Rambeau 

28 

14 

UP 

WATERTOWN WWW*      790       lkw 
WHITE    PLAINS W  1   \S*      1230      250w 
RURAL  RADIO  NET |  17  am  &   13  fm  stati 

i  BS      Weed 

L0 

Hi 

14 12 UP;T,\v 
W 

)r-Reed 

17 

49 14 _      W 

Avery-Knodel 17 10         50 2 1 18 
IP:  \ 

These  fm  stations  program  11  hours  from  WQXR  and  6  hours  of  RRX  daily:  WHLD-FM  Niagara  Falls.  WRRL  Buffalo.  WRRE  Bristol  Center.  WHDL-FM  Clean,  WRRA  Ithr 
V7RRD  DeRuvter,  WRUX  FM  Utica-Rome,  WWNT-FM  Watertown.  WMSA-PM  Massena,  WRRC  Cherry  Valley,  WFLY  Trov.  WRRH  Poughkeepsie.  WEJL  Scranton. 
These  am  affiliates  program  partly  from  the  network:  WHLD  Niagara  Falls,  WKBW  Buffalo.  WHAM  Rochester,  WJTN  Jamestown,  WHCU  Ithaca,  WAGE  Syracuse  WR 
Dtica-Rome,  WWNY  Watertown,  WMSA  Massena,  WKI.M  Klmira,  WGY  Schenectady,  WKIP  Poughkeepsie,  WGNY  Newburgh,  WDLA  Walton,  WXI'.F  Binghamton,  \VQ 
Scranton. 

NO  INFORMATION  WRRE;   Cherry  Valli  Corning,  WCBA;   De  Ruyter.   WRRD;   Preeport,  WGBB:   Geneva,   WGVA ;   Ithaca.  WRRA;    Liberty    WTO 
Malone,  WICY;   Massena,   WMSA;   Mineola,   WKBS;   Niagara  Kails,  WHLD;   Port  Jervis.WDI.c ;    Rome,  WKAL;    Syracuse,  WNDR;   Trov,  WPL1      Wain-town,   WATN;   Wetin 
Held,    WRRL. 

:-. 

;■ 

NORTH    CAROLINA 
DAILY  HOURS WEEKLY  HOURS 

ISTC 

;;:■ 

City Call  letters Freq. 
Pnwrr 

Natl network        National  rep 

Post- 

Network    mid 

Pop 

music 

Concert 

Folk 

Relig 

News 

Sports 
Home- 

making 

Farm 

EKD 

Foreign     Negro         Services        rT 

END 

ALBEMARLE WABZ 1010 
lkw-D 

KBS     Dora-Clayton 50 5 20 

10 

7 y2 5 12 

AP;W        fc 

ASHEBORO 

WGWR* 
1260 

lkw-D 
KBS 43 3 27 9 12 T 3 

UP;T 

ASHEVILLE WISE 1310      5-D.l-N NBC     Boiling 12 

AP 
WLOS*      1380      5-D.l-N ABC     V,R&McC 

in 

30 15 

UP;W WSKY        1230      250w Rambeau 1       18 75       47 

x* 

20      AP 

WWNC        570      5kw 
CBS     H-R 

in 

32 

8 13 
UP;T 

U 
BREVARD WI'NF       1240      250w Continental 

I.", 

13         12 AP 

Ml 

BURLINGTON wi-.mi 920      5kw-D MJC     McGillvra 

28 

15 11 5      AP:A 

WFNS       1150      lkw-D Sears  &   Ayer 

.;n 

21 4       t!P;W 

:H5 

b: 

CHAPEL  HILL 

CHARLOTTE 

\\(  III. 

WAYS 
WBT 

1360       lkw-D Indie  Sales 

1(1 

in 

AP:LW 

610      5-DJ-N ABC    Boiling:    Ayers 21 

10 

UP 
1110      50k w CBS     CBS   Spot 38 15 %      AP,UP;W 

U 

WU\  1600       lkw-D Forjoe 

:;<i 

12 
58      AP;C U 

WIST 930 5-D.l-N Mils     |  ■,,,.  &    |',i,,- 
3 

(.7 

13 

1 5 10 

16* 

3 3 

\I> 

WMITI L06.9 325kw Grant  Webb 68 

37 

6 4 St 

\\S()( 1240 250w 
NBC    H-R 

8 30 5 2 8 

10 

2« 

4 \P 

WW  OK       1180        lkw-D Dora-Clayton 

15 

20 

45      UP 

MO 

m 
m 

0, 

DUNN 
\M  KB 

780      lkw-D 

Mis 

II 

19 10 

3    up;W     » 

SYMBOLS: \   *  am-fm    station 
/  i  fm   station 

D — daytime  power 

N — night  power 

*    local   sports  covered 

t    Mex.  Span,  included 

x     figure   unspecified 

category  unclaima 
Hi 

u 

Nothing  SELLS  like  a  LOCAL  PERSONALITY! 
For  twenty-five  years  we've  custom -tailored  our  WIBX  Personalities  to  the  Utica 
market  .  .  .  that  means  they're  custom-tailored  to  sell  your  products!  Nothing  sells 
like  a  Local  Personality  —  in  the  Utica  market,  nothing  sells  like  a  WIBX  Personality! 

ClKim     nrtfl     JninA     CtirkUf      w'Tn   ̂   Slusarczyk   keeps  the  area   posted  on   time,  weothcr, 5:00-7:00  A.M. 

7:05-8:55  A.M.  Musical  Clock 

3:45-4:00  P.M. 

4:00-5:00  P.M.  Town  and  Country  Show 
5:00-6:00  P.M. 

WIBX  is 

news,  music,  rural  events! 

with    "Uncle    Ralph"    Allingcr    wakes     up    WIBX-land,     keeps    it    awake 
with     news,    weather    time,    music! 

UjtltlAiu air ji    i    UiirnAnino       with  Ellen  T.  Burt  keeps  the  ladies  informed  abo
ut  Women's nOmeiTldKer     nai  nlOnieS       News  and   hints  on    homemaking! 

with  Ed  Slusarczyk  blends  music  into  farm  and  city  news, 
and  interesting  highlights! 

Timn    fnr     HoifO       w'rn    Dave  Scott  whose  warm   personality  and    friendly   chatter  mix  with 
I  Hilt?     lUl     UdVC       music  in  a  selling  mood! 

CBS IN  UTICA,  NEW  YORK 

5,000  WATTS  FULL  TIME 
For    Low    Rates   On    These 

High-Rated    ProRrams    Contact: 
WALKER    REPRESENTATION  CO. 
On  The  West  Coast  Contact: 
WALTER    8IDDICK    CO. 

40 
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NORTH       CAROLINA      (continued) 

RADIO 

DAILY  HOURS 
WEEKLY  HOURS 

City Call  letters        Fren. Power Natl 
network National  rep 

Post-       Pop 

Network    mid      music     Concert      Folk      Rolig 

Home- 

News       Sports    making      Farm     Foreign     Negro Services 

JRHAM WDNC*      620      5kw CBS     Raymer 29 17 18 11       UP 

WSRC        1410       lkw-D Rambeau;  D-C 
Hi, 

WSSB        1490      250w MBS    McGillvra 27 33 15 

x* 

24 

WTIK        1310       lkw ABC     Boiling 70 II 15 7      AP;St 

.IZABETH   CITY       WCNC       1210      250w M,K     Bum-Smith 

10 36 

12 
UP;LW,Se 

WGAI 560 1-D.500-N ABC 7 22 7 2 8 15 

2* 

3 5 3 AP;W 

KIN 

WIFM* 
15  10 

250w-D 
28 4 26 5 7 

X*
 

4 7 

1  P 

OTETTEVILLE WFAI 1230 
i':,d« 

C,K 
Thos. Clark 37 

19 

6 13 

4» 

% % 

17 

\P:T 

WFLB 1490 250* 
ABC Burn Smith 10 40 2 8 10 

23 

X 2 15 AP;W 

WFNC* 
1390 5-D,l-N 

MBS Walk 

er 

6 

16 

5 14 12 9 

6* 

2 6 13 

1  P 

ESTONIA 

WGNC* 
1450 250w ABC Continental .... _        

1  l':LW 

)LDSBORO WFMC 730 lkw-D 
KBS —      - 

25 

5 31 10 6 1 1 1 

10 

UP;W,LW. 

Se 

IEENSBORO WBIG 
1  I7U 5kw CBS     Hollingbery _ 

32 

3 7 5 

12 

8*
 

3 7 % UP;W 

WCOG 1320 IU ABC     Boiling 7       . 64 10 10 

10 

24 1 2 2 

UP 

WMFR 
(See 

HIGH   POINT) 

tEENVILLE WGTC 1590 5-D.l-N MBS Pearson 4 

60 

2 22 6 14 3 1 5 5 
UP;A,C,W, 

ENDERSON WHNC 890 
lkw-D M,K 

1 40 2 44 6 8 

4* 

6 11 1  \\ 

ENDERSONVILLE WHKP 1  150 
250w A,K (  iinikf 9 40 7 8 10 

13 

T 3 

1  l':St,McG 

ICKORY WHKY 1290 5-D.l-N 
ABC 

Walker;    D-C 
8 25 5 14 5 6 

2- 

X X UP;W 

WIRC 
630 lkw-D 

Pearson 

30 

7 12 4 8 

4* 

3 3 
\P;LW 

iGH    POINT 

WHPE* 
1070 Iku KBS 40 7 

16 

6 11 

2» 

5 3 7 

AP;W 

WMFR* 
1230 250  \n ABC Burn-Smith X X 10 

19 

3 2 3 3 

WNOS* 
1590 

lkw-D ,   
United 

50 

16 6 7 4 24 
AP;A 

kCKSONVILLE WJNC 1240 250w 
M,K 

6 40 10 6 8 14 

3* 

5 6 % 
\l':\\ 

ANNAPOLIS WGTL 870 
lkw-D 

__   __ X X X X I   l':l  WAY 

NGS  MOUNTAIN WKMT 1220 
lkw-D 

. .._. 28 20 10 X 7 

UP 
NSTON WELS 1010 

lkw-D 
KBS 

Devney 
_ 18 .... 2 2 3 3 

15 

UP;T 

WFTC 960 5-D.l-N 
ABC Best X 

51 

9 18 1 14 

3* 

2 15 6 
AP;LW 

VURINBURG WEWO 1080 
lkw-D 

KBS Dora-Clayton _ 

43 13 

18 

13 

10 2 3 4 5 
AP,UP;T 

Uksville 
WLOE* 

1490 250w KBS 

.... 
49 7 22 4 12 X _ 2 

AP 

NCOLNTON WLON 1050 
500w-D 

25 

7 

12 

6 8 1 3 1 

AP 

JMBERTON WAGR 1480 
lkw ABC Walker 9 

20 

4 18 9 16 T 1 2 3 
UP;LW ORGANTON WMNC 1490 250w NBC 10 _ X X _ 

AP 
OUNT  AIRY 

WPAQ 
740 

lOkw-D 
KBS Thos.   Clark 13 2 23 22 9 1 3 AP;St 

1 WSYD 1210 250w MBS 

10- 

41 6 11 10 12 

1« 

1 % 3 

EW  BERN WHIT 1450 250w MBS 
Pearson X 38 

13 

10 4 15 

5* 

2 3 
UP;LW 

WOOW 1490 250w KBS 50 4 

70 

5 X 1 X 6 

AP;T 

WILKESBORO WKBC 810 lkw-D 

KBS 34 6 37 3 10 

X*
 

2 4 

:-; 

\P:T 

U.EIGH WMSN 570 
500w-D 

. 40 47 

25 

14 

3 _             

AP 

WNAO 850 10-D.5-N ABC Weed 10 30 28 21 

10 

AP,W 

WPTF* 
680 50k\v NBC Free  &   Peters 8 

24 

3 7 5 9 

4* 

3 8 
AP,UP;T 

WRAL* 
1240 250w 

l-'nl'jlM' 

62 

8 7 4 3 

X*
 

3 2 9 

IDSVILLE WFRC 1600 lkw A,K 10 X 

12 

8 6 
\P:  1 

WREV* 
1220 250w-D 

Webb 

26 

6 28 10 

12 

4* 

3 3 7 

I  P;Sl 

)ANOKE  RAPIDS 

WCBT* 
1230 250w M.K Continental 8 40 6 X 3 

1   P;Si 

)CKINGHAM WAYN 900 
lkw-D .   

36 3 21 6 9 3 2 
1   P;\\ 

)CKY  MOUNT WCEC 

810 
lkw-D KBS Pearson 1 21 2 

!,'! 

12 

7 

10* 

4 6 8 

AP 

WEED* 
1390 lkw ABC 

I'.ui  n-Smith 
7 

35 

14 4 

12 

T 

)XBORO WRXO 1430 
lkw-D 

23 

21 6 1 6 4 UP;W 

LISBURY WSAT 1280 Iku ABC McGillvra 8 15 1 22 9 13 

14* 

2 16 i  r 

.NFORD 

WWGP* 
1050 

lkw-D KBS 
_._ 21 14 

20 

7 21 

20* 

7 14 7 
1   l':\\ 

LER  CITY WNCA 
1570 lkw-D 

Best 45 7 14 7 

14 

2 3 2 5 

1  l':Se 

MTHFIELD WMPM 1270 
lkw-D 

35 2 42 7 9 

'■-• 

1 8 4 

1   P;l 

UTHERN   PINES WEEB 990 
2kw-D 

Holman 12 7 4 8 4 

2* 

3 2 17 

\P:  \ 

ATESVILLE 

WSIC* 
1  100 250  u MBS Southern 5 

20 

3 20 3 5 3 5 
\l':\\ 

tRBORO WCPS 

700 lkw-D 
Dora-Clayton 34 10 6 12 

X*
 

9 15 

UP:T IOMASVILLE 

WTNC*- 

790 
lkw-D 

i  ontincntal 24 

12 

24 10 10 6 UP;Se 

.YON WTYN 

WADE 

1580 

1210 

250  w 

lkw-D 

  === 

28 

4 28 2 7 

1« 

% 2 7 

I  P 

ADESBORO KBS Walker 1 

44 

2 12 

4*
 

3 

10 

I  P;T 

ALLACE WLSE 
1  100 250v, KBS 7 

28 

2 18 5 

14 

6* 

3 14 6 AP;LW 

ASHINGTON WHED 1340 250w KBS % 42 7 

25 

5 15 

x» 

3 3 

UP 
WRRF 930 5kw ABC Walker 8 37 5 9 7 22 2 2 6 AP;T 

AYNESVILLE WHCC 1400 250* M.K Continental 7 8 1 20 

:: 

8 3 1 3 
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NORTH       CAROLINA       [continued) 
DAILY  HOURS 

WEEKLY  HOURS 

City                          Call  letters       Freq. Power 
Natl 

network National  rep Network 

Post- 
mld 

Pop 

music 
Concert Folk 

Relig 

News 

Sports 

Home- 

making 

Farm Foreign     Negro Services 

WHITESVILLE               WENC        1240 M,K Thos.  Clark 5 — 21 8 

32 

7 

i:, 

1* 

1 6 

11 

AP;T.LV   ll 

CO,Se 
WILLIAMSTON             W  1  \  M          900 

lkw-D KBS 36 

:: 

14 8 8 

14* 

2 2 

10 

UP 
WILMINGTON              WGN]         1310 250w MBS Walker 4 

74 

2 3 14 

3* 

1 3 

UP;T 

WMII)         630 
1U 

CBS 

Burn-Smith 14 X — 
.... 

10 16 

10* 

4 7 

UP 
WILSON                           Wi.TM         590 

:.ku 

Walker 

;; 

22 11 24 a 11 

!• 

3 7 
1  P:T 

Si 

\\  \  OT       1420 1-D,500-N MBS 4 21 .... 7 6 

5« 

24 

14 

AP 

WfNSTON-SALEM       WAAA        980 
lkw-D 

Km  in.' 

__ 

14 

.... 

25 
.... 

84 

W  MR*      1340 250w 
\iu: 

Meeker 6 % 

60 

13 10 13 

X*
 

.... 2 7 AP;W 

WSJS*        600 5kw NBC Headley-Reed 9 

36 

4 

13 

7 16 

2» 

% 5 y* UP;LW 

NO   INFORMATION:   Ahoskie,    WRCS;    Boone,   WATA;    Canton,   WWIT:    Clinton,   WRRZ;    Con 
Goldsboro,   WEQR,   WGBR;    Greensboro,   WGBG,   WPET;    Lenoir,   WJRI;    Lexington,   WBUY 

l      ..   WMBL;   Newton,  WNNC;   Oxford,  WOXF;   Rocky  Mount.  WFMA     Salisbury, 

KJ  f\  D  T  u      r» 

cord,    WEGO;    Forest    City,    WBBO;    Fuq 
;     Lumherton,    WTSB :     Marion,     WBRM: 
WSTP;    Sanford,   WEYE;    Shelby,    WOHS 

r\    U    rfc  T   A 

3pi  in---.    V7FVG;    Gastonia.    \\  1 ." 
Monroe,     WMAP;     Mooresville      WHI 

:    Winston-Salem,    WTOB. 

i. 

1 

DAILY  HOURS 
WEEKLY   HOURS 

/ 
N      t 

nil 

city 
Call  letters 

Freq. 
Power 

Natl network        National  rep 

Post-      Pop 

Network    mid      music Concert 

Folk 

Relig 

News Sports 

Home- 

ni  ik  inn 
Farm     Foreign 

DVE 

Negro         Services       ■». 

BISMARCK KFYR 550 5kw NBC     Blair 11                  9 6 20 7 

14 

3« 

.... 10 

UP;T 

ITI 

DEVILS   LAKE KDLR 1210 250w M.K     Lawson 6                 18 8 7 7 13 

6» 

2 6 
N-.W 

Kl 

DICKINSON KDIX 1230 250w KBS     Holman 

37 

3 21 II 20 

5» 

5 6 
_       UPLAP;S  |) 

FARGO KFGO 790      5kw ABC     Boiling 

in 

15 

Id 

GRAND    FORKS 

KVOX 1280 lkw MBS    Walker X 1       72 9 :: 5 15 

in- 

2 3 

UP 
WDAY 970 5kw NBC    Free  &  Peters 8 23 5 15 1 24 2 2 

16 

\l'.l  IVl 

KM  (• 1440 1-D.500-N CBS     Everett-McK 8 33 5 2 4 17 2 1 2 

AP;T 

KNOX       1310      5kw M,K      Rambeau 
35 20 

15* 

12 

HETTINGER 

JAMESTOWN 

KNPC 
KKY.I 

1490      250 w Lawson 

30 
1(1 

24       14 21 

16 

1400      250w 
M.K 

12 14 

In- 

AP;St       few 

ION 
kCI 

■-,'• 

W 

UP 

KSJB 
'iiiii 

5kw CBS Wnil 

11 28 

6 3 9 

16 

4 4 7 
1  IMP 

MANDAN KGCU 1270 1-D.250-N M,K Walker 

10 

22 

3 8 7 6 

i;;- 

2 AP;LW 
MINOT KCJB 910 lkw CBS 

Weed 8 

19 

15 4 8 28 

10' 

2 5 
UP;A 

KLPM 139(1 5-D,l-N MBS Walker 8 16 2 6 

15 

20 

4* 

3 3 y2 AP;W 
VALLEY    CITY KOVC 

1  19!) 

2."i(ln 
M.K 8 35 4 6 10 16 X 2 4 .... 

St 

WILLISTON 
KWI'.M 1  1,11 

250w 
KBS 60 4 16 2 15 

7' 

6 22 UP;  St 

OHIO 
DAILY  HOURS 

WEEKLY   HOURS 

r  ,t» 
Call  letters       Freq. Natl network National  rep 

Post- 

Network    mid 

Pop 

music     Concert 

Folk       Relig 

Home- 

Sports    making      Farm     Foreign     Negro 

Services 

AKRON \\    \l>< 

\\  \K!<* 

1350      :.ku 
1590      5kw 

(  BS      lli.Hingbery  11 

\BC      Weed  4 

\\(  I  I         1150       Ik     li 

WIIKK        640       Iku 

Pea 

MIS- 

ALLIANCE 

ASHLAND 

ASHTABULA 

ATHENS 

BELLAIRE 

BELLEFONTAINE 

CAMBRIDGE 

CANTON 

ttl  Ml        1310       II  ..  D 

\\  VTC      Iiiii      250 
\\  H   \ 

83 9 3 12 

23 

6 3 1 2 

UP;W 
(.2 

2 6 15 

2* 

2 3 1 
UP,AP 72 5 16 

UP 

)!  ' 

14 14 

11 

X 3 

UP 

30 

20 

13 

x* 

970      5-D,l-N 
\\  Mil 
w  m;\ 

WOHP 
will 

CHILLICOTHE 

SYMBOLS: 

W  \\l) 
W(  MW 

W  [IBC* w  i:i  \ 

970  lkw-D 
1290  Iku 

1390  500w-D 

1270  Iku  I) 

900  500w-D 

1060  lkw-D 

MHO  ")kw 

McGillvra 

Everetl  Mi  K (  "Hi inental 

WBS    Hollingber) 

AP;LW.V 

51 

50 

50 

20 

8 

3 

12 

KBS 
KBS 

KBS     Best 

16 

10 

6 9 12 11 

13 5 

16 

19 
22 7 

17 

2 

6 10 12 

23 

7 4 4 
7 8 13 

3« 

1 

AP;T 

4 4 

1  P;T 

2 UP;Se 

2 

10 

y*     UP 1 

AP;T 

2 AP;St 

\i',i: 

McGillvra 

V,R&Mc< 

in 

13 

\l*:Si 
18 

I  190      250 w A,K      Granl 72 

12 1 2 I\S:\\.T 

6 17 

11* 

4 2 % 

AP 

12 6 

!• 

1 2 3 

UP 

\    '  am-fm    station 
/       fm    station 

D — daytime   power 
N — night  power 

•    local   sports  covered 

t    Mcx.   Span,   included 

x     figure    unspecified 

category  unclaimcc 
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Q  ||   |  Q     (continua
l  i 

DAILY  HOURS WEEKLY  HOURS 

RADIO 

City Call  letters       Freq. Natl network National  rep 

Post- 

Network     mid 

Pop 

music     Concert      Folk 

Home- 

Relig        News       Sports    making      Farm     Foreign     Negro 

s.  rvire* 

INCINNATI WCIN 

I  i;',o 
lkw-D 

2 3 

32 

7 2 

HI 

INS WCPO 1230 250« 
MBS Branham 1 1 91 3 

11 

2* 

UP WKRC* 
550 5-D,l-N CBS k.ii/ 

X 1 45 12 

__ 

17 2 2 11 
AP;Se 

WLW 700 50kw n  i!( : 
Crosley 

8 24 48 8 

30 

14 19 1 4 10 — 
AP,INS;T 

WSA1 1360      5kw ABC     Weed 1       12 
I   l':\\ LEVELAND WDOK*     1260      5kw Everett-McK 4     100 23 

WERE*     1360      :.U V,R&McC 
1       75 

WGAR       1220      50kw CBS     Chrislal 24     102 15 

7 

10 

16 6        _      INS.UP \1',INS:M 

%       UPJNS 

Wllk* 
1420      5kw 

MBS    Headley-Reed 
53 11 

\l' 

W.I  MO        1590       lkw-D United 60 14 75 

\\  I  \\ 850      5kw ABC    Katz 

15 

18 
17       UP;St 

WSRS        1490      250w Forjoe 24      50 

21 

20       AP,1NS;A 

OLUMBUS WBNS       1460      5-D,l-N CBS     Blair 53 13 

AP 
WCOL*     1230      250w 

ABC    H-R 
1      60        15         13        11 19 AP 

WRFD       (See    WORTHINGTON) 
WTVN        610      5kw MBS    Katz 50 17 

A11;LW.\\ 

WVKO* 
i ;.}!() 

lku-I) 

Forjoe __ 

70 

14 

4» 

12 

UP;St,C 

AYTON WING 
i  mi 5kw ABC 

H-R 
4 y2 49 — 10 3 5 3 y2 W 

WONE 
9!',() 

5kw Headley-Reed 
_ i 

Kill 

5 18 6 6 

2* 

3 

AP;C 

EFIANCE WONW 1280 500w 
Devney 

53 

Hi 

20 6 

13 

4* 

4 

AP;A 

OVER WJER 1450 250w 

KBS 

35 26 2 8 14 

6* 

12 6 

UP;T,W 

tST  LIVERPOOL WOHI 1490 250w A,K X 

77 

3 4 15 X 

1  1- 

5 5 3 

AP;W 

LYRIA 

WEOL* 
930 lkw Walker 74 21 4 8 4 2 1 

1  P;T 

DSTORIA 

WFOB* 
1 130 Ikw KBS 89 3 

30 

3 9 

5' 

.... 2          1 2 UP;W,Se,C 

REMONT 

WFRO* 
900 500w-D 

Best .... .... 30 4 6 5 10 

1» 

2 2 UP;  St 
ALLIPOLIS WJEH 990 

250w-D 
KBS W.    S.    Grant .__- 12 2 

12 

12 9 

3* 

2 

12 

3 

UP;W 

AMILTON WMOH 1450 250w KBS Grant 

70 

9 5 8 

17 

2» 

2 5 % 1  P;LW.Se 

IONTON WIRO 1230 250w MJC McGillvra 6 :;:, .... 

14 24 

11 4 _.. 12 UP;KBS 
\CKSON WLMJ 1280 

lkw-D 
KBS Davis 

.._ 

20 

6 8 

10 

4 

X* 

2 2 

I  P 

4NCASTER WHOK 1320 
500w-D 

35 3 

12 

8 10 

9' 

5 6 

UP;T 

MA 
WIMA* 

1150 
lk« 

ABC Weed 4 75 8 ___ 6 15 

25' 

8 8 

AP 
ARIETTA WMOA 1  190 250w MBS McGillvra 47 2 3 12 15 6 2 5 

AP;Se 

ARION 

WMRN* 
1490 250w ABC __ 10 12 5 7 

1» 

3 9 

UP 
IDDLETOWN WPFB 910 1U Webb i 30 8 

25 

11 T 1 

AP;T 

EWARK 

WCLT* 
1430 500w Meeker 

10 

25 

2 4 

12* 

5 4 

AP [QUA 
WPTW 1570 

250w-D KBS Best 

49 

11 4 6 9 

10* 

1 4 
AP;W 

0RTSMOUTH WNXT 1260 5-D,l-N ABC Everett-McK 6 

y2 

55 7 9 5 

19 

15' 

% 2 

UP WPAY* 
1400 2:.o« CBS V,R&McC 10 „.. 30 3 1 3 29 

4* 

4 1 

AP 
'RINGFIELD WBLY 1600 

lkw-D McGillvra — 70 1 1 1 3 3 A 
W  l/l 13 10      250w 

ABC    H-R 
50 

rEUBENVILLE 
DLEDO 

3       AP;W 

WSTV*      1340      250w MBS    Avery-Knodel 80 21 

%       1  P 
WOHO       1170       lkv Pearson 15 18 18 

WSPD*      1370      5kw NBC    Katz x       %       52 15 y2 \IM.W 
UPJNS; 

I  w 
WTOD 

1560 lkw-D 
Forjoe 55 9 12 2 3 

x» 

5 2 6 4 AP;LW 
ARREN WHHH 1440 5kw MBS Rambeau 3 2 

49 

12 

4 14 13 

4» 

2 2 1 10 

AP;A 

ASHINGTONC.H. WCIIO 1250 
500w-D KBS Best 28 2 19 11 2 

3» 

3 6 AP;Se 
ORTHINGTON WRFD 880 

5kw-D 
Meeker 35 5 4 

10 

7 

2» 

4 21 
\I":T 

OUNGSTOWN WBBW 1240 250« ABC Weed 4 1 

f,0 

5 6 7 20 5 2 3 1 AP 

WFMJ* 
1390 5kw 

NBC 
Headley-Reed 7 1 50 6 4 2 14 

4« 

2 3 4 AP;UP;T 
^NESVILLE WHIZ 1240 250w NBC Pearson 11 30 4 10 3 2 2 St 

)    INFORMATION:   Cincinnati.    WCKY;    Cleveland,    WTAM;    Coshocton,    WTNS;    Dayton,   WHIO;  Findlav,  \YI  I  V 
^.ringneld,   WAVI;   Toledo,   WTOL;   Wellston,   WKOV;   Wooster,  WWST;   Youngstown,  WKBN. 

OKLAHOMA 
DAILY  HOURS 

Mansfield,  WMAN  ;  Mount  Vernon,  WMVO;   Sandusky,  AVLEC; 

WEEKLY  HOURS 

City Call  letters Freq. 
Power 

Natl network        National  rep 

Post- 

Network    mid 

Pop 

music Concert Folk 
K  ■  1  ■  il 

Nows 
Sports 

Home- 

making Farm 

Foreign     Negro        Service's 

3A KADA 1230 250w A,K     V,R&McC 8 X X 

AP;ST 

.TUS KWHW 1450 250w MBS    Pearson 3      _ 40 7 20 4 

16 

x# 

2 2 _      AP 

IDMORE KVSO 1240 250w AJK.M  V,R&McC 9      _ 41 8 6 

10 

15 

5» 

2 5 1      AP;W,Se 
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RADIO 

OKLAHOMA       [continued) 
DAILY  HOURS 

WEEKLY   HOURS 

City 

CHICKASHA 

CLINTON 

Call  letters       Freq. 
Natl 

network       National  rep 

Post-      Pop 

Network    mid      music     Concert      Folk      Relig 

Home- 

News       Sports    making      Farm     Foreign     Negro 

KWCO       1560       1-D,250-N        M,K     Best 
60 30       10 23 AP 

KWOE       1320       lkw-D 
      Best 

01 

TORT 

TH  El 

DUNCAN 

EN  I D 
KKHD       1350       250-D 
KCRC        1390       lkw 

M.K 
V,R&McC 

7 35 .... 

26 

6 11 

12* 

5 2 
-     y4 UP;W 

\.k Pearson 6 36 7 8 2 

i:i 

6* 

2 2 

AP;W 

kt.W  \ 960       lkw MBS    Y.R&McC 40 12 33 

UP 
FREDERICK 

GUYMON 

LAWTON 

KTAT        1570      250w-D KBS     Best 35 15 

M,\\        1220       lkw-D 

Me-i 

I  I 12 UP;T/W 

SON 

pfi 

k-\\0       1380       lkw A,M     Pearson 
30 17 

30* 

3      UP:WJJ 

St 

McALESTER KNED        1150      1-D.500-N 
i\  ii -in 

60 

25 

11 
AP;W,T 

KT.MC       1400      250w A.K.M  V,R&McC 
MIAMI KGLC 910       lkw KBS 

75 

12 
1  l':l  \Y 

MUSKOGEE KBIX 

KMUS" 

1490      250w A,K,M  V,R&McC 
45 12 8      UP 

1380       1-D,500-N Pearson 116 

14 

10      1  l':\\ OKLAHOMA  CITY KBYE 

KOMA 

890       lkw-D KBS     Radio-Tv;   DC 
10       48 

2      UP 

)0 

1520      50kw 
CBS     Avery-Knodel 

19 

:■: 

1 1 
UP; W.St  SE6U 

KTOK        1000      5kw Mil.      liavnirr 

26 

AP 

.EM 

KTOW         800      250w-D Rambeau M 11 

Wfd 
930      5kw NBC    Katz 

:;<) 

L6 

x* 

UP,AP;S 

OKMULGEE KHBG       1240      250w M,K 

22 

13        18 

17 

\P 

,U'' 

PAULS   VALLEY^ 
PONCA   CITY 

PRYOR 

KVLH        1470      250w-D KBS     Best 

.11 

17       10 13 

'i 

%      UP;LW 
WBBZ        1230      250w MBS    Pearson 17 

17 

30 

16* 

\P:\V KOLS        1570      250w-D KBS     Best 

2:: 

28       12 1  1 

\P:».- 

SHAWNEE k  ( .  I  F        1450      250w MBS    Best 

;i2 

15 

It) 

20 5      AP;LW 

STILLWATER 

TULSA 

KSPP 780      250w-D 
KFMJ        105!)      lkw-D 

MBS    Thos.  Clark 
      Bollins 

32 
I  P-t.W 

60 12 
1  l':T 

KOME       1300      5-D.l-N  KBS     Gill-Perna 

KRMG~    740      50-D,25-N KTUL 
KVOO 

51 

23 

14 

1430      5kw 

ABC     Blair   

~CBS     Avery-Knodel 

II 

I  1 

12 15 

AP;A 

i:; 

10 10 I  P:\\ 

« 

1170      50kw NBC     Petry 24      55 

13 

15 

INS.I   I'; 

St.W 

WEWOKA 

WOODWARD 

KWSH 

k-IW 

1260       lkw A,K      Venard 
28 

10 

10 % x       AP;St 

1 150 M,K      Pearson 

29 

8        15 

x* 

\P:T 

NO  INFORMATION-  Bartlesville    KWON;    Blackwell,   KBWL;   Cashing,  KWHP;   Durant,    KSEO;  Elk  City,  KASA;  Hobart,  KTJS;  Hugo,  KIHN;  Idabel,  KBEL;  Norman,  KNOB  Ul 
Oklahoma  City,   KLPR,   KOCY;    Poteau,   KLCO;   Tri-City,    K7WSH;   Tulsa,    KAKC. 

OREGON 
DAILY  HOURS 

WEEKLY  HOURS 

Cty Power Natl network National  rep 

Post- 

Network    mid 

Pop 

music 
Concert      Folk      Relig         News 

Home- 

Sports    making Farm     Foreign     Negro         Services 

ASHLAND 

BEND 

COOS    BAY 

CORVALLIS 

KBND 
kt )( is 

KCOA 
kill  I 

250w 
Hill        lkw 

M.K 

COTTAGE   GROVE 

EUGENE 

KOMB 
k  VSH 

kl  RG 

KORE 

ki  <;\- 

1230  250w 

I2K)  250w 

13  19  '  0v> 
Mini  250v, 

M.k 

MBS 

Grant 

Grant 

LO 1  1 
io      in 

16 

AP 
I  I 

It, 

I  P:\\ 

;:: 

1  P 

McGillvra 96 

It) 

i:: 

lkw 

FOREST    GROVE 

GRANTS  PASS 

HOOD   RIVER 

KLAMATH    FALLS 

LEBANON 

McMINNVILLE 

MEDFORD 

KRW( 
kl   l\ 
k  1 1 1 R 

1600 

1280      5-D.l-N 
1  150 
590 

!50v.  I) 

A,K 

CBS     Weed 

.'7 

1  1 

16 

12 

9 

12 

17 

19 

3* 

UM'.Se 

i  p 

1    !':< 

\P;S| 

'  ,Ou 

MRS     lM,,nM,k 
5kw NBC     Meeker 

1340 

25kw 
MBS 

\  s  1  <  ■  - 

w.  s! 

Gran  I 
77. 

50 

60 

lo 

15 

Kill 

KG  \l 
KMCM 

fCBOY 

KMED 
k1)  IC 

117,0  5k  w 

I  !60  lkw 

730  lkw-D 

1440  5  1)1  N 

MBS    W.    S.    Gram 
KBS 

10 18 

105 

7 

16 

6 

4 

6 

10 

20 

I  • 
20 

1 

I 

10 I  P:\\ 

.A 

JT 

lli 

HE 

\P 

-l 

\I':\\.M.     i. 

I  1 

II) 

\P:\\ 

1    P 

\P:Se KBS     Cnniinrntal 
KBS 

\i«: 

250w 

\  I Meeker 

\\  .     S!     Gl   ml 

10 

63 
83 

14 

30 

15 

\P:\V 

\1> 

I  P;T,McG 

10 

l'P:IAV 

SYMBOLS: 
am-fm    station 

/       fm   station 
D — daytime   power 
N — night  power 

*    local   sports  covered 

t    Mcx.  Span,  included 

x     figure   unspecified 

  category  unclaimed 
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RADIO 

OREGON 
DAILY  HOURS 

(continued) 

WEEKLY  HOURS 

/ ^ i 1 

City 

VPORT 

RTH  BEND 

TARIO 

Call  letters 

KNPT 

KFIR 

KSRV 

Freq. 

1310 

1340 

1380 

Power 

lkw 
250w 

Ikv, 

Natl net»urk 

CBS KBS 

National  rep          Network 

Cont'l;  Ayers 

W.  S.  Grant           x 

Post- IBM 

Pop 

music 

85 

13 Concert 
11 

5 

Folk 

RcliQ 

Nows 
Sports 

Home- 

making 
Farm 

ForeiQn     Negro         Services 

\1 

8 

3 

2 

15 

15 

6- 

x» 

X AP;St 

Moore   &   Lund 

60 

in 

3 

18 

6* 

6 UP;I  W,Sl 

JGON  CITY KGON 1230 250u Meeker 24 147 7 5 6 14 

8» 

1    l':\\.M.\ 

IDLETON KWRC 1240 250w ABC 
Moore   &   Lund 9 __ 8 3 8 24 

6* 

3 

1    P 

tTLAND KIA 1190 50kw 
ABC Free  &  Peters 5 24 75 20 9 

10 

X 6 5 3 A 

KGON (See  OREGON  CITY) 

KGW 
KLIQ 

KOIN* 

620 5kw NBC 

Petry 

10 13 7 4 3 27 2 3 5 

AP 

1290 
lkw-D 

For  joe 

77 

7 

UP 
970 5kw CBS CBS  Spot  Sales 12 12 12 1 2 

26 

2 2 
\ll:St,W 

KPAM* 
1410 

lkw-D 
20 40 .   . 5 

W.A 

KPDQ 
800 lkw-D 

Webb 77 7 

AP 

KPOJ 1330 
5kw 

MBS Blair 9 38 3 

13 

4 24 

2' 

5 2 

l  P 

KWJJ 1080 lOkw Burn-S;   Young __ 

83 

2 1 8 

20* 

3 _      INS 

>MOND KJUN 1240 250w ABC McGillvra 10 _. 20 

14 

5 2 

AP;I  W 
5EBURG KRNR 1  190 250w CBS W.    S.    Grant 7 15 3 7 2 8 2 2 2 AP:Sl 
.EM KGAE 1430 

lkw-D 
Holman .._ 48 6 9 2 7 y2 

UP;LW 
KOCO 

1  I'tii 

250w Rambeau 84 9 1 6 7 

12* 

1 2 

UP 
KSLM 1390 lkw MBS Everett-McK 7 1 

30 

32 11 20 21 

3*
 

1 6 
UP;W,LW 

LAMOOK KTIL 1590 250w KBS 
Con'tl;    Keating 3 60 3 12 4 

13 

3* 

6 9 4                 AP 

INFORMATION:   Albany,    KWIL:    Astoria,   KAST.    KVAS:    Baker.   KBKR;    Coquille,   KWRO;  Grants  Pass,  KGPO;  Klamath  Falls,  KFLW;   La  Grande,  KLBM;   Portland,  KBPS, 
FM,   KXL;    Prineville,    KBCO;    Roseburg,    KKXL;    Springfield,    KRGA ;   The   Dalles,    KODL. 

PENNSYLVANIA 

DAILY  HOURS WEEKLY  HOURS 

City Call  letters       Freq. Natl network National  rep 

Post-       Pop 

Network    mid      music     Concert      Folk 

Relig 

Home- 

Ncws       Sports    making      Farm     Foreign     Negro 

Services 

LENTOWN 

TOONA 

AVER   FALLS 

WAEB 790      500-D.l-N         Radio-Tv 
Krp- 

90 

6 18 4 12 

12* 

1 4 _     UP 

WFMZ* 100.7      48kw GMB 
7 

62 

1 4 _ A 

WGPA (See  BETHLEHEM) 
WHOL 1230      250w                CBS 

Raymer 
9 52 6 1 3 12 2 3 % y2 

UP;T 

WKAP 1320      lkw                   Weed .... 46 7 44 3 9 

2* 

3 3 % 

AP;A 

WFBG 1340      250w               NBC 
II-K 

7 1      30 5 4 3 7 2 3 2 
AP;W 

WVAM      1430      lkw CBS     Weed 35 

13 14 

WBVP       1230      250w 71 18 15 

15' 

I  PjSt   

AP,UP;St, 

rHLEHEM WGPA*     1100      250\v-D 14 

15* 

1       UP;T,C 

DOMSBURG WHLM 550 500w 
Raymer 

% X — X 8 X 

X* 

2 9 .... — 
AP,UP;W, 

LW 

ADDOCK WLOA 1550 
lkw-D 

.... .... .... .... 
ADFORD WESB 1490 250w MBS 8 36 8 6 

16 

3*
 

4 % 

.   . 

\l\  1 
TLER 

WBUT* WISR 

1050 250w Gill-Perna 

60 

8 3 8 

2* 

2 AP 

680 
250w-D KBS . — 50 12 6 8 7 

1* 

3 6 

UP 
RBONDALE WCDL 1230 240w 

KBS 
Cooke .... 63 8 

15 

2 4 

2* 

1 8 6 UP;W 

RLISLE WHYL 960 
lkw-D 

KBS 60 12 10 2 1 2 

1  P 

ESTER WDRF 1590 lkw .... 2 42 6 8 2 8 

6' 

5 1 18 

UP 

WVCH 740 
250w-D 

W.-l.li 
35 

16 10 18 

8 % 
2 

UP 

EARFIELD WCPA 900 
lkw-D 

— 

32 

5 3 8 II 

3*
 

2 

UP;C.I  W. 
T 

ATESVILLE WCOJ 1420 5k  w 50 2 8 3 3 

2* 

3 2 UP;Se 

NNELLSVILLE WCVI 1340 250w KBS 

86 

5 8 6 

Hi 

4"
 

3 3 4 

1   P;1 

UDERSPORT 

WFRM* 
600 

500w-D 
35 14 11 4 5 

1«
 

8 6 

% 

\r-.,\\ 
YLESTOWN WBUX 1570 

250w-D 
KBS Indie  Sales 23 5 6 5 6 1 8 \l':\\ 

BOIS 

WCED* 
1230 250w CBS McGillvra 9 

L'8 

4 4 

12 

16 

12* 

2 2 1 

1   P;S 

IE 

WERC* 
1260 5kw ABC Weed 6 1 

42 

If. 

3 9 17 

4* 

3 2 

1   P 

WIKK 1330 5kw ABC H-R 8 35 3 19 2 3 1 1 

\1':LW 

WJET 1570 250w-D 
Forjoe 

60 2 11 8 1 1 2 1 

\l\St 

WLEU* 
1450 250w M,K 

^  ounp 

5 

24 

8(1 

13 3 3 7 5 \r 
RRELL WFAR 1  170 500w-D KBS 

70 

5 8 1 % 2 

AP 
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JOHNSTOWN 

City Call  letters 
Freq. Power 

Natl 
network        National  rep Network 

Post- 

mid 

Pop 

music 

Concert Folk 

Relig 

News Sports 

Home- 

making 

Farm 

Foreign 

Negro 

Services 

GETTYSBURG \\  ( .  1    1 ]  150 
250w 

KBS 

60 

19 5 6 

i:> 

X'
 

2 6 — \I':W 

HANOVER \\II\R L280 
I -I  )..">(  ii  i-N 

MBS 5 

49 

5 12 

13 

21 

8' 

3 

__ 

1    l':Sl 

HARRISBURG 
\\i  MB 1  160 

5k  W MBS    Cooke 4 1 

:,n 

3 4 7 14 

2' 

4 % 
AP;T 

PENNSYLVANIA       (continued) 
DAILY  HOURS  WEEKLY  HOURS 

Home- 

Sports    making      Fi 

~x*        2 

8- 2'
 

3  2 
7*   ~     1 

~5*~ CBS  Weed                       9        1  50  8  22  10*        2  1 

Wt.RO  1230  250w               A,M  Radio-TV  Reps       6        1  74  3          2         8  14  9*       --        % 

W  I  \C*  1400  250w               NBC  Young   6        1  58  7          6         5  17  6' 

WADP  960  500w-D           KBS   _  32  21  1        4  9  7* \\  \CB_ 

\\  I    \\ 
\\  I  SH 

W  \KU  1570  250w-D           KBS      42  3  1  8          2*         1   1_ 

W  I  BR*  1270  lkw    Burn-Smith  32  12        19       11  8  6»        2          1 

WKVA  920  lkw-D            ABC  GiU-Perna   4_  18  10       ....  5  2*        2         7 

WMRF  1490  250w   NBC  Burn-Smith              8      Vi  30  4        10        7  11  x*         2          7 
WBPZ  1230  250w               MBS  McGillvra                8      _  40  15        11       _  24  12*                   3 

WHP* 

580      5kw                CBS 

Boiling 

11 1 

13 

5 2 2 16 3 2 4 — _       AP.UP; 

St 

HAZLETON \\  \/l 1490      250w               N,M Raymer 
8 % 49 1 2 4 14 T 1 1 4 

AP:W HOMESTEAD W1IOI) (See  PITTSBURGH) 

INDIANA W  D  A  D 1  1 .".()      250w               C,K 9 38 2 14 

5* 

2 — 

UP 

2      UP;W 

2        _       INS 

AP 

KANE 
_       AP;T 

KITTANNING 

LANCASTER 

LANSFORD 

LATROBE   
LEBANON 

LEWISTOWN 

1380 lkw-D 
      Rambeau 

50 

.... 1 9 3 3 

AP;T 

1390 lkw A,M     Headley-Reed 6 % 43 19 3 19 16 

3* 

2 2 AP;LW 
1410 

lkw-D 
Everett-McK 67 1 5 4 7 

2» 

2 2 
UP;A,T 

AP,W,T 

I    l';W 

LOCK    HAVEN 

PHILADELPHIA 

UP;W 

AP 

McKEESPORT WEDO         810 
lkw-D 

      Rambeau X X X 

3* 

1                      \I':T MEADVILLE WMGW*   1490 250w ABC 6 70 4 2 2 14 

2* 

2 2 UP;W 

NEW  CASTLE WKST       1280 lkw MBS    Everett-McK 9 46 2 4 6 

If, 

3* 

2 3 

UP 
NORRISTOWN WNAR      1110 

500w-D 
44 2 15 5 6 

3* 

6 
AP:Se 

IO  W 1060      50kw NBC    Free   &   Peters 83 13 UP-INS 

WCAU*     1210      50kw CBS     CBS  Spot 24      51 II 18 

WDAS       1480      lkw Forjoe 28 14 17        90       AP 

AIM  P; 

LW,A,(| 

WFIL*        560      5kw ABC    Blair 65 

22 

UP;T,A 

WFLNt      95.7      20kw GMB 
Hill 

10 _      UP 
\\II\T*     1340      250w Indie  Sales 1     120 

ID 

16        90       AP 

WIBG* 

990      lOkw Radio-TV  Reps. 85 23        15 

I   I' 

W'JP 

610      5kw MBS    Petry 24     110 

x* 

WIM.I        1540       lkw-D McGillvra L2 

r> 

34 

7      AP:Se 

WWR       (See  NORRISTOWN) 

VPKN* 

950      5kw Gill-Perna 

2      Id" 

18 AP,UP 
Will 

860      250w-D Webb 

i:; 

', 

29 

PITTSBURGH 

PITTSTON 

POTTSVILLE 

PUNXSUTAW 

READING 

RED  LION 

ST.   MARYS 

klik\*      1020      50kw NBC    Free  &  Peters 24      64 

17 

k<>\ 1410      5kw CBS     Raymer 10      %      38 II 15 y2 
UP;W 

WCAE       1250      5kw Katz 1     100 INS 

WEDO       (Se.    McKEESPORT) 
WIIOI) 

WILY 
860      250w-D 

For  joe 12 52 52      UP 

1080       lkw-D Stars  National 18 
60       . 

WJAS*      1320      5kw ABC     H-R 

;;i 

21 UP;LW 

Wll'\  ^WASHINGTON) 
WKJFt       93.7      40kw 125 

in 

W  PIT 
730      lkw-D 

Forjoe 

I  ' 

12       35 

I  I' 

w  WSW* 

w  I  ■  l  - 

970      5kw Blair 24       44 

II 

1 

II 

I   I" 

1540      lkw-D hulir    S;ilfs 

>,ll 

12 12 

x* 

II 

I    l':W WI'WI       1450      250  w M,K     Everett-McK 70 

.-,ii 

15 

15* 

UP;A 

NEY 

WPPA 
W  PME 

1360 

[540 

lkw 

lkw 

W  I ■  X >        1300       lkw-D 
Will lkw 

Will   \l       1210       250 w 

. 88 

16 

3 8 X 

20* 

5 1 1 

AP 

50 6 4 

12 

X 

2* 

3 2 
AP;T 

MBS    McGillvra 3 

in 

1 6 8 5 

5' 

2 3 UP;Se 

ABC    Headley-Reed 6 

37 

14 11 6 14 

4» 

3 7 2 % 

UP;A 

CBS     H-R 
35 

in 

12 

\P 
Wi:\W       1340      250w 

WG<  I!       1440       II      n 

NBC     Meekei 
8       % 

K<  nnedj 

SAYRE 
WKI'.I W  VTS 

1400      2,i  iw 

960       li      1 1 

Mi:- 

K  I  iv     1 1,, iii    Sali  - 

25 

in 

26 

14 

I   P;\V 
12       15 UP;C,Se 

12 

\P:Si 

40 
8        II 

12 

I    l':T SYMBOLS: \    '  om-fm    station 
/       fm    station 

D — daytime  power 

N — night  power 
•    local   sports  covered 

t    Mex.  Span,  included 

x     figure    unspecified 

category  unclaimed 
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The  Best    Formula    for 

Advertising  in  Philadelphia: 

MS 
Music  plus  News  plus  Sports  on  WIP  equals  sales. 

These  three  program  elements  are  today's  most 
essential  radio  ingredients. 

WIP  broadcast  more  music,  more  news  and  more  sports  in 

1954  than  any  other  Philadelphia  station. 

With  these  three  elements  dominating  our  dial  .  .  .  music  .  .  . 

news  and  sports  ...  it  is  natural  that  more  sponsors 

invested  more  money  on  WIP  in  1954  than  in  any  other 

year  in  the  station's  33  year  history. 

MBS 

I  liilioncil  r\epredeniaiii/eJ 

EDWARD  PETRY&  CO.,  INC. 

5,000  WATTS 

PHILADELPHIA  7,  PA, 

P    H    I    L    A    D    E    P    H    I    A    '    S  PIONEER         VOICE 

19S5  BUYERS'  GUIDE 47 



. 

PENNSYLVANIA      (continued) 

DAILY  HOURS WEEKLY  HOURS 

City 
Call  letters        Freq. 

Natl 

network 
National  rep 

Post- 

Network    mid 

Pop 

music 
Concert      Folk      Relig        News 

Home- 

Sports    miking Farm     Foreign     Negro         Service 

■; 

SCRANTON W   \KM 5kw                  ABC     Hollingbery 7 24     100 10 7 4 16 

5" 

2 1 % 

\l\l   I' 

WCDL i   \i;i:d\!»\I  l  i 
WI.BI 

910      ]-1).:,iki.\        CBS     Blair 11 45 6 2 5 

14 

2 5 X \P 

WQAN        630      500w-D 
Meeker 54 II 

MM   I 

LW,S 

M:- 

SHAMOKIN W  ISL 

118(1 

IU MBS 

Kuril"- 

8 23 7 3 3 12 2 % 

AP;LM  juiM 

SOMERSET WVS< 
990 250*  1 » KBS 

Indii'     Sale- 

30 

3 6 11 5 2 
UP;  St 

STROUDSBURG WVPO 

WKOK L240 

2~>0u   H 

Radio-TV  Reps 2 

in 

4 3 8 3 

12* 

5 2 

UP;A 

SUNBURY 250w CBS 11 

15 

7 4 6 15 

2» 

2 3 % \P 

UNIONTOWN \\  MBS 590 lkw CBS 
Mrrker 

9 30 3 10 1 

18 

4* 

1 2 

UP- 

WARREN \\  \  M. 
lk« -I) 

51) 

6 

_- 

X X 

2- 

3 3 
AP:T 

*SL:'
 

WASHINGTON 

WJPA* 

!  150 250w MBS 7 37 4 20 

5* 

2 2 5 

UP:W 

ORbl 

WILKES-BARRE \\  \/l - 1  \/l  1  l()\) _ 
\\  BAX [240 250w MBS Bm  n-Smitli : 25 3 3 

10 15 

2 5 2 

UP:\ 

wbbi 1340 250w NBC 
Headley-Reed 9 1       34 3 7 1 

13 

2 7 

AP;LW  m 

WILK 
9R0 5-D.l-N 

\r,( 
Avery-Knodel 8 1       58 6 5 11 

17 

3* 

5 2 1 
AP;T 

WILLIAMSPORT 
WLYi 

1050 
Ikw-D 

KBS Radio-TV  Prom 16 

12 

11 

15 

14 

:• 

10 

3 1 AP;T 

w  i:  \K- 

I  too 
250w NBC 

Everett-McK 10 

28 13 

2 8 12 

l* 

2 4 — 

AP WW  l'\ 
1340 250w 

CBS 
Burn-Smith 8 39 5 2 5 15 

5* 

2 W 

YORK WAOW 1250 
Ikw-D 

KBS For  joe 60 3 11 8 9 3 2 6 

AP;LW  ii 

WSBA 910 lkw A,M 

Young 

5 % 45 5 8 

If! 

4* 

6 4 
\P:\V.\ 

NO  INFORMATION:  Allcntown,  VVSAN;  Altoona,  VVRTA;  Apollo,  WAVL:  Barnesboro,  WNCC;  Bloomesburg,  WCNR;  Chombersburg,  WCHA;  Charleroi,  WESA;  Easton,  WE  rr- 
WEST;  Greensburg,  WHJB;  Harrisburg,  WKBO;  Huntington,  WHTJN;  Lancaster,  WHAT.:  M  FCeesport,  WMCK:  Nanticoke,  WHWL:  New  Kensington,  WKPA;  Oil  (  "^ 

Scranton,   WEJL,   WICK,  WSCR;   Sharon,  WPIC-   Tyrone,  WTRN;  Warren,  WRRN;   Waynesboro,  WATZ;  York,  WORK,  yRj 

W 

jci 

RHODE    ISLAND 
DAILY  HOURS WEEKLY  HOURS 

•Al 

Cltj 
Call  letters       Freq. 

Natl 

network National  rep 

Post- 

Network    mid 

Pop 

music 

Concert      Folk      Rclig        News 

Horn.  - 

Sports     making Farm     Foreign     Negro         Services 

NEWPORT 

PAWTUCKET 

PROVIDENCE 

W  \I)K  1540       Ikw-D 

\\I'\W  550       ikw-D 

WEAN11  790 
WICK 

KBS      Walker 

KBS      Ha, ill., an .if, 

1 

.;., 
1 1 16 

AP;W      jjc 

M 

UP 
5kw MBS    MR i,ii 

UP;A 

1290      500w-D 

70 

10 1  P B 

WJAR 920 

.">ku 

NBC     Weed 8 39 9 4 
2:s 

2 3 1 APJNS 

\\  PRO* 630 

:,u 
CBS      Blair 11 24 4 15 1 3 

WKIB L220 
Ikw-D 

Forjoe 

21 

6 3 8 

26 

A 

W  W(l\ -       WOONSOl  KET) 
WESTERLY wi  i;i 

KBS Walker 73 1 1 3 12 

5* 

1 1 

UP 
WOONSOCKET \\  WON 1240      250w-D Webb 

60 

20 4 8 25 

X*
 

6 1 6 AP;W 

NO    INFORMATION:    Providence,    WHIM 

SOUTH    CAROLINA 
DAILY  HOURS WEEKLY    HOURS 

City Call  letters        Freq. 

AIKEN 

ANDERSON 

BARNWELL 

BEAUFORT 

BENNETTSVILLE 

BISHOPVILLE 

CAMDEN 

W  \k\         990       tkw-D 

W  MM'       1230      250w 

W  \NS       1280       lk« 
W  B\W 

WBI  I 71(1 
960       lkw-D 

WBSC        1550       lOkw 

W  \GS        1380 

W  M    \ 

I 

Ikw-D 

SYMBOLS: \    '    am   Im    station 
I       fm    station 

Natl 
network        National  rep 

Rambeau 

CBS 

M.K       1 1<  \ ,,'  \ 
KBS 

KBS 

MB-     !■,.  ,        - 
KBS 
KBS 

D — daytime   power 
N   night  power 

Post- 

Network     mitl 

Pop 

music     Concert 

.'II 

Folk 

14 

Rnlla 

Home- 

Sports    iraklng Farm     Foreign     Negro         Services 

.M':W 

32 

30 

12 
14 

12         15         5 
1         16        3 
<>  .; 

30  9 
M 

4         18         7 

*    local    sports  covered 

Mcx.   Span,   included 

1« 

2 3 4 

[NS;1  W 

3* 

2 3 

1  P;Sl 

2 3 7 
1   l':T.W 

2* 

■  > 

J 

UP:W 

3» 

1 14 

M' 

x» 

4 9 

\l':\\ 

!• 

3 1 5 UP;W 

x     figure    unspecified 

category   unclaimc 
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RADIO 

SOUTH       CAROLINA       (continued) 

DAILY   HOURS  WEEKLY   HOURS 

,   A   .  ,   ,'.   
  t                                         ~\  t    

Natl                                                          Post-  Pop  Home- 
City                          Call  letters       Freq.             Power                  network        National  rep          Network    mid  music     Concert      Folk  Relig  News  Sports  making      Farm     Foreign     Negro         Service* 

iARLESTON               WCSC*      1390      5kw  "             CBS     Free  &  Peters         9      V2  27~      7        67  4  II  2  ~~2  1          2          j~  UP;W 
WHAN       1340      250w   A,K      Burn-Smith              6  1,5  8          2  11  J I  2  2        M>                             UP 
WPAL         730      lkw-D                         Forjoe;    D-C  30  15  25  55 

WTMA*    1250      5kw   NBC    Hollingbery             8  115  8  23  6'  2  1                     3       \  I ' 

|   WUSN       1450      250w               MBS    Interstate   4      24  100  20  2  x'  ~~50~     UP;A 
IERAW                       WCRE       1420      500w-D                                     _    18  5        13  30  x  2*  2          2                     5   UP;St,Se 

)LUMBIA                    WCQS*      1400      250w   ABC    Headley-Reed          6  45  2  8  20  8*  16      AP:W 

WIS*           560      5kw   NBC    Free  &  Peters  21  3          9  "     6  13  6  3          5                    3       VP;T,Se 
WMSC       1320      1U                 CBS     H-R                                24  50  2  9  18  2  ~i~                           7      UP;A,Sl 

  WOIC        1470       lkw-D                         Forjoe  5  1         13  3  3  6 ! 

LLON   WDSC         800      lkw-D             ABC    Gill-Perna    15  3          8  8  9  1  4                            I  P 

■SLEY   WELP       1360      lkw-D             KBS     Indie   Sales  14  37  9  3  3*  1                              I  P 

ORENCE                    WJMX        970      5-DJ-N           ABC    Walker                    6      ....  25  13         I-'  12  12  2  %          5                _5      UP;T 
  WOLS       1230      250w   KBS                  ._          1  69  4        10  10  6  2*  %                    9      UP;Se 
4FFNEY   WFGN       1570      250w-D           KBS                   „    22  2        13  5  6  1'  2          2                              UP;LW 

RENVILLE                 WAKE*     1490      250w               CBS     Pearson                  8  6  8  11  5»  6       A 

WMUU      1260      lkw-D  42        ....  33  17  1\-.\P;A, 

,   N.|\\ 

IEENWOOD                WCRS*      1450      250w   NBC    Clarke;    Ayers        8  30  2        18  8  11  x*  2                     3       AP;W,T,A 
WGSW      1350      lkw-D             MBS    Indie    Sales             2  10  16  14  6  2»  I           2                    10       UP 

\\  KS( 660 
5kw-D   Rambeau;  D-C 

17 

9 

;>,:>, 

6 4 

1* 

3 2 10 

\l' 

\VFB( 1330 5kw NBC    Avery-Knodel 10 y2 22 3 6 4 2 3 7 
UP;T 

w  \n;i: 1490 250w A,M     Cooke 
10 56 1 7 2 9 1 2 

\I':I.W 

(EER WEAB 800 
250w-D 

KBS 20 2 

13 

10 5 

2* 

5 3 3 
I  l';LW 

ULLINS WJAY 1280 
lkw-D 

KBS 28 

22 

10 

7 

1» 

2 2 __ 
\P:1  W YRTLE    BEACH WMYB 1450 250w N,K      Best 7 35 5 5 6 

19 

2' 

2 5 _ 
UP;T 

EWBERRY WKDK 1240 250w 
M,K     D-C 

8 33 7 20 7 10 

3* 

3 2 

12 

\l':\\.l 

tANGEBURG WDIX 1150 5-D..5-N A,M,KDevney 28 3 8 4 16 

3* 

5 8 \r 

WTND* 
920 Iku       Thos.    Clark 40 12 

28 

4 

24 

3* 

1 7 11 

UP:W 

)CK    HILL 

WRHI* 
1310 250« M,K     McGillvra \ 48 2 

23 

6 10 

15* 

1 7 2 
\l':\\ 

WTYC 1150 
lkw-D 

      Indie    Sales 32 3 14 5 8 2 2 11 

1  l>:T NECA 

WSNW* 
1150 

lkw-D 
KBS     Southern ._ 

28 

7 

21 

7 10 4 4 7 
1  P;LW,W 

ARTANBURG WJAN 1400 250w A,K,M 7 

13 

7 12 

13 

11 

4' 

3 6 

\I';W 

WORD 910 lkw NBC    Raymer 7 39 2 20 6 12 

20* 

2 3 3 \I':T 

♦MTER WSSC 1240 lkw ABC    Southern 7 30 

12 

18 

12 

3*
 

3 30 
UP;T 

>IION WBCU 1460 lkw M,K     Dora-Clayton 9 

21 

6 18 9 

22 

2* 

2 4 3 

1  l';W 

ALTERBORO WALD 1220 
lkw-D 

MBS 5 

32 

1 

18 

2 12 

12' 

3 6 
1  l';W 

i   INFORMATION:   Chester,    WGCD ;    Conway,   WI.AT; 
wtanburg     WDXY,   WSPA;    Sumter,   WFIG. 

Georgetown,   WGTN;    Har 

sville, 

wiisi       i    - 
tree 

W  D  K I ;    Lai 

:e   City, 

WJOT 
Lam  i 

WLCM;    Laurens,    WLBG; 

5^ FIRST   in  Programming  ! 

FIRST   in  Surveys! 

FIRST  in  Results! 

Wi w-PAL 
OF   CHARLESTON 

SOUTH   CAROLINA 

See  Forjoe 

or  Dora  Clayton 

[955   BUYI  ks'  GUIDE 
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1 

SOUT H    DAKOTA 
DAILY  HOURS WEEKLY   HOURS 

l ' 

I  '•, 
Call  letters 

Freq 

Power Natl network         National  rep 

Post- 

Network    mid 

Pop 

mus.c Concert 

Folk 

R<  In. 

News 

Sports 

Home- 

making 

Farm     Foreign     Negro         Services 

ABERDEEN KSDN 930 
IU 

\H<: 

Weed 
0 42 

17 

4 9 20 

6* 

6 10 AP 

c:; 

HURON 
KI.IX 1310 

\.k 

1    U  ■•■  -"11 
7 

16 

8 6 5 13 

X*
 

6 6 1                  AP;T 

-..-' 

MITCHELL koi;\ 1  190 
250w MBS 8 

32 

1 1 7 12 

16* 

3 UP;C,LW 
PIERRE KGFX 

630 
Lawson 

10 

UP 

RAPID  CITY KOI  \ 1380 

-■  . 

I  BS 

Headley-Reed 
7 Vi 20 7 6 1 

1" 

2 3 5 

AP.IT:' 

W 

SIOUX    FALLS Kl  1  o 1320 
5kw 

NBC 
Raynur 

1 30 4 19 

3* 

2 6 _        _      UP 

KISD 1230 250w KBS 
<  ooki 

50 24 

13 

5 

11 

6* 

', 

\1' 

KSOO 11  HI 10-D.5-N VBC \\rv\  -Knode] 7 1 25 

18 

10 

15 22 

2« 

3 25 _.        \P:T 

IWF 

WATERTOWN k\\  \  T 
950 

Ikw M.K Gill-Perna 1 16 12 

19 

12 21 

<•' 

5 UP;Sl 

YANKTON WIN  \\ 

".70 

5k  w 

1  BS 
Katz 10 25 3 16 8 17 2 5 10 

I  P.AP; 

LW.<  .( 

IU 

NO    INFORMATION: Deadwood,    KDSJ  :    Ri pid    City,    KICSK;    Si<,ux    Palls,    K 1  Ho. 

y. 

TEr 

r 

JNESSEE 
0AILY  HOURS WEEKLY HOURS 

City 
Call  letters 

Freq. 
Power Natl network National  rep Network 

Post- 
mid 

Pop 

music Concert 
Folk 

Rtlig 

News 
Sports 

Home- 

maklng 

Farm Foreign     Negro 

Services         ML 

BRISTOL 

WOP1* 

1  190 
25()w 

Mil 

Burn-Smith 8 

32 

2 3 12 15 

4» 

% 2 

\l':l  W 

CHATTANOOGA \\  VGC 1  150 
250  w MBS Walker 5 

55 

4 7 6 12 

35* 

2 2 .... \I':1.W       ILIC 

\\  \l'(l 

11. '.0 

5-D.l-N 
\i;i 

Avery-Knodel X 35 5 

17 

10 12 3 3 2 9 

I  P;T           API WDEF 1370 
5kw 

NB( 
Branham 5 51 7 

11 

8 10 

3' 

5 

30 
1  P 

W  DXB 

\\  NIKS 
1490 250» 

For joe 40 2 

50 

25 5 3 12 
\I\UP 

126(1 Ikw-D 
Pearson 1 24 42 3 

2« 

5 

3 

7 

91 

6 CLARKSVILLE WJZM 1  100 250w 
M,K 

Rambeau 4 9 7 18 7 15 T 

y-i 

\I':T 

I  P 

ITU 
CLEVELAND WBAC 

1310 
250w MBS 1  i.ii.i ■(  la\  Inn 7 

60 30 20 

in 

1» 

2 1T1 
COLUMBIA WKRM 1340 250  u M.k Walker 28 1 

18 

9 

25 

In- 

1 5 2 IK 
COOKEVILLE W 1 11  B 

1  Kill 250  u 

(  ,K 

(  on l  mental 8 

28 

2 

16 

9 18 

4- 

% 1 

I  P 

ELIZABETHTON Will  1 L240 
250  w 

MBS 
7 .... 

60 

30 20 10 

1* 

2 7 
.... 

1  P 

A 

FAYETTEVILLE \\i  ki; 
1210 

250u M.k 7 

16 

3 11 5 

2 

15 

10 

7 

X 

1 3 

2 7 

\P:T 

A' 

FRANKLIN \\  \i.(. 950 Iku    II 
36 

GALLATIN WINN IOIO lkw-I) 
KBS Indie    Sales 20 55 8 10 

3* 

4 3 

I  P 

EJ 

JACKSON \\ll\l 1310 5kw M.k Burn-Smith 6 1 

23 

1 37 6 20 3 1 

14 

%        21 1    l':\\ 
\\  1 1  - ' 

1390 

1U ABC Branham 7 !6 5 1  1 20 

15 

18' 

7 4 
AP;T 

JOHNSON    CITY \\  ETB 

Willi 
79  i 
910 

Ikw-D 
5k  w 

McGillvra 38 7 12 10 10 

;■ 

2 3 1 

\P:\\ \BC 
Peai  son 45 9 9 8 

15 

5» 

2 1 AP.UP;L\UE 
KINGSPORT WKIN 1.320 

5kw-I) 
KBS 

Ramht-au 
35 6 25 12 7 

3* 

2 

\1' 

;g 

Wkl'T 1  luo 
250w NBC Burn-Smith 9 

42 

6 5 5 14 

4* 

2 
AP;T 

KNOXVILLE 

w  i;ir* 
1240 2  Ow ABC Gill-Perna 5 58 8 9 

.'(i 

5 3 

1  P;T 

10' 

WGAP       (Se<    M  \i:V\IIJ.Ki 
\\l\k 860       Ikw-1) 
WkGN        1310       250  w 

WNOX        990      lOkw 
MBS 

I  ..I  joe 

Everett-McK 5       i  ■.       86 

CBS     Branham 8 I       11 II 

n  ROL 620      5kw 
NBC     \w,\  k   1.1 

LEBANON 

LEWISBURG 

LEXINGTON 

MARYVILLE 

McMINNVILLE 

MEMPHIS 

\\i  OR 
900      250w-D 

W.MM 
WDM. 

WGAP 

W  MMT 

KWEM 

1490 

I  1911 
1100 
1230 

990 

250w 

KBS   

M.k 

M.K     Burn-Smith 

1   21 
32 

25 
20 
51 

24 

15 

21 

3 

3 

13 

16 

10 

11 16 

UMAX 

1  P 

i  r.w VPjT 

\V;\X 

f,5 

250w KBS 55 
250w 

lku-1) 

M.k 

Stars    National 
W(  BR 

WDIA 
1180 
1070 Ikw-D 

50kw 
Pi   ii 

on . 

D-( 

Ki 

3 
80 

10 

i ; 

36 

13 

26 

1.5 

15 

17 

14 

3 

14 

1 

I  P 

3 3 

VP;T 

4 2 

1  P;Se,W 

31 

INS 

84 

501 

U 

.  Bt 

M( 

":ei 

;:u 

01 

0! 

110         1    P 

WllliO 
560 

5  1).!  \ MBS    Blaii 4 75 11 

2«
 

1 

18 

UP 
WIIIIM 

1  140 

250w 

*l  "imp 

24 

Hi') 

2 

;i 

7 3 

17' 

22 

UP 

\\  MC 

790 5kw 
\i:i       Branh  mi 9 

34 

11 

in 

2 11 

2' 

5 3 \P  1  P 

W  MPS 
I0-D.5-1N \BC     Radio-T\    Re] )s      4 24 

28 10 

50 13 

15 

9* 

4 2 % 1   P:M.W 

wi;k         600     5kw CBS     K  ttz 

SYMBOLS: 1    '   am-fm    station 
l       fm    station 

D — daytime   power 
N — night  power 

local    sport      covered 
Mcx.   Span,   included 

figure    unspecified 

category  unclaimed 
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City 

40RRIST0WN 

-IASHVILLE 

JEWPORT 

)AK    RIDGE 

RADIO 

TENNESSEE       {continued) 
DAILY   HOURS WEEKLY  HOURS 

Call  letters       Freq. Natl network National  rep 

Post-       Pop 

Network    mid      music     Concert 

WCRK       1450      250w M,K     Holman 18 21 

Relig 

3 New 15 Home- 

Sports    making      Farm     Foreign     Negro 
Services 

LW 

WKDA       1240      250w Pearson 1       74 31 12 
3      AP;C 

WLAC        1510      50kw CBS     Katz 24      29 21 

15 

38      UP;T 

\\  M  \K      1300      5kw MBS    Radio-TV    Reps      5 

67 

30 

I  I' 

WWII        1360       Ikw-D LBS     Continental 

50 
22 

UP 
WSIX 980 

5U 
ABC    Hollingbery 6 _.. 63 7 11 6 

WSM 650 50kw NBC    Petry 8 1 

10 

6 38 10       : 

10* 

21 

8 

\\^>k         I  I7ii       IU-1) Forjoe 

84 
AP;W 

VPJNS 

WI.1K 1270       lkw-D 
WATO       1490      250w 

KBS 

MBS    H-R 

28 

70 

37       17 

8        _ 18 
UP 

1      AP;W 

WOKE 1290 
lkw-D 

kl!^      1  ..nlni.iii.il 15 7 

17 

1 10 

5* 

1 1 

AP 
ULASKI WKSR 1  120 lkw ABC    Thos.    Clarke 6 15 2 12 1 8 2 1 3 

1  P;S.-,W 
INION  CITY WENK 

1211) 
250w 

M,K     Burn-Smith 
4 28 5 3 

16 

2 % 1 W 

O  INFORMATION:  Alliens.  WLAR;   Chattanooga,   V7DOD;   Clarksville,  WDXN;   Crossville.  WAEW;    Dyersburg,   WD  ?ill<     WGRV;    Harriman,   WHBT;   Humbolt,   WIJR; 
awrenceburg.   WDXE;    Lenoir  City     WI.I1..    SicKenzic      'AHUM;    Murfreesboro,   WGNS;     Paris,    WTl'R ;     Ripley,     WTRB ;     Rogersville,     WRGS;     Shelbyville,     WHAT.;     Sparta, 
.'SMT:     Spring-field.    WDBL;     Tull'uhnma.     W.TIG;     Winchester.     WCDT. 

TEXAS 
DAILY  HOURS 

WEEKLY  HOURS 

City Call  letters       Freq. Natl network National  rep 

Post- 

mid 

Pop 

music     Concert Folk      Relig         News 

Home- 

Sports    making Farm      Foreign     Negro 

BILENE KRBC        1470      5-D.l-N ABC     Pearson 53 10 % 

AP 

KWKC 1340 250w MRS V,  R,  & 

M,( 

8 ..      35 

10 

2 6 17 

5* 

6 2 

%t 

1 

AP:W 

.LICE KBKI 1070 lkw MBS Pearson 4 53 4 

13 

7 

13 

2# 

3 % 

26t 

\I';W 

J.PINE KVLF 1240 250w M,K 

l'.r-l 

6 60 8 10 4 

27 

x» 

2 77 T 

iMARILLO KFDA 
i  no 5-D.l-N ABC mi; 4 94 — 2 14 

5» 

15 2 V.P.UP 

KGNC 710 lOkw NBC Katz 6 18 8 8 4 16 

X*
 

2 18 MM  P:W 

KLYN 940 lkw CBS Blair 7 32 2 2 10 20 

2* 

1 % UP;St 

iTHENS KBUD 1410 250  w-I) KBS 36 19 6 8 

2* 

1 1 
UP;LW 

ATLANTA KALT 900 lkw-D 
Best 54 12 6 6 2 

1-
 

3 2 2 AP:W 

USTIN KTBC 590 5-D.l-N CBS K,i\  in.  r 8 33 11 10 6 

15 

2 2 3 

UP 

KTXN 1370 
lkw-D R.  O'C; 

Oakes _ 6 2 5 

54t 

23 

AY  CITY KIOX 1270 lkw M,K 
I'.c'-I 

5 30 7 12 

2'
 

_ 6 UP;W 

AYTOWN KRCT 650      250w-D KBS     Best 51       40 
KREL*      1360       lkw-D Interstate 70 10 21 11 

x* 

24t       63 

\\< 

AP 
EAUMONT KFDM 560      5kw ABC     Free   &   Peters 27 

18 

'. 

KJET 

KRIC* 

1380 

1  150 
lkw-D 
250w 

Forjoe 

Branhani 80 10 

84 

11 

l'P:l.\V 1  P 

AP;W 

KTRM 990 lkw 

")  mine 
55 

47 6 6 2 3 6 

UP 

EEVILLE KIB1 1  190 250w 35 4 12 2 12 2 3 

25t 

1 
AP;W 

IG  SPRING KBST 1  190 250w ABC Pearson 10 20 2 14 

5* 

3 AP;St 
KTXC 

  1 

lOOw M,K Best 6 40 4 60 

15 

X' 

5t 

M*:W 

ON  HAM KFYN 1420 
250w-D 

30 

14 23 5 10 1 1 .... 
UP;W 

ORGER KHUZ 1  190 250w MBS X 

16 

2 14 2 18 

2- 

1 

Se 

RENHAM KWHI 1280 lkw-D 

KBS 11 14 7 2 3 2 3 % 

1  I1 

ROWNSVILLE KBOR 
1600 lkw \.K 

Best 5 40 7 4 5 26 

X*
 

3 6 

25t 

UP;T.\Y 
/atamoros,   Mex.) \l  () 970 lkw 

RCN 
Natl  Tm; Oakes     5 

124t 

^OWNWOOD kliWI) 1380 lkw M,K Pearson 7 50 2 

10 

12 24 

X*
 

5 10 

AP 

ENTER KDET 930 
lkw-D 

Best 
49 28 5 14 

2* 

2 4 1  P:  \ 

LEBURNE 

KCLE* 

1120 
250w-D I:,  -i 

44 1 27 6 11 

X* 

5 1 

AP 

OLEMAN KSTA 1000 
250w-D 

KBS Melville 

30 

3 20 6 10 

6* 

3 4 

2t 

1  v.w 
DLLEGE  STATION WTAVi 1150 lkw-D 

KBS 42 7 

16 

10 10 

1* 

2 3 

8t 

5 

AP 
OLORADO  CITY KVMC 1320 500w-D KRS 

Best 14 4 6 Mi 9 2 2 

2t 

AP;T 

DNROE k\K'(>  900       500w  I) 35 16 

i  i'.  r,si 

ORPUS  CHRISTI KANN 
(See 

SINTON) 

KCCT* 
1150 lkw-D R.  O'Connell 28 X 2 7 2 3 

91t 

VP    I 

KEYS 1440 
lkw CBS Raymer 8 41 12 3 17 

2« 

3 6 

10* 

UP 

KRIS 1360 
lkw 

NBC Free  &  Peters X 

KSIX 

KUNO 

KWBU 

1230 

1111(1 

mm 

250u 

250w 

sokw-n 

MiC MBS 

Foi  joe 8 1       73 16 11 2 13 

3* 

Vi 

3 

AP 
Fverett-Mc  K 
Branham 

4 
15 

1~
 

8 

X 

L201 

A 

13 7 2 3 

32* 

6 AP 

DRSICANA KAND 
1  ill) 

250w 
KBS 

Branhani 68 36 7 14 

!• 

5 3 6 1  P:\V.T 

ROCKETT KIVY 1570 250w-D KBS 

18 

2 21 

•  7 

8 4 7 W 

MHART KXIT 1410 :,iiiih  1) 
KBS Best 40 1 25 5 10 3 4 4 UP 
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RADIO 

"Y  £  X  A  §        '  ,antinued) DAILY  HOURS WEEKLY  HOURS 

Cltj Call  letters       Freq. Natl network National  rep 

Post-       Pop 

Network    mid      music     Concert Folk       Relig         News 

Home- 

Sports    making 
Farm     Foreign     Negro         Services 

DALLAS KGKO        1480       1-D.500-N 
Forjoe 1     125 

',• 

x# 

1       UP. 

KIXL*       10H)      lkw.D Pearson;  l.MB 
14        56 AP 

KLIF 1195      5-1).  IN H-R 24     134 21 
18       UP 

KSKA 660       lkw-D Geo.    Clark 21 21       UP 

WBAP       i  See  FORT  WORTH) 

\\  I   \  \  820-570      50  &  5kw        A,N      Petry 39 II 

19 

!()• 

I  P.AP 

WRR 1310      5kw MBS    Blair 48 12       13 12 

\l':  \ 

WRRt        101.1       68kw 
i;;, 

::. 
DENISON KDSX 950 500m Mehille 63 y2 11 16 23 3 4 6 

AP 
EAGLE  PASS  (Mex.) \KM( 580 

5k  w 
t  l.ik.  - 

\ 2 X X X 

98t 

\P 

EASTLAND KER( 
1590 

'   .-.  D 

KBS 52 

20 

22 1 12 

5* 

4 5 \P:T.C.S 

EDINBURG 

EL   CAMPO 

Kl  K\ 710      250w-D KBS     Forjoe 

50 

10 

12 

26t 

I   P:McG 

Kl  IP         1390      500w-D I  I 19 

12t 

4       UP:LW 

EL   PASO 

(Juarez,   Mex.) 

KELP 920       1-D.500-N        KBS     Forjoe 1     131 L5 

UP 

Kl  IPO 690       lOkw ABC     Pearson 

26 
17 

18 

3t 

UP;LW,S 

KROD 600       5kw CBS      Branham 

')(, 

16 

\l' 

KI^M        1380       1-D,500-N        NBC     Hollingbery 12 L5 UP;T,W 
XEJ 

970       lOkw Nat']  Tin;  Oakes 2       60 

12 

1 

!.;:• 

[NS,1  P 
XELO 800       150kw R.  O'Connell 1       20 28        11 

FALFURRIAS    KBLP 
FORT   STOCKTON       KFST 

FORT  WORTH 

1260      500w-D KBS     Best 

860       250w-D KBS 

44 

37 

9 

20 

11 

::■ 18+ 

\P:T 

12 
\P:LW 

KCNC 870 250w-D 
42 

'i 

12 4 11 

1  P 

KFJZ 1270 5kw MBS    Blair 4 1       50 12 3 AP 

KNOK 970 lkw-D Gill-Perna 41 3 24 

16 

3 X 3 

17+ 

67 UP 

KXOL 1360 lkw 
Forjoe 116 12 4 17 

8* 

AP 

WBAP* 

570- 
820 

5  &  50kw        A,N      Free  &  Peters 

2:: 

L6 15 \P 

WFAA (See  DALLAS) 

FREEPORT KBRZ 1460      500w-D KBS 

12 34 

4 11 % 3 1 1 \P:T 

GAINESVILLE KGAJ 1580       250v,  1) KBS Melville 

;l 

14 

7 9 

2' 

3 4 
AP;St,C 

GALVESTON kgbi 1540      1-D.250-N Pearson 49 3 6 1 13 

16* 

4 

4+ 

23 
AP;Se 

Kl  1  F 1100       250  v, 
KBS 

Rambeau 85 2 4 6 7 

2* 

% 1 

3t 
1  P 

GLADEWATER 

GONZALES 

GREENVILLE 

HARLINGEN 

HEREFORD 

HOUSTON 

KSI.I 
1430       lkw-D Best 

li, 
38        11 

\l' 

KCTI iro       250w KBS     Cooke 49 ;;:; 6t 

KC»  I. 250w KBS       IVarson 

12 

28       12 

16 

KGBI 
1530      50-1).  10-\         CBS     H-K;    R.O'C 

20 

20 
631 

A  P. 

AP 

1  P:St 

KPAN 860      250w-D KBS     B,-i 

23 

2  1 

I   P:St 

KM  HI  1430        Iku-D Gill-Perna 50 100 

KI.BS 

KM  Z 

610 

1230 

5k  w KBS     Walker 

250w 
Forjoe 

I      112 

y2    40 

27 12 

I  I' 

KPRl 
950      5kw NBC     Petry 

I] 

52 

15 

12       I  P 

FLOOD  STORES  IN  THIS 

PABULOLS  SOUTHWEST 

TO  BUY  ANYTHING 

ADVERTISED  ON 

\tj: 

SPAMSH 
10.000  WATTS 

**B  .-V,'..., 

'*■'■    • 

SPKAKIIVG 
75'^'  of  all  Mexican  homes  from 

both  sides  of  the  Border,  listen 

regularly  to  XEJ  as  they  have 
being  doing  for  the  last  24  years. 

<  ItOWIIS 
J«t   ».      ■      ■--..    1o  b.   ..M  .1  . 

JSSMCO 

"W^ 

•^-^xQS 

1955    VA\  ERS'  GUIDE 



R\I)IO 

TEXAS ontinued  i 

DAILY  HOURS WEEKLY  HOURS 

City Call  letters        Freq. Natl network National  rep 
Pott-       Pop 

Network    mid      music     Concert       Folk      Rclig 

Hone- 

News       Sports    making      Farm     Foreign     Negro         Services 

kill    I  iSrr     WW    |ll\\\    , 

KXYZ L320 5kw 

\i;i 

Avery-Knodel 7 24 

Km 

13 

3 6 

23 

13* 

1   P;l    \\ KYOK 1590 
5kw McGillvra 24 X X X \ \ 42 

UP 

HUNTSVILLE KSWI 

I  I'M! 

250w 
M,K 

8 8 7 6 

10 

2* 

5 6 AP;C,Se 
JACKSONVILLE KEBE 

1  Kin 
230w KBS 56 14 4 12 

!• 

1  P 

<ERRVILLE 

.AREDO 

KKH\         1230      250w 

B<  -i 

12        25 30 

KVOZ.      1490      250w M,K     Pearson II 

XEAS         1110      250w Nail   Tm;   Oakes 16 

N.   Laredo,  Mex.)       XF.DI 960       5-D.l-N R.   O'Connell 

63 

18 

II 

2 

3 

7t 

113. 

113t 

\P 

\P l\-.l  P;T, 

C 

.ONGVIEW KFRO 1370 Iku A,K 
(    lioke 

6 24 11 22 7 37 

7* 

\P:LW 

KLTI 1280 
lkw-D 

1'.     .11    -MM 
80 10 2 % 6 

1  P;St,A 

kl  Tit 

103.') 
9.8kw 

81 

1 5 

1  P;St,T 

.UBBOCK KDAV 380 500w-D 

10 

54 10 12 

1  1' 

KFYO 
79(1 

5-D,l-N CBS Km/ 
10 21 2 2 3 

18 

2* 

.Y 10 All;St,T 

KSEL 950 lkw 
ABC Ramlieau 5 7 1 18 3 

i: 

3* 

9 6 

3t 

AP;W 

.UFKIN KTRE 1  120 Ikw 
MBS 

V,  R  &  McC 
9 35 

10 

II 7 30 

15* 

2 .) 1 AP;W 

rfARLIN kMI  \\ 1010 250w-D 

2*. 

5 

11 

5 7 5 2 3 

6 

\r 
MARSHALL KMIIT 

1  130 250w KBS _— 83 1 4 5 16 

3* 

2 

AP 

vAcALLEN KRIO 
910 lkw \.M 

I   .Hill- 
4 

70 

2 21 

2' 

3 % \P 

Raynosa,   Mex.) XEOR 1390 lkw RCN Natl  Tm;  Oakes 5 

124t 

MIDLAND KCRS 550 5-D,l-N ABC Pearson 10 55 35 5 4 15 6 

UP 
KJBC 1150 

lkw-D 
KBS Best 21 3 49 6 X 

\* 

6t 

7 
UP;W,St 

*T.  PLEASANT KIMP 960 
lkw-D 

KBS 33 3 

15 

9 9 

%• 

% 3 3 \P:T 

NACOGDOCHES KSFA 860 
lkw-D 

44 9 5 7 

4* 

i 12 % 
AP;T 

MEW  BRAUNFELS KGNB 1420 
lkw-D 

KBS 36 4 4 6 

2» 

% % 

22t 

AP;T 

3DESSA KECK 920 lkw Forjoe 

45 

5 7 

13 

4 2 

2t 

AP;5t KRIG 1410 lkw M,K 

l'„-i 

7 18 3 18 3 10 

3» 

3t 

UP;W 

)RANGE KOGT 1600 lkw KBS 
11. -1 

88 % 17 5 X 

2» 

% 5 
UP;W 

'ALESTINE KNET 1450 250w M,K 6 47 

23 

10 17 17 

6* 

3 4 % 

1  P;Se 

•AMPA KPAT 1230 250w KBS Continental 74 6 11 3 14 

3» 

3 7 
I  P;St 

KPDN 1340 250w MBS Best X 

•10 

2 

18 

12 

17 

x# 

1 12 

1    l':W 

'ARIS KPLT 1490 250w ABC Pearson 6 

58 

3 4 8 

15 

5* 

3 3 

AP 

'ASADENA KLVL 1  180 
1-D,500-N (  )akr- 

100 
2 4 2 X _... 

105t 

21 

'ECOS KIUN 1400 250w M,K Best 8 

17 

1 

10 

7 25 3 3 % 

9t 

UP;T 
LAINVIEW KVOP        1400      250w M,K 50 

70 

14 10 

6t 

tOSENBERG KFRD 980       lkw-D 

26 

36 11 

23t 

AP 

I  P 

AN   ANGELO k(,kl  960      5-D.l-N ABC     Pearson 

AN  ANTONIO 

KTXI. 1340 
231  lu MBS    V,  R  &  McC 6 37 

10 

11 9 

i: 

1  1* 

3 8 

7t 

9 I  l':W k<  (IK i:;.3o 5-DJ-N R.  O'Connell 

85t 

6t 

X 

3f 

2t 

1231 

1  P 

KEXX 1250 
500w-D 

McGilhra X X X 

;u. 

KITE* 

930 
lkw-D       Pearson 91 22 2 14 6 

All 

k  1  w  w 
I3IO 250w-D 

Nat'l  Time 

5t 

5t 

4t 

84t 

l  1' 

KM  \< 630 
3k  u 

M,K     Walker 4 21 24 

20 

9 1 12 

KOMI 860 
3k  u Forjoe 

21 

;:o 

12 

43 

5 12 4 AP 

k  l^\ 550      5kw CBS      Free  &  Peters 10 

30 

10 

WOAI         1200       50kw 
AN    MARCOS 

NBC     Petry 10 25 

KCNY        1470      250w-D KBS     Br-i;  B.  ()( 21 

12 
EGUIN KWED 

1380 lkw-D 

!'>.-! 
26 10 

HAMROCK KEVA 1380 250w-D 
KBS 

\\.  i  - 

25 

6 

HERMAN KRRV 910 lkw MBS IV, ii-. .n 
7 41 

15 

KTAN 1300 
250w-D KBS 

IY-1 

35 3 

8 

11 

1  I 

211 

10 

lo~ 
\* 

M'.l  P;A 

McG 
\!1:\\ 

I  I' 

UP 

I  I' 

10 

INTON KANN 
130H lkw-D 

80 % 

¥2 

1 

{TAMFORD 
KDWT 

1  100 
23l)u M,K 9 

28 

2 

28, 

1 10 

TEPHENVILLE KSTV 1310 250w-D KBS 

25 

14 7 

iULPHUR   SPRINGS KSST 1230 
250w 

\l.k 

5 38 3 13 4 14 

WEETWATER KXOX 
12  !n 

250w 
M.k 

ll.-i 
8 12 4 6 2 8 

.  w 
AYLOR KTAE        1260       lk«-D 

KBS 
IJ 26 

\i' 

\l 

\r 

i  p 

\p 

1  p 

1  l':W   

I  P:T 
I  P:Se.T 

EMPLE KTKM        lion      250w 
M.K 

1       70 II 

12 

13 

ERRELL KTFR        1570      250w-D 21       10 

10 

X*
 

YMBOLS: I  *  am-fm    station 
I  t  tm   station 

D — daytime   power 
N — night  power 

locai    sports  covered 
Mex.   Span,  included 

x      figure    unspecified 

category   unclaimed 
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RADIO 

TEXAS       {continued) DAILY  HOURS WEEKLY  HOURS 

City Call  Ittters 
Freq. Power Natl network        National  rep Network 

Post- 
mid 

Pop 

music Concert 
Folk 

Rilig 

News Sports 

Home- 

making 
Farm Foreign 

Negro 
Services 

' 
TEXARKANA k<  MC 

KTFS 

1230 

110(1 

\i:i      \,R&McC X .... 42 6 15 6 23 

6« 

'•J 

5 

AP 
250* KBS     For  joe 67 1 10 

16 

11 

3* 

2 2 2 UP;W . 

TEXAS  CITY k  11  \\ Ikv.-D 
kliS      1',.  -i 

56 12 2 2 ._ 30 

UP 
TYLER KGKB 1490 250m MBS     Pearson 6 

49 

1 15 10 18 

2* 

% 
AP;W 

k  1  BB 600 I-\.:.uii  l) A,K      V.R&McC 5 

50 

3 12 6 17 

x* 

7 6 

UP 
UVALDE KVOl 

1  101) 
250w M.K 2 

29 

3 

.•■id 

5 13 

6* 

_ 1 

18t 

3 

UP 
VICTORIA k\\i        I4in i00v 

Bi  -i 

59 

16 31 

18 
lit 

AP 

WACO w  \i:o      1160     ikw Mil       Weed 

oo 

27 

2t 

AP 
WESLACO 

WICHITA  FALLS 

kl!(.\ 
1200 

5kw NBC    Raymer 8 20 % 9 6 

15 

X 2 6 

AP.UP; 

W,Se KFDX 000 lOkw ABC    Raymer 10 

18 

1 

14 

7 14 3 4 7 UP;W 

KWFT*       620      5kw CBS     Blair 

70 

IT 11 
LW 

NO  INFORMATION:  Amarillo,  KAMQ;  Austin,  KNOW,  KVKT;  Rallinger,  KRUN;  Bradv.  KNEL;  Breckenridge,  KSTB;  Brownfield.  KTFY:  Brownwood,  KEAN;  Bryan,  KOR  : 
Childress,  KCTX;  Cuero,  KCFII;  Dallas,  KKI.I);  Del  Rio,  kl'l.k  Dumas,  KDDD;  II  Paso,  KSET;  Floydada,  KFLD;  Fort  Worth.  KCUL;  Graham.  KSWA:  Hamiltn 
KCLW;  Henderson,  KGRI;  Hillsboro,  KHBR;  Houston,  KTI1T,  KTRH;  Jasper,  KTXJ;  Junction.  KENW,  KMP.L;  Kennit,  KERB;  Kilgore.  KOCA;  Kinesville,  KINE;  Lame- 

K(  VI.:  LeveUand,  KI.VT;  Littlefield,  KVOW;  Lubbock,  KCIID;  Lufkin.  KH1U;  M.-i'amey.  K<  Mi;:  McKinnev,  KMAE;  Mineral  Wells,  KORC ;  Monaha 
KVKM;  Nacogdochi  .  KOSF  Odessa,  KOSA;  Paris,  KFTV;  Perryton,  KEYE;  Pleasanton,  KBOP;  Port  Arthur,  KOLE,  KPAO:  Quonah,  KOLJ;  San  Angelo,  KWPR;  Si 
Antonio,    KENS,    KISS;    Seymour,    KSEY;    Snyder,    KSNY;     Vernon,    KVWC;    Victoria,    KVIC ;    Waco,   KWTX  ;    Wichita   Falls,   KTRN. 

UTAH 
CEDAR  CITY 

LOGAN 

k-i  B 590       lkw CBS     CBS   Spol 

10 

20 16 14 12 

1  1' 

kli.\         1390       lkw-D 
k\M 

Weed 
40         34 

\I> 

610       lkw 
M.K        \ver\   Knodt'l 15 8 31 1  l':\\ 

MURRAY KM  I  H       1230      250w Biddick 

::o 

45 

1  l':l  \\ 

OGDEN 
kl  0 

KOPP 

1430 

::ii) 

5kw 

IU    1) 
M  lis 
KBS 

Avery-Knodel  10  1        47 19 UP;W 
Indie  Sales 

10 

It 

UP;LW 

PROVO 

KVOG 1490 250w 
klA  } 1450 250w 
kl\\ 1400 

2.-.1  lu 

KO\o  960       :,|).|  \ 

KBS 

\HC 
MBS 

Webb 
%       96 

19 

'•j' 

\P 

Benton  P.i-i  li.il 
Webb 

Vverv  -Knodel 

I 

10 

3t 

AP 

Hi 

82 II 18 I  P 

C 

N 

•:■ 

10 

19 

I   P:\Y 

ugh (YES) 
IN 

SALT  LAKE  CITY,  UTAH 

IT'S l\/V/ll%  salt  i.AKirs  o.xl)   >;  inn  i:  ixm  fi  \/>i:xt 

l^>     ̂   PARDON  OUR  Smoke  Signals   but 

V      j  m  INJUN  love-um  happy  smoke  signals.     Spellum  "heap  good 

listening  on  KNAK" Make  braves  happy.    Make  squaws  happy.    Make-um 
white-man  much  happy! 

(Makc-um  only  competitors  sad) 

Chief  No-Bull  says:  y-^v-s-^J^ 
Iron    Horse  speaks  much  truth.  <     SPOR T5     / 

KNAK    has    heap-big    Hoopcrating.  ^A^'V^^vA-****''''^ 

All   squaws   know.  ^r\         s-S~^~^ /•      *» 

Get   big   story   from    Forjoc   man.  /*  \*b"  J 

Him  know  much,  tell  much!  /     \$^  /St  ̂ ^~^v*»„^ 

Happy  story  for  Paleface  Time-buyer.  ^\m>*i*  \_    ™tVVv>    '\ 

o 
You're  on  the  right  track  with  KAY-NAK 

-I 

1955   BUY!  RS'  G\  mi- 



RADIO 

UTAH 
DAILY  HOURS 

continued) 

WEEKLY  HOURS 

City Call  letters Freq. Power Natl network        National  rep Network 

Post- mid 

Pop 

music 
Concert 

Folk 

Hilig 

News 

Sports Home- 

making 

Farm 
Foreign 

Negro         Services 

ICHFIELD KSVC 980 IU       Avery-Knodel 70 11 

17 

7> 

18 X 3 3 

UP 

ALT  LAKE  CITY KALL 910 
lkw MBS    Avery-Knodel 3 1 47 2 2 19 

6« 

3 1 

IjL 

\r 

KDYL* 
1320 5kw NBC    Katz 7 1 63 

15 

10 

4 14 1 7 

1  ., 

i  i\  i 

KNAK 1280 lkw   Forjoe 24 

ir> 

.1 

12 

4 8 

•>• 

i  P 

KSL 1160 50kw CBS     CBS  Spot  Sales 10 1 

13 

L9 2 2 14 

2« 

3 5 

AIM  P;W, 

A 
KUTA 

.-,711 

:.k« 
ABC     Hollingbery 5 98 3 1 4 13 

2« 

2 1 

4t 

UP;  St 

O   INFORMATION:    Brigham    City,    (CBTJH:    Price,    COAL;    Vernal.    K.IAM. 

VERMONT 
DAILY  HOURS WEEKLY   HOURS 

City 

ENNINGTON 

Call  letters        Freq. 

Natl 
network        National  re? 

Post-       Pop  Home- 
Network    mid      music     Concert      Folk       Relig         News       Sports    making      Farm     Foreign     Negro 

Services 

WBTN       1370      50GV-D \\:  (    lllvi  1 

23 

14 

10 UP 
RATTLEBORO WTSA 14.50 250w ABC Rambeau 7 44 5 1 3 1! 

6* 

2 ] 1 

1  P 

URLINGTON WCAX 620 5k  v, CBS 
Weed 

8 19 9 2 4 7 

4« 

3 7 
AP;Se 

WDOT 1400 27,1  Iw \lr(.ill\  r;i 1       75 

17 

16 6 5 T 7 5 UP;Se 

WJOY 
1230 250w 

ABC 
Kanilxau 

45 

8 3 12 

15» 

6 1 

\I';T 

\ONTPELIER WSKI 1210 250w ABC 
1  .i.tnt 

6 X 7 3 20 2 

\l' 

IEWPORT 
\\  1  KI- 

1490 250w McGillvra 28 11 4 4 

22 

X*
 

5 

12 

1  l':\\ UTLAND WI  IWIi 1000 
lkw-D Gill-P;   K-C 15 4 4 4 9 

2* 

3 3 

AP;W 

T.  ALBANS WWSR 1420 
lkw-D MBS Walkt-r:    Barman 2 21 5 5 13 2 3 4 UP;W 

T.  JOHNSBURY WTWN 1340 250w KBS McGillvTa 12 X X 14 

:• 

3 7 1 
UP;T,W 

PRINGFIELD 

•ATERBURY 

O    INFORMATION:    Rutland,    WSTB, 

WNIX 1480 
lkw-D McGillvra 

54 

7 5 3 10 

'■• 

3 2 

UP;T 

WDEV 7,50 lkw MBS    Walker 5 39 9 6 

46 

10* 

5 
UP;W 

YMBOLS: \   *  am-fm    station 
/  %  fm    station 

D — daytime   power 
N — night  power 

local    sports  covered 

Mex.  Span,  included 

figure    unspecified 
category  unclaimed 

NEW  YORK,  CHICAGO 

LOS  ANGELES,  PHILADELPHIA 

AND  SALT  LAKE ! 

GOING  PLACES?  .  .  .  then  include  the  big  'n 
booming  billion-and-a-quarter  dollar  Salt  Lake 

market  —  and  use  KSL  Radio,  the  only  station 
that  fits  this  4  state,  61  county  area  like  a  glove. 

In  Salt  Lake  City,  home  of  KSL,  per  family 

retail  sales  are  35^  above  the  national  average! 

Population  growth  is  29'V  above  the  average. 

Get  the  complete  KSL  Radio  story:  market 
data,  audience  statistics  and  availabilities  from 

CBS  Radio  Spot  Sales  or  . .  . 

KSL Radio  .  .  .  Salt  Lake  City 

50,000  watts  .  .  .  CBS  in  the  Mountain  West 
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RADIO 

VIRGINIA 

DAILY  HOURS WEEKLY  HOURS 

City 

ALEXANDRIA 

ARLINGTON 

Cnll  lettrf.         Fred Natl 
network National  rep 

Post- 

Network     mid 

Pop 

must     Concert 
Folk       Relig 

Home- 

Mcws       Srorts    raking      Farm     Foreign     Negro         Service* 

\\  1'IK 7.30       lkw-D Webb 70 AP 

\\  VKI. 780      lkw-D Indie   Sales 

1'' 

65 

',       I  1' 
\\  E  \M 

5U 
100 

(> 

10 

7 2 \? 
BEDFORD \\|;l  1 

Lkw-D 
18 5 

V) 

8 5 2 3 5 3 

\\< 

BLACKSTONE WKI  \ 1  190 
250w 

M,K Cohon 5 

32 

4 4 

12 

2» 

2 9 

I.W 
BRISTOL WCYB 690       lOkw-D Gill-Perna 

ID 

25 12 15 

\l'.l    I':  ■ 

wfiig 980      5kw MB"-     Walk.r 1        15 .32        18 

20* 

UP;T 

CHARLOTTESVILLE     \\CII\         12 1(1       250w ARC     Clark 

10 

511 

15 

AP 

\\  1  \  \ 1280 lkw-D M.K 

30 

5 7 

5* 

UP;  St 
CLIFTON    FORGE WCF\ 1230 250w MBS 7 50 10 10 3 

1  1 

5' 

2 2 2 AP 

CREWE 

ws\  - 
lkw-D 

24 

24 

7 2 6 7 W 

CULPEPER \\<:\  \ 1  190 250w M,K     Indie   Sales 6 45 10 6 8 22 

12* 

2 2 y2 

1  P;LW,S 

DANVILLE w  i;i  \i 
W  1)\  \ 

1330 5-D.l-N ABC     Gill-Perna 45 5 30 6 12 2 13 

AP:W 

1250 
5k  u Ml'.v    K.  11.  i 3 59 4 

19 

8 

16 

3« 

4 5 3 
1  F:l  W 

FARMVILLE       
FREDERICKSBURG 

FRONT  ROYAL 

HAMPTON 

WFLO 
870       lkw-D Thos.    Clark 36 10 

\\F\  \        1230       250w 

WFTK        1 150       250w 
A,K 

37 

I  I 

Hi 

6 

_1/4 

1   P;T 

1  F KBS 
72 

in 

23 

W     EC       M90      250  w NBC      Uerv-Knodel 72 14 1  I 

_2   AF:\\ 

\P:W.Si 
HARRISONBURG 

HOPEWELL 

LYNCHBURG 

WS\   \*        550       Ikw NBC     Devnev 

11 

12 W 

WIIAP       1340       250w Indie    Sale? 71 10 

10 

6       I  T:T 

WLVA*       590      lkw ABC     Hollingbery 

15 

10 

10 

\P:LW 

MARION WMFV       1010       lkw-D A.K      Indii     Sales 

10 

12 

AP:W MARTINSVILLE WM\  \'     1150       250w N.K      Grant 

15 

27 

20 

10 AP 

MT.  JACKSON \\  SIG 790 
lkw-D 

60 2 

25 

5 4 

17* 

3 ..      UP 

NARROWS \\m;\ 990 
lkw-D 

27 13 25 6 

12 

5 2 2 
AP:W 

NEWPORT    NEWS 

WHG* 

1310 5kw ABC    Gill-Perna 3 1 92 7 6 19 ! 1 
AP:  \ 

NORFOLK Wi  MS 1050          lkw-D                             Ku-lr 12 

loo 

10 

4 1 % 

UP 
WLOW 1  100      250w                MBS     Forjoe 4 24 24 40 18 6 

36» 

1          16 \\  NOR 1230       250  u                             Weed 24 
168 

10 

2' 

2 \F 

wi;  \l- 
850       lkw                       Peai  son 41 1 126 

w  R    \ fSe.     RICHMOND) 
WTAR 

790 5k  w 

(  BS Petrj 

9 

25 

6 2 3 

10 

2- 

4 2 

NORTON WNVA L050 
Iku   1) 

M.K Burn-Smith 1 15 1 10 

10 

18 1 1 \F 

ORANGE W  IM\ 1340 250w 
MRS 5 38 7 18 8 23 

6» 

5 9 4 

1  P 

PORTSMOUTH \\  WI 1350 
5k  w NBC 

Burn-Smith 9 1       37 4 13 1 

14 

1 3 3 

1   P;T 

RADFORD WRAD I.I  10 250« KBS 

69 

13 

16 6 1  1 

l* 

2 3 2 
AP:A,T 

RICHLANDS 

RICHMOND 

WRIC 1050        lkw-D 
KRS 

33 

37 

12 Se.T.W 

\\  \\T 990       lkw-D United 84       1   P 

\\<  ol)  (Sameas  WMBG) 

Will  I  K'O      5kw   
WMBG  1380      5kw 

WRNL* W  RVA 

wi:\  i; 

MBS    Forjoe 1       67 15 

10 

10 

NBC     Rolling 
910      5k w 

1140       50kw 

94.5 

VBC     Petrj 

CRS     (  BS  Spoi 
CBS  Spoi 

i  BS 
1 

~24~ 
W  V,| 

950       1kw-I) [ndie  Sales 

ROANOKE 

SOUTH     BOSTON 

STAUNTON 

WliFI 
960      5kw CBS     Free  &  Peti 

11 

19 

21 16 21 
8 

38  I 

10 

!2 

8 

14 

w  i:i^ i  no 5kw-l) 
KBS 

WRO\ 1210 \RC     Burn-Smi 

WSFS* 
N.M      \ver>  Kii 

Will  F 
MOO 250w 

\.K 

35 

lo 

28 
90 

II 

1  I 

21 

9 1 

1. 

1  1 

15 

2 1 

28 

'■ 

8 12 T . 

10 

W  \l  i 
WTON 

900 

MOO 

Iku   I) 
250w 

rho      '  kirk L2 
12        15 

VB< 

9 

21 

\F 

1   I1 

\F: 

I    Pj 

I    Pj 

\F 

\l' 
\l' 

I   P 

VP 

\F 

1  P 

\F 

I   F:W 

;St WAYNESBORO 

WINCHESTER 

WYTHEVILLE 

W  U  li        I  19(1 M.K 27 

I  1 
23 

\F 

II  W 
w 

;Si 

I 

:W.I  \ 

WINC I  loo      250* \.K 

1,0 
I  I 

UP WY\F        1230       lkw-D 
M.K 

29 11         12 1  P;]  W 

NO    INFORMATION      I Onlnx,    WBOB  achburg,  WWOD;   Martinsville,   WIIKK:    Newport   News,   WACH;    Petersburg 
VLPM;    Warsaw,    W'NNT;    Winchester,    WRFL, 

L9SS   r.(  \  i  RS'  <■(  idi 



WASH  I NGTON 

RADIO 

DAILY  HOURS 
WEEKLY  HOURS 

City Call  letters       Freq. Natl network        National  rep 
Post-       Pop  Home- 

Network    mid      music     Concert      Folk      Rblig         News       Sports    making      Farm     Foreign     Negro 
Servleet 

ABERDEEN KXRO        1320       lkw M.K       Walker 40 18 25 

I   I' 

3ELLINGHAM KPUG        1170       lkw M.K     Headley-Reed 18 10       11 23 UP 

k\()S 790       lkw ABC     I  "i  joi 70 12        21 

10* 

UP 
BREMERTON KBRO        1490      250w 

100 
8         12 18 

I  P;Sl 

CENTRALIA KELA        1470      lkw M.K      Walker 10 

35 

HI         III 21 

I  I' 

CHEHALIS KCI.M        1120       lkw-D 45 1 11 

UP 
COLFAX KCLX        1450      250w KBS 68 

23 

11 

AP 
EVERETT KRKO        1380       Ikw MBS    McGillvra 24 10 25 

12* 

U1^, 

<ELSO KLOG        1490      250w 

\\  n  •- 

103 

'•-• 

I  P 

<ENNEWICK k  \\  1 1 610       lkw CBS      Meeker 10 40 15 % AP:A 
KIRKLAND KNBX       1050      lkw-D 42 27 

I  P 
V^OSES   LAKE KSEM        1450      250w KBS     Everett-McK 36 10 12 

UP 
MOUNT  VERNON       KBRC 

DLYMPIA 

PULLMAN 

5UYALLUP 

RAYMOND 

BENTON 

;eattle 

1430      500w McGillvra 60 

14 13 

UP 
KGY 1240      250w M,K      Geo.  Clark 10 18 

22 

UP;W 

KOFE        1150      lkw-D 

\\lr- 

50 

I  P 

KAYE        1450      250w KBS 60 12 12       25 

KAPA        1340      250w McGav.;M-L 

50 

18 AP 

KLAN        1230      250w 1       96 UP;W 

KAYO       1150      5-D,l-N Headley-Reed 24     134 13 

x* 

UP 

KING" 

1090      50kw ABC     Blair 2     101 13 

%       UP-INS 
k  1 1 ;  t » 

710      50kw CBS     Free  &  Peters         9       %       29 17 12 
_      UP 

KISWt       99.9      21kw 

KOL 

.,.; 

1300      5kw Bolli 
2     111 

x* 

[NS.l  P 

KOMO       1000       50kw NBC     Hnllingbery 

22 

14 

I   P;  \ 

KNBX       (See  KIRKLAND) 

KTW* 

1250 lkw — — 24 

35 

— 18 1 

_. 

__ __ % % 
KVI 570 5kw MBS 

H-R 
12 — .... X X .... X 

AP;T 

KXA 770 
lkw-D 

Rambeau „ 90 __ 2 7 y4 AP 

POKANE KGA 1510 50kw ABC 8 

24 

20 3 24 

19 

21 

6* 

2 UP;W 

KIK) 
590 5kw 

NBC 
Katz 9 — 37 3 14 2 22 1 3 4 

AP;A 

KNEW 790 5kw MBS 
Weed 

11 — 

25 

.... 2 15 

1* 

2 4 3 

AP;C 

KREM* 
970 lkw 

Boiling 

.__ 1 95 

__ 

12 

14 

X % AP 

KSPO 1340 250w Benton-Paschall — 21 77 8 

17 

7 5 

2* 

1 

1  P 

KXLY 920 
5kw 

CBS Walker 10 3 20 3 5 — 
AP.UP 

UNNYSIDE KREW 1230 250w McGillvra; 
M-L 

<« 

14 

6 10 

4* 

3 3 

3t 

ACOMA KMO 1361) 5kw 
Branham 

84 

15 

1 5 

14 

2* 

2 

', 

1  P;S 

KTAC 850 
lkw .  . Gill-Perna 63 8 9 7 14 8 5 5 

i  i\w 

KTNT* 
1  KID 250v. Weed 80 12 1 2 14 

2* 

5 3 
\P.l   P..A 

ANCOUVER KVAN 910 lkw 

Boiling 

2 18 6 

31 

10 3 

X*
 

6 2 

i  p 

/ALLA  WALLA KTEL 1490 250w ABC Grant 8 

14 

5 2 2 5 

2» 

% 6 

\P;W 

KUJ 1  120 
5kw MBS YV.tiI 8 36 6 6 8 

20 

2» 

2 

UP;T 

r*ENATCHEE 

KPQ 

561) 5kw A,N 

Kin  jn(< 

5 44 4 1 12 

24 

6* 

2 6 
1  P:LW 

KWNW 1310 251  lu MBS McGillvra 11 16 2 3 24 

X* 

AP;St 

AKIMA KIMA 
11611 1-D.500-N CBS Weed 15 3 3 2 

13 

2 1 2 

KIT 1280      5-1).  l-\ ABC     Branham 10 21 12 

%t 

I  P;C 

KYAK       1390      1-D.500-N        MBS    Walker 31 11 

13 

: 
I    l':\\ 

0   INFORMATION:  Aberdeen.   KBKW;    EUensburg,   KXI.K;    Ephrata,   RULE;   Grand-Coulee.    EPDR;    Omak,   KOMW;    PaBco,    Kl'KW;    ]>ori    Angeles,    KONP;    Richland,    KW.1'- 
eattle,    K.IK;    Toppenish,    KK.NK;     Yakima.     KUTI. 

YMBOLS: 
am-fm    station 
fm   station 

D — daytime  power 
N — night  power 

local   sports  covered 
Mex.  Span,  included 

x     figure    unspecified 
category  unclaimed 
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WES T  VIRGINIA 
DAILY  HOURS WEEKLY  HOURS 

' 

City Call  letters Freq. 
Power Natl network        National  rep 

Netwo"k Post- 

mid 

Pop 

music 
Concert 

Folk 

Rctig 

News 

Sports Home- 

naking 

Farm 

Foreign 

Negro 
Services 

ID'S 

BECKLEY WJLS 560 5k  W 
CBS 

Weed 8 

38 

4 2 10 4 

1« 

2 3 1 UP 

\\\\  \i; 620 
Ev'ett-McK; 

l)-( 

71 

14 18 8 

r, 

9* 

2 3 1 AP 

BLUEFIELD 
\\  1 

]  111) 5k  w 
NBC Katz 

8 18 6 21 9 li 

1« 

2 % 

y2 

AP;W,C< 

CHARLESTON \\(  \\\ 
1  Kill 

250v*- 

McGillvra 1 65 6 9 3 9 

:'■• 

3 3 — — 
UP;LW, St,T 

■  ' 

\\(  HS 
580 5k  w 

CBS 
Branham 11 1 50 9 18 4 22 

3* 

2 6 2 AP,UP 

WGK\ 1490 

l>:>()« 

NHC Katz 
9 8 5 7 6 

3* 

2 % 3 

AP 

■ 
WKN  A 950 5-D.l-N ABC 

Weed 
5 36 4 8 

15 

15 

8* 

3 2 .... 

UP 

:' 

WMON (See  MONTGOMERY) k 
WO  A^ (See  OAK  HILL) 
\\  TIP 1240 2.50  w 

MBS 

I'm  |.ir 

4 % 20 2 

50 

15 

17 

6* 

1 

.... 

UP;W 

CLARKSBURG \\  BLK 

WDNE 1  ion 
1240 

250w 

Mil 

Branham 10 

25 

6 3 4 15 

:; 

3 6 2 T 

ELKINS 250w M,K 25 3 7 18 

;• 

3 1 

.... UP 
FAIRMONT WWW I  190 

250-500 A,K Gill-Perna 

'i 

2 

32 
16 

3* 

1 3 .... 

AP/UP;!- 

HUNTINGTON Wll  1  \ 80(1 Iku-D 
Indie  Sales 14 27 

12 

7 6 

2» 

1 2 UP;T 

Wl'l.ll* 

1  150 250w M,K Walker 10 45 3 2 1  1 

5* 

— 

AP;C 

WSAZ 

<«() 

5-D.l-N 

\i;i 

kit/ 
6 1 

51 

9 1 4 16 

21* 

4 3 

AP 
KEYSER WKYR 

1270 lkw-D KBS McGillvra 

11 

28 

8 11 

x» 

3 7 

UP 

ion 

LOGAN \\  \  (i\\ 
1290 

5kw KBS 
33 

11 

21 17 8 

x» 

2 UP;LW w 
MARTINSBURG 

\\  1  I'M 
1  140 

250w KBS McGillvra 35 18 7 

10 

11 

3* 

3 8 

AP;T 

MATEVVAN \\  1 IJC l  ;»,(> 
lkw-D 

KBS 10 10 17 12 8 

2- 

3 y4 UP;Se 
MONTGOMERY \\  MON 

mo 250w MBS 
9 37 4 

13 

7 15 

2« 

4 AP;W 

MORGANTOWN w  mi; 
1230 

250w M.K 6 45 

.... 
15 14 

2* 

I   l':W MOUNDSVILLE WMOD 
1370 lkw-D 

KBS 21 

23 

16 

9 11 3 

'3 

UP;W 

N.   MARTINSVILLE Wll/ 
1330 

lkw-D 

A7K 
( .ill  1'ri  ii  i 3 

25 

2 2 2 12 

3* 

2 3 AP,St,Se 

OAK  HILL 

WO  A"} 

860 
lOkw-D 

60 

1 27 20 7 

!• 

2 6 AP:C.T 

PARKERSBURG 

WEIRTON 

WELCH 

WESTON 

WHEELING 

WCOM       1230      250w ABC     McGillvra 

30 

17 

AP;W 
w  r\i; 

WEIR 

WBRW 

I  151) I  1 30 

1310 

250  w CBS      Branham 56 15 
I  I':T lkw Rambeau 74 19 

11* 

\I':T 

250w M.k 

in 

26 14 
x       AP;G 

Wll  AW       1150 250w 
M.k 

11 

26 5 2 22 

X*
 

6 
UP;A 

WIII.L       1600 
5kw-D 

<  .ill   IVi  ii. i 

45 

1 4 10 

2* 

1 1 

UP 
\\k\\k:     1400 2.50  « ABC    Weed 

in 

45 % 12 

3* 

2 % 

UP 
W  \\\  \*    1170       50k w CBS     Blair 8       24       22 45 11 10 

AP;LW Ml 

i 

n 

'■■ 

Mil 

NO   INFORMATION:    Bluefield,   WKOY;    Clarksburg,    WIIAH,    WPDX 
verte.   WRON;   Welch,  WELO;    Williamson,   WBTH. 

Fairmont,   WMMN;    Logan,   WLOG;    Morgantown,    WCLG      Pineville,    WWYO;    Princeton,    Wl.nil:    Hon 

WISCONSIN 
DAILY  HOURS WEEKLY  HOURS 

HI 

: 

f \ ' 

City Call  letters 
Freq. 

I'l.Wi'l Natl 
network         National  rep           N 

itworh 

Post- 

mid 

Pop 

music 
Concert 

Folk 

Relig 

News Sports 
Home- 

making 

Farm 
Foreign     Negro         Services 

APPLETON \\  MM. 1570 

lkw-D 

1  iill-Perna 

71 

11 2 

1   P 

wii  in 250v, MBS     Meekei 7 

If! 

8 30 6 

25 

15* 

1 ., 

6 

AP;W 

BELOIT \\  BEL 

WGEZ 

1380 

L490 
ikw-D 

Rich:     Molman 60 

14 

20 

10 

X X X 8 

AP;T 

MBS     (,<■<>.    Clark 5 

25 

5 

16 

6« 

AP;W 

CHIPPEWA  FALLS WCHF 11.50 
1U-I) 

KBS     Thos.  «  lark 

in 

1 16 1 

10 

3 3 6 

UP;W 

EAU  CLAIRE WBIZ 1  100 

',n 

V1BS     McGillvra 9 62 

Id 

4 12 

12* 

2 2 

i  r 

WEAI 790 
5  k  u 

\i:<      Hollingberj - 

12 

1 
~ 

1 4 
UP;T 

\ 

WR1  \\ 1050 

lkw-D 

21 8 21 9 6 2 3 5 
AP;St,C 

GREEN    BAY 

WBA^i 

I  160 

5k  w CBS     Weed 

in 

15 3 14 4 

16 

2 3 14 

UP 

\\  IPG 
hid I-D.500-N 

MBS    McGillvra 5 

35 

20 

7* 

2 1  1 \P;T.S| H 

JANESVILLE 
W (  In 250u MBS    1  v  i'  ii  McK 

3 

58 

3 2 21 

D« 12 

AP 

0 

KENOSHA 

Will' 

1050 
250u  1) 

Everetl  McK 13 8 3 

Ii) 

4 4 5 2 
AP;W 

4 

LA  CROSSE WKBH 
1  110 

5kw NB(       Raymei 9 

19 

1 9 

10 

3 3 3 AP;W 

\\  k  1  Y 580 lkw \i;i      1  vi  n  ii  McK 8 

It) 

11 

18 

X*
 

20 

UP;T 

; 

WLCX 1490 250w M.k 1 

■) 

129 

1 3 

X*
 

1 
UP-INS 

I 

LADYSMITH WLDY 1340 250w KBS      rhos.    i  lark 
~ 

80 11 5 

34 

15* 

6 UP 
t 

SYMBOLS: i    '   om-fm    station 
/       fm    station 

D — daytime  power 
N   night  power 

*    local   sports  covered 
'     Mcx.  Span,  included 

X     figure .._.  catego unspecified 

ry    uncloim 

: 
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RADIO 

WISCONSIN      [continued] 

DAILY  HOURS 
WEEKLY  HOURS 

City Call  letters       Freq. 
Natl network National  rep 

Po»t- 

Network    mid 

Poo 

music     Concert      Folk 

Relig 

Home- 

Sports    making      Farm 

Foreign 

ADISON UII'.V 1310       5kw NBC     \     r.  knodel 37 

WISi 
 •■ 

1480       lkw \.M      ll'illingbery 80 10 

WMiW      1070       10kw CBS     H.adley-Reed \1 

UMFMI   104.1       7.5kw 100 

14 

16 

10 

6 

ANITOWOC WOMT      1240      250w MB-     llolman 
wwoc 980 

lkw-D 
      McGillvra 3 

ARINETTE WMAM 570 250w NBC    V,R&McC 11 

ARSHFIELD 

WDLB* 
1450 250« 

ENOMONIE 

ILWAUKEE 

\\M\F      1360      500w-D 
KBS    Law  -"ii 

17 

20 

5 12 

5 15 
In          6 

3 20 

20 

19 

15 

-II*  4  1 
9*  3  11 

6*  ;  6 

"3  2  3" 

I  I' 

AP 

I  l\l I  P.I 

LP;LW 
WCAN 1250 5k  w Rosenman 56 

17 

11 10 6 4 6 

1  P;St 

WEMP* 
1340 250w Headley-Reed 

24 

143 

-' 

3 

X*
 

2 

LP 
WFOX 860 

250w-D 
KBS Geo.  Clark 

42 

7 2 14 AP 
WISN 1150 

-,k:- 

CBS 
K  1/ 

8 51 7 2 12 2 5 2 

|\-W,A» 

AP 

WMIL 1290 
lkw-D 

Everett-McK 72 10 3 6 

UP 

WOKY 920 lkw 
Boiling 

24 112 6 6 2 28 

6- 

1 3 15 

UP 
W  1  \!  I 620 5kw NBC Christal 8 % X X 3 6 

ONROE \\  F.KZ        1260      500w-D 30 10 

15 

AP 
EENAH WNAM 1280 lkw KBS     Walker 84 2 10 7 

16* 

SHKOSH WOSH 1490 250w ABC    Pearson 3 85 — 2 12 

5' 

UP;T 

I  [' 

XRK  FALLS WPFP 1450 KBS Thos.  Clark 

50 

25 

70 

3RTAGE WPI)R 1350 
lkw-D 

35 8 2 

?AIRIE  DU  CHIEN    U  PRF 

*CINE 
1280      500-w-D 

45 

x         !.:• 

10  3 

3  2* 

I   I':  I  U if'  :i 

\\  P.  \C       1460      500w-D KBS     Sears  &  Ayer 41 13 

UP;C,W I   l':LW 

WRJN* 
1  JOG 250m ABC Walker 8 22 

10 

6 4 

16 

6» 

3 5 AP 
HINELANDER WOBT 1240 250w MBS McGillvra 7 40 8 8 

20 

6» 

2 % 
[   P:l CHLAND  CENTER WRCO 1450 250w KBS 

40 

9 7 4 

18 

x» 

4 2 

UP:  I HAWANO WTCH 
960 lkw 

KBS Lawson 50 11 17 0 11 

2' 

6 7 2 

UP:W 

1EBOYGAN WHBL 1330 

1-D,250-N" 

ABC V,R&McC 5 47 9 8 7 

15 

T 1 2 
AP;W 

'ARTA WKLJ 990 
250w-D 

KBS 

28 

1 5 4 

10 

T 5 UP;St,Se 

fURGEON   BAY WDOR 910 
500w-D 

McGillvra X X 5 1 3 6 

AP;T 

'ATERTOWN WTTN 1580 
250w-D 

KBS 60 5 2 4 X 

3* 

3 

10 

% 
UP;T 

AUKESHA WAUX 1510 
250w-D 

KBS Holman 20 2 12 — 7 5 12 AP;LW 

'AUSAU 
WOSA* 

550 5kw MJK Rambeau 3 2      24 

<) 

24 6 12 

20# 

5 6 

IP:  \.Se,C, 

5t,Co 

WSAU 1400 
250w 

NBC Meeker 9 38 7 5 3 

11 

3* 

y2 

1 

i  P.  \P;T 

'ISC.  RAPIDS 
WFHR* 

1340 250w MBS 
Devney 

6 40 7 7 5 18 

8* 

2 6 

\[':W,T 

J   INFORMATION:  Anti?o    WATK      Ashland.    WATW;    Beaver    Dam.    WBEV;    F   ■  n   Lav.  WDTJZ;    Hartford,  WTKM;   Men-ford    WIGM-    Poynette    \\  IBU- 
sedsbnrg,  WRDP:   Rio*  Lake,  WJMC;   Stevens  Point.   WSPT:    Sturgeon  Bay,  WOKW;    Superior,   WDSM;   Two  River-,   \VTRW:    Wansau,   \VH  WBKV. 

WYOMI NG 
DAILY  HOURS 

WEEKLY   HOURS 

City Call  letters        Frea 
Natl network        National  rep 

Port-      Pro  Home- 

Network    mid      music     Concert      Folk      Relig        News       Sports    making      Farm     Foreign     Negro         Services 

\SPER k-PK         1170      5-D.l-N CBS      Walk.r-Mr„r.- 
40 25 I  P 

KVO( M.\      \M.ilKra 18 17 IP 

HEYENNE KFBC 1240 250w ABC   8 _      30 4 2 

16 

8» 

2 

DDY KODI 1100 ABC    McGillvra 

r! 

13 4 2 10 

4' 

2 

UP;St 

AP;W 

VNDER 

,RAM,E 

KO\F        1330       lkw M.K      O.ntinrntal 35 13 11 14 

12* 

\p 

M>\\B       13  V)      250w M.k  Knodel 

30 

10 12 

10* 

EWCASTLE k\M.         1240      250w ABC    MrGillvra 11 14 

I  \'.\\ 

.\P:\V 
XWLINS KRAL        1240      250w A.k       M-Cillvra 14 1 17 

It 

AP 

)    INFORMATION  KLUK:    Powell,    KPOW;    Riverton,   KWRL;    Rock   Spring'.    KVRS:    Sheridan.    KWYO;    Torrington.    I  irland,    KWOR. 

'   BUYERS'  (.1  IDE  59 



ALASKA 
DAILY  HOURS WEEKLY  HOURS 

' ' 

Ci<> Call  letters 
Freq. 

Power 
Natl network        National  rep Network 

Post- 

mid 

Pop 

music 

Concert 

Folk 

Rolig 

News 

Sports 
H  Am.  - 

making 

Farm     Foreign     Neflro         Services 

.- 

ANCHORAGE KFQD lOkw 

i  BS 

Alaska  Sis 7 50 

33 

9 5 18 5 3 AP;LW,T; 
FAIRBANKS KFRB 

'((H) 

lOkw 
I   BS 

Alaska  Sis 7 52 33 9 4 18 5 3 AP;LW,T 

.1 

JUNEAU Kim 800 
5kw 

(  BS 
Alaska   Sis 5 30 28 9 4 3 4 3 % 

AP;LW,T 

t 
KETCHIKAN k  \bi 580 i-i).;,ou  \ 

N 
Fletcher 9 30 5 1 4 10 

4' 

1 
—      AP;A 

K  IkN 930 lkw CBS Alaska   Sis 5 30 

28 

9 4 3 4 3 y4 
AP;LW,Ti 

M 

SEWARD KIBH 250w 

(  BS 

Alaska  Sis 5 

;n 

28 9 4 3 4 3 % AP;LW,T 

SITKA 

KII'W 

1230 250w 

(  BS 

Alaska   Sis 5 

3(1 

28 9 4 3 4 

:; 

% AP;LW,T « 
NO    INFORMATION:    Anchorage,    KliYK,    KENI;    Fairbanks.    KFAK;    Juneau,    KJNO. 

Si 

■V-      W      f-»     •  -■      .             I 
DAILY  HOURS 

ri    ■ ■    ■ 

WEEKLY   HOURS 

r ■ 

City Call  letters Freq. 
Power 

Natl network 

PoM- 

National  rep           Network    mid 

Pop 

music Concert Folk 

Relig 

News 
Sports 

Honv- 

making Farm 

Foreign 

Negro 
Services 

AGANA Kl    \M 610 
lkw 

NBC Voting                                6 

80 

3 

14 

1 7 1 5 2 7 _.. 
                  Ul 

HAWAII 
DAILY  HOURS WEEKLY   HOURS 

Si 

r r 

City Call  letters 
Freq. 

Power Natl network 

Post- 

National  rep          Network    mid 

Pup 

music Concert 

Folk 

Relig 

News 

Sports 
Hnmr- 

maklng Farm Foreign 

Negro 

Services 

HILO KHBC 970 lkw (Same    as  KGMB    Honolulu) 

Kl 

KILA 850 
lkw MBS Hollingbery              6         1 

X ._. « 12 43 

UP 
KAHU 

(See 
WAIPAHU) _ 

HONOLULU KGMB 590 
5kw 

CBS Free   &   Peters        5 

36 

3 3 1 8 

3« 

4 17 .... 

UP;C 

KGU 
760 250w NBC NBC  Spot              10 

5 11 

X*
 

12 — 

II' 

KIKI 
860 

250  w Rambeau                            _'  1 
66 21 18 2 

3* 

1 27 — 

1  \\ 

KPOA 630 
5kw 

MBS ll(>llinfilirr\                4          1 60 

28 

2 6 

13* 

42 

UP 

KULA 
690 

lOkw 

\i;< 

Young 

43 .... 4 6 X 

25 

UP 
WAILUKU KM\  I 550       lkw NBC    NBC    Spot 20 14 UP;T 

M WAIPAHU KAHU 920        lkw 

Devney ;    L.O'C 

1       70 

13 
51 

AP 
NO   INFORMATION:   Hilo,    KlI'A;    Honolulu,   KHON;   Kaneohe,  KANI;   Lihuc,   KTOH. 

PUERTO    RICO 
DAILY  HOURS WEEKLY   HOURS 

Dlrj 

CAGUAS 

MAYAGUEZ 

Call  letters       Freq. 

WJFR 

Natl network National  rep 

Post- 

Network    mid 

P.ip 

music 
Concert      Folk       Relig         News 

Home- 

Sports    making Farm      Foreign     Negro         Services 

\\    Ml 

\\   111 

I        1240 250w 95 .... 

2* 

loot 

L        600 Ikw 

60 

4 6 4 13 

15* 

119t 

8   

1300 lkw 
40 4 4 11 

7" 

1191 

PONCE 

SAN   JUAN 

SANTURCE 

WISO 

\\  \l'\ 
\\  k  \u 

1260 

680 

18 
lkw Pan-Am.  Bdcst. 

60 

4 4 14 3 2 

lOkw \.\1 
(    .11  ibbl  :m 80 4 2 

5» 

1 5 

103t 

"l  k  w 

<  BS 

Inter-American 6 14 1 4 4 

xt 

UP 
NO    INFORMATION 

VVPAB,    W Acuadilla    WABA;    Arecibo    VVCMN;    Bavamon.   WENA;    Caguas,   WMIA     WVJP;   Pajardo,  WMDD;   Guaxama,   VVXRP;    Mayaguez,  WK.IB,  WORA,   Wl'RA 
PKP;    Rio    Piedras,    WRIO,    WWW;    San    Juan.     WHOA,    WIAC,    WITA,    WKVM  ;    Santurce,    WIPR. 

CANADA 
ALBERTA 

DAILY  HOURS 

:; 

WEEKLY  HOURS 

City 
Call  letters       Freq. Natl network National  rep 

Post- 

Network    mid 

Pop 

tnusle     Concert Folk       Relig         News Home- Sports    making Farm     Foreign     Negro         Services S! 

CALGARY 
I  I   \< 

960       5k w T-C        Weed;    All-Can.        5        Vl        10 

15 

13 
Bl  I'.liVA, 

T.W 

(UN         1060       lOkw 1 1. .in CSR;   Oakes 

Reps.   Ltd. 
13 

BN.BI   !•; 

LW,Se 

CKX1  1 1  lo      lkw Forjoe;   Stovin 24       73 II 19 

!<)• 

BN.BI  |> 

EDMONTON <  1  I.N*       1260      5k  w 

<  III  1) 1080 lkw 
'  111'  A 

680 5kw 
GRAND   PRAIRIE 1  I  GP L050 5k  v, 
LETHBRIDGE 

<  roc 
Hi  1). 

I  llllll 

T-C 

<  SR;  Oakes; 

Reps.  Ltd. 
I     :    StO\  in 

Mi  Gilh  : Renaud 
W...I;    \IICan. 

Weed:    Mi-Can. 

24      91 

!i     l: 

PEACE   RIVER (  k  ■  I 
Ikw Uexand<  i 

13 

65 

8 

9 

16 

7 

10 

24 

8* 

4 4 

%        - 

BUP.BN; 

1  \\ 

■> 

3 2 

4« 

BUP.BN 

6 10 2 3 4 

32 

BUP;Se 

i. 7 11 

8* 

3 3 

BN 
: 3 M 

6* 

3 3 Bl    I'.BN: 
1  W.W.A, 

T 
i 6 9 

X*
 

3 2 2 
BN;Se 

NO   INFORMATION:   Regional   Station,   CBX;    Camrone,    CFCW;    Edmonton,   OJCA,    OKUA 

\   *  um-fm    station  D   daytime   power 
I       fm    station  N — night  power 

SYMBOLS: 

Medicine    Hat,   (MAT;    Red    Deer,   CKRD 
•    local    sports  covered 

t    Mcx.  Span,  included 

x     figure   unspecified 

category  unclaimed 

60 1955   BUYERS'  GLIDi: 
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k\nio 

CANADA       (continued) 
BRITISH  COLUMBIA 

DAILY   HOURS WEEKLY  HOURS 

City 

:hilliwack 
Call  letters       Freq. 

CHWK       1270      lkw 

>AWSON    CREEK 

AMLOOPS 
<    JIM 1350        lkw 

Natl network        National  rep 

Pom     WeedT.Ml-i  an 
T-C      <  looke :  I!'  ps  I  i 

Post- 

N   t»..(k     mid 

CFJ( 910       lkw Dom     Weed;  All-Can 

Pop 

music 
Concert Folk 

H    hg 

News 

Sports 45 

>  | 

10 

'( 

15 

1, 

60 12 

45 10 

25 

\* 

37 

16 

9 6 7 

4* 

Homr- 

making 

Farm     Foreign 

Negro         Services 
2 3 

i;i  P 

12 6 

BN;A 

r.\ 

CELOWNA CKOV 030 lkw T-C Weed;   All-Can. 

;o 

13 7 7 II 

5* 

2 4 1 

4ANAIMO CHUB 1570 lkw Cooke;   S&T 1 X X 1 4 X 2 30 1                 1 
KELSON CKLN 1240 

L'.-.Ou 

T-C CSR;   Stovin 6 34 7 4 12 11 

6' 

8 3 
%                 1 4.  WESTMINSTER      CKNW       1320       5kw Forjoe;    NBS 24     117 12 24 

BVW 

HI  P;W,St 

BIN 

111  IMIV 

A,St 

BN;Sl 

BN;W~<  ,St, I  \\.(  o 

ENTICTON <  M)K 800       lkw Dom     Coiiki-Mluni  :Mul.   2 

f.l 

1 .1 

45 

•ORT   ALBERNI 
<:j  w 

1240      250w S&T 
66 19 

17 

RINCE    GEORGE CKPG 550      250w T-C       W.-.-.l;     \11-Can.       2 

51 

4       10 14 

RINCE   RUPERT CFPR         1240      250w T-C      Stovin 12 28        21 

14 

13 

RAIL CJAT 610       lkw T-C       Weed;    All-Can.      x 45 .10 If) 
_BN;W   
UP,BUP, BN;T 

ANCOUVER CJOR 600      5kw Dom     CSR;  Stovin 24      48 18 

CKMO       1410       Ikv Cooke;   Renaud 1      36 12        20 17 

UP;A 

CKWX        980      5kw MBS    Weed;    All-Can.      1       24       40 

33 

8         17 
B\,BUP; 

W 
ERNON CJIB 940 lkw Dom    Cooke;  Reps  Ltd. X 7 X 13 

3« 

2 X 2 BN;Se 

'ICTORIA CJVI 900 lkw Dom     Weed ;    All-Can. 5 24 49 7 3 

y2 
15 

3* 

BN;T 

CKDA 1280 5kw T-C      Forjoe;    NBS 1 65 8 

18 

i X 

5» 

UN. Ill    l>; 

Se,St 

10    INFORMATION:    Vancouver,    CBU,    CKLG. 

MANITOBA 
DAILY  HOURS 

WEEKLY   HOURS 

City Call  letters       Freq. Power Natl 
network National  rep 

Post-       Pop 

Network    mid      music     Concert      Folk       Relig 

Home- 

News       Sports    making      Farm     Foreign     Negro         Services 

IRANDON CKX 1150       lkw Dom     CSR;   Reps  Ltd. 

•AUPHIN CKDM 1230 250w 101 8 15 5 14 

4* 

10 2 1 
BN;Se 

LIN  FLON CFAR 590 lkw T-C (  SK  :    Stovin 

4       ] 

k      36 
16 

10 

4 9 

5* 

3 
.... 

I'.VSe 

T.   BONIFACE CKSB 1250 lkw Fr McGillvra 3 19 22 6 4 11 1 6 2 4 Bl  P 

VINNIPEG CJOB 1340      250w CSR;  Reps  Ltd. 24     104 12 16 

CK.RC 630      5kw Dom 3       ya       79 

16 
Both:  \.W, 

T,LW,Sl BN.B1  P; 

LW,St 

CKY 580      5kw Cooke;    Stovin 
1       70 25 18 

x* 

A,C,Se 
O   INFORMATION:   Re-ional   Station.   CBW 

NEW   BRUNSWICK 
DAILY  HOURS 

WEEKLY  HOURS 

  
City 

AMPBELLTON 

Call  letters       Freq. 
Natl network National  rep 

Post-       Pop 

Network    mid      music     Concert 
Folk       Relig 

Home- 

News       Sports    making      Farm     Foreign     Negro         Service* 

(    KM! 950       lkw   Weed;    Hardv 10 

DMUNDSTON CJFM 570 lkw CSR;    Stovin 5 

15 

22 5 2 11 3 % 7 
_        B\  :  — REDERICTON CFNB 550 5kw T-C Weed;    All-Can. 6 % 

18 

5 9 4 13 3 
St.T 

40NCTON CKCW 1220 Klku Dom CSR;   Stovin 4 1 18 3 3 1 II 

2* 

2 6 

BUP.BN; 

LW 
NEWCASTLE CKMR 1310 250\n 

T-C Kenaud 6 15 2 11 3 14 

x» 

3 2 III  I'.HN 

T.  JOHN CFBC 930 5kw Dom i  SR:    NHS 1 8 5 X 12 

3* 

3 X 

y* 

BNJ31  Pj 

T 

O    INFORMATION:    Mom  ton.    CBAF;    Sackville,    CBA;    Saint    John,    CHSJ. 

NEWFOUNDLAND 
DAILY  HOURS 

WEEKLY  HOURS 

City Call  letters      Freq. Power 

Natl                                                                Post-       Pop 
network        National  rep           Network    mid      music     Concert      Folk 

Rclig 

News Home- 
Sports    making      Farm     Foreign     Negro 

Services 

T.  JOHN'S CJON          930 5kw Weed;  All-Can.                 1       38          5         12 7 

16 

4         5 liVI  w 

O   INFORMATION: Corner    Brook,    CBY; Gander,    CBG; 
Grand    Falls,    CBT;    St.   John's,   CBN,    VOAB     VOCM. 

NOVA  SCOTIA 
DAILY  HOURS WEEKLY  HOURS 

> 

City Call  letters       Freq. Power 

Natl                                                           Post-      Pop 
network        National  rep          Network    mid      music     Concert      Folk 

Relig 

News 

Home- 

Sports    making      Farm     Foreign     Negro 

Sorvlcos 

vNTIGONISH 

JRIDGEWATER 

C.IIA 
CKBW 

580       5kw Dom     CSR:    P.M. 21 15 12 

4*       _ 

_      BUP.Se 

1000       lkw T-C      Cooke;  Reps  Ltd.  5 

in 

16 

22 

13 

HN 
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CANADA        (continued) 
DAILY  HOURS WEEKLY  HOURS 

Call  letters       Freq. Natl network 
National  rep 

Post-       Pop 

Network    mid      music     Concert      Folk 

Relig 

Home- 

News       Sports    making      Farm     Foreign     Negro 

HALIFAX (HNS*        960      5kw Dom     Weed;   All-Can.       3       M       42 10 

11 BN.1U  P; 

T.LW 
CM  11 920      5kw I  SR;   P.M. 60 16 11 

BN:W 
KENTVILLE CKEN 1  190 250w \1<  vander 25 15 8 7 9 

X*
 

3 2 _ 
BN;W 

SYDNEY 

CJ< 

1270 

:>u 
Dom     Weed;    Mi-Can. 

2 70 10 

15 

10 15 8 

12 

BN;LW,T 

TRURO (  kCI 
11(10 250w 

RTS - 40 10 10 3 11 

;• 

(. 

3 % 
BN,BUP; 

W 

WINDSOR 1  FAB 1 150 
250w       Alexander 

27. 

15 

8 7 9 

x# 

3 2 
BN;W 

NO   INFORMATION:  Halifax,  CBH;   New  Glasgow,  CKEC;  Sydney,  CBI;  Yarmouth,  CJLS. 

ONTARIO 
DAILY  HOURS WEEKLY  HOURS 

Wty Call  letters 
Freq. Power 

Natl 

network        National  rep 

Post- 

Network    mid 

F'op 

music 
Concert 

Folk 

Relig 

News 
Horn.  - 

Sports    making Farm     Foreign     Negro 
Services 

BARRIE i  KBB L230 250  w 

i  SE 

—         — — — — — __ — — 
BELLEVILLE 

i  JBQ 

1230 250w CSR;  Stovin 80 10 — 11 3 6 
W,T 

BRAMPTON 

BRANTFORD 

BROCKVILLE 

FORT    FRANCES 

FORT  WILLIAM 

HAMILTON 

CFJB 1090 
250w-D 

  Radio  &  Tv  Sis 50 2 7 5 x X 2 2 
BN.BUP; 

\\  .Se 

> 
i  kl>( 

L380 Ikw Dom     Alexander 67 2 6 10 18 7 7 3 1 
BUP;W,C 

E CFJR 
1150 

250w Dom     CSR;  Stovin 6 

26 

18 11 7 8 4 6 4 BUP 

CES 
i  FOB 

800 
Ikw Dom     Cooke ;    Lawson 8 :,:: 1 28 1 11 2 2 3 

BN 
i  kl'li 

580       lkw T-C       CSR;  Radio  Rep    8 27 12 

=  '. 

CHML 900      5kw Dom 3     108 11 

CKOC        1150      5kw T-C       Weed;  All-Can.       3         1       63 14 

KENORA CJRL 1220       lkw Dom     Cooke:     Stovin 

70 

10 

KINGSTON CKLC         1380       lkw Dom     Forjoe;    Stovin        3 

on 

11 

lo 

13 

BN;T 
BN;Sl 

I'.N.IU  IP; 

W.T 

BN.Bl  P; 

AP 

BN.BUP; 

W 

CKWS* 

ooo 
5kw 

T-C Cooke;    NBS 8 1 40 6 4 2 9 3 1 6 
BN;L,W,T 

KITCHENER CK.CR 

1   10(1 

250w Dom CSR:     Rrnand 

V-i 

% 

72 

10 

18 

Id 

11 

13' 

3 y2 3 BN;A,Se 

LONDON 

CFPL* 
980 

5kw 1  loni W.-.-.l:     Ml  (  an. 3 2 72 5 7 6 16 

6» 

10 

4 

BN;I..W.W NIAGARA    FALLS CHVC 1600 5k  W 

Cooke;    Vlex'r 

60 1 9 

III 

9 5 6 

y4 

17 

BUP:T ORILLIA CFOR 1570 Ikw Dom CSR:   S&T 4 

10 

4 20 12 10 

4' 

5 2 

BN:\V OSHAWA 

OTTAWA 

CKI.R        1240      250w 

(  1  K  V  560       5kw 
McGillvra 1       77 II 11 

15 

Weed;   S&T 24      85 

20 

19 CKO         1  110      5-D.l-N Dom    Cooke;    NBS 2      24     100 16 

BVU.I  \Y BN.B1  P; 

L\\ .( 

BN.HI  P; 
T.LW.C, 

W 

OWEN    SOUND CI 'OS 1170 
Ikw Dom 

CSR 
36 2 12 3 6 9 

PETERBOROUGH CHI  \ 
1  130 lkw Dom Weed;   NBS 4 66 6 

10 

6 12 

4* 

2 2 BN;LW 
PORT  ARTHUR CFPA 

■ 
250w Dom 

\\  eed;    Alex'r 

3 10 3 4 2 7 

3« 

'•-■ 

BN;St 

ST.  CATHARINES CKTB 
020 Ikw 

1  lom 
U.Cillvra:   P.M. .... — — 4 16 

2» 

9 2 2 BN;W,St 

ST.  THOMAS (III  (» 680 lkw 

T-C 

(  SR;   S&T 5 24 

69 

16 

11 8 16 5 10 4 

.... 

BN,B1  P; 

SARNIA 

SAULT  STE.  MARIE 

SUDBURY 

TIMMINS 

TORONTO 

(  link 

CJIC 
CHNO 

CKSO 
CFC1 
i  I  i;i; 

•  Hi  M 

i  ki -\ 

1070  5  D  .1  N 

1490  250w 
900  lkw 

790 
580 

Cooke;    P.M. 

McGillv;    M.\ 
CSR;    Renaud 

10 

24 

10 

11 

l3~ 

11 

I  W.Se 

\W:\  \\ 

20 

x# 

50 

LO 

12 

HN:N 5kw T-C       Weed;    Ml  Can.       8         1       19 
lkw McGillv;   Renaud    3 60        20 

10 

12 
10 

1010       50k w CBS     McGillv;R&1  Sis 

1050      lk»  D 

580      ..Hi  N 

McGillv  ;R&T  Sis 

BN 
BUP;Se 

BN.BUP BN 

Cooke;   NBS 24     100 19 

WELLAND 

WINDSOR 

WINGHAM 

WOODSTOCK 

NO    INFORMATION:    (  h 

CKFH 

l  MM 
Ckl.W 

<  k\\ 

250w Weed;    S&1 1400 

(Sei    M  \(.  \i:  \    I'M  I  S.  OIN  l.i 
(See  DETROIT,    MICHIG  VN) 

24      loo 

16 

11' 

BN,BUP; W.A.C, 

T,Sl 

BUP;Se^ 

920       lkw Dom     CSR;    Mexandei 

;• 

i  i 

10 

«  k()\        1340 Ri  naud 25 10 

:: 

Ml  IM 

0     i  Buclph,  C.T(n       Kirkland 
CBL,    CJBC;    Windsor,   I 

(  .IK  I.; 
intern.  (JSP:   North    Ba      CFCH;   OtU 

3  I'.l   P:l  w 
  I  ■       «    ll"\         Mr:it 

PRINCE   EDWARD   ISLAND 
DAILY   HOURS 

WEEKLY   HOURS 

City 

SUMMERSIDE 

Call  lettrri 

(  n;\\ 

Freq 

Natl 
nrtwork Natloml  rep 

Post- 

Nrtwn-k     mid 

Pop 

mmlr 

250w Ri  p     I  id, 

Folk 

19 

Riliq         News 

Home- 

Sports    making Farm      Foreign 

11 I 

Negro        Services 

IM    l':\V 
NO    INFORMATION:   Charlottetown,   OFOY. 

]'.<;>    HL'YJ  RS'   (,l  110 



"3iu  Ideal  Rep" 
says   Ted   Kelly   of 

MeCaiui-Eriekson,   New  York 

"My  ideal  would  provide  the  intangible  data 

concerning  a  market  or  station  area  not  found  in 

the  general  statistical  sources,  i.e.,  would 

provide  data  either  common  to  other  markets  or 

specific  to  the  market's  makeup. 
Such  information  would  aid  the  buyer  in  selecting 

the  audience  most  suitable  for  the  product." 

Jepeo 
believes  the  client 

is  entitled  to  special 

information  about  markets 

and   stations  whenever  requested 

We  are  prepared  to 

supply  such  data. 

1EPC0  kmwi  how  the  wind  blowi 

.John  E.  Pearson  i  oinpany 
RADIO    AMD    TELEVISION   STATION    REPRESENTATIVES 

CHICACO       •        MINNEAPOLIS       •        DALLAS       •        LOS      ANCELES      •         SAN      FRANCISCO 



CANADA         [continue,!* 

QUEBEC 
[IAI 

LY  HOURS WEEKLY  HOURS 
f 

Cit> Call  letters Freq. 
Power 

Natl 
network National  rep          Network 

Post- mid 

Pop 

music Concert Folk 

Relig 

News 

Sports 
Home- 

making 

:arm 

Foreign 

Negro         Services 

AMOS (I!  \l) 1340 250w Fr \\ '  ill :  Renaud 7 

'. 

31 

13 6 

.1 

14 

10* 

3 5 

V" 

BI  P 
CHICOUTIMI i  JMT 1 150 250v. Renaud 1 71 

23 

5 5 5 3 4 2 3 BN 

HULL i  k<  II 970 1U Fr Mc( ,  ill\  :    Renam 8 

l ., 

12 

ao 

11 5 12 

3# 

3 3 _      BN 

JONQUIERE 
(  KRS 590 lkw 

1  SR;   Hardy 2 13 6 3 13 4 2 3 

UN 

LA  SARRE (  KLS 1240 250w Fi \\    ril  ■    Renaud 7 % 

31 

13 

6 5 14 

10* 

3 

."> 

% m  v 
MONTREAL 

CBF< 

650 
50kv, 

Fr 
16 6 

25 

% 3 7 6 2 4 BN.BUP 

I  1  <  F< 60(1 

:>u 
\l!C:l),.„i \\  nil:  Renaud 7 % 31 

13 

6 2 14 

4' 

BN,BUP; 

St 

(III  1' 1110 lkw McG;    Renaud 57 

18 

3 7 1  1 

;• 

5 38 
BN,BUP; 

A 
(  K  M 730 10W CBS 

i  SR;    Renaud y 70 5 2 7 14 

5* 

10 

BN,BUP 

QUEBEC (  HRi 800 

:.u 
CSR;  Hardy 70 20 2 7 

12 

1« 

4 3 BN,BUP 
l  fQ( 1340 250w T-( : R&T   Sales 3 28 5 11 4 12 

3* 

3 BN;W,LW 

i  K<  \ 1280 lkw Weed;    Renaud 4 111 12 5 11 4 1 
BN;W 

RIMOUSKI I  ll;ii 900 5kv, Fr CSR;    Stovin y 38 25 6 6 9 

4* 

1 4 

BN;Se> 
ROUYN l  Ki;\ 

1100 
250w Fr \\  .    ,1  ■     I'.iuiin! . 

y4 

31 

13 

6 5 14 

10» 

3 5 

Yz 

BUP 

SOREL .  JSO L320 lkw 
Cooke;    Hardy 70 15 11 4 3 

8* 

3 

.... 

BN 

THETFORD    MINES i  Kl  h L230 250v, 

Fr 

CSR;   Hard) 4 8 6 7 2 10 4 1 

BUP TROIS-RIVIERES CHLN lkw CSR;    Renaud 1 

27 18 

25 5 14 7 3 3 _ 

111  1' 

VAL  DOR CKVD 1230 250w 

Fi 

\\  red  :   Renaud 7 

Yi 

31 

13 

6 5 14 

Id. 

3 

■") 

y2 HI  P 

VILLE-MARIE CKVM 
71(1 

lkw i  ->!!:    Hatch 
6 4 7 3 8 \ 

4» 

3 7 Se 

NO    INFORMATION:    Vlma,    CPGT;    Chicoutimi,   CB.T;    Drummondville,    CURD;    Granby,    CHEF;    Matane,    CKBL;    Montmagny,    CKBM;     Montreal,    CBM,    CJAl).    CJMS,    CkVI 
i   BNC;    Quebec,    cl'.V;    Riviere  Du-Loup,    CJFP;    Roberval,    CB7RL;    Ste.    Anne  Do  La   Pocatiere,  CHGB;    si     3e<  D      Beauce,   KRB:   Shawingan   Falls,   CKSM 

Sherbrooke,   CULT.   CRTS;   Trois    Riviere      I  KTR;    Victoriaville,    CFDA 

SASKATCHEWAN 
DAILY  HOURS WEEKLY  HOURS 

f ^ t 

Citj 
Call  letters Frcq. 

1230 

Power 
Natl network 

1   I 

National  rep           Network 

Pi.st 

mid 

Pop 

music     Concert 
Folk 

Relig 

N-ws Sports 
Home- 

rcaking 

Fa  -~. 

Foreign 

Negro         Services 

GRAVELBOURG 1  1  KG 

CHAB 

Renaud 6 8 4 .... O 8 1 3 4 

103 

.. 
MOOSE  JAW 800 

;,kn 1  loni 

Weed;    Stovin 2 41 16 5 9 17 

5* 

2 3 BUP 

N.    BATTLEFORD «  im: 1  U50 

lkw Stovin 1 48 5 16 8 14 

11' 

3 3 
UP;  St 

PRINCE   ALBERT CKB] 

:,u 
Dora 

Weed;    All-Can. 
3 1 X 1 30 

10 

14 

3* 

1 12 2 

BN;T 

REGINA CKCK 620 
5kw T-C 

Weed;    All-Can. 
3 1 30 5 2 5 

in 

..* 

5 1 
_      BN.BUP; 

W 

•  kiai 5k  w Dom 1    -II:     Reps     1  lil. 2 1 50 

15 

7 3 12 T 6 5 

BN,BUP; LW,A 

SASKATOON CFNS 
117(1 

Ikv, 

Fr 

Renaud 8 

15 

36 11 4 8 1 2 4 

lil  l> 

(  KOM 
1  120 

■  kw 
Weed:    Stovin 1 

56 

9 12 6 

13 

5* 

2 3 2 

BN;T,C 

YORKTON i   M.\ 940 
lkw Dom 

'   Hi  :    So\  in 5 

18 

2 

20 

Mi 

10 

2» 

5 2 

BN;1  W NO    INFORMATION:    Regional    Station,    i  BK;    Saskatoon.   CFQC. 

\    '  am-fm    station  D — daytime  power 
/      fm    station  N — night  power 

SYMBOLS: •    local   sports  covered 

t    Mex.  Span,  included 

x     figure    unspecified 

category  unclaimed 

Sound  Broadcasting  at  Its  Very  Finest! 

WGAR  WRFD  WTTM  WMMN 
CLEVELAND.  OHIO  WORTHINGTON,  OHIO  TRENTON.  N.  J.  FAIRMONT.  W.  VA. 

Qreat  Radio  Stations  Serving  and  Selling 
Rich  American  Markets! 

PEOPLES    BROADCASTING   CORPORATION 

C4 
1955  MYERS'  GUIDE 



concert  music PAGE    67 

493    stations    with    10    weekly    hours 
or  more  ol   orchestral   music. 

farm  radio  page  73 

679    stations    reporting    special    pro- 

graming beamed  to  rural  America. 

folk  music PAGE    BO 

357    stations    programing    20    hours 
or  more   per  week   in   this  category. 

foreign  language  PAGe  83 

369  stations  programing  in   38   lan- 

guages with  table  of  hours  per  week 

K 

RADIO 

CATEGORY 
DIRECTOR! 

r 

mexican-american PAGE    87 

139    stations    with    Spanish    language 
programing   for  this  audience. 

negro  radio  PaGE  9i 

596  stations  regularly  scheduling  pro 

grams  appealing  to  Negro  audiences. 

popular  music 
PAGE    102 

250  stations  with  a  total  of  75   hours 

or    more    yev    week    in    this    categorj 

religious  &  gospel  PaGE  ,05 

373  stations  scheduling    in  or  more 
hours  per  week  in  this  category. 



l-yern-  guide 



RADli  l 

concert  music 

symbols 
J  station  features  light  concert  music 

predominantly  (  44' ,  of  list ) 
:;:  member  Good  Music  Broadcasters 

Figures  represent  hours  per  week 

[684   stations   regularl)    schedule   either    light 

orchestra]    or  This    represents 
,  oi  all   1955  questionnaire  respondents.    In 

1954,  922  stations  reported  schedules  in  this 

category  or  6  1',  of  all  respondents.  Further 
indication  of  the  growing  popularity  of  this  type 

of  programing  is  the  number  of  stations  now 

scheduling  10  hours  or  more  in  this  category — 
493  or  2V  ,  of  total  respondents  as  against  144 

ions  or  9',  of  total  respondents  last  year. 
All  states  including  the  District  of  Columbia 

are  represented  in  this  special  section. 

Most  of  the  stations  are  located  in  the  larger 
metropolitan  areas.  123  of  them,  however,  or 

25%  of  this  special  list  also  appear  in  the  harm 

Radio  category  (see  page  73).  In  fact,  con- 

rt  music  stations  comprise  I-',  of  the  total 
number  of  stations  in  the  Farm  category.  In 

1954  only  5',  of  the  farm  stations  were  in  the 
concert  directory. 

\lso  on  the  concert  list  are  24',   of  the  foreign 

language  stations. 

MANY   an  advertising  oppor- 
tunity is  missed  because  a 

Dew   idea,  a  changing 
trend,  a  vital  forecast  is  not 

seen   in  time.    Thai 's  why 
an  increasing  number  of  Ad- 

vertising and  Station    Es 
ecutives— who    formerly    received 
copies  via  the 

"routing  system" — 
now   have  individual  subscrip 
tions  to  SPONSOR. 

This  way  they're  sure  SPONSOR 
reaches  them  first  thing  every 
other  Monday  morning — 
sure  of  getting  all  the 
latest  radio/tv  facts  in 
time  to  act  ...    in  time 
to  profit. 

Try  an  individual  subscription 
to  SPONSOR  yourself.    At  Spe- 

cial Introductory  Rates,  the 
investment  is  small,  the 
potential  rewards 
Sreat-  Order   Now — 

Pay   Later 

SPONSOR  40  E.  49th  St.  N.Y.  17,  N.Y. 

Kntcr  my  subscription  to  spck 
for  the  next  32  weeks  (16  issuer 
-"      fYou  save  S3  under  single  copy 

its.) 

□  Bill  me  D  Bill  company  D  Payment  enrliwed 
Name 
Firm 

City 

Q  home 

IN 
SAN  FRANCISCO 

FOR 100% 

GOOD  MUSIC 

1   Nob  Hill   Circle 

EXbrook    2-4265 

10,000    WATTS 

1955  BUYERS'  GUIDE 
" 



NOTE   TO   TIME   BUYERS- 

the  LARGEST IMP   <  l AUDIENCE  OFFERED  BY  ANY  MEDIUM  — 

NEARLY  2'/2  MILLION  "GOOD  MUSIC"  RADIO  FAMILIES  - 

can  be  reached  for  A  SMALL  PART  OF  YOUR  BUDGET  — 

& 
usic 

I  ROAD CASTERS 

representing 
CHICAGO WEAW 

PHILADELPHIA WFLN 

LOS  ANGELES KFAC 

SAN   FRANCISCO KEAR 

DETROIT WLDM 

BOSTON WCRB 

ST.   LOUIS WEW 

BALTIMORE WITH-FM 
WASHINGTON,  D. C.    WGMS 

DALLAS-FORT  WORTH     KIXL 
HARTFORD WFMQ 

SAN    DIEGO KSON 

ALLENTOWN-EASTON   WFMZ 

BRIDGETON,    N.  J. WSNJ 

MIAMI,  FLA. WVCG 

# 

any  combination 
of  stations  may 

be  purchased  under 

one  contract  and 

controlled  through 

one  source  - 
GMB O 

BUYING    POWER 
(Median  Family  Income  Over  $7,000) 

EXECUTIVES  &  PROFESSIONAL  PEOPLE 
(First  by  Frequency  in  Audience  Composition) 

ADULT 

(Nearly  Three-fourths  Between   18-65) 

EDUCATION 
(3   to  6  Times   As   Many  College  Graduates) 

write  OR  CALL  FOR  new  GMB  brochure       Good  Music  Broadcasters,  Inc. 
GIVING  STATION,    MARKET,    AUDIENCE,  6  E.  39th  ST. 

RATE   CARD   INFORMATION.  N.Y.  16,  N.Y.  MU-5-4471 

IMITATION 

"IMITATION is  the  sincerest 

IMITATION 
form  of  flattery" 

SPONSOR  is  the  most  imitated 

trade  magazine  covering  the 

advertising  field  today! 

SPONSOR 
///<■  magazine  radio  and  TV  advertisers  use o                                                                                                                                  

1955    in  >  i  RS'  1. 1  mi 



RADIO 

CONCERT  MUSIC 
ztinued » 

ALABAMA 

BIRMINGHAM  WCRT  28} 
GADSEA  in;  AD  „  II 
Gl  STERS)  ILLE  WGSI  10} 
III  \TSI  II  1 1  ...WBHI'  10 

AR/ZONA 

FLAGSTAFF  KCLS  I1 
PHOENIJt  —KON1  lo 
77  (  SOW  A  rf/C    .  28+ 

ARKANSAS 

P//V£  fill  FF  K0JA  II 

CAL/FORN/A 
I/. 77  RAS  K CNO 
HER  kill.)  KRI: 
BI.YTHE  KYOR 

CRESCEM'  CITY  Kl  Rl 
El  REKA  RUM 
FORT  BRAGG    KDAC 
FRESNO    .  KRFM 
GLEN DALE  Kl  TE 
I  INC  ASTER    KAVL 
LONG  REACH  K\OB 
LOS  ANGELES  ...  KFAC 

See    Long    Beach  A,/- 7 
k\  \ 

KPOL 
  k  \  \  I 
  KS1  I 

\IO\TEREY  . 
ML  1)1  IS 
i)  IKL  IND 
REDDING 
S  U  R  IMENTO 

S  l\  BERh  4RDINO 

Kl.\ 
KSD  I 
KCRA 
KGMS 

KFXM 
KITO 

SAN  BRUNO  _  KSBR 
SAN  DIEGO     KFMB 

KSO\ 
SAN  FRANCISCO  .  KCBS 

kl   IK 

KGO 
k  \  IK 

S  l\    JOSE  KEE\ 
S  INTA   H  IRI:  IRA  KDB 

KIST 
KTMS 

SANTA  CRUZ  KSCO 
S  INTA   MARIA  .KSMA 
SANTA   ROSA  KSRO 
SONORA  KROG 
STOCKTO\  kST\ 
I  KIAH  kl  kl 
VISALIA  ...  ...KONG 
WASCO       Kir  SO 

12 

38 
13:1 

U, 

L5 

in 

19 
i  //// 1     84} 

]  -  :
 

(7m)     20 

L56* 

18 
  33 55 ! 

....  28 

12 18 

12 
35 10  J 131 

lo 15 
20 

36* 

12 
in I  [i. 

Ml 

hi 
n, 

1 1 

2(1 

18} 

'ii 

21 J 

18 
12 

10 

12 

12 

i  fm) 

COLORADO 
HOI  I.DER    KBOL  25 
CANON  CITY  KRLN       13 
DENVER  KIOD.  II 
EORT  COLLINS  ..  KCOL  In 
LA  JUNTA  ...KBNZ  .....  VI- 
LA MAR  ...KLMR  i:. 

MANITOI  SPRINGS  Kl  MS  (fm)  72 
STERLING                         KGEK   .  16 

CONNECTICUT 
HARTFORD  Kill  32 

//  FMQ   (fm)  63* 
ITCTH  .....  IV 

NEW  BRITAIX  IT  HAY  .....  I  I! 
NEW  HAVEN    ...WNHC  .  II 
NOR  WALK  .  ....WNLK  37} 
NORWICH  ...WICH  22 
Pi  n  /u  it  rcT  .  2n 

DISTRICT  OF  COLUMBIA 
II   iSHINGT01\ 

DELAWARE 
M1LEORD 
ir  ILMI\GTON 

WKSB  l. 
II  HI  I.  in 

II    (>//  in 

WGMS  85* 
//  TOP 

FLORIDA 
BR  IDI  WON   
(  II    IRII    III  H 
it  tin  in) 

m:  i.  i\i) 
DEI.R  I)    HI   U  II 
FT.  II    tl.TO\   III   U  II 
C,  HMsl  III  E 

m 
18 

22: 

I  i I. 

L6 

23 

r, 

in 

(fm)    119 
12 
55 

Ml 

10 

11 

III 

12: 

1:. 
28 

  10? 

17 

II: 

22 

//  I  Rl 

II  I   t\ 
II  IK  I 
II  IBS 

II  DBF 

11  I  I  It II  GGG 

II  Rl  I 

JACKSONVILLE  ..  II  Jill' LAKE  CITY  .  ..._„WDSR 
I.  IKELAND  ...WEAK 
MIAMI  II  I.RD 

II  Mll- 

ll  VCG 

MIAMI  REACH  II    tHR 
MILTON  II  I  ID 
SAPLES  _  ...WNOG 
OKI   l\DO       //  lilio 

I'ALATKA  II  II  I'E 
I' l:\SACOLA    .  II  <  0  I 
ST.    II  Gl  STINE   WSTN 
SA NEGRI)  II  TRR 

SARASOTA    irsl'll I  I  l«)  BEACH  .  II  \TM 
II  .  PALM  RE  M  II  WW  EG 

GEORGIA 
ATHENS    ..WRE(  11 
II  OUST  A    WBBQ   .....  10 

I  ()R\ELIA  .....  .....WCON  .  lo 
MO\ROE  II  MRE  hi; 
ROME      II  LIQ  10 

U  ROM  .  11 

SAVANNAH  ..  ir  IRI'  12 
WSAV   .....  1 1 1 
WTOC   .  10 

Til- TON     .WWCs  lo 
TOCCOA    .  ir  LET    .....  in 

IDAHO 

HI.  U  KFOOT    ..  KRI.I  1 1 
HOI  si  ..KG  EM  I 

KIDO  U. 

MOSCOW  .  KRI'L  26} 
PRESTOh  kl'ST  12 
II  EISER  ..    Kllll  16} 

ILLINOIS 

BLOOMINGTON                WJBC  15} 
r    IXTON                    .     WHYS   .....  11 
(  llli   iGO                 WBBM  .    36} 

WEDC   .  21 HE  ML  70 
//  1/  to  12 

E.  ST.  LOl  IS                     H  I  Ml  2'i 
EVANSTON                       ir  EAW  .98* II  \MH  80 

JOLIET                    WJOL    .  .  19} 
KEWANEE    WKEl  IS 
1/  It  OMB                         //  k  II  12 
OTTAWA    in  M)  11 

INDIANA 
BEDFORD  WBIW 
IORT    WAYNE  It  KJG 
l.  IRY    WWCA 

HAMMOND-.    W.IOH 
1/  irioi\            ir  i//v/ 
//  RRE   HII  TE   WHO  It 

IOWA 
  KROS 1  l.l\li)\ 

DAVENPORT  Kl-  1/  I 
DI.S    MOI\l  S  k^n 
FORT   MADISO\  KM. I 

1  I 

15 
12 

12 

121 

I  I 
II 
13 

1//  St    II IM  Kll  I  <  28} 

SIOl  \    <  IT)  k.si  l 
SPl  \'  ER  kl'  1 1  13} 
STORM  I  Ikl  k  t)  I  in 

KANSAS 

CONCORDIA  kM  k  11 
FT.  SCOTT  k  Mln  1  10 
k  Ms  Is    ,11)  KCk\  10+ 
/    lit  HI  \i  I  kl  II   \  20 
LIBER  II  KSCB  16 

TOPER  I  it  HI  \  1 1 
//  H  HIT  A  k  t\s  11 

kllll  13 

KENTUCKY 

n  IW  II  IE  II  IIIR  10} 
FRANKFORT  II  IK)  17 
V  //  I'ORT  II  \OI>  in 

PRESTONBl  RG   .  II  I'RT  L3 

LOUISIANA 
H  HON  ROUGE  WIHH  12 

II  I  is  10 

NEW   IBERIA  k  /  \  /  111 
\l  It    ORLEANS  ...     .....WMU  If, 
SHREVEPORT  kl  \  I  ll 

MAINE 

PRESQUE  ISLE  ...WA(,M  16 
Rl   MEORD   .    WRI  M  in 

MARYLAND 

l\  \   tl'OLIS  II  \   tl  In 
HALT/MORE  II  ITII    (fm)     91 
//  iG  erst  on  V  //  .IE  J  .  Hi 
s a  1.1  sri  ry  11  not:  .  18} 

MASSACHUSETTS 

ATTLEBORO  .    WAR  I 
BOSTON  .....  11  i:\ls II  1  RB  . 

II  EEI 

II  \  ti 
HRO<  KTO\  It  BET 

1   IMBRIDGE   (Boston)     II  MIR 
I  III  HII  ER  II  S  IR 

G  IRDNER  II  c  Ill 
GREENFIELD                   HHAI 
II  It  ERHILL  II  II  ll 
HOLYOKE  .                       II  HI  H 
LOWELL    Willi 
RITTSEIELD    .  II  HRK 
Ol  l\l  )  II  .11)  1 
SALEM  it  ESX 
SI' RING  El  ELD  WMAS WTXl 

II  .   )   1RMOI  TH  ...WOCB 

In 

11 
112 

30 

In 

III 

1  fm  1 
11 

26} 

19} 

13} 

11 
11 

15 
28 

16 

12 

28 

MICHIGAN 

BIG   RAPIDS  ....WRH\ 
1  Ol  1)11    ITER  ll  II  H 

DETROIT  Wl.DM 
WW] 

WXYZ 

FLINT  nil' 
GRAND  RAPIDS  U  El  R 

It  ill 

1101 1  i\i>  mm 
Hill  t.HIO\    I  ikl             II  III, H 

IH<i\    HII  I  H  It  1KB 
k  tl   11/  l/.OO  II  KMI 

MIDI   IM>  II  \ll>\ 

1/7".    PLEASAN1  II 1  I  \ 
1//  sKI  i.O\  II  Ml  > 

POIS  II  IC  II  l'n\ H111. 1  RS   <  II)  If  II  Ik 

s  t(,l\    tit  tl   s(,H 

SAUL!  STE.  M  IRII         II  sOO 

13} 

16 

(fm)    40* 

12 

20} 

II 

18} 

21 

11 

11 

21 21 

10} 

12} 

- 
12 
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CONCERT  MUSIC 
MINNESOTA 

II  Hi '  RT  1.1  -  I  KATE 
t  LEX  AN  DMA  KXRA 

:  IT  WKLK 
III  II  EBC 

\ll\  M  IPOLIS  kE)  I) 
II  IX.) 

RED    WING  kill 

(continued) 

20$ 

]_-
 

II 151 

27 
10 

IIATTIESBI  RG 
JA(  KSOi\ 

Tl  I'EI.O 
I  ICKSBl  RG 

MISSISSIPPI 
WFOR 
II  J  \\ 
n  rbc 

II 1 1  It II  QBC 

MISSOURI 
(  Oil  Mill  I  KFRl 

J()I'LI\  U  I//;// 
A.  t\s  IS  (IT)  Kt  Mo 
KIRKSVILLE  KIRX 
ROLL  I  KTTR 
ST.   LOl  IS  WEW 

MONTANA 
ro/i  1/  i\  k/ni\ 
KAL1SPELL  KGEZ 
i  inn)  KL(  B 

IV 
30 

10 

14* 

10 

23  J: 

26 

12 
12 

52* 

24$ 

19 
15 

n:braska 
HEATRK  i o 

1.". 

'  HADROL\ K(  SR 

ID OMAH  1 koil 

NEVADA 

10 

LAS  VI  (.  IS K  LAS 

10 in  \o k  II  R  \ 

10 

NEW   HAMPSHIRE 
(  0\(  ORI)                                II  k\l.  18 
/   f(  ONIA                           If  LMI  lo 
ROt  HESTl  R                     II  II  Ml  191 

NEW   IERSEY 
ISBl  R)    PARR  II  .ILK      35 J 
///   l\l  l<     ill)               I    MID  12 

BRIDGETOh                      WSN]  19* 
MILL!  II 1 1                          IfMLI  1, 
MORRISTOII  \                    If  MTR  II? 
MM    BRl  VSB  K  k          WCTC   .  .10$ 
l'ITLRSO\                          Jfl'.IT  88$ 
I'll    IS  1\H  II.LL               II  OM>  II 

NEW  MEXICO 

AI.BI  Ql  IRQ!  E               kill-  1/  66 KOAT  20 
(    IRLSBAD  ...                    k  II  E  27 

KPBM  13t FARMINGTON                 KVBi  L5$ 

G  I  I.I.I  I'                            kCAK   .  11 
LOS  ALAMOS  .....             KRSN  23 
PORTALES                       kl  \\l  12$ 
ROSlf  III                           KSWS  13  j 

Truth  or  Consequences      ECUS.  12 

NEW  YORK 
III  efalo If  H\ )  18$ 

CORNING   .  If  (LI  131 
GLENS  FALLS  _  //  //  S(  12 
HEMPSTEAD   —WHLI  27 
HORN  ELL  If  II  IIC.  12 
III  DSON  ..  If  HI  <  10 
J  IMESTOWN    .  If  .IOC  12 

W]T\  20 
LOCKPORT   .  If  I  S.I  12 
MIDDI  ETOII  \  ..WALL    .  14$ 
NEW    ROCHELLE    WNRC  lo 

\///     )ORk                         III1W  1 7 //  <  BS  35 

WGHV  (/m)    70 

WOR    .  1' WQXR  ...      104* 
If  RCA     32 

WWRL  Urn)   38$ 
NORWICH    .....                  II  i  II  \  II 
01 I   l\                                 II  II Dl  -20 
ONEONTA                          II  Dos  ...  16 
PATCHOGl  E            WALK  .....       25 
PLATTSBl  RG                  WIRY  .....  ....22$ 
R0<  III  STIR                     II  BBF  .....       12 

JF  A.\  J  73i 
s  fA  f\  K.   A. /A  A              //  XBZ  19 

S  i A'  fTOG  /  SPRINGS     ifsn\  21 
S(  ///  VECTADY   ....         II  s\)  12 
S3  RACUSE  If  HI  \  21 
1/    III  RT  oil  \  -WWNY     14 
H////77  PLAINS   rf^s            19 
Rl  A  I/.  RADIO  SET        17  .4M  &  13 

FM  stations  30 

NORTH  CAROLINA 

CHAPEL   DILL  ..WCHL  ...40$ 
CHARLOTTE  WIST  1.1 rM/T'      37$ 

r,A7  ENSBORO  WCOG          LO 
/  It  KSOM  II.I.E  .    WJNC    ......       10$ 
LAI  RINBVRG  ..  WEWO  „        13 
ya/t  A/.A.V         _r///r  .        13$ 
SAN  FORD  ...WWGP   14$ 
THOM  IS)  II 1 1  ...WTNC    12 
II  II.SON  IK.TM              11$ 
//  INSTON-SALEM  .         II   UR               1 3 

NORTH   DAKOTA 
HETTINGER 
VIINOl 

KNDC  10$ 
KCJIi  L5$ 

Some  things  you  should  know  about  WQXR 

1954 

1955 

was  the  biggest,  for  both  business  and 

audience,  in  our  19  year  history. 

145  agencies  and  357  accounts  bought  WQXR's  big  600,000  family 
market   of   radio    homes   in    the   New   York    metropolitan    area. 

brings  an  increase  in  our  power  to 

50,000  watts  by  summer. 
Let  us  tell  you  how  more  power  to  WQXR  will  mean  more  power  to 

your  selling  with   WQXR's   good    music   and   news   programming. 

Wfl YR   '""  l:,"h" Siatio}i  °f The New Ynrk  T,'<"s If  UAll    "Always  the  Best  in  Music" 

229  West  43rd  Street,  New  York  36,  N.  Y  LAckawanna  4-1100 
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RADIO 

CINCINNATI 
CLEVELAND 

COLl  Mill  S 
DEE  I  [NCI 
DOVER 
I  I  )  RIA    
MARIOh 
Mil    IRK 

OHIO 

tLLIANCl                WE  Ail  l'ii 
ASHLAND                           II    IK.  201 
BELLAIRE                         II  I  K\  L2 
CANTON                         It   i\D  10 

II  Hi:<  1 3 
  WKRC  .  12$ 

II  l>< )k  ...23 

//  G  I  A'  15 
  WCOL  —15$ 

1/  m/F    ...      I(>:j 
WJER  _  26$ 

  JF£0L    ..  21$ 

//  i/A'\  v: 
..—  WCLT   .....     .251 

riot  i  ivptw  .....    m 
n  ikri:\  ii  iiiiii  m 

OKLAHOMA 

SHAWNEE   .....  KCFF  15 
II  f.SA   .  ArM/A  54 

OREGON 

COT'i I  AGE  GROVE  ...       AfH//;  ....16$ 
EUGENE    OS//      12 
HOOD  RIVER   KIHR  .16$ 

M,-M  INNVILLE  .  K  \K  1/  15 
MF.DFORD    KYJC  11 
Mil  PORT    .....        KNPT    _.        11;: 
PORTLAND   ££*   20 

AO//V  .....  12$ 
ap,4a/  .....   ...40 

salem  ...    kslm  .       32$ 

PENNSYLVANIA 

ALLENTOWN 
BETHLEHEM 
III  TLER    ..... 

///'1/Z    (/m)   62* 
WGPA  1  1 
JFASfl    .12$ 

(  HESTER 
(  <>l  DERSPORT 

HUE 

CELT)  SRI  l«. 
JOII\M<>lt  \ 
KANE  . 
LANCASTER    ... 
//■/;/  \  m 

LOi  K  HAVEN  .. 
PHILADELPHIA  . 

PITTSBURGH 

PITTSTO\ 
POTTSVILLE  - 

Rl  I  DING   . 

SCRANTON   

II  ll.l.l  IMSPORT 

II  I  (  II 
II  I  KM 
II  I  l« 
II  Gl  I II  iRD 

.IV  A  DP 

WLAN 
li  I  BR 

WBPZ 
WCAU 
III  I  \ 

...XQI 
WWSW II  PTS 

_WP  I 1/ WPPA 
..JWEEU 

Will  M -..WARM 

WQAN ,„WLYC 

WRAK 

,  fm  I 

16$ 

II 

16 

i 

i  ' 

2] 

19 

...12$ 

...15$ 

M 
  

II 
I  1 
12 

10 

If, 

ll¥ 

LO 

Ki 

II 

12 

.13$ 

RHODE    ISLAND 

WOON SOCKET   .WW ON   .         20 

SOUTH  CAROLINA 

tNDERSON    WANS    12$ 
FLORENCE    .  ..  „WJMX    15t 
GREEN]  1LLE  ...          W  Ml  I    42$ 
ORAM, LIU  RC  WTND  .....        12 
SUMTER  .    WSSC    .  12 

SOUTH   DAKOTA 

ABERDEEN        KSD\  .37$ 
SIOUX  FALLS  .TilSD      24$ 

KSOO  ...  18$ 
WATERTOWN      KW AT          12 

TENNESSEE 

A  \n\l  II 1 1                       it  \n\  n 
LEXINGTOh                      II  DM  10 
1/,  MIW1  II 1 1                   II  l/l//  13 
1//  !//'///»                               //   M<  11 //  \JPS  LO 

TEXAS 
IIUI  I  M                             KWK<  10 
///   l\l  I                           A  ll.T  .  12 
II  -■LIN                          KTB(  II 
RAYTOII  \                           KRI  I  10$ 
BONHAM                          AM  \  II 
CORPUS  CHRISLI            A  »/ \  16 

DALLAS    .                         KIXL  ..  56* //  A' A'  35 

/   ISTLAND                      KERC  20$ 

HEREFORD                       kl't\  ...23$ 
HOUSTOh                         KXYZ  L5 
kl  KRI  II II                       KERl  L2 
K>\CVIEW    .                     klK'i  11$ 

KX77  81$ 
///A/\             at/?/;    .  ...10$ 
MIDLAND                AT/JS     35 
PALESTIN1  k\ET 
S  t\     INGELO                  kl  M  10$ 
S/f/V  ANTONIO  .              KITE   .....  21' A"Y0    . ...  IJ 

SEQUIN  ..                          A//  //>  .10$ 
SHERM  l\                          kRRV  15$ 
TEMPLE                            KTEM  11$ 
VICTORIA                         KNAl  16$ 

U74H <  /  /m«  c/ry  .             ksi  b  16 
AOG/W    .                           AAG/V    .  .34$ 
1//  A'AMF                      KMI  R  IV 
067)/  \                                kl  OG    .  19 
PAWO    ...         A/  J  I  .40$ 

KIXX     II 
RICHFIELD                       KSVC  ..  II 
SALT  LAKE  CITY           KD)  I.  I 

KSI.  19 

with  the  LARGEST  AUDIENCE  GAIN 

of  any  radio-TV  station  in  GREATER  PHILADELPHIA 

WFLN  now  reaches  more  than 

12%  of  the 

DELAWARE  VALLEY  RADIO  HOMES  Regularly  ! 

plus  an  unsurveyed  Bonus  Audience 
in  17  other  counties  ! 

AVERAGE   DAILY   LISTENERSHIP 

Over  3  Hours  Every  Day 

*19.2%   TOTAL  AUDIENCE  INCREASE 

1954  over  1953-Audience  Analysts,  Inc. 

Represented  Nationally  by  Good  Music  Broadcasters  -  N.Y.C. 

1955  BUYERS'' GUIDE 

l>
 

ine   mu Sic 

8200   RIDGE  AVE.  IVyridge 

PHILA   28,    PA.  2-6000 
71 



R 

CONCERT   MUSIC    {continued) 

VERMONT 

\GTON                  WBTh  .           \\ 
iii  Ri.i\(,rt)\               if  dot  m 
Mlfl'ORT                          Iflkl  11 

VIRGINIA 

BRISTOL  II  <  )  B  25 
CHARLOTTESVILLE  If  (III  50$ 
(  LIFTON   FORGl  If  A  I  I  L0 
(  I  LPEPER  II  (  l    I  id 
FARMV1LLE  WFLO  101 
//  •/  MPTOA  It  I  I  <  11 
HOPEWELL  II  II  ir  Ki 
MARTINS)  II. IE  II  1/1    I  271 
\  ARROII  S  II  \RI  13 
RADFORD  II  R  ID  13 
111(11  MOM)  II  KM  2] 

/(AT/?     (/ml    38 

/r  4YNESB0R0  ..  WAYB  ! 3 

WASHINGTON 

KIRKLAND  k\li\ 

I'l  YALLl  I'  k  I)  I 
SI  tTTLE 

.42$ 

12 

7  1/  Ol/  / 

a -no  13 
K/S»     (/m)  63 
A//r  35 

A  \  /  «>o 
A  WO  45 
A7W  12 

WEST  VIRGINIA 

III  A  kin  WWNR 
III  VTINGTO!\  II  IIT\ 
LOG  l\  II  I  oil 
1/  IRTINSBl  RC  .             II  EPM 
M  II I  It   1\  WHJC 
\K)I  \DSI  ILLE  II  MOD 

WISCONSIN 

iii 

27 

Ml 

18 10 23$ 

BELOIT 
i  ii    <  i  urn 
I  in) SMITH 
\l  IDIS0!\ 
M  tRSHFlELD 
Ml  I.  If  II  kill:  II  (   t  \ 
r  IRK    FALLS  II  PFP 
RAC1NI  If  R.I  \ 
»//  WANG  n  H  II 

if  in:  i  1 1 
If  HI/. 
hid) 
II  IS( 

If  Dl.ll 

10 

I  1 

10: 

10 
17 
25 

K) 

II 

WYOMING 

I  INDER  KOI  I  13$ 

ALASKA 

INCHORAGE  KFQD  33$ 
FAIRBANKS  KFRB  33 
.//   \l   II  kl\  )  28 
kl  K  II Ik  M  ATA\  28 
SI  II  ARD  kill  1 1  28 
SITR  I  kll  II  28 

ll()\OU  1,1 

HAWAII 
A/A/  21$ 

CANADA 
ALBERTA 

<  4LGARY                        CI-  U  I  i 
/  DMONTOh                      t  III  D    ..  .        14$ 

CHFA    _...       31 
PEACE  HI  I  ER                CKYL  16$ 

BRITISH   COLUMBIA 

CHILLI  WACK                   <  Illl  k  231 
DAWSON   CREEK  .         CI  DC   .  12$ 
A  I MLOOPS                       <  1 .11  16 
KELOli  \  I                         I  kill  13$ 

/'OAT1  ALBERNI               <  .1  II  19$ 
PRINCE  Rl  PERT            CFPR  21 

7"/?///A                                  f  V  47'  ...30$ 
I    /  w  CN  I  Ei?                    CKMO  12 

<  A  //  \  33$ 

MAN/TOBA 
/•7,/\    FLO/V 

ST.   IIOMI   M  I 

I  I   IR 

(  KSB 

.16$ 

22 

NEW    BRUNSWICK 

EDMl  \DS()\  CJEM  22 

NOVA    SCOT/A 

BRIDGEWATER  <  klill  16 
AAV/7  ////  I  kl  \  15 
SYDNE1  CJCB  10 
/A7  7W  <  Af  /  ....10$ 
WINDSOR  CFAB  15$ 

ONTAR/O 
III  I II  \  III  I 

BROt  KVILLI 
KINGSTOh 

KITCHENER 

OSHAU   I ST.  THOM  IS 

SARNIA 
SAUL1   STE.   MARIE 
SI  Dill  RY 
TIMM1NS 
TORO\ TO 
II  INGHAM 
II  OODSTOCK 

PRINCE  EDWARD  IS. 
SI   1/1//  RSIDl 

QUEBEC 

IMOS 
i  mi  a/  mil 
HULL 

10  \  Ql  I  FRF 
11  SARRE 

MONTREAL 

QUI  UFA. 
RIMOl  SKI 

ROI  )  \ SORFI. 

TROIS-RIVIERES 
VAL   DOR 

SASKATCHEWAN 
MOOSF  JAW 

REGIh  I 
s  iSk  IIO(i\ 

<  JBQ  10 
CFJR  ...  18$ '  kl(  14$ 

CKCR  .10 
CKLB  11$ 

(  III.O  If, (  link  24$ 

'V/r  lo 
'  //w>  ..  10$ 

<  /  (  /  20 
ckfh  u, <k\\  15$ 

CKO.S  10+ 

CJW  _.      io$ 

C///40  13 
C/AfT  .23$ 
CKCH  33$ 
c A«5  _        _l3t 

CKLS  ....13 
CBF  25 
CHLP  18$ <  //«r;    _        20 

CKCV   12$ 

CJBR  25 (  kl<\  _13 

'./vi  r, 
<  ///  \  18$ (kll)  13 

(  //  //;  u, CAA'l/  15 

(  /  \  S  36$ 

RADIO  AT  ITS  FINEST 

WGAR 
CLEVELAND,  OH 

WTTM 
CLEVELAND,  OHIO     WORTHINCTON,  OHIO 

WRFD 
HINCTON,  OHIO 

WMMN 
TRENTON.    N.    |.  FAIRMONT,    W.    VA. 

Peoples    Broadcasting    Corp. 

1 
•    © 

SELLS 
in  lirvaivr   Miami  on  .  . 

1070 

746,453 
people     attended      concerts     in 

Greater    Miami    last    year. 

MORE   than  attended  any 

dog  or  horse  track,  or  all  of 

The  University  of  Miami  Foot- 

ball games. 

on    your    Radio    Dial 

Coral  Gables,    Fla. 

WYCG's    primary    appeal    is   to    the    vast    middle   ami 

upper  income  families  in  lliis  Million  Dollar  Market.® 

.  Detroit,    At 

THOMAS  F.  CLARK  CO.  Inc. 

(I)    CLASSICAL— SEMI-CLASSICAL 
ami  CONCERT   MUSIC 

nted    In   New   York   by: 

GOOD  MUSIC  BROADCASTERS 

(2)    RETAIL  SALES — I9M— 
$1,000,000,000.00 
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k\nio 

farm 

symbols 
*  indicates  member  Nat'l  Assoc.  Ra- 

dio &  Tv  Farm  Directors  (Apr.  '55) 
t  indicates  subscriber  to  U.  S.  Dept. 

of  Agriculture  program  service 

1531  stations  in  the  I  '.  S.  and  Canada  schedule 
some  (arm  programing  each  week.  That  is  70% 

of  the  Buyers'  Guide  respondents.  In  1954-  a 
total  of  <KA  stations  scheduled  such  programing, 

or  64',  of  those  returning  questionnaires.  Of 
the  1531  total,  679  stations  with  schedules  of  5 

or  more  hours  ol  farm  programing  a  week  are 

listed  below.  Also  shown  are  the  stations  be- 

longing to  the  National  Assn.  of  Radio  and 

Television  Farm  Directors  as  well  as  the  sub- 

scribers to  the  program  information  service  of 

the  U.  S.  Department  of  Agriculture,  barm 

stations  in  this  listing  offer  a  wide  variety  of 

other  programing.  There  is  indicated,  for 

example,  an  appreciable  increase  in  concert 

music,  from  6%  of  respondents  in  1954  to  IS', 
in  1955  offering  10  or  more  hours  in  this  cate- 

gory. Folk  music,  too,  is  popular.  99  stations, 

or  15%,  schedule  20  hours  or  more  per  week 
in  that  category. 

GRASS   ROOTS  FACTS 
Ahoutf     tlic     Kan*a*     Farm     Market 

Waving  wheat,  tall  corn,  tat  cattle,  men 

on  tractors — this  is  Kansas — a  state  of 

high-income,  big-buying  farmers.  Sell 

them  best  with  the  station  they  listen  to 

,.„,*(— WIBW.1 

The  average  income  of  these  Kansas 

farmers  is  $8,312  per  householdt  after 

taxes  .  .  .  58%  above  the  national  aver- 
age! And  remember,  this  vast  buying 

power  listens  to  WIBW  more  than  any 
other  radio  station. 

These  upper-income  Kansas  Farmers  have  the  extra 
cash  to  buy  your  product.  The  best  way  to  sell  it  to 
them  is  to  tell  them  about  it  on  the  radio  station 

they  listen  to  most — WIBW — first  listening  choice  of 
Kansas  Farmers  since   1924.* 

*Kansas  Radio  Audience — 1954 

tConsumer   Markets — 1954 

Lasl     year,     Kansas     farmers     banked 
$1,092,21  l.i   t  Hon,  wheat,  corn,  cattle. 
hogs,    poultry,    hay,    sheep,    and    other 
farm    products.    They   buy   heavily  and 
steadily     .-ill  year  long.    A.ND  the  great 
est    pari    of   their    purchasing  decisions 
are  guided   by   WIBW. 

Ben   ludy.  Ccn.   Mgr. 

WIBW  &  WIBW-TV  in 

Topcka 
KCKN  in  Kansas  City 

Rep: 

Capper   Publication,   Inc. 

1955  BUYERS'  GlIDK 
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ALABAMA 

Albertville  WAVU    \ 

3ham  WSGN 

WHOS" 
Doth

an  
WDIG 

Florence  WOWLt 

Foley  WHEP 

Mobile  WKRGv 
Monroeville  WMFC 

Montgomery  WBAM 
WCOV 

Scottsboro  WCRI 

Tuscaloosa  WJRD 

ARIZONA 

Nogales KNOG' Phoenix KOY 
Yuma KOLD 

ARKANSAS 

Blytheville 
KLCN 

Crossett KAGH 

Dermott 

KVSA-: 

Fort  Smith KFSA 

Helena KFFA 

Jonesboro KNEA 
Little   Rock 

KARK    • 

KLRAv 

KTHS* 
Magnolia 

KVMA" 

Malvern 
KDASv 

Mountain    Home KTLO 

Osceola KOSE 

Pine    Bluff KOTN 

Pocahontas KPOC 

Rogers KAMO 

Springdale 
KBRS 

CALIFORNIA 

Bakersfield  KERN^ 

Blythe  KYDK:  + 
Chico  KXOC- 

El   Centre  KXO  + 

Fresno  KFRE*t 

KMJ' 
Hanford  KNGS 

Los    Angeles  KFI  t 

KNXt 
Modesto  KBOX" 
Monterey  KXXL 

Redding  KVCVr 
Redlands  KCAL' 

Sacramento  KCRA: 

KFBK T San    Bernardino  KCSB' 

San   Diego  KCBQ    • 
KFMS 

San    Francisco  KCBS 

KGO^v 
KNBC    • 

Stoc
kton

  
KWG. 

Susanville  KSUE- 

Tulare  KCOK 

Turlock  KTUR 

Wasco  KWSOt 

COLORADO 

Denver 

KIMN'v KLZ   • 

KOA*.L
 

KVOD' Durango KIUP 

Fort  Collins KCOL 

Glenwood    Springs KGLN 
Greeley 

KFKA" 

La  Juncta KBNZ 

Lamar KLMR 

Monte    Vista 
KSLB 

ose 
KUBC 

kghf; Sterling KGEK 

CONNECTICUT 

Bridgeport 
Hartford 

WICC 
WTIC 

DELAWARE 

Dover 

Georgetown WDOVv 

WJWLv 

DIST.  OF  COLUMBIA 

Washington  WMAL 
WRC 

FLORIDA 
Bradenton  WTRL 

Hollywood  WINZ 
Kissimmee  WRWB 

Lake   City  WDSR 
Ocala  WTMC 

Orlando  WORZv 

Tampa  WFLA*t 

CEORCIA 

Atlanta  WCON* 

WSB  + Griffin  WHIE 

La    Grange  WTRP 
Moultrie  WMGA 

Rome  WRGA 

wrom; Thomson  WTWA 

Waynesboro  WBRO 

IDAHO 

Boise  KBOI- 

KG  EMt 

KIDOv 

Caldwell  KCID 

Lewiston  KLER 

KRLC 

Moscow  KRPL 

Pocatello  KEYYv 

KSEI 
Preston  KPST 

Twin   Falls  KTFI 

ILLINOIS 

Centralia  WCNT 

Chicago  WBBM*v 

WGN*t 

WLS*f 

WMAO:; 

Decatur  WDZ*t 
De  Kalb  WLBKt 

Effingham  WCRA* 
Fairfield  WFIW 

Galesburg  WGIL 
Harrisburg  WEBO 

Jacksonville  WLDSt 

Kankakee    .  WKAN 

Kewanee  WKEI 

La   Grange  WLS^ 
La    Salle    .  WLPO' 
Lincoln  WPRC 

Litchfield  WSMM 

Mt.    Carmel  WVMC 

Mt.   Vernon  WMIX 

Olney  WLVN 
Paris  WPRS 

Peoria  WMBD't 
WPEO 

Ouincy  WTAD4 
Springfield  WMAY 

Sterling  WSDR' 
Streator  WIZZ 

Urbana  WILL' 

INDIANA 

Elkhart  WTRC 

Evansville  WJPS*t 

Fort  Wayne  WKJG*t 

WOWO'v 

Hammond
  

WJOB* 

Indianapolis  WFBM*"? 

wibc  ; 

WIRE*
" 

Ja
sp
er
  

WITZ 

Kokomo  WIOU*t 

Lafayette  WBAA*v 
Lebanon  WINL* 
Logansport  WSAL 
Marion  WBAT 

WMRIt 
New    Castle  WCTW 

Salem  WSLM'' Terre    Haute  WBOWt 
Vincennes  WAOV 

Warsaw  WRSW> WKAM 

IOWA 
Ames  WOP 

Burlington  WBUR 

Cedar    Rapids    .         KCRG   v 

WMT*t 

Centerville  KCOG 

Charles  City  KCHA 
Clinton  KROS 

Davenport  KSTT*t 
Des    Moines   _.  KIOA*t KWDM 

WHO*t Dubuque     .  KDTH*t Fairfield  KFAD 

Iowa    City   _  KXIC 
Le    Mars  KLEM 

Marshalltown  KFJB 

Mason    City  KGLO*t Muscatine  KWPCI 

Oelwein  KOEL 

Ottumwa  KBIZ 

Shenandoah  KMA*t 
Sioux  KCOM 

KTRI 

Spencer  KICD 

Storm    Lake  KAYL" 
Waterloo  KWWL* 

KXEL*t 

KANSAS 

Arkansas   City  KSOK 

Atchison  KARE' 

Colby  KXXX*t 
Dodge    City  KGNO 

Emporia  KTSWt 

Garden    City  KGAR 

Great    Bend  KVGBt 
Hutchinson  KWHK 

Lawrence  KLWNt 
Manhattan    .  KMAN 

Salina  KSAL+ 

Stanley  KMBC*i 

Topeka  WIBW*t 
Wichita  KFH  + 

KFBI*t KENTUCKY 

Bowling    Green 
WKCT WLBJ 

Danville WHIR 

Fulton 
WFUL 

Hopkinsville 
WHOP 

Lexington WBLK 

WLAP. WLEX 
Louisville 

WHAS* 

Madisonville WFMW 

Maysville 

WFTM*t 

Owensboro 

WBJS 

Paducah 

WPAD 

Winchester 
WWKY 

LOUISIANA 

Alexandria  KALB 

New   Orleans  WWL*t 
Opelousas  .  KSLO 
Ruston     _  KRUS 

Shreveport  KWKH*f 

KIBS 

MAINE 

Bangor  WABI  : Houlton  WABM 

Portland  WCSH'i 

WGAN*^ 

Presque    Island  WAGM; Rumford  WRUM 

MARYLAND 

Baltimore  WBAL*t 

WBMD:- 

Cambr
idge 

 
WCEM 

Frederick  WFMDv 

Hagerstown  WARK WJEJ 

Havre  de  Grace  WASA 

Leonardtown  WKIK~ Pocomoke    City  WESM 

Salisbury  WBOC^ 
Ware  WARE 

Westminster  WTTR 

MASSACHUSETTS 

WBZ   • 

WEEI* 

WHDHt 

WHAI*t 

WMNBt 

WNAW 
Worcester  WORCt 

Boston 

Greenfield 
North    Adams 

MICHIGAN 
Adrian 

WABJ;' 

Ann    Arbor 

WPAG' 

wbcm*; 

Benton   Harbor 

whfb*; 

Bio    Rapids 
WBRN 

Coldwater 

WTVB+ 

Detroit 

CKLW 

WJR* 

WW  J* 

East    Lansing 

WKAR** 

Escanaba 

WDBC 

Grand     Rapids WOOD 

Kalamazoo 

WKZO*i 

WKLA 

Mount   Pleasant 

WCEN 

Port    Huron 

wtth; 

Rogers    City 

WHAKt 

MINNESOTA 

Albert    Lea 
KATE 

Fairmont KSUM 

Faribault 

KDHL! 

Hutchinson KDUZ 

Mankato 
KTOE 

KYSM 
Min.-St.    Paul 

KSTP    • 

wcco*; 

WDGY 

New    Ulm 

KNUJ*t 

Owatonna KOBK Red    Wing 

KAAA Rochester 

KROC* 

Thief    River    Falls 

KTRFt 

Worthington 
KWOAt 

14 
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•  ••and  growing  every  day! 
AGRICULTURE 

OIL    AND    URANIUM 

MANUFACTURING 

TOURISTS 

Served  and  Sold  by 

® 
(J2) Delivers  Boom-Town  Denver  and  302  counties  in   12  slates  (Nielsen) 

Is  the  leader  in  creating  local  programs  and  personalities  for 

Western  tastes. 

(Jj) Serves  a  farm  and  ranch  population  of  700,030  with  18  hours 

per  week  of  informative  and  entertaining  agricultural  programs.  To 

many  of  these  listeners,  KOA  has  long  been  their  only  day-in, 

day-out  source  of  vital  news  and  weather  information. 

FARM 
TOTAL 

Population    . 
700,030 

3,633,000 

Households 191,140 
1,088,420 

Radio   Homes    . 175,850 
1,049,020 

Buying   Income $2,044,714,000 $5,226,724,000 

Retail  Sales 
$4,071,951,000 

Source:  1955  Survey  of  Buying  Power 

(0 
Is  heard  by  more  people  who  can't  get  TV  than  any  radio  station 
in  the  U.S.A.! 

(Jg) Sells  this  ever-increasing   market,  developing  and   keeping 

phenomenal  listener-loyalty,  as  proved  by  39%  greater  mail  response 

in  1954  over  1953. 

LET   KOA    SELL    FOR    YOU! 

DENVER 

Covers   The    West .Seat/ 

NBC     •     850    kc     •     50,000     WATTS     •     CALL     PETRY 

Send  us  your  name  and  address  for  monthly  factual 

"Western  Market"  information  folder. 
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FARM  RADIO 
MISSISSIPPI 

Cleveland  WCLD 
Hattiesburg  WBKH 
Haziehurst  WMDC 

Jackson  WJDX't 

WRBC* 

Louisville  WLSM 
McComb  WSKB 

MISSOURI 

Carthage  KDMO 
Clinton  KDKD 
Columbia  KFRU 
Fulton  KFAL 

Hannibal  KHMO- 

Jefferson   City  KLIK*t KWOS 

Joplin  KSFB' WMBH 

Kansas     City  KCMO*' KMBC 

WDAF 

Kirksville  KIRX 

Marshall  KMMO*+ 
Maryville  KNIM 
Nevada  KNEM 
Rolla  KTTR 

St.   Joseph  KFEQv 
St.   Louis  KMOX    • 

KSTL 

Springfield  KWTO 
Warrensburg  KOKO 
Warrenton  KWRE 
West    Plains  KWPM 

MONTANA 

Billings  KGHL 
Glendive  KXGN  i 

Great    Falls  KFBB; 
KXLK 

Libby  KLCB 
Missoula  KGVO 

Sidney  KGCX 

NEBRASKA 

Alliance  KCOW 

Beatrice  KWBE* 
Chadrons  KCSR 
Fremont  KFGTt 

Grand    Island  KMMJ*. 
Kearney  KGFWi 

Lexington  KRVN: 
Lincoln  KOLN: 
Norfolk  WJAG*t 
North    Platte  KODYt 

Ogallala  KOGA 

Omaha  KFAB*t wown 
Scottsbluff  KNEB 

NEVADA 

Las    Vegas  KLASi 
Reno  KOHt 

I  continued  I 

NEW  HAMPSHIRE 

Manchester  WMUR^ 
Rochester  WWNHi 
West     Swanzey  WKNEv 

NEW   JERSEY 

Bridgeton 
New    Brunswick 
Vineland 

WSNJ 

WCTC' 
WWBZ' 

NEW   MEXICO 

Artesia  KSVP 

Lovington  KLEA 
Roswell    .  KGFL 

Truth   or   Consq.  KCHS 

NEW  YORK 

Amsterdam  WCSS 

Buffalo  WBENv 

WGR' WKBW    • Fulton  WOSC 
Hornell  WWHG 
Hudson  WHUC 

Ithaca  WCHU* 
Jamestown  WJOC 

WJTN    i 

Kingston  WKNY* 
Newburgh  WGNY 
New  York  WABC- 

WOR* 

WRCA 

Oneonta  WDOSv 

Plattsburg    ..  WEAVv 
Poughkeepsie  WEOK 

Rochester  WHAM*" 
WHFM 

Schenectady  WGY  :  i 
Syracuse  WFBL WOLF 

WSYR 

Utica  WIBX  - 
WRUN 

Walton  WDLAv 
Watertown  WWNYv 
Woodside  WWRLI 

i    R  \l.      R  MHO     M    I  W.H.I 

furnishes  l!  hours  of  farm  service 
daily  to  following  stations:  WHLD 

Palls,  WKBW  Buffalo, 
WTLA  M  Rochester,  W.ITN  Tames 
town,    wiic'li    Ithaca,    WAGE    Syra cu  r.    win  \    Dtlca  R        www 

WM8A    Massena,  WBLM 
Klmlra.     W  ' .  \  WKIP 
Poughkeepsie,  \\<;\v  Newburgh. 
WDLA  Walton,  WNBF  ISIngham- 
ton,  WQAN  Krranton;  also  13  fm 
stations. 

NORTH  CAROLINA 

Albemarle  WABZ 
Asheville  WISE WLOS 

Burlington  WBBB 
Charlotte  WBTv WGIV 

Durham  WTIK 
Elizabeth    City  WGAI 
Elkin  WIFM 

Fayetteville  WFNC* Greensboro  WBIG 
Greenville  WGTC 
Henderson  WHNC 
Jacksonville  WJNC 

Kinston  WELS:s WFTC 

Laurinburg  WEWO    '• Raleigh  WPTF 
Rocky    Mount  WCEC WEED 

Roxboro  WRXO 

Sanford  WWGP 

Smithfield  WMPM. 
Statesville  WSIC 
Tarboro  WCPS 
Wallace  WLSE 
Whitesville  WENC 

Wilmington  WMFD 
Wilson  WGTM WVOT 

Winston-Salem  WSJS*t 

NORTH  DAKOTA 

Bismarck  KFYR 

Devils    Lake  KDLR 
Dickinson  KDIX 

Fargo  KFGO: 

WDAY* 

Grand     Forks  KNOX 

Hettinger  KNDC 
Jamestown  KSJB   v 
Minot  KCJB 

Williston  KWBM 

OH/O 
Akron  WHKKf 

Alliance  WFAHt 

Cincinnati  WLW*t WKRC 

Columbus  WBNSv 

WHKC*t Dover  WJER 
East     Liverpool  WOHI 

Findlay  WFIN* 
Gallipolis  WJEH 
Hamilton  WMOH 
Ironton  WIRO 

Lancaster  WHOK 
Lima  WIMA 
Marietta  WMOA 

Marion  WMRN*t 
Piqua  WPTW 
Portsmouth  WPAYt 

Sandusky  WLEC 

Springfield  WWSO 
Toledo  wspd; 

WTOD* 

Washington  C.  H.  WCHO'  i 
Worthington  WRFD:t 
Youngstown  WFMJt 

OKLAHOMA 

Ardmore  KVSO*t Chickasha  KWCO 

Elk    City  KASAt 

Enid  KGWA- 
Frederick  KTAT' 
Guymon  KGYN 
Lawton  KSWO 

Muskogee  KBIX KMUS 

Oklahoma    City  WKY*t 
Paul's    Valley  KVLH^ 
Ponca    City  WBBZ 
Poteau  KLCO 
Shawnee  KGFF 

Stillwater  KSPI  • 
Tulsa    .  KRMG 

KVOO' 

Woodward  KSIW. 

ORECON 
Bend  KBND 

Corvallis  KOAC* 

krul; 
Eugene  KERG* Grants    Pass  KUIN 

Klamath    Falls  KFJIv 

Medford  KMEDt 
Ontario  KSRV 

Portland    .  KGW. 

KOIN!^ 

KPOJ 

Salem    .  KSLM*i Tillamook  KTIL 

PENNSYLVANIA 

Altoona  WVAM 

Bloomsburg  WHLM  + 

Butler  WBUT*t 

WISR* 

Carbo
ndale

  
WCDL 

Coudersport  WFRM 
Doylestown  WBUX 
Gettysburg  WGET 
Harrisburg  WCKB 

WCMB't 

WISR: 

Lemoyne
  

WCMB* Lewiston  WKVA 
WMRF 

New  Castle  WKST 

Philadelphia  KYW*t WCALin 

WFIL*t 
Pittsburgh  KDKA*t 
Reading  WEEUt 

St.    Marys  WKBI  • 
Sayre  WATS 
Somerset  WVSC 

Sunbury  WKOK 
Williamsport  WWPAt 
York  WNOW 

work; 

WSBA*v WRFD OHIO'S  FAVORITE 
FARM  RADIO  STATION 

Represented  Nationally  by  Meeker  Associates 

WORTHINGTON,  OHIO— peoples  broadcasting  corporation 
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CAN  THE  FARMER  USE  YOUR  PRODUCT? 

DON   TUTTLE CHARLES    J.   STEVENSON 
Here  Are 

3  Big  Ways 

You  Can  Reach  Farmers  in  New  York  and  New  England 

FARM    PAPER    OF  THE   AIR         12:15-1:00  p.m. 

Monday  through  Saturday. 

With  the  latest  market  and  agricultural  news, 
and  crop  reports,  edited  by  Don  Tuttle. 

WGY    TRAVELER  12:15-12:30  p.m. 

Monday  through  Friday. 

Now  a  part  of  the  FARM  PAPER,  the  WGY 
Traveler,  Enoch  Squires  tells  of  the  history 
and  legends  of  WGYland. 

CHANTICLEER 6:15—7:00  a.m. 

Monday  through  Saturday. 

Charles    John    Stevenson     brings    music    and 
human  interest  stories  flavored  with  rural  wit 
to  the  WGY  farm  audience. 

WGY 
1955  BUYERS'  GUIDE 

A  GENERAL    ELECTRIC   STATION,  SCHENECTADY,  NEW  YORK 
SERVING  878,130   RADIO   FAMILIES 
Represented  Nationally  by  Henry  I.  Christal  Company 

77 



' 

Wenatchee, 

Washington 

Serving  a 

I  hum  -1<>-Ettrth 

FARMERS'  MARKET 
Washington  State  is  an  agricul- 

tural state,  and  any  map  will  show 

you  thai  KPQ,  Wenatchee,  is 
located  in  the  very  heart  of  this 
diversified  farm  area. 

Right  now  KPQ  is 
serving  one  of  the  richest  farm 
areas  in  the  nation  (check  any  pro- 

duction  reports). 

But   the 

MIGHTY  COLUMBIA 

MIGHTY  DAMS 
are  creating  a 

MIGHTY  PLUS-MARKET 
Each  day  new  farms  are  being  de- 

veloped. Eventually,  1,000,000 
new  acres  of  irrigated  farm 
lands  will  fill  the  famous  Colum- 

bia Basin  ....  all  within  easy 

range  of  5000  watt  KPQ,  ABC- 
NBC.  Located  in  the  Apple  Cap- 

ital of  the  World,  KPQ  presently 

covers  more  than  46rr  of  Wash- 

ington State's  farm  income  .... 
WITH  MORE  TO  COME. 

When   You're  IE   I  ■  nii  Ox«t 
a  Itudgct.  Make  KI»Q  a 
"Must  Buy." 
PER  CAPITA  INCOME 

16         above    national    average 

SALES   PERFORMANCE 

160'-     above    national    average 
AND      STEADILY      INCREASING! 

Certainly  we  assist  our  customers 
....  glad  to  ....  in  every  way 

possible. 

PARTICIPATIONS   IN    FARM 
SHOWS 

6:45  AM  &  12:30  PM  Daily 

5000  WATTS 
560  K.  C. 

WENATCHEE 
WASHINGTON 

REGIONAL     REPRESENTATIVES 

Moore  and  Lund,  Seattle,    Wash. 

NATIONAL    REPRESENTATIVES 

Forjoc    and    Co.,    Incorporated 

FARM    RADIO    (continued) 
RHODE  ISLAND 

Providence 
WPJB 

SOUTH  CAROLINA 
Columbia  WIS 

Florence  WJMX' 

Greenville  WFBC    • WMRC 

Myrtle   Beach  WMYB 

Orangeburg  WDIX WTND 

Rock    Hill  WRHI 
Seneca  WSNW 

Spartanburg  WSPA*t 

SOUTH  DAKOTA 

Aberdeen  KSDN  • 
Huron  KIJV 

Rapid     City  KOTA' 
Sioux    Falls  KELOv 

KSOO*t 
Watertown  KWAT 

Yankton  WNAX*t 

TENNESSEE 

Chattanooga  WDEF 
Cleveland  WBAC 
Columbia  WKRM 

Dyersburg  WGSG 
Elizabethton  WBEJ 

Harrison  WDOD* 
Jackson  WDXI 

Knoxville  WNOX:; Levelland  KLVT 

Lexington  WDXL 

Memphis    WHBQ* 

WMC*t 
Morristown  WCRK 

Nashville  WSM:: 
Springfield  WDBL' 

TEXAS 

Amarillo  KGNC* 
Austin    .  KTBCv 
Brownsville  KBOR 
Brownwood  KBWD 

College    Station  WTAW 
Corpus   Christi  KEYS 

KRISv 

KWBUi 

Dallas  KRLDv 

WFAA*t 
Eastland  KERC 

Edinburg  KURV 
El  Campo  KULPi 

El   Paso  KEPO:  i 

KROD' 
Fort  Worth  WBAP:  v 
Gainesville  KGAF 

Gonzales  KCTI 
Greenville  KGVL 

Harlingen  KGBT 
Hillsboro  KSLM 

Houston  KPRC*t 

KTRH*Y 
Huntsville  KSAM 
Jacksonville  KEBEi 
Kerrville     .  KERV 

Lampasas  KCYL 
Lubbock  KDAVt 

KFYO*t 

KSEL* 

Lufkin  KTRE 

Nacogdoches  KSFA 
Pampa  KPAT 

KPDN 
Plainview  KVOP 

San  Angelo  KTXL 
San  Antonio  KCBS 

San   Antonio    (con't 

.)    KENS- 

KITE 

KONO-v 

WOAI*t 

Sulphur    Springs KSST 
Texarkana KCMC 

KTFSt 

Tyler 
KTBB    • 

Waco 
KWTX 

Weslaco 
KRGV 

Wichita    Falls KFDX 

UTAH Cedar    City KSUB 

Richfield 

KSVC; 

Salt   Lake   City 
KDYL 

KSL :  ■ 

VERMONT 

Burlington  _  WCAX- WDOT 

Newport  WIKE 

St.   Johnsbury  WTWN  + 

Springfield  WNIX' 
Waterbury  WDEV 

VIRGINIA 

Arlington  WARL 
Bedford  WBLT 
Bristol  WCYB 

Danville  WBTM    ■ 

WDVA: 

Harrisonb
urg  

WSVA*  I 

Lynchburg  WLVA*t 

Orange     '  WJMA Portsmouth  WAVYt 
Richmond  WLEE 

WRNLv 

WRVA* 

Roano
ke  

WSLS* 
Staunton  WFRC* 

WTON+ 

WASHINGTON 

Bellingham  KPUG 
KVOSt 

Moses   Lake  KSEM 

Renton  KLANt 
Seattle  KOMOt 

Spokane  KHQ*t 
KNEW 

KXLY : t 

Tacoma  KTNT*t 
Walla    Walla  KTEL 

Wenatchee  KPO    ' 
Yakima  KYAK    • 

WEST   VIRCINIA 

Charleston WCHS Clarksburg WBLK 

WPDX. 

Huntington 

WSAZ   • Keyser 
WKYR 

Martinsburg WEPM 

Parkersburg 

WPAR. 

Weston 

WHAW 

Wheeling 
WWVAt 

WISCONSIN 

Appleton 

WHBY 

Beaver    Dam 

WBEV*) 

Chippewa    Falls 

WCHF 

Eau    Claire 

WEAU'  • 

WRFW Green    Bay 

WBAY* 

WJPG* 

Kenosha WLIP 

La    Crosse 
WKTY 

Ladysmith  WLDY 

Madison  WHA: 

WIBA WISC 

WKOW*t WMFM' 

Manilowoc  WOMT 

Marinette  WMAM 
Marshfield  WDLB 

Milwaukee  WTMJ 

Monroe  WEKZ' 
Park   Falls  WPFP 
Shawano  WTCH 

Sparta  WKLJ 
Sturgeon     Bay  WDOR 
Watertown  WTTN 
Waukesha  WAUX 
Wausau  WOSA 

Wisconsin    Rapids        WFHR 

WYOMING 

Cody  KODI 
Newcastle      KASL 

PUERTO  RICO 

San    Juan  WAPA 

CANADA 

ALBERTA 

Calgary  CFAC CFCN 

Edmonton  CFCN':' 
CFRNt 

BRITISH  COLUMBIA 

Dawson    Creek  CJDC 

Prince   George   .  CKPG 

Prince    Rupert    ...  CFPR 

Vancouver  CKWX* 

MANITOBA 

Winnipeg    _  CKY 

NEW  BRUNSWICK 

Edmundston     _  CJEM 

Moncton     _  CKCW 

ONTARIO 

Belleville  CJBO* Fort   Frances  CKFI I 

Kingston  CKWS 

London  CFPL    i" Ottawa  CFRA 
Owen    Sound  CFOSt 

Toronto  CFRB 

Trenton  CJB0: 
West  Toronto  CFRB* 

Wingham  CKNX* 

QUEBEC 
Amos  CHAD 

La    Sarre  CKLS 

Montreal  CBO'' Rouyn  CKRN 
Val    D'Or  CKVD 
Ville-Marie  .                  CKVM 

SASKATCHEWAN 
Prince    Albert  CKBI 

Regina  CKRM 
Yorkton  CJGX 
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BROAD   COVERAGE 

in  the  land  where  radio  reigns 
Taking  the  measure  of  big  Aggie  is  a 

man-sized   job.   It's  a   big   figure  to 
work  with.     For  Big  Aggie  Land  is 

a  land  of  190  counties  in  parts  of 

5  states  in  the  great  Upper 

Missouri  Volley  —  Minnesota,  the 

Dokotos,    Nebraska    and    Iowa. 

WNAX-570  strides  the   length  and 

breadth  of  Big  Aggie  Land.    Plays 

a  far  bigger  role  in  the  lives  of 

the   670,000    families    in    this    area 

than  any  other  medium.  (To  most 
of  these  families  TV  simply 

means    Taint-Visible.) 

Yes,  this   is  the   land   where   radio 

reigns  .  .  .  morning,  noon  and  night. 
And   WNAX-570,  the   Big   Aggie 

Station,    h    radio   in   prosperous 

Big    Aggie    Land. 

Whatever  media  you  buy  in  other 

lands,  there  is  only  one  low-cost, 

high-return  way  to  sell  the  670,000 
families  in  the  great   Upper 

Missouri    Valley.    WNAX-570. 

I  BIG  AGGIE    LAND: 

Where  80^  of  the  homes 
hear  WNAX-570  from  3  to  7 
times  a  week. i   5  -m 

WNAX-570 
Yankton,    South    Dakota 

A  Cowles  station.  Under  the  some  manage- 
ment as  KVTV  Channel  9,  Sioux  City,  Iowa. 

Don   D.    Sullivan,   Advertising    Director. 

Atk  your  Kofi  man.         CSS  Rodio 
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folk music 

symbols 
*  indicates  100%  folk  music 

Figures  represent  hours  per  week 

1671   stations  regularly  schedule  folk  music  in 

1955.   That  represent-  77',    of  all  respondent-. 

Last  year  1050  station-  or  66%  of  respondents 

reported   regularly  scheduled  folk   music  pro 
graining. 

398  station-  report  20  hours  or  more  of  folk 

music  per  week,  or  1  6' ,'  oi  Bu\er-''  Guide  re 
spondents.  The  1954-  Guide  showed  236  sta- 

tions with  similar  schedules  for  a  total  of  14% 

of  the  respondent-.  These  stations  are  located 

for  the  most  part  in  the  South  with  a  consider- 

able number  scattered  throughout  the  midwest 

and  far  west.  Relatively  few  stations  in  the 

eastern  portion  of  the  country  reported  this 
category. 

31%  of  the  station-  on  the  folk  music  list  are 

also  on  the  Negro  list  while  25^  also  appear 

on  the  religious  list  and  another  25%  are  repre- 
sented on  the  farm  directory. 

ALABAMA 

III  \  tNDER  <  II  )           II  RFS  20 
l\l>  til  SI  l                     WCTA  30 
tNNIST01\                         WSPC  68 
BIRMINGHAM                 WLBS  24 

\l  I  (>k  45 

iii  <  iii  /;                     it  i.ii- 
ii  i  ti  i  i                        II  I  I  I  26 
FLORENCl                        lioill.  21 

Kill)                                    II  II I.I'  27 
FORT  PAYNl                   it  I  r  I  112* 
GENEl   I                           II  i.l  l 
(,l  \TERS)  II  1 1                II  GSi  21 
HAMILTON                       a  I  lill  30 
III  STSV1LLI                    II  I  l  \ 

II  lllis 

■12 

38 24 
25 
40 22 

22 
24 
36 

MOBILE  II  k  III 
MONROEVILLE  WMFl 
MONTGOMERY  II  I:  III 

II  i  in 
OPELIKA  WJHO 
rill  \l\  CITY  il  l'\\ 
S<  OTTSBORO  II  i  Rl 
SYLA(   li  i.  I  li  l//s 
1  III  1SSEE  II  II  s 
Tl  sy   tLOOS  l  II  VPT 

ARIZONA 

I  LAGS!  II-  V 
(.1 1  Mi  III 
I'llOI  \l\ 

ON 

k  <  I  S 
KRI   \ 
kin/. 

KC.NA 

I'- 

ll 

22 
60 

ARKANSAS 

III.)  III!  I  1LLE  ..  kit  \  21 
(  ROSSETT  k  IGH  25 
JONESBORO    .  ..-KNEA    .„..  21 
MORRII.TON  _  ..-KVOM  21 
PINE  BLUFF  ...KCLA  22 

POt   \  HOST AS    .  kl'OC    .  23 
Si   IRCY  kit  i  B  28 

CALIFORNIA 

B  [KERSFIELD                 k  tl  )  20 
(    tl  I  \l<  0                        KICO  20 
i  llli  ii    KXOC    .  26 
FRESNO                            KGS1  34 
LONG  HI   t<  II  ____KFO\  21 
MODESTO                        kltOX  50 
MONTER1  »                       k\XL    .          21 
ORO)  ILLE                         kUOR  .26 

/'  tSADENA                      KXLA  150 
/'//  TSBl  RG                     kHi  36 
S  t\    HI  Kl>  iRDINO        kR\n  2ii 
SAN  FRANCISCO             k)   t  20 
S  t\  JOS1                          kl  I  \  iii 
n  RLOCK                         kli  R  12 
i  kl  til                                kl  kl  HI 

COLORADO 

/  m,i  i  tt  iion  k(.\n  i , 
FORT  i  OLLINS  KCOl  22 
FORT   \WRG  l\  KFTM  !0 
l.KIIII)  k)OI  2] 
1. 1  .11  \l  1 si  I  RLING k  B  \  /  32 

ki.lk  20 

FLORIDA 

I  RESTV1EW                      II  <  M  30 
G  UNESVILLE                  tt  l>t  II  I  i 
HOLLY  WOOD          WI\/  28 
!Ukso\tiin             ii. inn  22 
KISSIMMEE                      a  mi  I:  26 
1//  1 1//                                II  VIE   .  60 

\/7f    MM  R\   I   III    ti  II    II  si! II  211 
ORI   t\no                          It    iBR  10 

ST.     II  Gl  STIN1               II  si  \  20 
/  ///  IHASSEE  ..             it  Ml  \  25 
/  IMPA    WERK II  lino  12 

//  INTl  R  HAVEN              WSIR  20 

GEORGIA 

ILBANY                           WJAZ  36 
IMERICUS                       n  UK  21 

/:  UNBRIDG1  it  MGR  . 
BRl  VSWICK  ...WMOG  . 
i  oil  Vlil  s                      ii  DAK  25 

CORNELIA                        II  i  <>\  30 
ntiio\                      n  mi  2i 
mi    III  R  ...WE. is  23 
III  m  l\                              II  Ml  I  20 

/   [ST  l'oi\  I                     II  Till  10 
FITZGERALD 

FORT  I    llll) i.  UNES)  II  II 

GRIFFIN II  si  p 

I  I   i.  RANGE  .... 

II  llllli 

WFPM  22 /;  m  \  16 
//  GG  l  24 
//  HIE  26 
II  Hi,  R  22 

II  TRI'  20 

101S   1SUYERS'  GUIDE 



K\DIO 

1/  ico\                        it  inn.  20 
WIBB  24 

MONROE                          II  MHI.  30 
ROME                        WROM  33 

>7  1/1//: A'/  ////                 //  GT  I  25 
WAY  C.ROSS   ..                    II    U  I  ...60 

ffMy*  ...      .20 
WINDER                          UIMO  Hi 

IDAHO 

HOI  SI 
(    tLDWEI.E  k(  ID 

KGl  1/ 
...39 

22 

ILLINOIS 

<  !  \TH  lilt  II  CNT  ..          24 
f  //  irlesto\  ii  in  22 
(  II H  AGO  WTAQ  ...38 
CLINTON  II  HOW  ...64 

EFFINGHAM  ..  JT'CR  I  .....34 
METROPOLIS    JP71/0A:       23 

INDIANA 

HAMMOND  U  J  OH  56 

W/./.'l/                                 /!>/.  1/          .....35 SHELBYVILLE  WSRK  ....   21 

/OWA 

DES  MOINES 
FORT   \IAl)ISO\ 
0Ei.it  u\ 

KWDM  25 
...K*G7  ...36 

A//A7   30 

KANSAS 

GARDE1\   <  IT)                  KGAR  -  24 
/./■  //  E\  WORTH    .           k<  I.O  61 
P1TTSBI  RG                   ...KOI 1/  20 
WICHITA    .                   _..A/7>7  22 

M/ flfi   .  i'7 

KENTUCKY 

/>///.  I  Ml 
HO  It  LI  \G  CHI  I  \ 

/r  it  ko 
If  KCT   ....  26 
II  LB]  ...24 

(  OIJ  MH1A                     ...WAIN  24 
FRANKFORT                    II  FKY  .  21 

/•'/  LT0A  //  //  /   22 GLASGOW                      ..WKAY  ..  ..  28 
HAZARD                            .WKIC  .....  ...25 
LEXINGTON    .              ...WLEX   .  ...  30 
LOUISVILLE                    If  KLO  11 
1/  I)  FIELD                JP7VG0  28 
MIDDLESBORO   .          .  JFMA:  24 
Mill 'OUT                      .    WNOP  24 
PIKEVILLE                    ...WLSI  22 

PRESTONSBl  H<;              If  I'HT  20 
Rl  S.S7-7./J  //././•;                »  A-/  S  29 
SOMERSET                       WSF(  .40 
WHITESHI  RG                    II  TCW  50 
//  INCH  ESTER                   WWKY    .  28 

LOI//S/A/VA 

tf/frO.Y   A<7/  G£                JT/AA  23 
If  XOK  .  24 

D£  RIDDEH                    ..KDLA  _  26 
HAMMOND                       if  HIT  ....25 
/.  (A/.    Cfl  I A7.ES  -          A  (OK  hi 
MANSFIELD                     KDBC  60 
u./r   /aaa/.4  ....kj/1/  30 
\A/T  ORLEA\S  If  HOK  21 
SHREVEPORT  kit  Ell  37 

MARYLAND 

BALTIMORE   .  If  HMD 
FREDERK  A  H  /  l//> 
H  1 1,  EH  ST  O  If  \  II    I A  A 
AAY)\  1HDTOII  \  II  klk 
ROCKVILLE  II  IW 

MICHIGAN 

HOI  GHTOh   I.  tkl           II  HGR  24 

M/NNESOTA 

////AAA  AA7                     A  (7  A  20 

(  LO(M  /  /                         ...WKl.k  22 
<  HOOkSTO\  kHO\  20 
/•  (A7A  //  /  /  AA7/A  32 
W  ■;/  /  /.  1/  AW./  Til 
OWATONNA    .                  KOBK  27 

sr.  /'.//  /                    « ror   .  60 
THIEF  RIVER  FALLS    KTRF    .  30 
WADENA   .-.KWAD  .  25 

M/SS/SS/PP/ 

ABERDEEN   .  II  MP  A   30 
HOOM. VILLI                      II  HIE  !2 
CANTO  \                             II  DOB  30 
<  LEV  ELAND  .  ....WCI.D  27 
HATTIESBVRG                  WBKH  .  .20 

JFA0A  25 

JACKSON                           W.IXN  Hi 
LAUREL                           ..WLAI  25 
LOUISVILLE                 ....WLSM  _30 
PHILADELPHIA.-        II  HOC           30 

M/SSOUP/ 

HOOM  ILLE  ...  kit  RT 
AAVYA7T  KBOA    . 
M  tl.DI\  KTCB 
OSAGE  BEACH  KRMS 
ST.  LOUIS  ...  KXLW  . 
SI.  DA  LI  A  kDRO    . 

KSIS  _30 
SPRINGFIELD  ...  Elf  TO  .          35 
!  \/GW  ..  AAA/F   ....    ...27 
WARRENTO\  ..  KWRE              21 

/TEST"  PLAINS  ..  _  ATT/'l/           .20 

.45 

30 
24 

22 
24 
29 

A7  77/  AW/ 

NEW  HAMPSHIRE 
i  oM  OKI)  WKXL  25 

NEW   /fRSEY 

W  //  7AA  «    (.17'  22 

NEW  MEXICO 

tLBl  01  ERQUE  ...  A  fB<?  32 
iKHIS  KCI)  28 
FARMIXGTON  kl  IK  21 

C/JA/7  /'  Af. '  (A  20 
/.Ol  INGTOh  kl.EA            22 
PORT  ALLS  kl  \  1/  32 

NEW  YOPK 

^A/i.-f  \  I 
\A/r  >OAA 

/  r/<  / 

Ifl'TR  23 

//  8  \  \  12 
//  A7  \  16 

NORTH  CAROLINA 

ALBEMARLl  II   IE/  20 
ISHEBORO  WGWR    .  27 
ISHEVILLE  WSK1  75 

A7  RLINGTOh  II  FNS  21 
A»/  A7/  11/  —WSSB 

ELKlh  HUM  26 
GOLDSBORO  II  I  M<  31 
GREENVILLl  WGTi  22 
HENDERSOh  JVHNi  n 
A/\A>   l/r>/  \7  //\           //  Al/A  20 
//    /A  s|  /AAA  »  AOA    .  22 

tfOl  \/'    (/AF  //  /'  /'.'  23 
\/l/     /»7.A\  ITOOfl  7" 

N.  If  II.EESHORO  If '  kIK RALEIGH  WMSh  17 II  \  40  ..  28 

REIDSVILLE  II  HI  I  28 
R0(  KINGHAM  II   I)  \  2] 
ROXBORO  WRXO  21 
s  1/ ./>•«/  A)'  »  s-fr    .  22 

SANFORD  II  II  (.1-  20 
SMITH  FIELD  II  MI'M  12 
STATESVILLE  WSH  20 
THOMASVILLE  ..  »  7  V<  24 
7AJ7M  »  7  )  \  .28 

//'   IDESBORO  a    l  HI  H 
//    ISHINGTON    .  It  HID  25 

/f  [YNESVILLl  II  Hi  <  20 
WHITES)  II 1 1  WEm  32 

WILSON  WGTM  21 

NOPTH  DAKOTA 

BISMARCK  KFYR 
DICKINSON  kDI\  21 
HETTINGER  k\Di  24 

OH/O 
ATHENS  II   nil  22 

BELLEFON1  UNI  »  "///' CINCINNATI  H  I  H  30 
OEFIANCl  WONU  20 
FOSTORIA  WFOB 

MIDDLETOU  \  «  /'//;  25 

OKLAHOMA //  //  S 

r  ///f  A  />//  i 

/^/  \r   i\ U,  4LESTER 

PR]  OR 
ll  l  it  ok  I 

klf  Hit KWCO 

kHHD 
k  MD KOLS 

20 
30 
26 
25 
28 

A//s//  1() 
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FOLK    MUSIC    {continued) 

OREGON 

I  OKI  SI  GRO)  I. 
HOOD  HI  I  ER 

O.XT  \RlO 

KRII  <  20 
KIHK  20 

KSRi  in 

PENNSYLVANIA 

ILIA  \LOIi  \  II  K  II'  11 

SOUTH  CAROLINA 
III  \  \ETTSl  IIA.Y. 
BISHOP)  ILLE 
t  HARLl  STOI\ 
I   I  SI.  I  ) 
GREEN)  II. 1. 1 

\u  l.l.l  \s 
\i  ii  in: Rio 
ORANGEBl  RG 
ROCK   llll  I. 
SEN  El    I 

II  BSl  30 
II    IGS  31 
W(  S(  67 
Mill1  37 
»    IKK  22 //  £5< 

/I  ./  I  >  22 
//  A/>A  20 
II  l\D  28 
//  Kill  23 
//M//  21 

s/'  /A7  n/.v  av,  //  o«/j  20 

TENNESSEE 
WDXB  50 
//  /;  ((  30 
//  /;a./  30 
It   tGG  72 
//  ///  \  55 

JACKSOA                           WDX1  37 
K1NGSPOR1                      »A/\  25 
KNOXVILLE                     II  II  K 

II  \()\  20 

r/?oz,  ii 
//r<7A  21 
tf/M/  36 
H  1/1/7  26 

KWEM  i. //////l/  ;;i 
//  V/'s  50 
tff  A' A  21 
WKDA  31 
n.'/f  21 
1/  1/  I A  30 
//>!/  38 

Mil  I'ORT                            II  I.IK  37 

r//  /7'7'  iNOOGA 
I  III  II    l\D 
1  1.1/  IBETHTOh 
1 1;  t\Kl.l\ 
G  Ul  ITIN 

II  B  t\o\ 
II  KINGTOh 
M,  Ml  \  WILLI: 
MEMPHIS 

WORRISTOtt  \ 
\  (n//I  ILLE  . 

TEXAS 

B  M  Lon  \ 
III    II   Mo\T 

KRl  I  51 
A/A' 1/  47 

BIG  SPRING 
BONHAM 
i  I  \  II  K 

i  I  I  III  K  \  I 

<  Oil  M  \\ 
<  ORSH    I  \  / 
I  KOI  Kl  I  I 
D  llll  IK  I 

KTXl  60 

Kl)  \ A  DET  28 
Kill  27 

KSTA  20 
KA\D  36 
Kll  )  21 

A  \  /  /  2:. 
I)  III   IS                          ..._ASAF  21 
EASTLAND                       KERC  22 
EL  PASO                            \l  J  12 

XELO  .  28 
FORT  STOCKTOh            KFST  20 
FORT   WORTH                  K<  \<  42 

A \ OK  .           2 1 

I  Kl  I  I'ORT                         KI1RZ  :i 
G7.  //'///  4TER  KSIJ   ...38 
GONZ  ILES                        KCTI    .  .33 
GREl  WILLI                     KGVL  .     ..-28 
HEREFORD                       KHAN  21 
HOI  STON                          KM  /.  52 
KERRVILLE                      KERV  25 
LO\CYlEW    .          AAAO  22 
IA  lilioi  K                            KDII  ...54 
I/////.  /\/>                          K/BC  -.49 
PLAINVIEW                     kl  or  ....70 
ROSENBERG                     KFRD  36 
s/\     I  \  TO  MO                 KM  AC  21 AoYO  .           13 

Sill  KM  l\                           A  7'  /A  .      .....35 >/   niFORD                        KDWT  .....       28 
/   M  £0J?  A 7. 47s       26 

TEMPLE           AT/.'l/  32 TERRELL                          KTER  21 
/  i  ■//.///•;  a i  n/           30 

VICTORIA          ...KNAL  31 

V/RC/NM 

ARLINGTOh  II    I  HI  65 
BRISTOL    .                «  ///'■  32 
(  A7 ■://  A      r5F5      24 
DIM  ILLE.         JfBTM  30 

MARTINSVILLE   «  1/'   I  -20 
1/7.   JACKSON    JFS/G  .  25 
\  ARROWS           WNRI  25 

\ORFOLK    .   rC.l/.s  100* //  LOfl  40 

R/(  HLANDS  'I  HIC  37 
RHAIMOM)  ...WRVA   .....       37 JTA'G/      65 

ROANOKE            _r«7.s  28 

WASHINGTON 

i  01 1  l\ 

SPOK  I  \  / /    INCOVVER 
  K(  I  \ AG/1   . 

Kl    l\ 

.  23 .24 
.31 

WEST  VIRGINIA 
HI  I  I IT  I.LI >              //  HIS  21 
CHARLESTOT\  ...WTIH  ...50 
A  /  i  SER  II  K )  K  ....28 
LOG  t\  II  l  oil  21 
Mol   WS)  llll  II  MOD  16 
0  IK  HILL  II  DAY  .  2/ 
weuh  r«A//  .26 
WHEELING  II  II  I   I  15 

YV/SCONS/N 

//77./  ro7\  //  ///n  30 
BELOIT   .    rB£L    .  ...     .20 
/  //  (I.  1IRE 
Ml  \OMO\IL 
Ml  I.  II  A I  KEE 
I'  IKK  FALLS  . 

//    //  S  II 

II  Hill  21 
II  MM  .20 
//  MIL  ...          72 

WPFP  .70 1/  /»>  I  21 

UONOLl  II 

HAWAII 

KPO  t 
28 

CANADA 
British   Columbia 

D  [WSOT\  t  HI  I  A /  ii  (  on  er  . CJDl  ....45 (  A  I/O    .....        211 

Manitoba 

WINNIPEG  _   CAT  .. 

Nova   Scotia 

IS  HI  DC  I  It  ITER  .  CKBW 

SYDNEY  .CJCB   . 

25 

22 

.45 

Ontario 

FT.  FRANl  ES  CFOB ORILIAA   . 

OTTAWA 

28 
CFOR  .20 
CFRA  20 

SisA-.itc/icw.-m /'A7V/     I//;//;/ 
\OKKTO\ 

(  A  /,7 

'  /G  \ 

30 

20 

Sound  Broadcasting  at  Its  Very  Finest! 

WGAR  WRFD  WTTM  WMMN 
CLEVELAND.  OHIO WORTHINGTON.  OHIO TRENTON,  N,  J, FAIRMONT,  W,  VA, 

Qreat  Radio  Stations  Serving  and  Selling 
Rich  American  Markets! 

PEOPLES  BROADCASTING  CORPORATION 

1955   I5UYERS*  Glim: 



RADIO 

foreign  language 

symbols 
indicates     that     station's     Mexican- 
Spanish     programing    is    listed    in 
separate  section,  page  87 
Figures  represent  hours  per  week 

369  U.  S.  radio  stations  <  ]  7' ,  of  Buyers'  (.aide 
respondents)  reported  programing  for  one  or 
more  foreign  speaking  segments  in  their  com- 

munities. This  compares  with  2$5  stations  |  1  ■"  , 
ol  respondents)  in  1954.  Total  oi  ;n  languages 
are  represented  in  1955;  31  languages  were 

reported  in   1954. 
I. AM. I     M.I 

Ml    s'l  NS 

POLISH    156 

ITALIAN     1  12 

GERMAN    80 

FRENCH       12 

SPANISH     37 

GREEK      32 

MAX  |s||        28 

PORTUGUESE    27 

UKRAINIAN      22 

HUNGARIAN    21 

LITHUANIAN      IS 

CZECH       1  1 

s\\  EDISH      10 

FINNISH     8 

SLOVAK      7 

DUTCH      6 

NORWEGIAN      6 

M   INDANAVIAN    6 

SERBO-CROATIAN    5 

L.ANG1    m.i 

Mi    STNS 

BOHEMI  \\     4 

lltlsll           J 

VMI.R.  IND1  w    :t 

IRMEN1  \\      .'t 
IAPAN1  SE          3 

HI  SSI  \N     .'» 
X  1  GOS1   \\  I  \\     3 

\I  BAN1  \\       2 

HOI  M  \M  \\       2 

s\\  |ss      2 

SYRIAN    2 

IRABIC       1 

BASQUE      1 

CHINESE    1 
I  v i\ 1  \\      i 

M  \l   I  DOM  \\        1 

PENN  \.    Dl  l(  II      1 

si  oi  nsH     i 
SYRl  Wl.l  BAN1  SI        1 

ALABAMA 

Folej  WHEP     German    I 

ARIZONA 

Flagstaff  KCLS*     Navaho  7 

CALIFORNIA 

Barstow  __  KWTC*     Spanish   Va 
Berkeley   .  KRE*     Italian  13, 

Portuguese    11 

Burbank    .  KBLA*     Spanish  8 
Fori   Bragg  .  KDAC     Italian  % 

In  Mm  KGST*     Japanese  2,  Ger- 
man   I,   Italian    1,   Portu- 

gese  !  _•.    \i  menian  3 
Hanford  KNGS     Italian  1, 

Portuguese  2 
Los  Angeles  ...  KGFJ     Spanish  7 

KPOL     Italian    1 

Merced    .  KYOS*      Portuguese   1, 
Italian     'i 

Modesto    .  KBOX*     Spanish  8, 
Portuguese   4 
KMOD     Italian, 
Portuguese 

Oakland    _.  KROW      Italian  5 

KWBR*     Portuguese  6, 
Italian  8 

Ontario    __  KOCS*      Italian    1 
Pasadena  KALI*     Hungarian  2, 

Japanese  2,  ( -erman  I 
KWKW*      Italian    9, 

Portuguese    '•_• Petaluma  ...  KAFP     Portuguese   3 

Pittsbutg  .  KECC*     Portuguese  2 
Sacramento  .  KROY     Portuguese  1 

Salinas    .  KSBW*     Portuguese    I 
San  Francisco    KSAN     Greek  3, 

Spanish  4,  Chinese  6 

1955  BUYERS'  GUIDE 

San  Jose  _.  KLOK*      Polish   72,  Por- 
tuguese  9,   Scandinavian 

1.  Italian    1.  Japanese  5, 

Yugoslavian   1.  French  1 
San  Rafael  KTIM     Portuguese  5 
Santa  Maria  ...  KSMA     Spanish  1 

Santa   Monica  KOWL'      Spanish  20, 
German   1.  Jew  ish  7 

Santa   Rosa  KSRO     Italian    1 
Stockton  __.      KSTN      Spanish  7 

Tulare   .  KCOK*     Spanish  3, 
Portuguese  4 

Turlock  ..           KTUR        Portuguese   14 
Vallejo    .  KVON     French   1. 

Dutch  '•_..  Jewish  72 

Ventura  KVEN*     Italian  2 
Wasco   .  KWSO     German   V4 

COLORADO 

Greek)  KFKA     German   '•.• 
Pueblo  KCSJ     Spanish   I 

KGHF*     Slovak  1 

Sterling  _  KGEK*     German  3 

CONNECTICUT 

Bridgeport  _.WNAB     Polish  5, 
Spanish  2,  German   1 

Danbury    ..WLAD     Polish  2 
Hartford  WGTH     Polish    1 
Meriden  WMMW     Italian  1 
New    Britain  WHAY      Italian  27 

WKNB     French   2. 

Greek  72,  Lithuanian  1, I'oli-h   8 

New    Haven  WELI     Polish  3 
Vu    London        WNLC     Polish   I, 

Italian  2 
Norwalk  WNLK     (inn. an    72, 

Hungarian  3,  Italian   .. Polish   1 

Norwich  _WICH     French  1, 
Italian  2.  Polish  5 

Stamford  WSTC     Italian    3, P.llish        1 

Torrington  WLCR     Italian  5, Polish  2 

Waterbury    __         WATR     Italian  2, Polish         1 

WWCO     Lithuanian   1. 

Polish  %,  Italian    1 

DISTRICT  OF  COLUMBIA 

Washington  WASH(FM)     Italian  2, 

Spanish  3 
WGMS     French    1 

FLORIDA 
Hollyv   I  WINZ    Jewish   72 
Miami  WMIE     Hungarian   1, 

Jewish  3,  Polish   72, 

s\  nan  Lebanese  ' ■• WWPB     Spanish   II. 

Polish   I 
Tampa  WALT     Spanish  15 WEBK      Italian   6, 

Spanish    7 

W,  si   Palm  Beach     WEAT     Finnish    72, 

French  2 

GEORGIA 
Atlanta  WBGE     Greek    1 

Augusta  WGAC    Jewish   1 

IDAHO 

Boise             KBOI     Basqui    '. 
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FOREIGN  LANGUAGE 
ILLINOIS 

WEDC     Polish    1 
WGES     German   7. 

Polish  25,  Spanish   i 
1 WTMV     German    10. 

Polish  5 

WGIL     Swedish   '  •_• 
WJOL     Greek    1. 

SI. >\ ak   1.  ̂   ugosla\  ian 
Moline WQUA     Swedish    1 
Oak    Park WOPA     Polish    11. 

Spanish   17 Rockford WROK     Swedish, 
[tal 

INDIANA 

Car>  WWCA     Polish   2 
Hammond  WJOB     Polish    1, 

Hungarian  2.  Spanish  7 
Michigan  I  WIMS     Polish  2 
South   Bend  WJVA     Hungarian     l/», 

Italian   1,  Polish  6, 

German    '  ■_■ WSBT     Polish  2 

IOWA 

Vmes  KASI     Norwegian    6 

Cedar    Rapids  KCRG     (  zech   3 
Davenport  KFMA     German   2 
Decorah  KWLC     Norwegian    1 
Des    Moines  KWDM     Italian    2, 

Swedish    2.   Spanish   2 

Fori   Madison  KXGI     Spanish    V-i 

KANSAS 
Leavenworth  KCLO     Polish  3, 

Spanish    3 
Topeka  KTOP     Spanish   1 

KENTUCKY 

Covington  WZIP     German    Vi, 
i.i'  ek    '  j.   Italian    ' •>, 

Set  loan   '  j.  Jew  ish    '  •_> 

LOUISIANA 
Houma  KCIL  French   8 
Lafayette  KLFY  French  3 

KVOL  French  2 
Lake  Charles             KAOK     French   2 
New    lb  KVIM  French   2 
New    Orleans  WJBW     Spansh   1. 

Italian  2 

Opelousas  KSLO  French    13 
Thibodaux  KTIB  French 

MAINE 

Vugusta  WFAU  French   1 
Biddeford  WIDE  French  8 
Lewiston  WCOU  French    3 

WLAM  French  3 

Presque  Isle  WAGM  French   'i 
and  WRKD  Finnish    1 

Waterville  WTVL  French    '  •■ 

MARYLAND 
li, In WBMD     German    I. 

.     I.    Italian     1. 

Lithuanian   '  ■_■ WWIN      Italian    5, 

Polish   I 
Cumberland  WTBO     Jewish    '  •_, 

WGAY     Greek    I 

MASSACHUSETTS 
WBMS     Italian   111. 
lewish     I 

i  continued  I 

Boston  (con't)  .        WCRB     Italian    1 
WVOM      Armenian    '-j. 
Ubanian  ■  j.  Get  man  '  b, 
Jewish   ">.  Irish  7.  Polish 
1.  French  5,  Greek  8 

Brockton  WBET     Lithuanian    '  ■> 
Fall  River  WSAR     French  1, 

Ji  «  i-h    1.    Portuguese   .'i. Polish  1 
Framingham  WKOX     Italian    2 
Gardner  .  WGAW     French    Ya, 

Polish  1 
Greenfield  WHAI     Polish  2 
Haverhill  WHAV       \ral.ie    I. 

Italian    1.    Polish    I 

Holyoke  WREB     French  7. 
Irish   7.   Polish   7 

Lawrence  WCCM     Polish    •■, 
Lowell  WCAP     Polish  1,  Greek 

1,  Portuguese  1.  Frem  h  1 
Lynn  WLYN     Greek  2. 

Italian    2 

Medford  WHIL     Greek    1,    Lithu- 
anian  1.  Portuguese    1 

New    Bedford  -         WBSM     Polish  1 
WNBH     French   1. 
Portuguese  3 

North    Warns  WMNB     Italian   1, 
Polish   2 

Northampton  WHMP     Polish  2 
Pittsfield  WBRK     Polish  1 
Salem  WESX      Lithuanian    1, 

Polish  2 
Springfield  WACE     Polish  9 

WJKO     Greek   6, 

Italian   7.   Jew  ish    '  j . Polish    4 

WSPR      Italian     1 
Taunton  WPEP     Polish    1, 

Portuguese  1 
Wan-  .-WARE     Polish    7 

MICHIGAN 

Adrian  WABJ*     Spanish   1 
\nn    Arbor  WPAG     Czech   '•_.. 

Polish    I.  Serbian  '■• 
Cadillac  WATT     Swedish   ', 
Detroit  WJLB     Polish    29,    Ger- 

man   !.   Greek   3,   Italian 

6,  Jewish  3,    Armenian, 
Hungarian,       Lithuanian. 
Roumanian,  Spanish   1, 

Syrian,   I  krainian 
Flint  WFDF     Polish  3 

WMRP     Czech    I, 

Polish    1 
Grand   Rapids  WGRD     Polish    10 
Ironwood  WJMS     Finnish    2 

Ishpeming  WJPD     Italian    1, 
Finn  i-h   2 

Jackson  WIBM     Polish  3 
Manistee  WMTE     Polish    1 

Marine  City  WDOG     Polish  1 
Midland    .  WMDN     Polish  6, 

IV  nch   1 

Pontiac  WPON     Spanish  2 

-  iginav.  WKNX     Polish  '.. 

Spanish    '  i 
WSGW     Poli-h    1. 

Spanish  2 
MINNESOTA 

Vlexandria  KXRA     German  '■• 
Bemidji  KBUN     Indian    ', 
loqui  t  WKLK      Finnish    2. Polish  2 

Crookston  KROX     Scandinavian   '-j 
Duluth  WDSM     Finnish    I 

n  onl  KSUM     Swedish    '■• 
Falls  KGDE     Norwegian    '  ■_■ 

Mankalo  KTOE     German    I 
Si     Paul  WCOW     Swedish    I 
nia  WHLB     Finnish   3 

MISSISSIPPI 
Biloxi  WLOX     Spanish    1 

MISSOURI 

Joplin  KFSB     French    '■_• 
Kansas  (  it)  KPRS     Spanish    1 
St.  Louis  KSTL     German   '•_'. Slavic  2 

WEW      Italian    '- WIL     Jewish  2 

MONTANA 

Great    Falls  KFBB     [rish    '-j 
Sidney  _  KGCXNorwegian   Vi 

NEBRASKA 

Columbus  KJSK     I  zech-Bohemian 
12.  Polish  2.  German  2 

Fremont    KFGT     Bohemian    1 
Grand  Island  _        :<RGI     Polish  2,  Czech 2 

NEW  HAMPSHIRE 

Manchester    
WFEA     Polish    &, 

French    .'$.    Greek    V2 

WKBR     Polish    'j, 

French   10    Greek  '■_. WMUR     French  2 Nashua 

WOTW     Polish    'j. 
French  2,  Greek  2 

Rochester WWNH     French  2, 

Polish    1 

NEW   IERSEY 

Vtlantic   City  WFPG     Italian   7. 

Jewish   1 Camden  WCAM      Italian  2, 
(.reek   '•_..  Spanish    I 

vVKDN      (..Im an    '  •_■. 

Greek   &,  Polish  2 Millville  WMLV      Polish   3 

Morristown  WMTR     Polish  2 
New     Brunswick        WCTC     Hungarian   2, Polish  2 

I  renton  WBUD     Polish  10. 

Hungarian  3 
WTNJ     (.rck    ',..   Hun 

garian  2.   Italian    1. 

Roumanian   '■_• 
WTTM     Hungarian  1, 
Italian    1 

Vineland  WWBZ     Italian  2 

NEW    MEXICO 

Albuquerque  KDEF     Spanish  3 
Gallup  KGAK     Zuni  3, 

Navajo  13 

NEW  YORK 

Albany 
WABY     German   2, 

Polish   2 

WOKO      Italian    1, 

Polish    2,    I  krainian    1. 1    h   ] 

Vmsterdam 
WCSS     Polish    12, 

Italian    1.  Ukrainian    '-. 1  ithuanian    1 

Binghamton    . 

WKOP      Italian    1. 
Polish  6 

WNBF     Polish    '_■ Buffalo WBNY     Polish    1 

WKBW     Italian    ! .-. 

WWOL      Italian    8 

Polish  23,  1  krainian    1 

1  ■'  1  man  2 

Cortland WKRT      Italian    1 
Fulton WOSC       Italian     t 

1  lol  11. 'II 

Polish   1 
WLEA     Italian   2 
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RADIO 

Jamestown  WJOC     Swedish  3, 
Italian   I 

Kenmore  WXRA     IIuhli.iii.hi   1, 
Polish  6 

Kingston  WKNY     Polish    I 
Little    Falls  WLFH     Polish   2 
Middletown  WALL     Polish   2 
New    Rochelle  WNRC     Polish    I 

New   York  City        WBNX     French  2,  Ger- 
iii.iii  .">.   Italian    1.").  Polish 
;.  Spanish  26 
WEVD     Jewish  50, 
German   I.  Italian   1. 

Spanish  5 
WHOM     German    10, 
Italian    17,   Polish   18. 
Russian  5,  Spanish  62 
WLIB     Greek  2,  Hun 
garian  2,  Polish  8, 

Spanish  6 WOV       Italian  63 

WWRL     Czech    3,    Ger- 

man 20,  Greek   .'!.    Polish 
1,  Spanish  83 

Peekskill 

Pollghkeepsic 
Rochester   . 

Schenectady 

Syracuse    .   _ 

I  tica    - 

WLNA     Italian  2 
WEOK      Italian    1 

WHEC     I  krainian    '•• 
WRNY      Italian   2 

WSAY      German  1.  Ital- 
ian  2.   Jewish    2,    Polish 

'■j.  Ukrainian  1,  Spanish 
3 
WVET  Italian  4 
WSNY  Polish  4, 
Italian    3 
WAGE     Ukrainian   2, 
Italian    1 
WHEN     Ukrainian  2 
WOLF     Italian   1, 
Polish   2 
WGAT  Italian  5. 
Polish  3 
WIBX      Italian    1 
Polish  5 
WRUN  Italian  2, 
Polish   5 

NORTH  DAKOTA 
Minot     .  KLPM     N orwegian 

Akron    ..... 

\-litaliula 

Bellaire  ... 

Cleveland 

OH/O 

WADC     Hungarian   «£, Italian    Va 

WICA     Italian    1, 
Polish  3 

WTRX     Bohemian   1, 
Greek    1,    Italian    1, 
Polish  6,  Syrian  1 
WDOK     German  3, 
Polish  2,  Spanish  Va 
WERE      Italian   1,  Slovak 
2,  Irish   '■_..  Polish  2, 
Hungarian  2 
WHK      Italian Hun 

garian   '  i.  German  %, 
Bohemian   '  i .   Polish  Vi. 
^  ugoslavian    '  i 
WJMO     Polish  I.Jewish 
1.  Croatian-Serbian    1, 
Italian  2,  German  1 
WJW     German    1. 
Polish    1 
WSRS      Italian    1. 

German    '■_■.    Jewish    '-. 
I  illinanian   '  ■•.  (  nuilian  1 

Dayton  WING     Jewish    '•• 
Fostoria  WFOB     Polish   1 
Middletown    .  WPFB     Hungarian    1 
Steubenville  ...         WSTV     Italian   2 

Toledo  WSPD      Hungarian    '  ■• 
WTOD*     Czech   'j. 
( lerman  1.  Polish  i. 

Spanish    '  •. Warren    .  WHHH  Greek-1  krainian 
1 

Youngstown  WBBW     Italian   1 WFMJ     Polish   3, 

Jewish  1 

OKLAHOMA 
Shawnee  KGFF     (  zech   1 

Tillai 
OREGON 

KTIL     Swiss    I 

PENNSYLVANIA 
Allentown  .  WAEB     German   I 

WHOL     German  '■ 
WKAP     Italian    '■_• 

Altoona  .  WVAM     Italian  '_■ 
Beaver  Falls  WBVP     Italian    1, Polish  3 

Carbondale  —         WCDL     Polish  6 
Chester      WDRF     Polish    1 
Connellsville    .  WCVI      Polish  4 
DuBois        ..WCED     Polish   1 
Erie    .  WIKK      Italian    1 WJET     German  1, Polish     % 

WLEU     Polish  7 

Farrell  WFAR     Polish  Yz 
Hazleton  WAZL     Polish  4 
Johnstown  ...  WARD     Polish    1 

WCRO      Italian    '■_.. Polish    1 

Mrkc.-poit  WEDO     Greek,    Italian, 
Polish   1,  Serbian 

Philadelphia  WDAS      Polish    3,    Ger- 
man 1,  Jewish  5,  Spanisl 

6,  Ukrainian  2 WHAT      Italian   13, 

Spanish  2 WJMJ     Greek  1. 
Italian  27.  Polish  7 

yVTEL     Albanian  '■_•. 
German  9,  Greek  1,  Hun- 

garian  Va,  Lithuanian  2, 
Latvian     Vfc,     Polish     8. 
s|..\ak     Vj.     Spanish    6, 
Ukrainian   2 

Pittsburgh              WHOD     Croatian  2,  Ger 
man  1,  Greek  7,  Italian 
14,  Jewish  1,  Lithuanian 
1,  Polish  7,  Slovak  2 
WPIT  Croatian  V>,  Ital- 

ian 1,  Lithuanian  '  j Polish  Vi.  Ukrainian  2 
Pitt-Ion  WPTS     Italian  10, 

Polish    1 
Pottsville  ...  WPPA     Polish  1 
Reading       WEEU     German    1. Polish  % 

Red    Lion   .  WGCB     German   M 
St.  Marys  ..  WKBI     Polish   1 
Somerset  WVSC     Polish  2 

Sunbury    .  WKOK     Penna.  Dutch  ', 
I  oiontown  WMBS     Italian    1. 

Polish  '■...  Slovak  ̂  
Washington  WJPA     Polish  5 
Wilkes-Barre    .  WBRE     Italian   5, 

Polish  2 
WILK      Lithuanian    '  ,•. 

Polish   ■■_■ 
Williamsport     .  WLYC     Italian  1 

RHODE  ISLAND 

Newport    .  WADK     Portuguene  2 
Pawtuckel  WPAW     Polish  3, 

Italian  8.  French    i 

Providence  WICE     French    I. 

Spanish   I WRIB     Italian   20. 
Jew  ish    I.   Pot  tuguese  5 

Westerly  WERI     Italian   I 
\\   isockel  WWON     Frem 

SOUTH  CAROLINA 
Charleston  WCSC     German   !  i. 

Spanish    I 

I  [uron 
SOUTH  DAKOTA 

KIJV     (..  rman    I 

TENNESSEE 

Jackson  WDXI     Jewish    ' -_■ 

TEXAS 

Brenham  ..  KWHI     Get 

ge  Station        WTAW     I  zech  1 
II   I    impo  KULP*     Czech  5, 

German   1 
Marlin  KMLW     (  zech  Vi 

New    Braui  KGNB*     German    10 
Rosenberg  KFRD*     Czech  9, 

German    '•• 

Seguin  KWED*     German  7 Terrell  KTER      <  zech  3 

Salt    Lake  City 
UTAH 

KALL KDYL 

KUTA" 

German  '•.> German   '  ■_• 

Dui.4i  3 

Brattlehoro Rutland 

St.  Johnsbury 

VERMONT 
WTSA     Polish  1 
WHWB     Italian  1, 

Polish  2 WTWN     French   1 

VIRGINIA 

Alexandria   .....         WPIK     Greek  1 
Norfolk   .  WLOW     Greek   1 

W>\SH/NCTO/S/ 
Seattle  KAYO     Italian    1 

KTW     Japanese  '■• Spokane  KNEW     Italian    '_•. Si  tndinavian  2 

Tacoma  _  .  KMO     Italian  '  • 
Yakima  .....       KYAK*     Spanish  1 

WFST  VIRGINIA 

Clarksburg  WBLK     Jewish  2 
Fairmont  ..  WWW     Italian   3 
Weirton  __  WEIR     Greek   1, 

Italian   2 

Wheeling     ....  WHLL      Polish   1 WKWK     Polish  % 

WISCONSIN 

Beloit  WBEL     Scandinavian <  .i  i man  6 

krno-ha  WLIP      Italian    1, 
Polish   1 

I    i.U-mith  WLDY      Polish   ',■ 

Menomonie  WMNE     German    'j. 

5    tndinavian  'j Milwaukee  WCAN     German  3, Polish  6 
WEMP     German  1. 

Italian     '  j WFOX     German  5, 

Polish   7.  Jewish    I. 

E     mi-li    '  2 
WMIL     German  2, 

Polish   1 
Monroi  WEKZ     German    i. 

Swiss    1.  Norwegian  1 

Neenah  WNAM     Polish    1 

Park    I  WPFP     Polish   '-.• 
Racine  WRJN      Polish  5 

WRAC     Spanish   1 

^hawano   .  WTCH     German  2 

\\  ai.  rtow  n  WTTN     i  ierman   '  j 
Waukesha  WAUX     German  6, 

Polish  6 
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NO  WEAK  LINKS 

Represented  Nationally  by 
NATIONAL  TIMES  SALES 

New  York  •  Chicago 
HARLAN  G.  OAKES  &  ASSOC. 

Los  Angeles  '  San  Francisco 

One  of  the  l.ooo.iHK)  Mexican- 
American   consumers  in  the 
/  W  V     coverage    area.    An    at- 
traitn  i   market. 

IN  OUR  NETWORK! 
Each  of  the  four  stations  of  the  Texas  Spanish  Language 

Network  is  a  key  all  Spanish  station  in  its  market.  And  the 

TSLN  gives  advertisers  coverage  of  approximately  1,000,000 

Spanish  speaking  Mexican-Americans. 

You  get  no  weak  links  in  our  chain.-  The  TSLN  stations  have 
pioneered  Spanish  language  radio  in  the  Southwest  and  know 

their  audiences  and  markets.  Primarily,  they  know  how  to  sell 

their  advertised  products.  In  this  phase  of  their  operations  the 

TSLN  has  set  up  an  all  Spanish  merchandising  program  that 

is  second  to  none.  (Sample  evidences  can  be  furnished  upon 
request.) 

Additional  features  of  the  network  are  low  cost,  special  dis- 
counts, one  contract  and  single  billing. 

For  further  information  contact  your  nearest  "rep". 

Texas  Spanish 

Language  Network 
KIWW 

San  Antonio 

XE0-XE0R XEJ 

Rio  Grande  I  alley  El  Paso 

1955   HUVERS'  GUIDE 



radio 

mexican-amencan 

1  59  radio  stations  i  7' ,  oi  Buyers''  ( ruide  total  | 
reported  programing  for  the  Spanish  speaking 
Mexican  Americans  in  the  Southwest  and  Far 
West. 

This  programing,  either  in  Spanish  or  in  Ei 

lish,   directed,    to   the    Mexican-American    audi 

ence,  is  most  evident  in  California  with  51  sta- 
tions, and  in    1  evis  with  56  stations.    A  number 

of  other  states  offer   this  special   appeal. 

For  Spanish  language  programing,  including 

Puerto  Rican  population  segments  in  New  York 
and  other  states,  see  Foreign  Language  section. 

Of  the  139  stations  listed  here,  14  are  100$ 

Spanish  language  (marked  with  *). 

*•••*••••••••••••*••************
********* 

J- 

-tr 
■¥ 

* ■¥■ 
■¥ 

■¥■ 

■¥■ 

IN  SPANISH-LANGUAGE  RADIO! 

*  In  Popularity    *  In  Programming 

*  In  Sales— to  National  &  Regional  Accounts 

*  In  Merchandising.  *  In  Production  and 

Distribution  of  Programs,  Jingles, 

Commercials  . . .  for  all  national  accounts 

X-
 

X-
 

* 

X-
 

X- 

* 

X- 

X-
 

* 

X-
 

X-
 

X-
 

* 

X- 

X- 
X-
 

X- 

in  all  Spanish-Speaking  Markets 

Represented  by 

RICHARD    O'CONNEU— National    Adv.    Dir. 

DORA    CLAYTON— ATLANTA,    GEORGIA RAOUL  A    CORTEZ,    PRES.  SAN   ANTONIO,  TEXAS 
5000   WATTS  — 45    COUNTY   COVERAGE 

I      Ffaqdk/p  Qfatltrw  oft 
:  ike  Qowbtefr  AJetwvtk 
*************************************** 
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SELLS  MERCHANDISE  IN 
ARIZONA 

Tapping  a  $20,000,000 

market!  That's  why, 
month  after  month 

and  year  after  year, 
these  shrewd  Yanqui 
advertisers  KEEP 

RIGHT  ON  advertis- 

ing over  this  5-year- 
old  Spanish-language 
station: 

$2° 
o&°0

0 Safeway  Stores   <20) 

Falstaff   Beer 

Pet    Milk 

A-l    Beer 

Folger's   Coffee 
Til 

White    King 

j  Spanish-speaking  people  Leesten  .  .  . 
J   they    BUY!   Why    not   tell    them   YOUR 

ales-story?     Talk    is    cheap,    but    results    are 

BEEG   on    Central    Arizona's   ONLY    full-time 
Spanish  language  station! 

ASK  THOSE  YANQUIS  ABOUT  KIFN! 
NATIONAL  TIME  HARLAN  G    OAKES 

SALES  AND  ASSOCIATES 
17  E.   42nd   St  672   Lafayette 
New   York,  Park   Place 
New  York  Los   Angtltl,  Calif 

KtFH 
860  Kilocycles  •  1000  Watts 
REACHING  PHOENIX  AND 

ALL  OF  CENTRAL  ARIZONA 

ARIZONA 

Flagstaff  KCLS 
KGPH 

Glendale  KRUX  1(1 
Globe  KWJB  I 

Nogales  KNOG  L0 

I'll. 

Tucson 

^1  in 

KIFN  84* KRIZ  3 

KEVT  84" KTUC  6 

KVOA  11 

KOLD  6 

KYMA  'i 

CALIFORNIA 

FJaja   i  Tijuana,  Mex.  i 
Bakersfield 

XEAC 

KAFY 
KBIS 
KPMC 

153* 

...10* 

.....2 

.   ..7 

Barstow Berkeley 

Blythe 
Burbank 
(  orona 

Fresno 

KWTC  _5 

KRE  1 

KYOR  6 

KBLA  .8 

KBUC  20 

KGST  .30 
KYNO  6 

I  os    Vngeles                           KFVD  21 Sei     Pasadena,     Pomona,              KMPC  3 
Santa    Ana,    Santa    Monica 

Merced                                 KYOS  .        ...10 

Modesto                               KBOX  .         ....2 

Monterey 

Needles 

Oakland 
Ontario 
Pasadena 

Pittsburg 

Pomona 
Redlands 

Riverside 

Sacramento 

KMOD 

KXXL 

KSFE 

KWBR 

KOCS 

KALI 

KWKW 
KECC 

KPMO  6 

I 

II 
.78 

3 

Salinas 

San    Bernardino 

San 

San 

Diego 

I- 1  in.  isco 

San  Jose 

KCAL 
KPRO 
KGMS 
KROY 

KSBW 

KCSB KITO 

KRNO 

KSON 

KSAN 
KLOK 

KEEN 

7 

21 

1 

5 

6 

L5 

10 

10 

1 

45 

II 

Santa    \na 

Santa   Barbara 

KSJO  25 

KVOE  8 
KWIZ  7 

KDB  2 

KIST  III KTMS 

Santa    Maria  KCOY 

Santa    Monica  KOWL 

Stockton  KSTN 
KXOB 

I    It  KCOK 

Ventura  KVEN 
KONG 

^  nlia    <  itj  KUBA 

COLORADO 

KGIW KFSC 

KFKA 
KYOU 
KCSJ 

KGHF 

KGEK 

<  .i.  .  I.  \ 

Pueblo 
Stei  ling 

8 

3 

36 

7 

I 
I 

II 
I 
6 

In  Los  Angeles  County 

Belden  Market  Study 

Shows 

KWKW 
No.   1    Station   in 

No.   1    Mexican-American 
Market 

For  the  first  time 
Facts  are  available 
•  Average  family  income  is  $4,233 

•  95 '»     have    radios 

•  30r7     have    two    or    more    radios 

•  75'"i     have    radio    in    car 

•  51  '(    do  NOT  read  magazines 

•  23°r   do   NOT   read   newspapers 

KWKW 
is    preferred    by 

2   to    1 

over  second  best  station 

This  just  completed  Belden  Study  cover- 

ing audience,  market  and  brand  prefer- 
ences is  available.  Write  or  phone  for 

your    copy,    now. 

Tell    'Em  Sell    'Em 
in    Spanish 

Representatives: 

New  York  —  Richard  O'Connell,  Inc. 
Francisco  —  Broadcast  Time  Sales 
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RADIO 

NEW  MEXICO 

KSON SAN   DIEGO, 

California 

Opens  The  Door 

To  San  Diego's 
Billion  Dollar  Market 

with  its 

Large 

MEXICAN  AMERICAN 
POPULATION 

•  114,291  Mexican  -  American 
Population  Within  20  Miles 
of  Radio  Station  KSON 

KSON'S    Spanish  Voice 
DON   REYMUNDO'S  HACIENDA 
The  favorite  of  the  English  speaking 

Mexican  Americans — playing  the 
Latin  American  music  they  love, 
each   morning  from  5  a.m.  to  7  a.m. 

Nationally  Known 

Accounts Using   The 

"Don    Reymun 
do   Hacienda" 

Program include: 

TODDS    CLOTHIERS HUNT'S  FOOD 

B.C.    HEADACHE FORD 
TABLETS COLD    LABEL    BEER 

SSS    TONIC PEPSI    COLA 

McMillan  oil SEVEN    UP 

CRAND  OLE  OPERA JIM   CLINTON 

PLASTERINC ICE  CYCLES 

INSTITUTE LINCOLN    CARS 

•  Last  year,  $64,500,000  worth 
of  American  products  crossed 
the  Mexican  border  at  San 

Diego. ; 
■computed    from    U.S.    Custom   export    stamps 

KSON 
The   Music   Station   of   San    Diego 

Ubuquerque 

Irtesia 
(  ai  Isbad 

(  llovis      
Iteming     

Las  Cruces   
Lovingtoon      
Portales   
Roswell  .. 
Silver  City    
Tueiimari      

KABQ  15 
KGGM KOB 

-KSVP 

.KAVE  2 

KPBM 

KCLV 
KOTS  6 
KOBE  9 

.KLEA  1 
KENM  1 

.KGFL  I 
-KSIL  7 
_KTNM         5 

TEXAS 

Alice    . 

Alpine      
\nstin     

Baytown    __   
Beeville   . 
Big  Spring 
Brownsville      
i  Malamoros,  Mex.) 
Coleman     
College   Station    
Colorado   City      

( iorpus    Christi      

Eagle  Pass      _... 
(Piedras  Negras,  Mex.). 
Edinhurg        
El    Campo      
El  Paso  _. 
(Jaurez,  Mex.)      

Falfurrias    
Fort  Stockton 
Fort  Worth  . 
Galveston 

Gonzales    ..     
llarlingen     
Laredo        
(Nueva  Laredo,  Mex.). 

Lubljoek 
Mi  Mien    . 

(Raynosa,   Mex.) 
Midland 
New    Braunfels 

Odessa           

Pasadena 
Pecos 
Plainview    — . 
Rosenberg 

San   Angelo 
San  Antonio 

San    Marcos 
Sequin     
Sinton 
Sweel  vt  ater 
Uvalde    
V  ictoria 
Waco   . 

KBKI  ...26 
KVLF  ...7 
KTXN  54 
KREL  24 
KIBL  ...25 
KTXC  5 
KBOR  .25 

XEO  _.124,:' 
KSTA  2 
WTAW  7 
KVMC  .2 
KCCT  91 
KEYS  10 

KUNO  ...120* KWBU  32 

XEMU  .   98* KURV  __26 
KULP          6 
KEPO          2 

XEJ  ...137* 
XELO  .77* KBLP  .18 
KFST  .8 
KNOK  .17 
KGBC        4 
KLUF  ...3 
KCTI  ...6 
KGBT         63 
KVOZ   ...  7 

XEAS  ...115* 
XEDF  ...113* KSEL  .3 

XEOR  ...124 
KJBC    6 
KGNB  ....12 
KECK  .2 
KRIG  3 

KLVL  .   105* KIUN  9 

KVOP  r. 
KFRD  _._13 
KTXL  7 

KCOR  123* 
KEXX  .84* 
KIWW  .84* KCNY  ...  34 
KWED  ...14 
KANN  II 
KXOX  ...2 
KVOU  18 
KNAL  _.ll 
WACO  ..._2 

UTAH 

(  )gden 
Provo 

KOPP 
KEYY 

WASHINGTON 

Sunn\  side 
"S  akima    ... 

Rawlins 

KREW 
KYAK  7 

WYOMINC 

ALONE  WILL  NOT  REACH 

THE  OVER  400,000  MEXICAN 

...MEXICAN-AMERICANS 
IN  LOS  ANGELES  COUNTY 

...OVER  80%  OF  THIS 

GROUP  ARE  NATURAL- 

IZED CITIZENS  SPEAK- 
ING BOTH  SPANISH 

AND  ENGLISH... 

TO  REACH  AND  SELL  THIS  GROUP 

YOU  MUST  HAVE  PROGRAMMING 

THAT   APPEALS   TO   EVERYONE... 

ONLY  K0WL  OFFERS   BOTH 
SPANISH   SPEAKING   AND 

^^      SPANISH-ENGLISH  SPEAKING 

mKfk     PROGRAMS. V^l    "CHIC0"  LIONEL  SESMA, 

\^l  TOP  MEXICAN-AMERICAN Y_y  D.J.  IS  THE  FAVORITE  OF 

ALL.  HIS  WAS  THE  FIRST  SPANISH- 
ENGLISH  SPEAKING  PROGRAM  IN  LOS 

ANGELES ...  NOW  IN  HIS  SIXTH  SUC- 
CESSFUL YEAR.  ELENA  SALINAS,  THE 

FIRST  LADY  OF  SPANISH  RADIO.  HER 

VARIETY  PROGRAM  HAS 

BEEN  SELLING  IN  SPAN- 
ISH FOR  OVER  17  YEARS. 

AN  ESTABLISHED  PERSON- 

ALITY WITH  A  TREMEN- 
DOUS AUDIENCE. 

KAUIU.    HtK 

SEN0R  0R0ZC0,  SPANISH  NEWS  COM- 
MENTATOR AND  FEATURING  MEXICO  HIT 

PARADE  MUSIC.  ONE  OF  THE  FIRST  IN 

L0?     ANGELES    f",n'r 

'II 

STA AGO. 

AND   ONE   lm 

KNOWN    IN    f, 

N  in  ENT ,N 
FIELD.   THESE   ARE    THE    PEOu 
REACH  AND  SELL  TO  THE  OVER  40o,. 

MEXICAN  AND  MEXICAN-AMERICANS   IN 
LOS  ANGELES  COUNTY  OVER 

KDWL 

10,000   WATTS 
Transmitter:   Los  Angeles,   California 

Executive  Offices:  Santa  Monica,  California 

National  Representatives: 

Forjoe  &  Co.  New    York,    Chicago, 
Dallas,  San  Francisco 

Dora-Clayton  Atlanta,  Georgia 

GEORGE  A.  BARON,  G.n'l  Mgr. 

KRAL 
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IN  PHILADELPHIA  NEGRO 
LEADER:  Philadelphia's  Top  Negro  Audience 

(Pulse) 

LEADER:  In  Total  Number  of  Hours  Broadcast 

to  Negro  Philadelphia 

LEADER:  Top  Talent  in  Philadelphia  Negro 

Broadcasting 

LEADER:  In  Number  and  Quality  of  Accounts 

(Camels,  General  Foods,  B.  C,  Rem, 

Johnson  &  Johnson,  Aunt  Jemima, 

etc.) 

LEADER:    In  Market  Data  and  Research  Studies 

JOCKO 
(9:30  P.M. 

(9:05  A.M 

1:00  A.M.)      \  £»^ 

-9:30  A.M.)       **    | 

000  WATTS 
/SPRING\ 

BERNICE  THOMPSON 

(9.30  A.M.-l  1:30  A.M.) 

RANDY   DIXON- 

LEADER:    Philadelphia's  First  Full-time  Negro 
Merchandising  Department 

LEADER:    In  Community  Service  Programs 

.  .  .  AND    GOING   UP    f^^ 
(IN  AMERICA'S  THIRD  LARG- 

)  MARKET): 

J  Spar         |RV    TIMBERS 
J   the- 
alr  Merchandising   Mgr. 

SHORTY 
THE   BAILIFF 

(230-5:55  P.M.) 

SOON  TO  BE  THE 
PHILADELPHIA  MARKET'S  ONLY  POWER 

STATION  (1000  WATTS  FULL-TIME)  BEAM- 

ING DIRECTLY  TO  THIS  AREA'S  500,000 
NEGROES. 
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RADIO 

negro  radio 
596  stations  I  2('' ,  of  the  total  response)  re 
ported  that  the)  were  programing  at  least 

partially  for  their  local  Negro  audience.  The 

trend  in  this  direction  continues  this  year  with 

4' ,'  increase  in  the  number  of  stations  identi- 
fied with  this  category.  The  1954  (iuide  showed 

a  total  of  374  stations  in  this  directory  or  25'  , 
of  the  respondents. 

In  all,  39  states  reported  Negro  programing. 
The  1955  data  shows  a  total  of  32  stations  with 

100%  Negro  programing  against  a  total  of  22 
such  stations  in  1954. 

26%  of  the  stations  reporting  Negro  program- 

ing also  devote  1  0  hours  or  more  per  week  to 

religious  programing   (see  section,  page    105). 

Negro  programing  covers  wide  range  of  inter- 

ests, such  as  Negro  news,  sports,  soap  operas, 

music,  community  public  service — all  especial ly 

planned  for  the  Negro  audience.  Most  often 

mentioned  by  all  stations  reporting  in  this  cate- 

gory are  the  rhythm  and  blues  music  by  Negro 

performers,  or  spirituals. 

WMGY MONTGOMERY 

ALABAMA 

ANOTHER     INDEPENDENT 

METRO-MARKET  STATION 

COVERS  and  SELLS 
CENTRAL  k  SOUTHERN  ALABAMA 

with  clear  Channel  800  kc— 1000  watts 

Programing 

Hillbilly — News — Sports — Pop — Race 
featuring 

"Uncle    Bob    Helton" 

Dean    of   Alabama's    D.J.'s 

Red    Ryan — 
9  years  State  Capitol 
m-w  scaster 

Chuck  Elliott  as 

"Charlie   the    Square" 
it    veteran  with 

a    huge    loyal    following 

Chucks — Atomic  Boogie 
Rhvthm  &  Blues 

Reach  and  Sell 

Alabama  with 

800    Kc. 

WMGY 
Montgomery,  Ala. 

1000    Watts 
Thomas  W.   Scwcll,   Cen.    Mgr. 

Rep.    Forjoe.    Inc..    New   York   City 
Dora   Clayton,    Inc.,   Atlanta 
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IN   AND  AROUND 

MONTGOMERY,  ALA. 

WRMA 
is  the 

only    100% 

A  egro  Station serving 

more  than  200,000  Negroes 
in 

Central  Alabama 

who  earn  one,  out  of  every  jive 

and  spend 

one,  out  oj   evt  ry   four 

Consumer  Dollars 

in  the  area 

I  rSE WRMA 
to  reach  and  sell  all 

Central  Alabama  Negroes 

Ralph    M.    Allgood,    G.M. 

Joseph    Hershey    McGillvra    Inc. 
National    Rep. 

M, waud 

lh 

First  In 

Fresno 
CALIFORNIA 

•  gospel 

•  rhythm   &   blues 
•  dixie 
•  swing 

•  hot   jazz 

•  spirituals 

•  results  for  advertisers 

KQST 
I  <><><>   \\  MIS 

ALABAMA 

ALEXANDER  CITY  ___  WRFS  _         10 
IM)  ill  SI  A    __.              Wt  1  A  ,; 
I  \  \  ISTON  li  II  MA  3 //  SPC 

.41' Bl  l<\                              II    II  l,  6 BIRMINGHAM 

DECATIR 

DOTH AN 

EUFAVLA  .. 

FLORE  \<  I 

(,  IDS/)/  \ 

W  BCO  _     122*1 
II  FDR       84* 

WJLD      120* 
in  ok 

If  A  J  I'- 

ll  l/OS II  UK, 
WOOF 

II  I  I   I 
AfJOI 

2 

5 
3 
9 
4 

.7 

  5 

GENEVA 

II  Will  T<>\ 
HUNTSllLLE 

it  oil  I  9 

//  ETO  9 
WGAD   _       \ 

  WGEA    y, 
  WERll  .  3 

//  /;///'  i It  I  /  \  6 

MARIO\                             WJAM  in 
MOBILE                               n  KAB  18 

WKRG  5 

ITAIOZ    .  98*t 
MONROEVILLE   .            II  MFi  8 
MONTGOMERY                 II  HAM  1 

If  GOV  5 
II  MGY  ...  18 

WRMA  87  *i 0PEL1KA      WJHO  5 

I'M  EN  IX  CITY  .    WPNX         „   21 
RUSSELVILLE                  II  II  IVR  \ 
SCOTTSBORO                    II  CR1 
SYLACAl  C  1                      ICULS  ..  6 
TALLASSEE                      ITTI.S  r, 
TCSKEGEE                         WTl  S  36 

ARIZONA 

FLAGSTAFF     KGPH  7 
GLEN  DALE  KRI  X  11 

ARKANSAS 

ARKADELPHIA                 WVRC  1 
CROSSETT                       KAGH  i 
EL   DORADO                      KDMS  .; 
/    M  I  IT  FA  I  LIE                k(,RII  3 
FORT   SMITH                    KFI'll  \ KWHN  6 

HELENA                           kill  35 
HOT  SPRINGS                Kll  l<  6 
A/7TAA   ROt  k                   kCHI  In 

A  77/ S  I 

AW.  A  2.-. MAGNOLIA                      kl  \l  l  >> 
MALVERN                         k  /Ms  3 
WcGEHEE                         KVSA  6 
MORRILTOh                     klOM  .; 
NEWPORT                        k\ID 
OSt  EOLA                           kOSF  6 
/'/\/    />'/./  FF                    K<  /  ,  |„ ko/\  12 

T./AA7  \                               kll  A7-  2 

CAL/FORN/A 

BAKERSFIELD                 kills  i: 
BERK  ELI)                          KRI  20 
/.7I/7/A-                             KKO/J  | 
BVRBANR                        kit  LA 
FRESNO    .                         KGS1  M 

A  1/./  i 

LONG  Bl  U II                  klo\  28 
A/,7  A'  in 

LOS    INGELES                kll  i 
1           '              Pasadoni         k  I  I   1 1  in 

Santa    M                                           A/  '   "  '  ' KGFJ  18 kl'oi  6 

Sat 
SSI 

las  Aiiiefes  816 

350,008  „„ 

N£G»0  *MfT 
JOE  ADAMS 

Los  Angeles'  Top 
Negro  Disc  Jockey 

(also  Negro  Spirit- 
uals) now  in  his  7th 

successful  year. 

LILLIAN 

RANDOLPH 

Famed  Negro  Star 

of  Radio,  TV  and 
Movies  .  .  .  daily 

stars  on  her  own 

Variety  Show. 

CHESTER 
WASHINGTON 

West  Coast  Editor 

and  Sports  Chief  of 
Pittsburgh  Courier, 

features  News  and 

Sports  Program. 

from  the  most  powerful 

'SPECIALIZED  PROGRAMMING' 
station  in  the  West 

HOWL 

92 

10,000   WATTS 

Transmitter:  Los  Angeles,  California 

Executive  Offices:  Santa  Monica,  California 

National  Representatives: 
Forjoe  &  Co.  New  York,   Chicago, 

Dallas,  San  Francisco 
Dora-Clayton  Atlanta,  Georgia 

GEORGE  A.  BARON,  Gan'l  Mgr. 
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\  //'  1 KlO\ 5 
OAKLAND kl.\ 

•' 

KROW 12 
kwbr 73 

PASADENA   KALI 
KWKW   ..... 

21 
6 

PITTSBURG 
KEl  i 

1 
SAN  BERN  4RDIN0  . ...KCSB 7 

KRNO 12 
SAN  FRANCISCO KSAN 115 

See    Oakland, 
-Imsl- 

Muslim  i.\     San 

SAN   JOSE  KLOR  1 
S  IN  RAFAEL                   KTIM 
SANTA  MONICA              KOWL  ...29 
STOCKT()\                         kST\  „_2 

KXOH  2 
VALLEJO  KGYW            6 

COLORADO 

DENVER 

ENGLEWOOD 

KLIR 
KTLN  10 

KVOD  .  >j KGMC    3 

CONNECTICUT 

NORWALK   WNLK    1 
STAMFORD  ^WSTC      2 
WATERM  RY   WATR   .....    ...12 

DELAWARE 

WILMINGTON  ....   WA  MS  21 
W1L 1/  ...12 

DISTRICT  OF  COLUMBIA 

WASHINGTON    .  WOL        6 

WOOK    . .....133*t 
See  Annapolis  &   Bethesda,   MJ  #" [f  [)£  .12 

FLORIDA 

CLEARWATER   .              WTAh  1 

COCOA                             l\  KKO  ; 
DADE  CFI  )                        II  DCF  5 

FT.   I.  tl  DERDALE  II  III   20 

FORT   I'll ERt  I                  WARN  11 
G  II  MSI  II 1 1                   II  Dl  II  6 

WGGG 
lit il. LY WOOD  ..  II  GMA    __.      L5 

JACKSON)  II.LE      WOBS  il 
II  RHC  ...  36 

KISSIMMEE                     WRWB    .  I 

LAKE  CITY                   .    WDSR   .  I 
/  IRELAND                   ...WONN  ..  3 

1//  ( 1//                            ...WFEC  ...  84* B  \lll\l  ...  84n 
/M//£  .22 
ff"/P7>B  19 

MILTON                             WEBY  2 
\//;    sM)  R\A  BEACH..WSBB  7 

OC^fZ,/*                                O'l/f ORLAMX)                          II  4BR  15 
/r  7/00  .  7 r«oz   % 

PALATKA  ...WWPF  ...  f. 
PANAMA  CITY  WPCF 

i-i:\SAC0LA  ....  //  rO/l  _  .; 
PZ^iVT  C/7T  WPLA   .  1 

S71.  AUGUSTINE  .    ..._..WSTN  9 
SANFORD  ...WTRR  7 
SARASOTA  ...WKXY  .....    __% 
TALLAHASSEE  ...         ...WMEN   14 
TAMPA  ...WEBK  ...121 

//  //fiO  _       10 

r/OK  ...90* r£/?0  BEACH  ...  WNTM  ...3 
W.  PALM  BEACH  WIRK      12 

WJNO    ...   5 
WINTER  HAVEN    .....WSIR  ...  5 

WBCO 
BIRMINGHAM'S   ONLY 

FULL    TIME 

ALL  NEGRO 
Radio  Station 

1450  ON  YOUR  DIAL 

WBCO  serves  45%  of  Birming- 

ham's population — 250  thousand 
Negroes — 18  hours  a  day. 

•  MERCHANDISING 
•  PROMOTION 

•  AIR  PERSONALITIES 

National  Representative  —  Forjoe  and  Co. 

Southern    Representative  —  Dora-Clayton,  Inc. 

WBCO 
Birmingham   and   Bessemer,   Alabama 

J.    E.    Lanier,    President 

Eugene   P.  Weil,   Manager 

— the  ONLY  medium  dominating  the  165,000  San 

Francisco  Area  Negro  Market — spending  1  million 

dollars  daily.* 

"JUIVIPLV    GEORGE" 
OXFORD 

"Jumpin'  George"  —  un 
questionably  the  number- 
one  Bay  Area  Negro  ap 
peal  personality.  George 
Bells  twice  as  many  na- 

tional and  regional  accounts 
to  the  San  Francisco  Area 
Negro  market  than  any 
other  Negro  appeal  disc 
jockey. 

JACKIE   FORD 

Jackie  has  been  acclaimed 

by  Negro  magazines  as  the 
number  one  feminine  per- 

sonality on  the  Pacific 
Coast.  She  offers  the  only 
disc  jockey,  woman  inten  91 
show   to    Bay    Area    Negro 
homos. 

*The  San  Francisco  Negro  market  has  a  daily  earning 
power  of  $991,000  and  the  third  largest  per  capita  Negro 

median  income  in  the  1'.  S.  KSAN  dominates  this  big, 
buying  market  with  more  Negro  programming  than  an\ 
other    station    in    the    West — 105    hours    a    week!    You    buy 

"JOLLY   JOE" 
CARTHENS 

"Jolly  Joe"  has  his  own 
loyal  following.  lie  holds — 
and  sells  them  with  an 
effective  formula  of  .V 

appeal  programming:  spir 
ituals.  rhythm  and  blues 
shows. 

WALLY   KO 

Eere's  Mister  Satin  Y 
himself.  Smooth  delivery 

coupled  with  a  large  audi 

,  nee  puts  Wallj  's  -1 among  the  top  rated  pro 
grams  in  the  Bay  Area 
Negro  community. 

ALL  tie    i;.i;.    Vie.-,  with  KSAN.  the  only  medium  dominat 
ing  tie    165,000  San  Francisco  Negro  community    -spending 
1    million    dollars   a    daj  !    For    full    farts    and    information, 
phone,   n  rite  or  wire: 

KSAN    Studio  and  Office—  L355  Market  Street  •  San  Francisco,  Calif. 
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When  you  buy  "Fabulous  New  Orleans". . . 
Buy  WMRY  for  fabulous  results! 

During  34  daytime  quarter-hours  of  competitive 
Negro  programming,  WMRY  leads  in  New  Orleans 

Negro  Homes  by  9-to-l.* 

In  its  full  broadcasting  period  of  44  quarter-hours, 
WMRY  leads  all  stations  in  Negro  Homes  in  this 

area  by  7-to-l.* 

*Pulse  New  Orleans  Negro  Home  Survey 
Nov.-Dec,  1954. 

**U.  S.  1950  Census  projected  12.1%  by 
N.  O.  Chamber  of  Commerce. 

NO  WONDER  WMRY  delivers  fabulous  re- 

sults. It's  the  only  All-Negro  station  in  the 
fast-growing,  potent  metropolitan  New  Orleans 
Negro  Market.  Also.  WMRY  is  beamed  ex- 

clusively to  226,530**  Negro  persons  in  the 
city  area,  and  well  over  a  half-million  Negro 
listeners  alone  in  the  wide  WMRY  coverage 
area. 

Mort  Silverman,  Gen.  Mgr. 

WMRY 
Represented  Nationally  by  Gill-Perna,  Inc. 

GEORGIA 
ALBANY   .                         It  JAZ  30 
AMERICUS                       II  hi  <  11 
ATHENS                           If  RFC  6 

AT /.AM  1                           II  AOK  140* 
See   Iwatut                                      //  QQ£  36 

II  FRF)  86 
AUGUSTA                     -WAUG  40J 

//  BBQ  9 
II  III  I  6 

II  I,  It  I 

/;  UNBRIDGl                    II  MGR  7 
BRI  VSfl  It  K                     II  MOG  6 
CAIRO                               .WGRA  6 
(  OH  Mill  S                         II  I)  IF  15 

See    PhenU   City,    Ala                  //  (j;  \  \-j 
COVlNGTOh                     WGFS  8 
DEt   III  R                         WEAS  25 
DOl  GLAS                         II  DMG  I 
1)1  HI. I  \                                II  Ml.T  6 
FITZGERALD                   II  HUH  6 
G  tINESI  ILLE                  It  Dl  \  6 
GRIFFIh                            II  II IF  !i 

WRIIT  I  I 
/  /   GR  tNGE                    WLAG  7 

WTRP  6 
\1U<)\                             WBML  in 

//  IBB  30 

SEWN  Ah                          II  <  OH  2 
ROML                                II  I.  [Q  9 
SAl    M  \  ill                       WCCP  12 

II  .III'  25t 
II  S  M  3 

THOMASV1LLE  WPA\  7 
///  T<>\                               II  II  GS 
I  4LD0S1  l                       II  G  IF  3 
II  IX  ROSS                      II   iCL  II 

WAYX  7 
ii  i  \  D£7?                      « /  mo  6 

ILLINOIS 

m  1 1  n  ii  1 1 
CAIRO 

CHICK." 

EAS1   ST.  I.m  IS 
JOUE1 
METROPOLIS 
OAK   PARK 
I  Hit  A  \  / 

W  //.'I  1 
II  FIU)  \ 
H    III  15 
/m./ s  :,8i 
rc/\  7 
//  SB<  20 
»  /  Ml  21 
» yo/.  ] 
II  MOF  2 
//  OP  I  23 
1/  A//;  1 

INDIANA 

BEDFORD          WBIW  3 

EVANSVILLE      r//>S      
FT.    WAYNE       JWANE    ___1 
GARY      WWCA    _    24 
HAMMOND    .         WiOB    _        ...24 
MICHIGAN    CITY   WIMS      _5 
SOUTH  BEND    WJVA      1 

There's  only 
ONE  Station  in  the 

TAMPA-ST.  PETERSBURG 
BAY  AREA 

that  programs  exclusively 
for  the 

NEGRO  MARKET! 

WIOK-Tampa 
1150    KC— 1000   watts 

■with- 

ALL -NEGRO 
PERSONALITIES 

Can  be  bought  in 
combination  with 

(WSOK-Nashville) 
Represented    by 

FORJOE    and    DORA    CLAYTON 

IOWA 
DES  MOINES  _  F  WDM 

KANSAS 

WICHITA    KANS  _ 

KENTUCKY 

ASHLAND  WW  Ft) 

_8 

CAMPBELL!  ILLE    ... 
HOWLING   GREEN  _ 
CO  LI  MBIA    . 

COVINGTON   . 
CI  MBF.RLAND 

FR  I \ KFORT 
FULTON 
LEXINGTON 

LOUISVILLE 

..._7 

WTCO     2 

-WLJB      10 
-WAIN       1 

It  ZIP  .  14 
II  t  I'M  __5 

WFKY    3 

...WFUL     7 
If  LAP           1 
WLEX   .  _5 
-WINN  2 

II  I.OI  76*t 
MADISONVILLE      WFMW  _ 
MIDDLESBORO    _  U  MIR    4 
II  I  \  CHESTER  If  II  KY   .....       1 

LOUISIANA 
II I  \  iNDRIA                  KSYL  18 
H  tl<>\    l«>l  i.l                II  IHR  L6 //  \OK  .52 

DE  RIDDF.R                      FDLA    .  6 
HAMMOND    .       WIHL        3 Kill  6 

Kl  OF  1 
F  IOF  22 

KDBt  « F  IFF  2 
FLIC    .  10 
A.  !//.«  2 

K/YO/  6 
Un/,7.  /\  Cin                  KMRt  14 

\/  //    //.'/-.'KM  M  /W 
\/  //     "A'//   /,V5  ..             WBOK  60 

1/  1/A')  86*t 

n » //  126* FHIII  7 AW  _7 

_  KANV   .  84* 

A/\7  lOt 

Kll  Kll  6 

HOI   Ml 

LAFAYETTE 
I.  IFI    <  II  IA7/> 

MANSFIl  IK 
MINDl  \ \10\ROF. 

0  IFI)  II  I or i  ioi  SAS   . 

SHRl  l  I  I'ORT 

■a 
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RADIO 

ATTENTION,  RADIO 
SPONSORS 

NOW  YOU  OAN  REACH 

THAT  BIG  RICH 

CHICAGO  BILLION  DOLLAR 

NEGRO  MARKET 

721,500 
LATEST  FIGURES 

"JAM  WITH  SAM" 
The  disk  jockey  shotv  that 
is     the    talk     of    the    toivn 

Mondav    Thru    Saturday — 
9:30P.M.-12:00M. 

WGES-~S.000    Watts    — 
1390  Kc. 

PARTIAL  LIST  OF  SPONSORS 

ARMOUR  —  Carnation  —  Coca-Cola 

Ebony   Magazine — Illinois   Bell 
Telephone   Lucky   Strike 

Miller  High   Life 
WRITE,    WIRE     OR     PHONE    FOR 

AVAILABILITIES 

SAM  EVANS  PRODUCTIONS 
203     N.     Wabash     Ave,     Chicago,     III. 

Phone    Dearborn    2-0664 

Sell  The  Rich  Negro 

Market  Of- 

SHREVEP0RT, La 
& 

Ark-La-Tex   Area 

175,000  Negro  Pop. 

Approx.  40%   of  Total. 

KANV 
Rated  3rd.  Place  (13.9) 

8  A.M. -12  N.  Mon.-Sat. 
Rated  4th.  Place  (13.3) 

12  N.-6  P.M.  Mon.-Sat. 

Jan.  55'  Hooper. 

Popular  Air-Personnel 
6-Men  &  2-Women. 

4  Hrs.  Spirituals  &  Gospels 

6  Hrs.  Blues,  Jazz,  Pop  &  Bop. 

3-Va  Hr.  News  &  Sports 

1050  KC.-250W.-DT. 

Reps:    Dora-Clayton,   S.E. 

Clyde    Melville,   S.W. 

United  Broadcasting  Co.  N.&E. 

Harlan  Oakes,  West  Coast. 

MARYLAND 

t  \  \  iPOLIS    _  ll   W\ 
WNAI  8 

BALTIMORE                       It  B  II.  12 
WITH  L9 
WSW  _   _54J 

III  THESDA                       WVST  70* 
HAVRI  DE  GRACE         II  ASA      2 
LEXINGTOh   P  IKK          IUPTX  2 

MASSACHUSETTS 

BOSTON    .      WBU^ 
ii  i  cm 

SPRINGFIELD  UJKO   . 

18t 

.') 

_7 

/.  II  REL 

LOUISVILLE 
MERIDIAN  _. 

MISSOURI 

(II  IRLESTOh 

K  \\S  IS  (  IT) 

ST.   LOl  IS 

KCHR 

_   XMBt kl'RS 

KVDL 

  KSTL 

K\  I  II KXOR 

NEVADA 

MICHIGAN 

l\  V  ARBOR                     II  URI  3 
l(  BAG  .  3 

BENTON    HARBOR    .     ITHFB  2 
BIG  RAPIDS                  .WBRN  .  ,__2 
DETROIT                        .....CKIU  2 

WJLB  ...  46$ 
WXYZ  .  18 

FLINT                   -   -   If  MRP  16 
GRAND  RAPIDS   WJEF  _1 

WLAV  3 

1//  SKEGON  ..                   If  Ml  S  ',• 
PONTIAC                           UPON  .  1 
PORT  III  RON   WHLS  . 
SAGINAW         .-       WSGW  .3 

MISSISSIPPI 

ABERDEEN      WMPA  ft 
BOOM-: I  ILI.E  II  BIP  ..  ft 
CANTON  At  1)0  B   10 
CENTERVILLE  .....  WGLC  __   .5 
CLARKSDALE  ..  WROX  _      ...21 
CLEVELAND        WCLD      18 
COLUMBIA  WCJU  1 
COU  UBI  S  ..WACR  ...6 
GREENVILLE  ...WGVM   35 
GRENADA    WNAG  ..       ..12 
Gl  I.FPORT  WC(  \l    5 
HATTIESBI  RG  WBKH  6 

WHSY  .        ...5 
HAZLEHURST    .  II  WDC  —8 
I  \  DEW  OLA  WNLA  ...6 
JACKSON    .  K.IW  _15 

WOK]    84* WRBC   .  28t 

  WLAU  ...8 
II  I.SM   10 
II  \l<)\  10 
WTOK  ...5 

PHILADELPHIA  II  HOC  ...6 
TUPELO  ..  WELO   .      2 
WAYNESBORO  W  ABO         __1 
WEST  POINT  II  ROB  8 

8 
2 

84*  + : 

18* 

53 

_% 

Rl  \0 

KLAS  .. 

KORK KWRN 

2 
2   1 

WOOK 
WASHINGTON,  D.  C. 

WSID 
B4L7/MORF,  MD. 

WJMO 
CLE VFLAND,  OH/O 

WANT 
RICHMOND,  VA. 

THE 

BIG 

4 
TO  SEW  UP 

///A:  I'.l.s/'.  PROFITABLE 

NEGRO  MARKETS 

OF WASHINGTON  •  BALTIMORE 

CLEVELAND  •  RICHMOND 

REA(  HING  OVER 

•  1,500,000  NEGROES  • 
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"WRBC 
JACKSON   MISS. 

Sellin 
unties 

352,  138  \    .  i 

population 

all-afternoon 

progra  m  m  mg  t  o 

the    \  rgro  audience 
<it 

5000  WATTS 

Featuring 

"The  Ole 

Hep  Cat" 
6  years  with 

his  Gosprl  Music  ami 

Rhythm  &  Blues 
nitfl  the 

Sons  Of  The  South 
,\  at  onally  known 

I  ■  I  )uartet 

4    year,   on    WRBC  for 

Gold  Medal  Flour 

WRBC 
JACKSON 

MISSISSIPPI 

/    i    the  fa<  U  ask 

7  In-  Branham  Comfany 

NEW   JERSEY 

tSBl  R]    /'  IRK                 II  II  A  __2 
tTLANTIt    <  IT)              ll  I  /'(,  3 //   MID  6 

BRIDGETOh                     WSN)  I 
(    I MIH  \                             WCAM  71 
Vi  II    IRK                            II    I  IT  1  1 

//  IIBI  ...20 

It  MR     130* TRENTON          II  III  l>  ...16 
WTN) 

NEW  YORK 

III  M,ll  I  MTON    _   _     III  \  R    1 

A7  //-.4LO                            /FGR    .  •', /FAA7/  I 
III  FFALOKENMORE      WXRA   1 
CORNING  IK  I.I 
I  I  MIRA                                  IT 1:1.  M  '.. 
hi  \MORE       .WXRA  .  I 
KI.XGSTO\                          II  h\t  1 

NEW  YORh                       II    IBC  '•, See   Newark,   N.   J.  If  EVD 
WHOM  20 
WLIB   66 
II  at  .601 

IT  IT  RL  ">] NIAGARA   FALLS    WJJL  8 
PATCHOGUE   WALK  2 
ROCHESTER    .                   //  .s^F  2 

NORTH  CAROLINA 

IS/IE!  ll.TE 
BURLINGTON 

(II ARLOTTE 

U  SKY  20 

—   WBBB 
WFNS    .  1 
<rr;//  58  j 

WW  OK  I, 

/"  \  \  r<  a/.1 
DURHAM    WDNC  II 

/'  >AV:  ._  86* WSSB    .  24 
/pt/a:  ..  7 

ELI/.  HUTU  CITY  n  GAl  3 
FAYETTE!  ILLE  ..  II  FAI  17 

WITH  IS 
WFNl  13 

GOLDSBORO  WFM(  lo 
GREENVILLE  IK,  It 

HI-  \  DERSON  .  II  II  M  ii 
///f,7/  /'0/AT  ..  //  ///'/•  7 

//   1//  A' 

f.Vls  24 

JACKSON]  II.LE  ..  f/JV(  '.. 

KINGS   Mm  MAIN  It  h  1/7'  7 
KIN  ST  ON  II  I  is  ,.-, WFTC  6 

/  //  RINBURG  .....            It  I  IK  i 

II  \<  <H  M'(>\                    II  TON  1 
//  WBERTOh  ll   tGR  .i 
1/"/  \T  AIRY  It  S]  /' 
\/»    w/n  ////// 

//  fi»/l  r, 
V.   //  II.KESHORO              II  KBi 
RALEIGH  11  \  to  in 

/rA'  II RE1DSVILLE  til/;'  6 //  A/  /  7 

R0<  A)     Mill    \  I  IK  I  i  8 
ROXBORO  WRXO  \ 
S  ///s/,7  A)  //  s  )/  l6 
S  tNFORD  II  II  (,r  7 
>///  a  cm  n  v<  i 
SMITH  I  II  I  li  II   MI'M  1 
SOI  I  III  l<\    PINES  It  II  I:  17 
/  \RBORO  II  i  PS  17, 
TRYO!\  ll  I  )  \  7 
//    1/7  SBORO  it    \IH  it) 
//    tLLACl  ll  I  s/  6 
1/   ISHINGTOh  It  III  n 

II  AAA  1 1 
/;  /////  si  a  1 1  a  i  \,  n 

WNJR 
NEWARK 

5000  WATTS  FULL  TIME  1430  KC 

SLIM    GAILLARD 

RAMON    BRUCE 

GEORGE    HUDSON 

HUNTER    HANCOCK 

JOCKO    MAXWELL 

CHARLES    GREEN 

AMERICAS   GREATEST 

RHYTHM  -  BLUES 
STATION 
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W  W  R  L 
HAS 

NEW   YORK 
THE      LARGEST      AUDIENCE      IN      3      MARKETS 

NEGRO  SPANISH  GERMAN 
1,045,000 738,000 902,000 

CUSTOMERS  FOR  %   PER  THOUSAND 

5,000   WATTS  DEfender   5-1600 

WHOD PITTSBURGH'S PIONEER    NEGRO     STATION 

MARY  DEE 
In  1948  Mary  Dee  became 

Pittsburgh's  first  Negro  radio 
personality.  In  seven  years  her 
program  has  grown  to  four 
hours.  Mary  broadcasts  from  a 

show  window  in  Pittsburgh's 
"Harlem"  where  thousands  see 
her  every  day. 

7-8:30  A.M.  daily 
2-4:30   P.M.   daily 

Courier  Women's  Page  of  the  Air 
8:30-9:00   A.M.   daily 

TOKI   SCHALK  JOHNSON 

WOMEN'S  Editor  of  The 
PITTSBURGH  Courier. 

f^K  AND 
HAZEL  GARLAND,  associate  editor  of 

'^Hlf      The  Courier  magazine. 
Xvr'i.   Rep  —  FORJOE 

MAL  GOODE 
Mai  Goode  comes  to  WIIOD  from 

the  "Pittsburgh  Courier."  He  pre- 
sents four  newscasts  daily  with 

emphasis  on  news  of  special  inten-t 
to  Negroes. 

8   A.M.-3   P.M. -4:15-5   P.M.  daily 

WALT  HARPER 
Wall  I  Carper  is  Pittsburgh's  besl 

know  n  band  leader.  I  li-  knowledge 

oi  music  and  personal  friendship 

with  the  biggest  names  in  the  n 

world  gives  his  chatter  between  rec- 
on     a  unique  appeal. 

4:30-6:00    daily 
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RADIO 

IN    PHILADELPHIA 

ALL   ROADS 

LEAD   TO   THE 

NEW 

WHAT 
WHAT  II  AS  II  ST 

K  K  E  C  T  E  D  T  1 1  I ■: 

HIGH  I'.  S  T  A  -  M 
NON  -  DIRECTION  \l. 
radio    row  i:  R 
IN  PHILADELPH1  \ 

WHAT  now  o I'- 
ll RS  ADVERTISERS 

THE  MOST  I.N  I  I  \ 
SIVE  CO\  I  II  \oi  l\ 
METROPOLITAN 

PHILADELPHIA  \\l> 
SI  HI  RBAN   Mil  VS. 

WHAT  is     T  II  I. 

o\IA  ST  \  I  ION 
THAT  DEVOTES 
MOR  K  IIO  I  RS  TO 
N  EGRO   PROGRAMS 
MIW  \\^  OTHER 

STATION     IN     THIS 
\i;i:\. 

FOR    TOI'    RADIO 
I  \  II.IM  \IWII\T 

I  0    REACH    THE 
I  \li«.l.  NEGRO  POP- 
I  I  \  I  lo\    IN    PHILA- 
hi  I  1111  \.  VOl    Nl  I  |) 

WHAT 
1340  \M     2.-.0  \\  MIS 

I  <>.->..{  IM.  10,000  \\  UTS 
INDIE  SALES,  M  W  MIKK  REPS. 

NORTH  CAROLINA  (cont.) 

II  III  I  [MSTOh  WIAM     10 
II  ILMINGT0I\  ...WGM    .         ._3 
II  ILSOA  II  I  <)T  _        I  1 
II  INSTON-SALl  1/  II   tit  lit 1/    UK  7 

OH/O 

IKROA                              II   IDC  2 II    IKK  .  i 

CHILLICOTHE    __          ff  BEX   .  ; 

CINCINNATI               II  (I\  84*+ 
WSAI    ...       I-, 

CLEVEl  IND                 -WJMO  75* 
WJW      _17 
WSRS    .....  ...20 

con  was                if  col  i IfHKC  ..  3 

II  I  KO  \2 
/   (52   /.//  ERPOOL  _       «  OH  I  3 
FOSTORIA                         II  FOB  2 
GALLIPOLIS   ........           II  .11 II  3 
HAMILTON                       UUOH    .  _.% 

SPRINGFIELD          ICIZE  ."; STEl  BEN)  I  LIE            .    WSTV  '.. 
TOLEDO                           II  SPD  3 

WTOD  .  l 
"    IKKL\                             ll  nun  io 

OKLAHOMA 

ARDMORl  KVSO  1 
L.I  IC  TON  ..KSWO  3 
Ml  Sh<>(, I  I  KHi\ 

k  Ml  S  1(1 
OKLAHOMA  CITY  .  KliYE  2% 
OR  Ml  LGEE  KHBG 
SH  HI  VEE  ...KGFF 
II  I  II  OKA  K  WSH    .  \ 

PENNSYLVANIA 

III   II  I  R  KILLS                II '111  P  3 
BETHLEHEM                   WGPA  1 
(  ULSTER              //  l)RF   .  18 
COATESVILLE  WCOJ 

ERIE                                       II  ERC  '.. 
II  JET    .  I 
II  LEI 

I   IK  KELT                            n  FAR  2 
HARRISBURG                    II  (  \ll! 
JOHNSTOU  \                     II    IK1)  2 
PHILADELPHIA               II  I)  Is  90 //////  90 

II  J 1/./  ...  7 
PITTSBURGH                  II  Hon 

HID  60 
II  KIT  .....  3 

Rt  WING                           II  LEI 
s<  k  t\To\              a  mm  <: 

RHODE   ISLAND 

W  a  PORT  .  II  4DK 

SOUTH  CAROLINA 

AlKEh 
\NDERSOh 

i:  1RNU  I  LL I.I   II  FORT 

LI  \  Mil. si  ll.LE 
BISHOP]  II 1 1 <  mm  \ 
<  II  \RLESTO!\ 

(  III  R  III 

II    IK\  3 
//    1/1/  ) 

WANS 
ll  B  l  ll  : 
//  HI  I  7 
ll  BS(  1 1 
ll    IGS  9 
ll   It   I 
ll  (  St  I 

ll  I'll ll  I  1/  I  3 

J//M  ,n 
II  (  Kl 

THERE'S ONLY  ONE 

Yes,  The  only  KEY  to  the 

Tremendously  Large  and  Rich 

NEGRO   MARKET  of 

DURHAM,  RALEIGH 
And  Eastern  North  Carolina 

WSRC 
Durham,  N.  C. 

1410  Kc     •      1000  Watts 

"Only  station  in  Eastern  North 

Carolina  programming  exclusively 

to  this  great  Negro  Market." 
Over  200,000  Negroes  with  the 

highest  income  per  capita  of  any 

area  in  America. 

These  Top  Personalities  rule  the 

Roost  in   Eastern  North  Carolina 

•    HONEYBOY    FORD 

•    NORFLEY   WHITTED 

•   DELORES   JONES 

•    DR.    JIVE 

For    a    look    at    our    PULSE    ratings    and 

the     complete     WSRC     story  —  Write, 

Wire    or    Phone    John    C.    Greene,    Jr., 

Mgr.    or   Contact   our    Reps. 

Nationally— RAMBEAU 

Southeastern— DORA-CLAYTON 
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RADIO 

COLUMBIA  ..  WCOS    .       _16t 
WIS  3 
wmsc  .  : 
WOIC    63 

FLORENCE          -   WJMX  -5 
II  OI.S  9 

GREENVILLE                    WAKE  6 
WESC  10t 

GREENWOOD                   /»  r«5  -3 
rGS/r  _     -io 

C«££K    r£/*fl 
NEWBERRY  WKDK  -.12 

ORANGEBURG    -   B7/)/*  -8 
JF7WD  _..       11 

flW.K  HILL  ..WRHI  2 
rTTC        11 

SPARTANBURG  .....WJAN   .  6 
WORD  3 

SUMTER  ..   (TSSC  _   30 
/  v/o/v  ....r/irr         _..3 
WALTERRORO  WALT)  6 

TENNESSEE 

CHATTANOOGA 

CLARKSVILLE 
COLUMBIA  _ 
FRANKLIN  .   
GALLATIN 
JACKSON 

WAPO  9 
WDXB  .  12 

r.ws  _       9i* ryz^r      ...  6 
rKtf.i/  2 
WAGG  __7 
„rf//\  _  3 
rox/     21 

JOHNSON  CITY  .          ...WETB  1 
KNOXVILLE      r/FK      _  8t 

JFA.7,  \  10 
LEWISBURG      WJJM  .3 
LEXINGTON    __   rD*L   _         1 
MARYVILLE  .  WGAP  5 

McMlNNVILLE    JF.1/,1/7'  ...2 
MEMPHIS  .._    KWEM      31 

r<7/?«  84* 
ro//f   .      Mo 
r//w  ..       is 
r////  u       -  22 

IV  MPS  _  ••_■ NASHVILLE  WKDA  3 
rL^C  .  38 

r50£     _.84*J 
O.-fK  K/flGA"    JT/frO  1 

TEXAS 

ABILENE 
KRBC  '■: /crxc  ..  i 

ATHENS   -KBUD  1 
ATLANTA        XAI.T  2 
.-ir.sT/JV                               K7TA  23 
BAY  CITY                    KIOX  .6 
BAYTOWN   ..  KREL   63 

BEAUMONT  ..               ...KJET  84* 
KK/G  ...14 
K77H/  .....6 

BE£J  //,/,£      K1BI.       _      1 
BRENHAM                       ...KWHl    .  % 
COLLEGE  STATION        WTAW  5 
CON  ROE                           R  VICO  6 
GOKW  S  CHRISTI           K 11  III  6 
CORS1CANA         .._   O/VD  6 
CROCKETT                 K/rT   .  7 
DALLAS                             KGKO  1 

KZ./F  18 
KSKF    .  21 
rR«  6 

DEN1SON                      KDSX  6 
£L  CAMPO   KULP   4 
FOfiT   WORTH    -   KCNC    .  II 

KNOK  ft 
FREEPORT    KBR7.      1 
GALVESTON                  ...KGBC  23 
CON  Z  ALES                         k<Tl  ] 
GREENVILLE                    KGVL  -4 
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COVERS 

1 Vv> AMERICA'S NEGRO 
POPULATION 

1 
< 

« 

• 

- 

: 

50,000 
WATTS 

broadcasting  exclusively 

to  1,466,618  Negroes— 
never  reached  before. 

Top  Hooper  and  Pulse 

rated  Station  in  the  Mem- 

phis Market! 

Write  now  for 

"Golden  Market"  Survey, 

WDIA,  Memphis 

L 

Represented  by 

JOHN  /:.   PEARSON  CO. 
DORA-CLAYTON   AGENCY, 

SOLTHEAST 

*WW»«^»«A* 

i 

i 

< 

99 



WMRY 
NEW 

ORLEANS 

FT.  WORTH- 
DALLAS 

formerly  KWBC 

KCOH 
HOUSTON 

-1  order 

delivers 

the  Negro 

Population 
of  the 

Souths 

Largest  Markets 

...cuts  cost  too! 

HOI  STOh 

KCOH  inn 

negro  radio 

\  (0°^ Gill-Perna,   Inc.,   Nat'l   Representatives 

Lee  F.  O'Connell,  West  Coast 

KM  / L2 

KI'KI 
6 

KYOK 

12 

III  MSI  ILLE 
KS  M 

6 

LONG)  II  a 
KI.TI 

6 

LUFKIh 
K  IRK 

1 
M  \Hl  l\ K  Ml  U 3 1/  IKS II  ILL K  MHT 6 MIDI.  iND 

KJBt 7 
\IOI  \T  PLEASANT  . KIMP 3 
\  iG  WOC  HES 

KSf  1 
M 

OR  INGE 
KOI,/ K  \  IT 

Kl.l  1 

5 
P  ILESTINl 

■■■ 

P  IS  11)1   \    1 

21 

ROSENBERG KFRD 1 
S  l\     INTONIO 

KCOR 
9 

KM  It 
12 

SI  (-1  l\ 
KWED 2 

SH  1  MR<><  K KEVA 2 

SHERM  l\ KHRI % 
SI  \  TO  \ 

K  l\\ 
1 

SU  1:1:1  l\    ITER K  XOX   1 

Tl  1//77-: ...KTI  M 
5 //  RRELL K  1 1  R 

KTI  S 
I 

II  \  IKK  l\  t 2 
II  \  IS   <  ITY  ..... KTl.tl 30 TYLER 

KGKB 

', 

KTBIi 6 1  1  ALDl 
Kl  01 

3 

UTAH 

OGDEA K  1  OG 

'■• 

VIRGINIA 
ARLlNGTOh 

II  4RL 

Ya 
BEDFORD If  RLT -    3 

III   ICKTONE II  Kl.l 9 
CLIFTON   FORGE 11  I  Kl 2 

CREtt  1 

II  S)  S 

7 
CULPEPER 

II  <  1    I 

'•-• 

DAM  II II II  1)1    1 

.3 

There's  only 
ONE  Station  in  the 

MIDDLE  TENNESSEE 

AREA 
that  programs  exclusively 

for  the 

NEGRO  MARKET! 

WSOK-Nashville 
1470    KC— 1000   watts 

  with   

ALL- NEGRO 
PERSONALITIES 

Can  be  bought  in 
combination  with 

(WIOK-Tampa) 
Represented    by 

FORJOE    and    DORA    CLAYTON 

SELLS  THE  HOUSTON  GULF  COAST  NEGRO  POPULATION . .  .TOO ! 
Va 

hour  firsts 

KPRC   .  .   21 

Station  B 9 

Station    C 5 

Station   D 5 

'Houston 
Negro   Pulse,  Winter 
1953-1954 

With  more  quarter-hour  firsts  than  all  other  stations 

combined,*  KPRC  remains  your  best  selling  tool  for 

reaching  the  estimated  200,000  Negro  population  as  well 

as  the  rest  of  the  entire  3  billion  dollar  market.  Reach 

them  .  .  .  sell  them  ...  and  re-sell  them  via  Houston's 
first  station,  KPRC. 

NBC    &    TQN    on    the   Gulf   Coast 

HOUSTON     JACK    HARRIS,   Vice    President  and   General   Manager 

Nationally   Represented   by   EDWARD  PETRY   8.   CO. 
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RADIO 

WOKJ 

Captures 

45% 
of  Mississippi's 

1 MARKET 
Representing 

72,066   Negroes   in   the 
Jackson  Metropolitan  Area 

see 

Joe  McGillvra 
for  the  WOKJ  Story 

Mississippi's     only      100%     Negro 
Program   Station 

1000  watts 1590  Ice 

WCBR . . . 
FASTEST    GROWING    STATION MEMPHIS' 

fyomfale  Street .  f. . 

serving  the  2">n,onn  I'lus  Negroes  in  the Greater  Memphis  Trade  Axea  with 
Rhythm,  Blues,  Spirituals  and  News. 

WCBR maintains  lull  promotion 
and  merchandising  departments  with 
close  cooperation  ;it  retailer  level  for 
point  of  sale  impact. 

WCBR is  First  Station  in  Mem- 
phis to  broadcast  with  97$  of  produc- 
tion, programming,  sales,  and  executive 

staff  Negroes  working  I'm-  the  enjoy   nl of  Negroes. 

WCBR 
1.000  WATTS 

DAYTIME  STATION 
AT  1480 

For   Availabilities,   Wire   or  Call 

W.   M.   H.   Smith,   General  Manager 

i  /am/I  //././•; 
FRONT  ROYAL 
HOPEWELL  _ 
NORFOLK 

OR  <\<J 

R  tin  ord 
RIt  HMOND 

ROANOKE 
SOI  Til   l!OSTO\ 
II  )  TUEV1LLE    .... 

II  I  l<>  9 
II  I  TR  2 
II  II  [P  6 

II  LOW  \h 

II  R  IP      ...  126* t 
II  J  Ml  I 
II  R  ID  2 

WAN1  81*1 /////  10 
//  RN1  1 
ii  \ci  i 
WROr  6 

II  HLF  i, 
WYVI.  1 

WASHINGTON 
KIRK  I.  IND 

SEATTLE 

TACOM  I 

K\RX  .         .2 

KING  '■• 
kill  '■ Kl    U 

WEST  VIRGINIA 

BECKLEY   .._.                    II JLS  1 

//  //  \A'  1 
CHARLESTON    .               WCHS  2 

//  GKV     3 

1/  I  TEW AN    ...        II  II.IC  y4 
OAK  HILL                          II  OAY  .  6 
WELCH    .....  IT  I1RW   X 

WISCONSIN 

KENOSHA                      ....WLII'  2 
MILWAUKEE                    WCAN  6 

II  Mil  6 
II  OKY  .  ..  15 

PUERTO  RICO 

MAYAGVEZ   _   _   WAEL    8 

n   fort   worth     Julias 

M  M  U  M  ing  on  the  i/oors 
o)  300,000  V(  groes  and  85,- 
000  l.niiii  Americans  every 
ila\  not  iii  mention  a  large 

bonu  s  non-rat  l-il  au  lieni  • , 

11  ll  U  II    ing  out  the  mm best   and   latest    in    rhythm 
and     blurs,     spirituals     unit 
home-grown  neu  s. 

II II  U  ll   ing  ourselx es  out 
for  "in  sponsors  in  good  pro- 

gramming unil  aggressive 
merchandising  ever)  day. 

JACK    FLOOD 
Qlll-Perni-Nal    rial  Repmenttl 

:k*«3c<H{N0K 

D 

D 

AILY 

C 
0NTACT 

OUBLE 

00PERATI0N 

C 
Agencies,  advertisers,  and  stations 

have  eome  to  depend  on  the  accurate, 

experienced  know-how  offered  by  our 

efficienl  DORA-CLAYTON  staff. 

^rV<'  strive  to  render  quick,  depend- 

able service  for  all  types  and  sizes  of 
radio  and  television  schedules. 

You,  too,  can  count  on  us  for  .  .  . 

D/C  MARKET  DATA 

D/C  COVERAGE  FACTS 

D/C  EXPERIENCED  ADVICE 

D/C  DILIGENT  EFFORTS 

D/C  ACCURATE  AVAILABILITIES 

call,   wire,   or  write 

for   full  reliable 

information 

D ORA— C 
LAYTON 
Agency    Incorporated 

S   for 
\    ii     S  ations 

502    Mortgage   Guarantee   Bldg. 

ALpine  7841     Atlanta,  Ga. 
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note 

Sec  radio  master  directory  for  popu- 

lar music  hours  for  stations  with  Jess 

than  75  hours  a  week  in  this  category 

popular  music 
Popular  music  and  news  continue  in  high  favor 

as  a  programing  formula  by  just  about  all  sta- 

tions responding  to  the  Buyers'  Guide  ques- 
tionnaire. Heavy  emphasis  on  this  program- 

ing category  is  placed  by  92rr  of  the  respon- 

dents  this  year  as  against  88',  in  1954.  An  in- 
creasing number  of  stations  are  relying  on  this 

technique  exclusively.  The  250  stations  listed 

here  program  10  or  more  hours  per  day  of 

popular  music  for  a  total  of  75  hours  per  week 

minimum.  That  is  \2(  \  of  the  total  respondents. 
In  1954  total  number  of  stations  reporting  75 

or  more  hours  per  week  of  popular  music  was 

131  or  8%  of  the  respondents.  While  the  trend 

is  more  pronounced  in  the  larger  metropolitan 

areas,  it  continues  strong  also  in  smaller  com- 
munities. Music  formats  reported  vary  by  geo- 

graphical areas  covered  and  by  audience  accep- 
tance sought.  For  full  list  of  station  respondents 

reporting  weekly  hours  of  popular  music  pro- 

graming, and  transcription  library  services  sub- 

scribers, please  refer  to  master  director}-. 

JIM  AMECHE 

ALEX  COOPER 

GENE 

NORMAN 

w  big  reasons 
FOR  INTENSE  COVERAGE  AND  AUDIENCE  ACCEPTANCE 

KLAC 
570   ON  THE  RADIO  DIAL 

First  on  the  dial  in  Southern  California 

First  in  audience*  in  greater  Los  Angeles 
First  in  choice  of  national  advertisers 

President  and  General  Manager,  M.  W.  Hall 

General  Sales  Manager,  Felix  Adams 

Represented  nationally  by  Adam  J.  Young  Jr.,  Inc. 

KLAC  consistently  tops  all  Independents,  Hooper,  1953  through  1954; 

December,  1954,  Nielsen,  ranks  KLAC  third  among  all  stations  including 
networks. 
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RADIO 

ALABAMA 
MOBILE II   IBB 

ARIZONA 
98 

PHOENIX KONl 78 
kOY  ...   108 
KR1Z L22 

)  I  MA KYMA 90 

CALIFORNIA 
AV ALOIS klilG 77 
BAKERSFIELD                KB1S L35 
III  RBANK   ...KBLA      96 
CORONA kill  i. 115 
CRESCENT  CITY             Kt  RE 

8(1 FRESNO    ... KB1F 81 

KMAK  .... 
117 

GLENDALE kt  TE      84 
LOS  ANGELES 134 

KGFJ    
108 

KLAC 121 
k  MFC   106 

OAKLAND KLX 

7.". 

kROIf 
1  1.1 OROVILLE k  UOR  .... 

77, 
POMONA KPMO 94 
REDDING  KSDA 
REDLANDS  k<   II. 
RIVERSIDE          A  PRO 

.92 

82 

120 91 
80 

SAN  BERNARDINO         KCSB 
SAN  DIEGO  .....  KCBQ      

ksDO            113 
SAN  FRANCISCO  KSFO   130 

k)    I  98 
SAN  JOSE                         KEEN  _..     .120 

KSJO  .112 
KXRX  ..._        152 

SANTA  ANA   ..  kl  OE      Ill 
SANTA  CRl  /.                   KSCO  83 
SANTA  MARIA                KSMA  80 
STOCKTON    .                    KST\  132 

COLORADO 
COLORADO  SPRINGS     KWBY  84 
DENVER   .                         KMYR  98 

KTLN  1  ID 

The 

big  look 

is  to 

KBIS 
hakersfield 

California 

970 
DOMINATING  CALIFORNIA'S 
SOUTHERN  SAN  JOAQl  l\ 
I   11  LEY  WITH  POPl  EAR  MUSIC 
AND  NEWS  24  HOI  RS  A  DAY! 

representatives : 

SAN  FRANCISCO 

NEW  YORK 

CHICAGO 

ST.  LOl  IS 

LOS  ANGELES 

DAREN  McGAVREN 

II)  t\l  YOl  VG  JR. 

II II  t 
II  \  IB 

II  It  II 

I: 

76 

90 

CONNECTICUT 
BRIDGEPORT 

\ORII  K  II 

DELAWARE 

WILMINGTOh  It   IMS  I  5 

DISTRICT  OF  COLUMBIA 
II  ASHINGTON II  OL  98 

U  II  IX  lu  i 

FLORIDA 
JACKSONVILLE  WMBR  79 
1//  /I//  II  IV PB  117 
OKI   I  \D()  II  I.OE  L12 

GEORGIA 
ATI. ANT  I    HUGE  90 
1/  ICON   .  ....WNEX  ..  LOO 

ILLINOIS 

(  UK  iGO                         WIND    .  I  12 
WTAQ  86 

kill   I  NEE                         WKEI  75 
MARION                            II  GGH  .. 

INDIANA 

EVANSVILLE    .  II  Ik)  75 
GARY  ...WWCA 

IOWA 
<  EDAR  RAPIDS  .            KPIG   . 130 
DES  MOINES            kCBC 

L64 

KIOA 

8(. 
OTTVMWA  ....            kl.EE 

...80 

SIOl  A    CITY                     k  TRI 

lid 
SPENCER   .                      KICD 

7", 

KANSAS 
ATCHISON                       KARL 

87, 
KANSAS  Cll)                   kCKN   . 

100 
PITTSBl  RG                     kSEK    

89 

TOPEKA              k.11) 

90 

KTOP      

80 

WICHITA      KAKE    . 75 
KWBB  . 

76 

LOUISIANA 
B  ITO\    ROI  GE                IVI.CS 77 
LAFAYETTE      kl.E) 80 
MORGAN  CITY  .....           k  MRC   . 

ill 

NEW   IBERIA   KANE 

78 
NEW  ORLEANS  .             IVJI1W   . \?A 

WTIX   
168 SHREVEPORT                   KJOE    

77 MAINE 
BANGOR  -                       WABI 80 

MARYLAND 
/\  \APOLIS                  //  \  //  .90 
BALTIMORE        ._   WITH  .  12(1 

WW  IN  .  89 
(  4  M BRIDGE   ..                 II  <  I.M  90 

MASSACHUSETTS 
ATTLEBORO                  WARA  75 
BOSTON                           map  75 

WHDII  L08 

/   ILL  RIVER                      II  S  IR  105 
FRAMINGHAM                 WKOX  . 
II  tl  LRU  ILL    .              ...WII  II  I2(i 
/   III  PENCE  ..                    II  (  (  M  77. 
Mil    BEDFORD            ..WB>M 

\ORTII1MPTO\                II  II  Ml'  90 
If  1ST  SPRINGFIELD      WTXl 
WORCESTER                    II  VEB 

MICHIGAN 
'  OLD  If   ITLR 

1)1   IR  UOR  \ 
/</  I  KOIT 

II  Tl  V.  80 
II KMH  133 
<  kl.lf 

II  ] BR  158 

iKSTNi 
31.1 

27.5 

14.6 

I.I 

7.5 

M N 

8.3 

NOVEMBER,   1954,  HOOPER 
7  a.m.  -  7  p.m. 

PAYS  OFF  IN  SALES  IN 

NATION'S  91st  MARKET 

Represented  by  Hollingbery 
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MICHIGAN   (cont.) 

DETROIT  WLDM 
WXYZ 

1  I  7  \  T  II  k  MI- 
GRAND  RAPU  II  .III 
I  l(  KSON  II  uni 
k  II.  IMAZOO  II  k\ll 
I  t.\SI.\G  II  ILS 
\l  I  HIM:  (IT)  WDOG 

\l()l  \T  I' 1 1.  iSANT  It  i  I  \ 
POXTIAt  II  ro\ 

MINNESOTA 
\!l\  XE  tPOLlS  II  TOT 

U  It  \ 

III  ID  \  I 

JOPLIN 
KANSAS 

MISSISSIPPI 
WLOX 

MISSOURI 

KFSB i  IT) 

ST.   I.oi  IS 

kl  HI. 
II  I  Hi 
kll  k II II 

100 

150 
in: 

120 
98 80 

110 

162 
119 

93 

75 81 

L55 
85 

llfi 
NEBRASKA 

L1NCOI  \  KLMS 
OMAHA  kOII. 

knit  II 

106 
80 

81' 

Rt  W 

NEVADA 
k  11  R  \ 

NEW  HAMPSHIRE 
MANt  III  STER  If  kllK 

NEW  JERSEY 
<    tMDl  \  WCAM 
M  II    llik  II    III 

I'll  ISANTVILLl  li  OND 
TKT  \TON  II  III  I) 
II  II. Dll  OOD  II  <  M< 

79 

75 

81 

86 

83 

III) 

KDEF 
.  tlbuquerque 

FIRST 
IN 

MUSIC    xsd    NEWS 

FIRST 
IN 

AUDIENCE 
I  Last  Conlan  i 

Music  .  Ill  Day  Long 

Vewi  "ii  The  I  lour 

I KDEF 

Ki 

I   .  N.W. 

M.lil  Ql  F.RQ1  I  .  \.   Ml  X. 

NEW  MEXICO 

I  Tin  Ql  ERQl  E  KDEF  77 

NEW  YORK 

AMSTERD  HI 

BINGH  l\llo\ HI  FFALO 

(  ok  IT  t\l) 

IT  MIR  \ 
TIT  TIT   I   ILLS 
\l  II    ROt  HELLE 

Mil     )i>Kk 

T  IK  HOC  I  I 
ROCHESTER 

SCHENEt  I  ID) 

WCSS  112 
If  KOI1  80 ii  i;\) 

II  I  BR  87 
II  kKT  90 

WELM  78 
II  1 1 II 
II  \RC  120 
WINS  125 
//   Mi    t  127 
II  MOM  90 
//  \  /  //  ....144 
//    ITK  80 

WSAl  86 
WSNl  ...104 
I!  OIF  82 

OH/0 
tKR01\                             II  4  DC  83 

i  i\i  i\\  in                 in.ro  91 
i  1 1  I  I  I  IND                     If  DOk  100 

II  ERE  73 
//  GAR  102 

DAYTON                           WONl  100 
/   [SI   III  ERPOOL           II  oil  I  77 
FOSTOR1  I                        n  FOB  .  89 
I IM  I                                      If  IM  I  77. 
STEl  HI  M  I  I.I.I                WST)  80 

OKLAHOMA 
MIAMI 
Ml  SKOGEE 

<  OKI    ITTI> 

KGLC  75 
KMUS  116 

OREGON 
KCOV  78 
kill  L  96 

EUGENE                            KORE  75 
Till  t\o\                          k(,  II  105 
Mini  OKI)                             Kill))  83 
NEWPORT                         KNPT 
OREGON   i  II  )                 KGON  I  17 

PORTLAND                      kl\  7.". kl.KJ  77 

PORTL  t\l)                       KPDQ  77 
k  If  .1.1  83 

S  (//  1/                                 koi  0  81 

PENNSYLVANIA 
t i.i.i  \  nut  \  if  tin 

CONNELLSVILLE  If "'  '  / 
i  kit  nil' run  tin  i  rm  i  m  ii 

90 

80 

83 
If  II  IT  120 
ii  mi,  85 
ifir  no 
/;  /v  \  109 

/'//  TSBl  KOII                    II  i    II  100 //Ms  84 

II  kll  125 

POTTSVILLl                      am  88 
SCRANTOh                         II    IKM  100 

(  //  tRLESTO \                   //  /  W  / 115 
/(  /  S  \ 

100 

TENNESSEE 

KNOXl  II  IT 
Ml  I//7//.S 

II  KG  \ 

If  Dl  t 

II  IIKO 
ii  hum 

TEXAS 

86 

80 

75 

L09 

/!/  IA7//M kin  t 

94 

/:/  //  i/f»\/ 
D  //  /  15 

ll    PASO 

KRK 

KGKO 
kill 
KELP 

kkon 

125 

13  1 131 

96 

FORT    WORTH  ..KXOL      ...116 
G  II  I  ESTO!\                      kll  I  .....85 
HOUSTON                          kills  ...H2 

KXYZ  .100 

/   IREDO                         XEAS  ..  ...100 
I  DM,1  II  II  kl.TI  80 
MARSHALL  kMHT  83 
OR  INGE  kOGT  .  88 
/'  iS  tin  \  I  KLVl  LOO 
SAh     INTONIO             ..KCOR   85 

KITE  91 
KOM)  89 

SINTOh                              k  t\\  80 
II  tin                                 WACO  90 

UTAH 
Ml  KK A)                             KMl  K  89 
OGDl  \                               kl  OG    .  96 
PROVO                                Kl\\  82 
SALT  LAKE  CITY            k\AK  145 

/\7  7\4  98 

VERMONT 
BURLINGTON                   II  DOT  75 

V/RC/NM 

ARLINGTON                      II  TIM  100 
NEWPORT  NEWS            WGH   .  ..  92 
WRFOLK                          II  \OR  .  168 
KOWOkF.                           II  KOV  90 

WASHINGTON 

BREMERTON 

KELSO 
REWTON 
SEATTLE 

SPOKANl 

si  vm  sum TACOM  I 

KBRO  100 A  '.OC  103 

/W   f\  96 
KAYO    .  134 

K / \ G  101 
/\Y>/.  I  I  1 

KREM  95 /\>7'<7  77 

KREW  93 
KMO  81 
k  T  \  T  80 

WISCONSIN 

I  I  i  ROSSI                        II  I '  \  L29 
/   fZ)]  >!//'///                      //  TDY  80 
1/  m/>YA                              If  hi  80 //  "/U  100 

MILWAUKEE                   ll  ok)  112 // 1 Air        .  143 

\//  \  ///    WNAM  84 

OSHKOSH                          HUSH  85 

GUAM,  M.  /. 
/*C/f\  /                                 A7    (1/ 

80 

PUERTO  RICO 
i    ICI    IS                               II  UK 

95 

S  IN  JUAN                        ll    ll'  1 

80 

ALBERTA 
EDMONTON                     <  FRN 

91 

i  HID 
L35 

BRITISH  COLUMBIA 
V.   //  ESTMINST1  K          <  k\ll 

117 

MANITOBA 
H  ll  PHIN                         t  KDM 
ll  l\  Ml'l  G                       <  JOB 

i  KRi 
101 
mi 

79 

ONTARIO 
BELLEVILLl                     t  JBQ 
II  tUll  TON                     (  inn. 
KINGSTON                        CKH 

OSHAWA                          '  i-  '  " OTTAWA                          CFRA 

l  ko) TORONTO                        CKE1 

'  kl  II 

80 
108 

90 
77 

85 

100 

100 

inn 
QUEBEC 

oi  i  in  i                          i  ki  i 
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RADIO 

symbols 
*  Negro  spirituals  included 

religious 

&  gospel 
The  most  significant  in- 

crease over  last  year  oc- 
curred in  this  categorj 

with  83$  of  Buyers' 
Guide  respondents  repre- 

sented here  against  54' , in  1954. 

And  stations  scheduling 
ten  hours  or  more  in  this 

category  rose  from  100 

(6%)  in  1954  to  373 
(17%)  in  1955.  40%  of 
these  stations  are  also  in 

the  Negro  directory  while 
1  5%  ̂re  also  on  the  farm 
list  with  26rc  appearing 
on  the  folk  music  list  as 
well. 

ALABAMA 

ALBERT  VILLE   WAV  I 
ALEXANDER    CITY WRFS 

in 
ANNISTON ff  771/4 

in AUBURN WAT1T) 
__10 

BESSEMER WBCO 

49 
BIRMINGHAM WET)R 

?A* 

If  LBS      ...21 

WVOK       1? 

DOTHAN .WOOF ...14 

KTIFATJT.A win  A 12 

FORT  PAYNE WFPA 

:>l 

WZOB    . 
?5 GADSEN      WF.TO 

-34 

GENEVA WGFA 18 

67  NTHERSVILLE  _ WGSV 

in 
HALEYVILLE    .     . .  WJRB 2fi 

HAMILTON     WFHH 12 
MOBILE WMO/ 

?„s* 

MONTGOMERY     . WRMA 

30* 

PHENIX  CITY    
  WI'.W 

...20* 
HI  SSFT.VIU.F _     WWWR 

lr. TUSCALOOSA WNPT 
15 

ARKANSAS 

BATESVH.T.F, KRTA 

1" 

FORT  SMITH  ..... KWII\ 12 
HARRISON KHOZ    . 

in 
LITTLE  ROCK   KARK 

L2 KXLR 
in 

NEWPORT   .  ...XNBY    .  10 
PARAGOULD   KDRS   11 
SI  LOAM  SPRINGS    KUOA      ...18 
SPRINGDALE       ...KBRS    .....       15 

CALIFORNIA 

BERKELEY  ...  ...KRE       32 
BISHOP   KIBS    _...     .10 
BURBANK   KVLA      _.27 
CHICO   KXOC      12 
CORONA          KBUC   10 

LONG  BEACH     KFOX.       .21* 
KGER    .  80 

LOS  ANGELES  KFVD  .16 
KPOL    .  18 

KRKD   .....       \1 
NAPA  .....  KVON   .  L2 
OAKLAND      KROW    15 

KWBR  24 

PASADENA   KALI  19 
KWKW          12 

KXLA    .  11 
PAT  ALU  MA      KAFP  10 
PITTSBURG  .    KECC  20 
>/\  BERNARDINO   KITO         10 
SAN  FRANCISCO   KGO         15 
SAN  RAFAEL           KTIM  W 
77  I. ARE    .    KCOK  1  I 
Tl  RI.OCK  .._    KTUR    .  VI 
VENTURA    KVEN   .  10 
WASCO          KWSO  15 

The 

LEADING 
RELIGIOUS 

STATION 
IN   THE 

Los  Angeles 

AREA 

Your  message  should  be  heard 

in  this  growing  area.  Join  the 

following  nationally  known 

programs  in  reaching  your 

religious  audience. 

•  Old    Fashioned    Revival    Hour 

•  Dr.    Gordon    Palmer 

•  International    Lutheran    Hour 

•  Temple  Time 

•  Southern    California    Lutheran Hour 

•  Healing  Waters 

Call  or  write  for 

Program    Availabilities 

KGER 
The  Station  of  the  American   Home 

5000  WATTS 
Los   Angeles  •  541      South     Spring     St. 

MAdison     5-2551 

»  3745    Atlantic    Blvd. 

Long   Beach  407-907 

Long    Beach 

Owned   by   John    Brown   Schools   of   California,    Inc. 
JOHN  E.  BROWN,  SR.,  President 

Represented    Nationally    by    Cill-Perna,     Inc. 
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LOUISIANA 
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AIM  22* 

MAINE 

BANGOR  IIABI  18 

PRl  SQl  I    ISLE   WAUV  11 

MARYLAND 

f\  \  [POLIS  .-.WA\  \  32* 
BALTIMORE  ...WBMD  II 

BETHESDA  .-WUST  35* 
FREDl  Kli  h    WFMD  ...  11 

MASSACHUSETTS 

GREENFIELD   .  .^.WIIAI  .    10 
\ORI  II    II,  IMS  .^WNAW    .  V) 

II  .   I    IRMOUTH  WOi  II  10 

MICHIGAN 

i  OLD    It    ITER  II  VTB  10 

Dl  TROTl  —CKLW  .  15 

WJLB  17 
i,  I)  LORD           WATC  11 

GR  I  M>  RAPIDS  ...       ..WEI  R  32 

WE  II  Id 
in  HI   I  Mi    WHTC  ..  13 

IONIA    WION    .  Ki 
1//  SKEGOh  it  Ml  S  13 

OWOSSO  mni'  11 
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MINNESOTA 
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WADENA   
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WORTHINGTON 

JCWAD 

JCWLM 

KWOA 

MISSISSIPPI 

i  I  \  TERVILLE   WGLC 
'  01 1  Mill  S  ...WACR 

HATT1ESBI  RG  II  Eh  II 

HAZLEHURST  ...  II  Mix 
LAUREL  ^.WLAU 

MERIDIAN  ..    WMOX 

PICAYUNE   WRJW 

MISSOURI 
  XFMO 

12 

.12 

.13 

11 

11 

24 

10 

11 

16 

12 

...10 

XHMO  10 
FLAT   RIVER 
II  l\  MBAE 

KANSAS  CITY   KPRS  ...16* 
KENNETT    KBOA  16 

KIRKSVILLE   KIRX  -10 
MALDEN   KTCB   10 

NEOSHO   .    KBT.X  -10 

POPLAR  BLUFF   .   KWOC   10 
ROLLA    KTTR      15 

ST.  LOUIS      KSTL  _        -  17 

SPRINGFIELD   K.WTO    12 

UNION  ..       KLPW     12 

WEST  PLAINS :wpm         10 

MONTANA 
ANACONDA    KANA  -  10 

BOZEMAN      ,   KBMN    10 GREAT    FALLS   KMON  _       14 

KLISPELL  .    KGEZ  ...  11 

SIDNEY  —KGCX  .10 

NEBRASKA 

BEATRICE  KWBE  10 

COLUMBUS           JUSK  21 
LINl  OLN  ...    KF OR      11 
OMAHA   KFAB  13 

SCOTT SBLVFF  ..  —KNEB  12 

NEW    HAMPSHIRE 

ROCHESTER    WWNH  13 

NEW   JERSEY 
ISBUR}   PARK   WJLK  10 

NEWARK    WHBI  20* 

WVNJ       .12 

NEW  MEXICO 
II  El  Ql  ERQUE 

CLOIE- 

KOB 

KCLV 

.-15 

  14 

NEW  YORK 
BUFFALO                         WKBII  ...14 
GLOVERSVILLE  WEN1           25 
Vi  /'    YORK    WABC         11 
See  Newark.   N    J.  WW  RE  20* 

OGDFASIll  RG  WSLB    .        -12 

SYRACUS1    -..WHEN  ..         11 

NORTH  CAROLINA 
II  III  M  IRLE  W  All/  10 

ISHEVILL1  -WSKY  ..       -47 

BR1  l   IRI >  _WPNF  ..      —13 

CHARLOTTE   WGIV           12* 
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RADIO 

CHARLOTTE.—    _   —  WWOK.     ...20* 
DURHAM    WDNC  ..      -17 

FAYETTEVILLE   WFLB   .  10* 

WFNt  -.12* 
GOLDSBORO  .       WFM<  ...  10 
GREENSBORO   WCOG  .  10 
HENDERSONV1LLE      WHKP    10 

HIGH  POINT   WMFR  10 

KINGS  MOUNTAIN   WKMT  ...         LO 
LAURINBURG   WEWO  ...     ...13 

MOUNT  AIRY   WPAQ    22 
WSYD    10 

RALEIGH   WMSN  _      -.25 

REIDSVILLE   WREV    10* 
ROCKY  MOUNT   WCEC     12 

THOMASVILLE      WTNC    10 

WILMINGTON   WMFD   10 

WINSTON-SALEM   WAAA    25* 

NORTH    DAKOTA 

DICKINSON 

FARGO      

HETTINGER 

MINOT    

-KDIX 
KFGO 

KNDC 

KI.I'M VALLEY  CITY 

AKRON 

_..X0VC 

OHIO 

CHILLICOTHE 

CINCINNATI   . 

..WADC 

WHKK 

..WBEX 
_WCIN 
WLW  - 

WJMO 

_WCOL 
WOHI 

_W]EH 
WIRO 
WLMJ 

WMOA 

WHHH 

WASHINGTON  C.  H.-J^CHO 
WORTHINGTON   WRFD 

CLEVELAND     

COLUMBUS    

EAST  LIVERPOOL 

GALLIPOLIS   ___ 

IRONTON   

JACKSON   

MARIETTA   

WARREN     

.11 

.15 

14 .15 

10 

.12 

.14 

.  12 

.32* 

.14 

14* 

..14 

15 

.12 

..24 

10 
.12 

14* 

11 .10 

OKLAHOMA 

ARDMORE  _ 

CHICKASHA 

MIAMI   

OKLAHOMA  CITY 

OKMULGEE    

PAULS  VALLEY  _ 
PRY  OR  ..... 

TULSA     

-KVSO      10 

KWCO  .....       10 

-KGLC  _  12 

-KBYE    .....   -.48 

JCHBG     18* 
-KVLH             10 

-KOLS    ..  12 

-KOME   23 

KTUL    -_        10 
KVOO      13 

OREGON 
ASHLAND                           KtPIN 10 
PORTLAND 

SALEM      

KEX    .. 

KST.M 

-.10 
20 

PENNSYLVANIA 
CHESTER                          with 

DUBOIS                          wrvn 

18 

12 
HANOVER WHVR 

13 

LANCASTER WLAN 
19 

LEBANON 

PHILADELPHIA     .. 

WLBR 

WD  AS 

WIBG  _ 

-.11 

14« 

_...  23 

PITTSBURGH 

PUNXSUTAWNEY 
RED  LION  ... 

WILKESBARRU 

W1LUAMSPORT  ... 

It  II  )  L8 II  PIT 

II  PM  E  12 
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.WBAX  10 

WILK  I  l 
WLYC  15 

SOUTH  CAROLINA 
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WOLS     10* GREENVILLE   WMUU      33 

GREENWOOD    WGSW          14* 
GREER    WEAB  .       .10 

MULLINS   WJAY   _    .10 
SPARTANBURG  .   WJAN   13 

SUMTER   WSSC      12* 

SOUTH  DAKOTA 

SIOUX  FALLS   KSOO        15 

WATERTOWN   XWAT     12 

BRISTOL   

CHATTANOOGA 

CLEVELAND 

TENNESSEE 

  WOPI 

ELIZABETHTOWN 
JACKSON    

JOHNSON  CITY  _ 
KINGSPORT   

KNOXVILLE     
MEMPHIS   

NASHVILLE 

NEWPORT 

AMARILLO 
BAYTOWN 

-.WAPO 

WDXB 
WMFS 

JPBAC 

..WBEJ 
-WTJS  _ 

-WETB 
-WKIN 

-WIVK 
-WCBR 

WDIA 

WMPS 
-WNAH 

WSM   _ 

„WLIK 

TEXAS 

  KLYN    _ 

  KRCT   
KREL    . 

BROWN  WOOD   KB  WD  __ 

COLLEGE  STATION    WTAW  _ 

CORPUS  CHRISTI    KWBU  _ 

DALLAS   WFAA   _ 
WRR 

DENISON   KDSX    ... 

/./.  PASO   XELO    .... 

FORT   WORTH    KNOK  ... 

GLADE  W ATER   KSIJ   
GREENVILLE   KGVL    ._ 

HOUSTON   KCOH  _ 

LUBBOCK  ... 

PALESTINE 

p  nir  i 
SAN  ANTONIO 
TERRELL    

TEXARKANA  - 
TYLER    

KLBS   

JiDAV     

Ji.NET      
„KPDN     
KM  AC   

JCTER   
JCTFS    

JCGKB      

12 .10 

.25* 

..42* 

20 .20 

20 

10 
-12 

-21 

.50* 

.54* 

.13 .22 
10 

17 
.10 

40 

21* 

12 

.10 -13 

-11 

.13 

16 

11 

.16* 

.11 
_12 

50* 

27 

.10 

17 _12 

.20* 

.10 
.16 

10 

VIRGINIA 

IRLINGTON   WE  AM  10 

BRISTOL   WFIK,  18 
NORFOLK   WCMS  10 

0  LOW    .  18* 

WRAP  II* 
VORTON   WNVA  ..  10 
RICHMOND   WRVA  .  10 

WXGI  L4 

ROANOKE   WSLS  1  I 
STAUNTON   WAFC  .  15 

WYTHEVILLE    WYVE  ..  12 

WASHINGTON 

BELLINGHAM   KPUG    .....  1 1 
KIOS    .  12 

CENTRA  LI  A   KELA      10 

EVERETT   KRKO   .  10 
KIRKLAND   KNBX   .  27 

PUYALLUP   KAYE    .  _.  25 
KPUY    .  .10 

SEATTLE   KTW   18 

SPOKANE   KG  A  ..  19 

VANCOUVER   KVAN   .  10 

WENATCHEE     KPQ  .12 
YAKIMA   KYAK   .  11 

WfST  VIRGINIA 

BUCKLEY                     WJLS  10 

CHARLESTON      WK\  I  _15 
WTIP      15 

LOGAN   WVOW      17 

MARTINSBURG   WEl'U  .10 
MATE  WAN   WHJC    .  __12 
MORGANTOWN   -WAJR    .  _15 

OAK  HILL   WOAY  ..  —20 
WHEELING      WWVA    .  11 

NEENAH    
.WNAM   ..        in 

CANADA 
imiONTON,  ALT  A.   CFRN  10 

DAWSON  CREEK,  B.C...CJDC  ..         .10 

NELSON,  B.  C.    CKLN 

PRINCE  GEORGE,  B.  C.XKPG 

SYDNEY,  N.  S.    CJCB  . 
BRANTFORD,  ONT   CKPC  _ 

KITCHENER,  ONT.   CKCR 

NIAGARA  FALLS,  ONT.XHVC 

ORILLIA,  ONT.   CFOR  .. 

OSHAWA,  ONT.    CKLB 

SUMMERSIDE,  P.  E.  I.    CJRW 
PRINCE  ALBERT, 

SASK.   CKBl   . 

YORKTON,  SASK.    CJGX  .. 

-12 

-10 

...10 
10 

.10 

10 _12 _11 

11 

10 

10 

RADIO  AT  ITS  FINEST 

WGAR 
CLEVELAND.  OH 

WTTM 
CLEVELAND.  OHIO     WORTHINCTON,  OHIO 

WRFD 
HINCTON.  OHIO 

WMMN 
TRENTON,    N.    |.  FAIRMONT.    W.    VA. 

Peoples    Broadcasting   Corp. 
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SECTION 

O 
TO    STATION S 
PROGRAMING J s-  \ 

TELEVISION MASTE1 
THE  TELEVISION  MASTER  DIRECTORY  TELLS  YOU  AT  A  GLANCE 

how  much  time  each  station  allocates  to  the  three  major  categories 

of  programing — local  live,  film  and  network  offerings.  This  line-by-line 

listing  provides  a  general  picture  of  each  station's  programing 

pattern.    Reading  across  the  page  you'll  find  ( 1 )  basic  data  such  as 

call  letters,  channel,  power,  network,  national  representative,  on-the-air 

date  (2)  daily  network  and  local  hours  on  the  air  (3)  number  of 

hours  devoted  to  types  of  shows  like  variety,  children's,  homemaking 
and  farm  programing  (4)  number  of  daily  newscasts  and  sportscasts 

(5)  times  of  day  feature  films  are  scheduled  and  average  number 

of  hours  per  week  syndicated  films  are  shown.    Detailed 

analyses  of  all  of  these  special   programing  categories  appear 

in  separate  directories  (see  facing  page  for  data). 

101 
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Join  the  big-time 
advertisers  who 

sponsor  these  shows! 

Brewers,  oil  companies,  railroads,  banks,  food 
stores,  auto  dealers,  dairies,  all  kinds  of 
manufacturers  and  retailers  are  now  selling  with 

these  sponsor-  and  audience-proven  shows. 

ABC  FILM 

SYNDICATION,  INC. 
7  West  66th  St.,  New  York  23,  N.  Y. 

CHICAGO 
ATLANTA 
HOLLYWOOD 
DALLAS 

/& 

\ 

PASSPORT  TO  DANGER 

CESAR  ROMERO  stars  as  a  globe-trotting 

diplomatic  courier  lured  by  the 

excitement  of  international  intrigue. 

Produced  by  Hal  Roach,  Jr. 

V 
COMING    SOON! 

►  DOUGLAS   FAIRBANKS   PRESENTS 

»  SHEENA,   QUEEN   OF   THE   JUNGLE 

/LIFE    CAN   BE   BEAUTIFUL 

110 
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I  I  1.1  \  ISION 

I: 

U.S.  AND  CANADIAN  TELEVISION 

PROGRAMING  AT  A  GLANCE 
{based  on  questionnaires  from  381  s  ratio  us:  86%  of  U.  S.  stations 

and  60%  of  Canadian  stations  on  the  air  as  of  April  1,  1955) 

Program  I  no 

Nd   of  Stations 
Responding 

'.  Total 

Respondents 

Stations  offering  daily    local    newscasts 

Stations  offering   local   newsreel   coverage 

Stations   offering   daily    sportscasts 

Stations  offering    play-by-play-sports 

coverage 

Stations  offering   local   homemaking   pro- 

grams     

Stations   offering   local   children's   programs 

Stations  offering   variety    shows 

Stations    featuring    hillbilly-western    variety 

Stations   offering    farm    service    programing 

364 
191 

319 

130 

319 

351 265 

134 

207 

96% 

50 
85% 

34% 

96% 
92% 
70% 

36% 

56%. 

N 
Programing 

9.  of  Stations Responding 

»o  Total 

Respondents 

Stations   offering   syndicated   films 
312 

82% 

Stations   offering   daily   feature   films 

361 

95% 

Stations  scheduling  late  evening  films 
318 

83% 

Stations   programing    (at    least    partly)    for 

a    specialized    audience 35 

9% 

Stations  affiliated  with   national   networks 

424'
 

94%* 

Stations    affiliated    with    national    sales 

representatives 

446'
 

99 

Stations  with  vhf  channel  allocations 

326"
 

72%* 

Stations  with  uhf  channel  allocations 

125* 
28%*

 

*Based   on  total   of  451    stations   on   air  as  of  April    I,    1955 

SPONSOR 

is 

preferred 

reading 

and 

using 
by 

tv  buyers. 
*•••*• 

Jake  Evans  will 

tell  you  why. 

THE  SPOTLIGHT'S  ON 

WEHT 
IN   THE 

EVANSVILLE  MARKET 

FIRST— Anyway  you 

figure  it! 

CBS-TV 

Unduplicatcd 
coverage  really  pays 

oft    in    the    Evansvillc, 

Indiana  Tri-Statc — per  February 
ARB — And  with  a  realistic  cost  per 

thousand,  you  can't  go  wrong! — In- 
terconnected   with    network     color. 

REPRESENTED 

Nofionol/y  by  Regionally  by 

MEEKER  TV,  Inc.  ADAM  YOUNG 

» 

television 

symbols #  stations  share  time 

f  full  licensed  power; 

symbol  indicates  that station  is  not  yet  using 
it  fully 

'   indicates  that  station 
has  a  kitchen  set 

*  indicates   that  station 

covers  local  sports  events 

§  indicates  that  station 
has  local  film  newsreel 

X-catcgory    claimed,    but 

figure  unspecified 

_  category  unclaimed 

M.  A,  E,  L-morning, 
afternoon,  evening,  late 

evening  feature   films 

ABC  or  A-American 
Broadcasting  Co. 

(   BS  or  C-Columhia 
Broadcasting  System 

DuM  or  D-DuMont 

Television   Network 

NBC  ■    \  \  tional 
Broadcasting  Co. 

Si.  Louis,  Mo. 

WEHT  Channel   5Q 
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II  I.I  \  Mi  >\ 

ALABAMA 
DAILY HOURS LOCAL  WEEKLY HOURS 

  ir— NO SHOWS  DAILY * 

City Call  letters Chnl Vis  pwr Network National  rep 
On  iiir  date 

Network 
Lot  al 

Chil-        Home 

t)      ilr.  n   I 

Farm 

Syn. 

Film News 

Sports 

into 

Feature 
Alms 

JGHAM \\  \BT 13 .ilokw N,A,D Blair 

Maj   '49 

13 4 2         14         101 6 1 M.VI 

WBRC-TV 

WMSL-TV 

6 

23 

lOOkw 

16kw 

(  BS 

C.N 
katz 

Jul    '49 

13 l 

3*        7 

3 5 4 

2* 

VI 

UR Walker 

lul     '.".I 

3 6 2*       2        in % 7 3 1 
\.I. 

\N WTVY 9 28kw Mm  ki'-Brow  n 

M.i 

Questionnaires  not  returned 
E WALA-TV 10 316kw A,C,N Headley-Reed 

Jan    '53 

7 5 
6          51! 

% 8 3 2 A 
30MERY WCOV-TV 20 200U 

MVI> 
I!  i\  in.  r 

Apr  '53 

3 8 1*        3          21! »* 

J> 

1 E 

\VSF\-T\ 12 :ufiU NBC 
Headley-Reed 

Dec  '54 
Questionnaires  not  returned 

ARIZONA 
DAILY  HOURS LOCAL  WEEKLY HOURS NO SHOWS  DAILY 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date  Network 
Local 

Variety 

Chil. 

riren's 

Home 

makers 

Farm 

Syn. 

Film News 

Sports Info 

Feature 

Alms 
KVAR 

(Se 
e  PHOENIX) 

IIX KOOL-TV 10 316kwt CBS Hollingbery Oct   '53        x 12 1 6 

31! 

5 4 1 

1» 

A,L 

KPHO-TV 5 i::u 
C.I) 

Katz Dec  '49        9 6 3 

51! 

2 8 

2§ 

1« 

L 

KTVK 3 lOOkw 
\i:c 

Weed Mar  '55        2 7 1 6 

31! 

% 10 2 2 

E,L KVAR 12 33kw N,D 
Raymer Maj  '53        8 

4 

..  1! 

y2 

6 1 . 
AJL 

IN KOPO-TV 

KVOA-TV 

13 

4 

313kwt 
:..:;:u 

CD 

Hollinnlit'i  v 
Feb  '53        6 6 

2* 

7 

nil 

14 

2§ 

1« 

A,L 
\.\ Raymer Sep   '53        4 

7 

6* 

5 8 4 

1§ 

1» 

A,L KIVA 11 29kw NBC W.  S.  Grant Oct    '53        x X 3 

31! 

2 X 2 

1« 

L 

ARKANSAS 
DAILY  HOURS 

A r 
LOCAL  WEEKLY HOURS NO 

SHOWS  DAILY 

  »                 —x 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date  Network Local 

Variety 

Chil- 

dren's 

H  ome 
makers 

Farm 

Syn. 

Film 
News 

Sports 
Into 

Feature films 

SMITH KFSA-TV 22 
4 

7 

265kwt 
lOOkwt 

316kwt 

Ml Pearson Jul    '53       5 6 

3* 

9 

4H 

'. 

8 1 

1 A,L E   ROCK KARK-TX 

KAT\ 

N,D 

C,A 

Petry 

Avery-Ktinilrl 

Apr  7)1         8 
7 5 9 

8H 

3 

12 

l§ 

A,L Dec  '53        8 5 

11* 

10 

2' 

3 12 

1  < 

1* 

L 

*KANA KCMC-TV (See      EXARKANA, 
TEXAS) 

CALIFORNIA 
DAILY  HOURS LOCAL  WEEKLY HOURS NO 

SHOWS  DAILY 
  A   .   ^ 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date  Network 
Local 

Variety 

Chil- 

dren's 

H»"i' 

makers 

Farm 

Syn. 
Film 

News 

Sports 
info 

Feature 

Alms 
tSFIELD KBAK  T\ 29 19U 

\.l) N,C 

C.N 

Weed 

Avery-Knodel 

Vvery-Knodel 

Aug  '53        x 

Sep  '53        6 

Vug  '53        x 

X 3 

IT 

3 1 

A,E,L KERO-TV 

KIM.-TN ID 12 

125kwt 

63kw 

15kw 

6 5 

131 

2 

y4 

9 

X 

2 

\ 

A,L 

1 X 

X 3 

1 

5 

3U 

31 

2 L 

:a KIFM-TN 3 All 
Hoag-Blair Oct   ':»'.       x 2 — 

E,L 0 KJEO 47 440kw A,C,D 
Branham 

Oct    '53        5 10 

2* 

Ki 

51 

2 9 4 

1» 

M  \.E.L 

KMJ-TV 24 447kw N,C II. l\  lnrl Jun   '53        8 6 

%* 

8 

4H 

2 

17 

2§ 

A 

NGELES KABC-TV 
KCOP 

7 
13 118kw 

162kwt 
\i;r 

IVtn 
Weed Sep   '49        x 

X 1 

41! 

% X 4 

1« 

\.l 

Sep   '48 

10 % 

31! 

8 3 

X»
 

VI    I 

KHJ-TV 
KNXT 

KRCA-TV 

9 

2 

4 

I62U 

ITku 
17k  w 

I)uM 
(  BS 

NBC 

ii  i; 

CBS.  TV  Spot 

NBC  TV  Spot 

Aug  '48        x 
X 5 

1 

5 

X 

5 

31! 

4H 

31! 

1 

1 

1 

6 

6 

1 

4§ 

2§ 

4§ 

1» 

1 

2 

\* 

VI  ,1 

May  '43        x 

Jan    '49       12 

X 

7 M.VI 

VI 

KTLA 5 50kw Ka\  mi  r 

Jan    '47 

8 

6* 

%1 

7 

\1 

KTTV 

KMBY-TV# 

11 

8 

165kw 
Ml 

Blair 

Jan    '49 

16 
7*       21 

estionnaires 

4K 

lot    rein 

i') 

'•> 

\* 

A,L EREY I2kw HnllillLllirl  V 

Qu 

kMENTO K  BET-TV 
III 

316kv, UK 
Weed 

Hollingbery Petry 
Mai  '55 Si  i  i    '5  1          \ 

Sep   '53        x 

12 

X 

X 

3* 

1 

1 

3 

3 

51 

si 

2 

X 

3 

X 

4§ 

1 

1 

1 A.L KCCC-TV 40 
200kw 

12kw 
M6W 

Ml 

All 

C.A 

L 

AS KSBW-TV# 8 

11 

() 

15 

E,L 

;ego KFMB-TV 8 
Ma)  '49       11 

4 2 3 

21 

"  i 

.) 

58 

A.L KFSD-TV 
10 316kwi 

38kw 

NBC Katz 
Weed Petrj Sep   '53      12 

Feb  •:.; 
Ma)  '49       x 

5 3 
31! 

-i 6 

\' 

M.VI \a,   Mex.) XETV 6 9 

X 

% 10 13 1 

X* 

M.VI 
RANCISCO KGO-TY 

KPIX 

KRON-TX 

KSAN-TV 

7 

5 

4 

32 

316kwt 

100U 

lOOkw 

81k  wt 
16kw 

50kw 

\r><: 
5 

12 

11 

8 

9 

101 

15 

1 

]• 

I 

CBS 

NBC 
Katz 
Free  &    Peter* 
Stars  Natl 

Dec  '48      11 

Nov  MO       in 

Apr  '54 

3 

8 

9 

I' 

X 

7 

311 

% 9 

4§ 

X* 

M.\ 

71! 

9 2 M.VE.L 

1 

V* 
15 

1* 

L 

UIS  OBISPO KVEC-TV 

KEY-T 

6 

3 
\.i  .1) 
Ml 

DuM 

W.  S.  Grant 
Hollitifiliery 

Blair 

May  '53         1 

Jul    '53        x 

Sep   '54      ', 

% 6 

10 

' 15 1 5 

VI  .1 I  BARBARA | 
~ 

VI 

TON KOVR L3 144kw 

3* 

10 

28 

2* 

V.E.I KTVU 36 
27 525kw NBC Hollingbery 

Dec. '53      '_• 

Not   '53 

9 

9 

X 8 8 

VI 

IE KWG 

ERS'  GUIDE 

-,00k  w 

Forjoe 2 3 

51! 

2 3 1 \ 

1  1 

19^  Bin 113 



COLORADO 
DAILY  HOURS 

LOCAL  WEEKLY 
HOURS NO 

SHOWS  DAI- 

* yr 

City 
Call  letters 

Chnl 
Vis  pwr Network National  rep On  air  date  Network 

Local 

Variety 

Chil- 

dren's 

Hone 
makers 

F.irm 
Syn 
Film News 

Sports 

info 
F 

COLORADO  SP'NGS kkl\ 
11 316kwt 

C.A.D 

1  [ollingbery 

Dec   '52 

i 6 1 7 

611 

% 7 2 

x» 

Ejfl 

i    ! 

KRDCVn 13 ll'ku 

Mil. 

McGillvra Oct     o.H X X X 7 

.'.' 

X \ 1 1 

DENVER K 151  \ 9 282kv. 
\i;i. 

Free   &    Peters 

Oct     'TiU 

3 8 14 

311 

9 

1§ 

VI 

kl  1  1   T\ 8 lOOkw 
DuM Blair 

Jul     '52 

:;, 

6 6 11 X 

e] 

KLZ-T\ 7 316kv. 

i  BS 

KatZ \,  . \ X 8 

311 

2 4 

3§ 

1 

KOA-TA 
1 lOOkv, 

NBI 

Petrj 

Dec  '53 

Questionnaires  not 

returned 

GRAND  JUNCTION KFXJ  1\ 5 316kw 
\.i. 1  lolman 

M    ; 

i ., 

4 2 3 

2H 

y4 6 1 1 

L      • 

PUEBLO KCSJ-TN 5 1  lk\v 
\BI 

\\er\  knodi  I 

ful     '53 

6 8 

13* 

10 

5H 

3 6 

3§ 

!• 

A.E  ̂  

t 

CONNECTICUT 
DAILY  HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DAIt 

MM* 

City 

BRIDGEPORT 

HARTFORD 

Call  letters Chnl       Vis  pwr         Network National  rep 

Wlii  ,r\  l.;     i;:_>u  \HC 
wi.l  II  I  \  IK     IK7U        \.l> 

Wk\l!  I\  iS.-e   M  W  BRITAIN] 
WMK   T\  (See    \l  W  HAVEN) 

'i  oung 

iik 

On  air  date  Network Local 

Chil- 

Variety    dren's 

Home 

makers 
Farm 

Syn. 

Film 
News 

Sports Info 

F 

Apr  '53        x 
X X 

.1' 

X 5 1 E 

s,  p    :,! 
5 8 4 

2§ 

_ L 

NEW    BRITAIN 

NEW   HAVEN 

WATERBURY 

W  k  \  B-TV 
WNHC-TV 

30    210kv,       CBS 
8     316U        Ml 

Boiling 

Kalz Feb  '53 

Jim    '48 

II 11 

51f 

M 

12 

6§ 

4 

W  VTR-TV      53    245kwt    ABC Walker 

in    '49 

Questionnaires  not  returned 

-J 

DELAWARE 
DAILY  HOURS LOCAL  WEEKLY  HOURS 

■■:. 

i  it* 
Call  letters Chnl       Vis  pwr 

WILMINGTON Win  I    l\        L2     I16kv, 
Network 

DA 

National  rep On  air  date   Network         Local 

Chil- 

Variety    dren's 

Home 

makers 

Syn. 

Farm         Film 

NO.  SHOWS  DAIL 

77j 

News 

Sports 
Meeker 

Jun   '49 

Questionnaire*    not    relumed 

DISTRICT  OF  COLUMBIA 
DAILY  HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DA 

City 

WASHINGTON 

iii 
n 

IL     5 

Call  letters Chnl       Vis  pwr         Network National  rep On  air  date   Network         Local 

Chil- 

Variety    dren's 

Home makers 

Farm 

Syn. 

Film 

Sports 

News         Info 
\\\l\l     l\ 

22kv 
VBC 

WRl    l\ 4     l(ink«       NBC 

W  KH'-TV        9    316kw       CBS 

Will. IKU        DuM 

Katz    

NBC  T\    Spol 

CBS   I  \    Spol 
Blair 

Oct    '47 

Questionnaires  not  returned 

J  til    '47       13 12 

811 

y2 
\.i. 

Jan    '49       12 

_>() 

411 

>. 

5§ 

A,L 

Jan    '47 

211 

10 

.■;$ 

2'     A,EJ 

FLORIDA 

i 

DAILY ■ 
HOURS                       LOCAL  WEEKLY  HOURS 

\f 
NO.  SHOWS  DA1L' City 

Call  letters 
Chnl      Vis  pwr Network                 National  rrp On  air  date Network 

Chil-        Home 

Local       Variety    dren's      makers       Farm 

S\-n 

Film News 

Sports 
Info FeJ 

fi 

FT.   LAUDERDALE WGBS  1  \ 23       20kv, NBC              k  , 

Ma} 

X x                                 311 3 1 \.l 

W  IT\ 
17       I.KIkuv 

\  |i              Bolliri 

V.-. 

\ I                        2          411          x 

2§ 

1 L 
FT.  MYERS WINK   1  \ II         I2kss V,C                Weed 

Mar  '54 
Questionnaires  not  returned JACKSONVILLE 

W.I  III'   1  \ 
36     276kw \.\  li             Pern 

Dec   *53 
Questionnaires  not  returned 

W  MBR-T\ 1      [01 (  .\.li            CBS    l\    Spol 

Ocl    "1') 

12 5           2         '■_•           11         % 8 

4§ 

1« 

\.l 

MIAMI Wi.l:-  l  \ 

UNA 
M     LAUDERDALE) 

(Sei    1  1     1  VI  hi  RDA1  1  1 
W  l\  I 1      lOOkv, All                  Frei    &   Peters 

Mai  'l" 

X 
X                                  \                \' 

8 1 

1* 

ORLANDO 
WDBO-TA 6     lOOkv, Ml                  Blair 

Jul 

\ x            4                      611 

Questionnaires    not    returned 

10 

5 2 L 

PANAMA  CITY W  IDM  T\ 7       llkw N   \  D           Hollingbers 

Dei    '53 
PENSACOLA WEAR-T\ 3      55k  w \.i  .1 1             Hollingbi  m 

Jan    '54 

' 9                         K           51          % 10 

3§ 

1» 

A,L 

W  PF  \  l\ 15      21k  w 1    D                "i  ..iin^ 
Ocl Questionnaires    riot    returned ST.  PETERSBURG WSI  \  T\ 38      257kw 

'  ■  |m            Weed 

May  *53 

6 9           6         II         10H 

12 

OR 

2 

M,A.I TAMPA W  1  1    \    1  \ 8     316kw Mil                              111. HI 

\i:<:               Walker;    1" 
1    ,n 

Jan 

Questionnaires    not    relumed j 

WEST  PALM   BEACH  \\  1    \  1    1  \ 12     I12kw 3 2               2*           6 3 1 L 

W  ll(k    l\ 21       20kw \  li                Weed 

Sep   *53 

\ \        \       \       xii l 

l    ; 

WJNO-TN 5     Kioku Ml                 V\R&Mc< 

Mi 

Questionnaires  not  returned 

SYMBOLS: 

114 

stations    share 
has  kitchen  sc 

time 

t 
■   licensed    power    (given)    not   use 
M,A,E,L — morn,   oft,  eve,   lotc 

d 5  local    film   newsreel 
•  local    sports   covered 

category 

x  figure    ur 

19SS    BUYERS'  GUIDE 

unclai 

specifi 



TELEVISION 

GEORGIA 
DAILY  HOURS LOCAL  WEEKLY  HOURS 

NO.  SHOWS  OAILY 

Call  letters Chnl      Vis  pwr         Network National  rep On  air  date  Network 
Chil-         Home 

Local       Variety    dren's      makers Syn. 
Film 

News 

!Sg.«-U 

info Feature 
films 

W  A  LB-TV       10     112kw 
w  \<;\T\ 56k> 

N,A,D 
(  BS 

Burn-S ;   Ayers       Apr  '54 

1011 

VI  .1 Katz Mar  '19        11 

II 

% 
\\  I  \\    \ 11    316kw      ABC Crosley  Sis 

Sep   '51 %f WQXI-TV       36    216kwt 
Hollingbery 

Dec  '54 

y2 
211 

5§ 

1 

\l.\ 

M,A,E,L 

3§ 

!• 

1   1 

WSB-TV 2     100k  w      NBC 

Petry 

WJBF 6    lOOkw      N,A,D Hollingbery 

Sep  '48   

Nov  '53        8 
Questionnaires  not  returned 

~4  3*         3 
311 

WRDW-TY     12    102kw       CBS Headley-Reed 

WDAK-TV     28    204kw      N,A,D Headley-Reed Feb  '54 

Oct   '53 
%1F 

3H 

16 

WRBL-TV        4      28kw      CBS llnllingbery 

Nov  '53 
8 

WMAZ-TV      13    250kw      C,A,D 
\\\K\  -T\ 

\\  ROM-T\ 

WTOC-TV 

47    170kwt    NBC 
\very-Knodel  Sep    '53 

Branham  Aug  '53 

Questionnaires  not  returned 
Questionnaires  not  returned 

31kw 

W'vrti 

Jun   '53 

Questionnaires  not  returned 
11     209kwt     All 

Avery-Knodel  Feb   '54 Questionnaires  not  returned 

\.I. A,L A,L 
1        \.E,L 

IDAHO 
DAILY  HOURS LOCAL  WEEKLY  HOURS 

NO.  SHOWS  DAILY 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date Network Local 

Variety 

Chil- 
dren's 

Home 
makers Farm 

Syn. 

Film 
News 

SpOTtS 
info 

Feature 

Alms KBOI 2 14kw C,D Free  &  Peters 
Nov  '53 

3 7 

3* 

7 

511 

1 9 

3§ 

X»
 

E,L KIDO-TV 

KID-TV 

7 

3 
53kw 
lOOkw 

N,A 

All 

Hoag-Blair 
Gill-Perna 

Jul    '53 
Dec  '53 

2 7 

6 

6 

2 

8 

8 

sit 

% 

11 

3 
A,L FALLS 

xll 

20 2 

E,L ALLS KLIX-TV 11 32U C.\ Hollingbery 

May  '55 

X X 

1* 

9 

611 

% X 1 

A,L I  LLI  NOIS 
DAILY  HOURS LOCAL  WEEKLY HOURS   \  r~ 

NO 

SHOWS  DAILY 

  *   \ 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date Network 
Local 

Variety 

Chil- 

dren's 

Home 

makers 

Farm 
Syn 
Film 

News 

Sports 

Info 

Feature 
Alms LLE WTVI 54 245kw D,A,C Radio-Tv  Reps 

Aug  '53 

X X 2 

2« 

L 

NGTON WBLN-TV 15 16kw McGillvra 

Dec  '53 
Questionnaires  not returned 

AIGN WCIA 3 lOOkw C,N,D Hollingbery 

Nov  '53 

9 8 

'• 

14 

311 

2 7 

6§ 
4§ 

2* 

3 M.I iO WBBM-TV 2 lOOkw CBS CBS  TV  Spot 

Sep  '46 

X X X 3 

2n 

y2 
A,L WBKB 7 316kw ABC Blair 

Oct   '43 

5 14 

14* 

28 

9H 

12 5 1 
M,A,L 

WGN-TV 9 316kw DuM Hollingbery 

Apr  '48 

2 

13 

1 19 

4! 

8 

7§ 

1» 

A,E,L WNBQ 5 lOOkw NBC NBC  TV  Spot 

Oct   '48 

10 8 3 8 

7K 

2 5 10 

2» 

L 

IE WDAN-TV 24 19kw ABC Everett-McK 

Dec  '53 

X X 2 

xll 

3 2 X L 

IR WTVP 

WSIL-TV 

17 

22 

213kw 

1  Ikw 
A,D 

Boiling 

Aug  '53 

3 6 2 7 

3U 

2 9 

2§ 

2 

A,L BURG ABC Walker 

Dec  '54 

2 6 

2* 

4 

311 

1 II 2 

x» 

L 

E WHBF-TV (See  ROCK  ISLAND) 
WOCT\ (See  DAVENPORT,  IOWA) 

WEEK-TV 43 175kw YD Headley-Reed 

Feb  '53 

\ X X X 

xH 

xll 

X X 

X 

2 

2 

2 

2* 

A,L 

V 

WTVH-TV 19 214kw (  .\.l) IVtrv 

Oct   '53 

X X X E 

r KHQA-TV (See  HANNIBAL,  MO.] 

WGEM-TV 
10 50k  w \.\ 

Avery-Knodel 

Si  i  i     "5  3 

5 5 5 

2U 

2 7 

2§ 

1 L 

)RD WREX-TV 
WTVO 

13 

39 

202k  v^ 

20kw N,D 
H-R 

Weed Oct   '53 
May  '53 

5 7 1 7 

311 

3 6 4 2 
M.A,L 

X X X 3 

xii 
3n 

X 

2 

X 

3 

2 

4§ 

2 L 

5LAND WHBF-TV 
WICS 

4 

20 

IOOW 

18kw 
A,C,D 

N,A,D 
Avery-Knodel Young 

Jul    '50 

Sep   '53 

11* 

4 2 5 1 A 

FIELD X X 

2* 

5 

311 

X 7 

3§ 

2 

E,L 

INDIANA 
DAILY  HOURS 

.A 

LOCAL  WEEKLY  HOURS 

.A 

  \  r 

NO 

.  SHOWS  DAILY 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date 
Network Local 

Variety 

chil- 

dren'! 

Home 
makers 

Farm 

Syn. 

Film 
Newt 

Sports Info 

Feature 

Alms 
INGTON WTTV 4 100U N,C,D Meeker 

\,,v     "I" 

Questionnaires  not 
returned 

XT WSJV-TV 52 262kw 
All 

H-R Mar  '54 

8 5 2 7 

411 

7 

3§ 

1* 

A,L 

r*ILLE WEHT 
50 

16kw CBS Meeker 

Sep   '53 

5 7 12 5 

311 

M 8 2 

6* 

A.E.L 
WFIE-TV 62 

155kw N,A,D V,R&McC 
Nov  '53 

7 6 1 7 

511 

% 

3§ 

2» 

\.l         

kYNE WIN-T 
WKJG-TV 

15 

33 

237k  w 
270kw C,A 

H-R 

Sep   '54 

6 7 

2* 

6 5 6 2 \.I 

N,D l!.i\  in.  r 

\m    '53 

8 9 2 6 

xll 

2 10 3 

1' 

\.l 
IAPOLIS WFBM-TV 

WISH-TV 

6 

8 

lOOkw 

316kw 
All \.C,D Katz Boiling 

May '49 

Jun  '54 

7 10 1 6 

311 

2 

6§ 

• L 

6 7 

8* 

7 

3H 

2 5 

4§ 

1« 

i   I 

WTTV 
(Se 

e   BLOOMINGTON) 

ETTE \\r\MT\ 

H'VKRS'  GUIDE 

59 20k  u 1  US 
1!  unli i'. ill 

Tun    '53 

1 8 % 5 % % 

4§ 

2* 

A,L 

1955  I 

115 



Tl  I 

INDIANA     (continued) 
DAILY  HOURS LOCAL  WEEKLY   HOURS 

NO.  SHOWS  DAI 

Clt> 
Call  letters Chnl      Vis  pwr         Network 

MUNCIE 

SOUTH    BEND 

TERRE    HAUTE 

WATERLOO 

WLBCVn  V)       14U       All 

WSrSTTN  31     20 IU       I  ,D 

WSJV-T\  (See   Kl  Ml  IRT) 
WTIII-T\  10    3161™       <:.  \.l) 

On  air  dats  Network National  rep 

\\  alker;  Holman    Apr  '53 

Kaymcr  Dec    '52 

Chil-       Home 

Local       Variety    dren's      makers       Farm 
Syn. 
Film 

Questionnaires  not  returned 
Sports 

News  info 

311 

10 

4§ 

M      t 

Boiling 

WIN  T 
-       IT.  WAYNE) 

Jul    '54 

Questionnaires  not  returned 

IOWA 
DAILY  HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DAI 

City 

AMES 

CEDAR  RAPIDS 

DAVENFORT 

DES  MOINES 

Call  letters 

\\()1-T\ 

KCRG-T\ 

Chnl 

5 

9 

Vis  pwr 

lOOkw 
33kw 

Network 

\.C.D 

\.l) 

National  rep 
\\-  ed 

KWWI  T\      (See   W  VTERLOO) 
\\  MT-T\ 

V,R&McC 

On  air  date   Network 

Feb   '50       II 

Oct    '53        x 

Local 

6 
Chil- 

Variety    dren's 

Home 

makers 
Farm 

Syn. 

Film 
News 

Sports 
Info 

10 

3fl 

511        % 

_4§
 

3§~ 

L 

I 

2     lOOkw       i  BS 
Katz 

Wlll;l-T\       (See  ROCK    [SI  WD.  II  I  .) 
WOC-T\ Sep    "53 

1*       13 

■■;' 

10 

3§ 

1        M.\ 

FORT  DODGE 

MASON  CITY 

SIOUX    C.TY 

m;t\ 
Wild  i  \ 

WOI-TA 

6     LOOkw   NBC 

l%v.  \.(      II 

NBi 

I91k% 

Ki,M\ 

17 

L3 

VMES) 

21 

Free    \    Pr-tcrs Hollingbery 

Oct    "19 
Nov  '53 

12 

■  :s 

Free  &  Peters        Apr  '54        x 

5H 

\.l 

I 1       A,L 

KGLO-TA 
KTI\ 
k\T\ 

215kwt 

lOOkw C,D 

I  'eai  -"ii W  eed 
Not    "53  _ 

M.i\  '54 

5fl 

2§ 

E,L 

■1       52kv       N,D,A  Hollingbery  Oct    '54       11 

3ff 

12 

WATERLOO 

9     107U       C,A,D 

3fl 

KWWI  -T\ 

WMT-'IA 

7      liiOku        \.\.I) 

Sei    CEDAR    li  VPIDS) 

Katz 

I  li  adley-Reed Mar  '53 
\m   '5  ; 

10 

K.l 

E,L  I  ' 

11 

4H 

Hi 

2§ 

L 

KANSAS 

i 

i 
DAILY  HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DAIL 

City 

GREAT    BEND 

HUTCHINSON 

PITTSBURG 

TOPEKA 

WU.HITA 

Call  letters 

KCKT-T\ 
KTMI 

KOAM-T\ 

Chnl       V  s  pwr         Network 

2     LOQkv,       NBC 

(See    WICHITA) 

National  rep 

Boiling On  air  date   Network         Local 

Chil- 

Variety    dren's 

Home 

makers 
Farm 

Syn. 
Film 

News 

Sports 
info 

Fi 

fl 

Nov  '54 
20 

2§ 

WlliW  T\        13 

K  \KI    l\         in     ;;|f,kv 
KEDD 
KTMI 

('.  \.D  ( iapper 

7     250kwt     \.\.l)  Katz 
i     \.D 
ABC 

NBC  Pet  it 

C,D  H-R 

I  [ollingbery 

16 

12 
2  l.ikw 
21()ku 

Dee  '53 

No\  '53 

Oct  '54 \uii  '53 

Jul  '53 

7 
11 

5*
 

■m 

3J 

II 

6§ 2§ 

\.l. 

M.\ 

1      A,L 

A,L 

15 

l' 

i 

KfOD  Captures    |      sen. 
MAN  TODAY 

•   '■  -x  .".•.'"''•'• 

Quarter-tiM' 
*'****' 

|B  Over  50  fg^1^ P>»«»-  A^^v  Wee^„ 

•    •    •    •KEDD 
Is  The  Best  Buy  In 

Wichita's  Big  Ten-County 
Market  -  Reaching  Over 

-[      148,000  Sets 
In  The  Area. 

1955 

KEDD 
Channel WICHITA,  KANSAS 
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1  1  1.1  \  1SION 

KENTUCKY 

i 

DAILY   HOURS LOCAL  WEEKLY  HOURS NO 
SHOWS  DAILY 

i  i 

N    f 

City Call  lettfrs Chnl Vis  pwr 
Network National  rep On  air  date Network Local      Variety 

Chil- 
dren's 

Home 

makers       Farm 

Syn. 

Film 

News 

Sports Info 

Feature Alms 

:rson WEHT 
50 

16kw CBS 

N,A,D 

Meeker 
Forjoe 

Sep 

5 7             12 5 
311            % 

8 2 

'.' 

VI  ,1 

GTON WLEX-TV 18 200kw \l    ,!          i 

No   '48 
Mar  '50 

\ 
X 

X               2* 
X 

X 

3 

311        % 

311          1 

X 2 

2 

2 

1- 

L 

VILLE WAVE-TV 

WHAS-TV 

3 

11 

lOOkw 

316kw 

N,A,D 

CBS 

NBC  TV  Spot 

H.R&P 
A,L 

Questionnaires  no 
returned 

1 

LOU  1  S  1  A iNA 
DAILY  HOURS LOCAL  WEEKLY  HOURS NO 

.  SHOWS  DAILY 

s  t 

\  i  - 

Sports 
Info 
2 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date Network 

X 

Local       Variety 

X 

Chil- 

dren's 

: 
Home makers       Farm S>n. 

Film 

13 

News 

2§ 

i  i  itura 

films 

*NDRIA KALB-TV 

WAFB-TV 
WBRZ 

5 

28 

2 

29kw 

216kw 

lllOU 

Ml 

A,C,D 

N,A 

Weed Young 

Hollingbery Sep   '54 

E,L 

N  ROUGE 

\|.r  '53 

\|n   '55 

Questionnaires  not  returned 
TBA 

4* 

2 

In 

2§ 

1 

M.I. CHARLES Kl-I .(  T\ 

KTAG-TV 

7 

25 
:>:;u- 
2IU 

\,A 

<:,a,d 
All 

Weed 
^  ounj: 

111! 
Sep    7.1 

No% 

Sep   '53 

3 

4      y2* 

5 

211 

8 

2$ 

2* 

\.l  J 

3 2 12 

311 

6 

3§ 

2 

M.A.L 

ROE KNOE-TV 8 

6 

61 

230k  w 

lOOkw 
IIIIHlku 

X X                 X 2 
61            2 

6 1 2 \.l 

ORLEANS WDSU-TV 

WJMR-TV 

AU 
Blair 

Dec   '48 

II 7 2 

C(I                 1  ., 

10 

58 

• 

1. 

•    C.A,D Bulling 

Nov  '53 

10 6         10 

_' 

81 

8 

OS 

2* 

L 

VEPORT KSLA 12 13kw 
Ml 

li.i\  inn 

Jan    '54 

X x            5 6 

511         ', 

6 

21§ 

X 
A,E,L 

MAINE 
DAILY  HOURS -0CAL  WEEKLY HOURS NO 

SHOWS  DAILY 

•> 

' 

•\  t 

City Call  letters Chnl Vis  pwr Network 
National  rep                     On  air  date   Network Local 

Variety Chil-        Home 

dren's      makers Farm 

Syn. 

Film News 

Sports 

Info 

Feature 
films 

JOR WABI-TV 5 
.illku 

All 
Hollingbery            Jan    '53       10 

8 

4*'
 

3          4U 1 10 

4 

1§ 

1«
 

1* 

L 

W-TWO 2 14kw CBS 
V,R&McC               Sep   '54        x 10          14*         3          311 

5       6     y2      y2n 

Questionnaires  not  returned 

4 
M,A,E,L 

STON 

iND   SPRIr 

WLAM-TV 

46       WMTW 

WCSH-TV 

17 

8 

6 

16kw 
105kw 

lllllku 
C,A,D 

N,D 

Everett-McK           Nov  '53 

H.R&P                    Aug  '.".1 

A 

LAND 
Weed                       Dec   '53       10 

7 

X 

2*
 

3          '■' 

1           2 

y2 6 

5 

2§ 

3§ 

1 

2 
M.A.L 

WGAN-TV 13 ;u,ku 
C,A Avery-Knodel          May  '54         x 

1. 

MARYLAND 
DAILY  HOURS 

LOCAL  WEEKLY  HOURS 
NO 

.  SHOWS  DAILY t \ 

1  r 

■ 

City Call  letters Chnl Vis  pwr Network National  rep                     On  air  date  Network Local 

Variety Chil-        Home 

dren's      makers Farm 
Syn 

Film 

N'»s 

Sports 

into Feature 
films 

IMORE WAAM 13 316kw 
A,D H.R&P                   Nov  '48        4 

11 

X 

X 

7*
 

X 

8          911 

6          511 
Id          511 

y2 
9 

12 

4 

10 

5'
 

\.l   .1 
WBAL-TV 

\\M\K-T\ 

WBOC-TV 

11 
2 

16 

.llfiku 

hiiiku 

150kwt 

NBC 

CBS 

A.C.D 

Petry                          M;tr  '48         x 
Katz                         Oct    '47        x 

3§ 

6§ 

1 

2» 

\.l 
1.1. SBURY 

-                      Jul    '54         4 
4 y2     y2u i 

12 

5§ 

1 

E,L 

MASSACHUSETTS 
DAILY  HOURS 

LOCAL  WEEKLY HOURS 

  >  i~ 

NO 

.  SHOWS  DAILY 
     "   N 

City Call  letters Chnl Vis  pwr Network National  rep                     On  air  date   Network Local 

Variety 
Chil-         Homo 
dron's      makers Farm 

Syn. 

Film 
News 

Sports Info 

Feature 
films 

MS WMGT (See  PITSFIELD) 

2 ON WBZ-TV 4 T)kw NBC 
Free  &  Peters         Jun   '48        x 

X 6 x          xll 12 

1115 

X*
 

VI  .1 
WNAC-TV 

WTAOTV 

7    316kw      C,A,D 

(See  CAMBRIDGE) 
II  l;                         Jun    '48         1 

13 5          3 

30 

35 

1« 

L 

BRIDGE WTAO-TN 
WMGT 

WHYN-TV 
WWLP 

WWOR-TV 

56 

1') 

55 

61 
14 

20k  v> 
21 II  Ik  u 

lH2ku 

D,A 
DuM 

C.I) 
N,A 

Everett-McK           Sep   '53         1 
3 y2 

Q                   1  ., 

7 \ E 

SFIELD 

NGFIELD 
Walker                    Feb   '54        7 

Branham;  Weed     Apr  '53        x 

Hollingbery             .Mar  '53         9 

4 

X 

5 i 

3  .  11 

X 

4  10H X 

6 

3 

25 

2§ 

1 

1 1  .1 \ 
146kw 
If.U 

3 

1> 

1« 

A,L CESTER 
Raymer                    Dec   '53         7 

4 6 

%          2 

y2 2 

■  >? 

1«
 

.  SHOW 

\.l 

MICHIGAN 
DAILY   HOURS 

LOCAL  WEEKLY  HOURS 

  1  r 

NO 

S  DAILY 

City Call  letters Chnl Vis  pwr Network National  rep                     On  air  date   Network Local 

Variety Chil-         Home 

dren's      makers 
Farm 

S\n. 

Film News 

Sports 

Info 

Feature 

films 

ARBOR WPAG-TV 

WKNX-TV 

20       I9kwt     A,D 

(See  SAGINAW) 
McGillvra                 Vpr  '53 

6 5 3 % 8 1 

X"
 

L 

CITY 

WNEM   1  \ 5 100U N,D 
Headley-Reed          Feb   '54         x 

X 2 4          3 % 6 

2§ 

1 
M.A.L 

BOLS: 1  #  stations  share  time 

(  11  has  kitchen  set 
t  licensed   power   (given)   not   used 
M,A,E,L — morn,   aft,  eve,   late 

$  local 

•  local 

film   newsreel 

sports  covered 

ca 

x  fig 

tegory  unclaimed 
ure   unspecified 
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MICHIGAN     {continued) 
DAILY  HOURS 

LOCAL  WEEKLY HOURS NO SHOWS  DAIL*. 

i r 

\  t 

City 
Call  letters Chnl      Vlspwr Network National  rep On  air  date Network 

Local 

Variety 

Chil- 

dren's 

Home 

makers 

Farm 

Syn. 

Film 

News Sports 

Info 

F     31 

fil» 

% 
CADILLAC WW  l\ 13    316kwt C.D.A 

W  red 

Dec  '53 

Questionnaires  not returned 

-1 

1 

DETROIT (  kl.W-T\ 25kvs 
D,C 

i  oung 

Sep   '54 

2 8 4 7 

2H 

7 

3§ 

m.a,; 

; 

WJBK   l\ 
w w.i  r\ 
W  XYZ-TN 

2     LOOkw 
\      98kw 

(  BS 

Katz 

Od    V.l 

X X 7 

_ll 

4 

:>5 

1» 

M, 

NBC llollinglii  ry 

Mar  '47 

11 7 

6* 

8 

ion 

2 14 

13§ 

X» 

\.I 

!16kw 

\i:< 

Blair 

Oct    '48 

5 

12 

2 19 

8ff 

17 

4 

xm 

M.A.I 

FLINT wnem  -t\ 
B  \  i 

ITY) 

GRAND  RAPIDS VvKZO-T\ (So    KALAM  \ZOO) 
WO(II)   l\ 8     316kw NBC 

Katz 

Oct   '51 

X 7 

6* 

3 

511 

3 U 

9§ 

1 A 
KALAMAZOO WKZO-TV 3     lOOkw Ml \vcry-Knodel 

Petry 

Jul    '50 

Vpi    '50 

IJ 6 5 1 y2 6 6 1 L 
LANSING WJIM-TN 6     lOOkw N,C,A 

13 

5 y* 1 

811 

9 4 L 

>i 

WTOM-T\ 5  1      20kw 

\.l) 

1  \.  rcit-Mi  k 

Sep   '53 

3 

6 

3 

9 

3* 
2* 

3 

3 

-I 

311 

8 

5 

2 

2§ 

2* 

E,L   1 

A,E,L t 
SAGINAW WkW   l\ 207kw 

I  ,A 

Gill-Perna 

\la>  '53 

I 
TRAVERSE  CITY WPBNT\ 7      51kw 

\BC 
Holman 

Sep   '54 

1 6 % 

111 

% 14 1 1 

E,L  ' 

- 

MERIDIAN 

MINNESOTA 
DAILY  HOURS LOCAL  WEEKLY  HOURS 

\  t  ■ 

NO 

i 

SHOWS  DAILY' City 
Call  letters 

Chnl Vis  pwr Network 
National  rep On  air  date   Network         Local 

Chil-        Home 

Variety    dren's      makers       Farm 

Svn 

Film 

News 

Sports Info 

Feahl 

fi  cn 

AUSTIN KMMI 

KDAL-TA 

'i 

I9U 

lOOkw 

\I!C Pearson Aug  '53        x            x i       5              y2 2 2 1 
A,L    [ 

DULUTH 

\.\ 

Avery-Knodel Mar  '54        x            x 

2*        5 

7 

2§ 

1 

A,L    (i 

WDSM-T\ -       SI  PERIOR,  W  (S.) 
. 

MINNEAPOLIS- KEYD  l\ 

KS1  P  W 

9 

5 

316kw 
l)„M 

ll-K 
Jan    '55           \               x V2*        3          311 2 

2» 

A,E,L  - 

ST.  PAUL IOOkw NBC 

Petrj 

Apr  '48                      Questionnaires  not  returned 

1    V 

w   \ 4 lOOkw 

(  BS 

l-'rcc    i\    l'llers 

Jul     '49                      Questionnaires  not  returned 
\\  \ll\    l\ 11 316kw 

\IU 

Ulan 
Sep   '53        2            6 

8          211 
1 

M,A,E1 W  rCN-TV# 11 316kw 

\r.< 

Blair Sep    '53         2            7 3          8        _J 4 2 

M,A,EJ 

ROCHESTER ki;»x:-t\ 10 IOOkw 

NBi 

M.'.k.r 

Jul    '53        8            8 

3           .!' 

2 2 2 L 

MISSISSIPPI 
DAILY  HOURS LOCAL  WEEKLY  HOURS 

,   *   

NO 

i 

SHOWS  DAILY 

City 
Call  lettera Chnl 

Vis  pwr Network National  rep 
On  air  date   Network         Local 

Chil-        Home 

Variety   dren's      makers       Farm 

Svn. 

Film News 

Sports 

Info 

Fealu film 
JACKSON W  .1  1  \ 

25 

210kw 
1    .1) Katz 

Jan    '53         x              x x          2U           x X 

2§ 

1 L 
\\  1  III .;     lOOkv, 

NBI 

Hollingberj 

WS1  1  l\ IJ     214kv, 

\l;i 

Weed 

W ink   l\ 11       31kv, Ml 1  [eadlej  -Heed 

Dec  '53 

81! 

in 

\.l. 

Alar  '54 

Sep   '53 

5§ 

1       M,A, 

10 1 

MISSOURI 
DAILY  HOURS                       LOCAL  WEEKLY  HOU  RS NO .  SHOWS  DAILY    ; 

  A   

City 
Call  letters Chnl       Vis  pwr Network National  rep On  air  date Network 

Chil-        Home 

Local      Variety    dren's      makers 
Farm 

Svn 

Film 

News 

Sports Info 

Feihdj 

Tlln  s 
CAPE   GIRARDEAU kl'A-    l\ 

KOMI    T\ 

klli.i\  l\ 

12     316kwt 

8     254kwt 

'  BS 

N,A,D 
Headley-Reed 

Oct    "54 
COLUMBIA 

ii  i; 

Dec   '53 

5 5           2*        4          1 1 5 

2§ 

1 

\.K.I 

HANNIBAL 7     316kw C,D 
Weed 

\ng  '53 

\ x                      x          511 1 2 2 E,L 
Wi.l  \|  T\ 

(See    (.»!   I\<  Y, 
JEFFERSON    CITY KR(  G-T\ 

13     I0.-.U 

i  BS 

1  loag-Blair 

Feb   '55 

X x           3*        4        _.  H 2 6 

2§ 

2 

A,L 
JOPLIN KOAM-TN 

I'l  1  1  SB1  RG, 
KAN.) 

k^W  \l    l\ 12      59kv, 

'  BS 

V,R&Mc( 

s,  P  ■  .1 

4 6 8 3 

2* 

E 
KANSAS  CITY K(  MO-T\ 5     I00kw1 

VB( Katz 

Sep 

5 11           4*       1  1          4U 2 8 

3§ 

2* 

M,A,E 

KMB(    1  \ 

WDM     l\ 

9      I16kw 

4     lOOkv. 

<  BS 

NBC 
Free   &   P 

Mi X x                         \           3 X 9 2 1 A,L 

H,R&P 
Ocl    '49 

12 5           1*        7          311 

i ,, 

9 3 

2* 

A,L 

ST    JOSEPH KFEQ-TN 2       50kw <  .1) 

Hi  idle)  1 1  ■  ■  1 1 

Sep 

Questionnaires  not  return 

•d 

ST.    LOUIS KSD-T\ 5     IOOkw \.\.<: NBI      l\    Spol 

1.  b    '17 Questionnaires  not  returned kWK  T\ 1      IOOkw i    \ 
Katz 

Jul 

Qui                       not   return 

■d 

WTVI i:i  LLEVILLE, 

ILL.) 

SEDALIA KDRO-TN 6       Ifikw P    irson 

ini    ■:.] 
Questionnaires  not  return 

ed 

SPRINGFIELD k  rrs-T\ 10        I3kw C,D Weed 
\l.,i  '54 

ii 

6 Vi 

12 

4 2 

M,L 

KYT\ 3       61  kw Y\ Hollingbei  \ 

ii, , 

'.i  ■   tionnaires  not  retui  m  d 

SYMBOLS: 
stations    share 

hus  kitchen  se 

time 

t 
•   licensed    power    (given)    not    use 
M,A,E,L — morn,   aft,  eve,    late 

d I  local    film    newsree 
•  local    sports   covcre d 

ca 

x  fig 

tcgory  unclaim urc    unspecificl 

195S   I'.i  5  ERS'  Gl  1 1  >i 



II  I.I  \  ISION 

MONTANA 
DAILY  HOURS LOCAL  WEEKLY   HOURS NO.  SHOWS  DAILY 

N    f 

>  / 

1 

C.ty Call  letters Chnl Vis  pwr Network National  rep On  air  date  Network 

Chil-       Home 

L..T..I        V  .ir  Iftv     dr.  n  ->       ni.ikT,        F.irm 
S>n 
Film 

N.»s 

Sport* 

info 

Feature 

filnu 

4GS KOOK-TV 2 
1,'iku All 

llcadlcy-Kicd 
Oct   '53 

Questionnaires  not  returned 
I KXLF-TV 6 2kw A,D,N Walker 

\ng  '53 

\ x                       3          6            2 

35 

. 
A,L T  FALLS KFBB-TV 5 iSku C,A,D Hoag-Blair 

Mar  '54 

2 2                       7          311         % 4 2 L 

»ULA KGVO-TV 13 
:>9U 

All Gill-IYrnu 
Jul    Ml 

1 7          %          6                      % 4 1 1 

A,L 

NEBRASKA 
DAILY  HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DAILY 

City Call  letters Chnl      Vis  pwr        Network National  rep On  air  date   Network 

Chil-        Home 

Local       Variety    dren's      makers       Farm 

Syn. 

Film 

Sports 

News         Info 

Feature 
Alms 

NEY KHOL-TV (See  HOLDREGE) 
REGE KHOL-TV 

13 
287k  wt All Meeker Dec  '53        3            8           6          3          311          2 

18 

3 2 

A,E 9LN KOLN-TV 10 316kw C.A.D 
Avery-Knodel Feb  '53         4           11            3          4          411         % 5 4 1 A,L 

HA KMTV 3 lOOkw C,A,D 

IVtr> 

Sep   '49        x            x            x          4          3U           2 
6 3 1 L 

WOW-TV 6 Klllku \.C,D Blair 
Aug  '49       10            7                     12          811          2 

10 

9§ 

1 A,L 

TS  BLUFF KSTF 

in 

i.;u All Hollingbery 
(Satellite  of  KFBC-TV,  CHEYENNE,  WYO.) 

N  E VAD  A 
DAILY  HOURS                        LOCAL  WEEKLY  HOU  RS NO SHOWS  DAILY 

City Call  letters Chnl Vis  pwr Network National  rep 
Chil-        Home 

On  air  date   Network         Local       Variety    dren's      makers       Farm 

Syn. 

Film 

News 

Sports Info 

Feature 

films 

>ERSON KLRJ-TV 2 
12kwt 

NBC Pearson 
Jan    '55                      Questionnaires  not  returned 

/EGAS KLAS-TV 8 29kw C,A,D Weed Jul    '53         1            8           2*         3          411 
15 2 1 

A,L I KZTV 8 3kw All Pearson 
Sep   '53         x            x                        1           111 

1 

X*
 

1. 

NEW    HAMPSHIRE 
DAILY  HOURS                        LOCAL  WEEKLY  HOU  RS NO 

SHOWS  DAILY A                                           

City Call  letters 
Chnl Vis  pwr Network National  rep 

Chil-        Home 

On  air  date   Network         Local       Variety    dren's      makers       Farm 

Syn 

Film 
News 

Sports 
Info 

Feature 
films 

CHESTER WMUR-TV 9 112kw A,D Weed 
Mar  '54         1            9           6*        x          311        % 6 

4§ 

1 

A,L 

WASHINGTON WMTW (See  POLAND,  ME.) 

NEW J  ERSEY 
DAILY  HOURS                      LOCAL  WEEKLY  HOU  RS 

■>  r 

NO 

.  SHOWS  DAILY 

  A   t 

City Call  letters Chnl Vis  pwr Network National  rep 
Chil-        Home 

On  air  date   Network         Local      Variety    dren's      makers       Farm 

Syn. 

Film 

N.«. Spiff. 

Info 

Feature 
films 

RY   PARK WRTV 58 17kw 
Jan    '54                      Questionnaires  not  returned 

ARK WATV 13 316kw IVtr\ May '48                     13                        3          311 
1 

X*
 

A,L 

INCLUDE-KCJB-TV-MINOT,  NORTH  DAKOTA 
WHEN  YOU  BUY  IN  THE  DAKOTA  AREA 

CONNECTED  WITH  KXJB-TV  &  CBS  NETWORK  BY  MICRO-WAVE 
KCjB-TV  OFFERS  THESE  TOP   SHOWS   AS    YOUR   ADJACENCIES 

it   DOUG  EDWARDS  NEWS 
•  DISNEYLAND 
•  BISHOP  SHEEN 

•  BERLE  SHOW 

*  JO  STAFFORD 
•  BADGE  714 

*  YOU  BET  YOUR  LIFE 
•  LIBERACE 

*  FORD   THEATRE 

*  TOPPER 
*  PERSON   TO   PERSON 

*  YOUR   HIT   PARADE 

CBS -  NBC - ABC - DuMONT 
DAKOTA  TELEVISION  NETWORK 

SEE  RATE  CARD  #2  FOR  COMBINATION  RATES 
KXJB-TV  &  KCJB-TV  — OWNED  &   OPERATED  BY  THE 

NORTH   DAKOTA  BROADCASTING  COMPANY 
4000  WEST  FRONT  ST.,  FARGO,  NORTH  DAKOTA 

REPRESENTED  BY  WEED  TELEVISION 

1955  BUYKRS'  GUIDE 
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11 1 

NEW    MEXICO 
/ 
DAILY  HOURS LOCAL  WEEKLY 

HOURS 
NO 

SHOWS  DAILY 

*  ' 1  ' 

** 

City 
Call  letters Chnl Vis  pwr Network National  rep On  air  date 

Network 
Local 

Variety 

Chil- 

dren's 

Home 

makers 

Farm 

Syn. 

Film 
News 

Sports 

info 

F  .at 

ALBUQUERQUE KGGM-TN 
13 89k  wt CBS Weed 

Oct   ?53 

X X X 3 

xfl 

1 — E 

KOAT-T\ 
7 25k  w \.H 

1  lollingbery 

Oct   '53 

o 8 2 

10 

8 2 

1* 

\.K.L 

kOli-T\ 
4 lllkw 

NBC 
Branham 

Nov  '48 

4 7 2 6 

311 

8 

2§ 

2» 

ua,U ROSWELL KSWS-T\ 8 115kw 
NBS Meeker 

Jun   '53 

3 6 

<)■■ 

6 

211 

y2 9 2 1 

A,L   ■
m 

NEW YO 
i 

RK 
DAILY  HOURS LOCAL  WEEKLY 

HOURS 
NO 

SHOWS  DAILY     jS» 

i  / 

■s   f 

Sports Info 

FeJ^ 

niaJ 

City Call  letters 
Chnl Vis  pwr Network National  rep On  air  date Network Local 

Variety 

Chil- 

dren's 

Home makers 

Farm 

Syn. 

Film 
News 

ALBANY WRGB 

\\  i;o\\   l\ 
\\  n;i 

(Sei    -i  BENECTAD'i  1 11 269kw 
;;:>U 

\.i  :,D Boiling 

Oct    '53 

6 5 

3* 

8 

911 

1 

31 

M,E 

CBS Blair 

Feb   '54 

2 7 

5* 

10 

311 

8 

2§ 

1« 

A,L    ! 
BINGHAMTON w  \i:i    i\ 12 

250k  wt 

Ml Boiling 

Dec  '49 

11 5 7 

411 

9 6 2 

A,L    | 

BUFFALO UlllA  -l\ 
Will  1    1  \ 

4 

17 

:,iku 

229kw 
C,D,A H,R&P 

May  '48 

X X 5 4 2 

All UK 

Aug  '53 

\ \ 5 

xlf 

2 2 

J  w 

WGR-T\ 
2 lOOU 

\.\.D 
H.-adl.-y-K.-.-d 

Aug  '54 

13 7 4 

611 

10 

4§ 

2* 

M.A.L,;, 

CARTHAGE \\  (   WIN (See   WATERTOWN) 
KINGSTON WKNY-TV 66 21U Ml Meeker 

May  '54 

X X 6 

x\ 

X 1 

1' 

E 
NEW   YORK \\  \l'.(     1  \ 7 SOU 

\b<: 
W.T.I \U2    MS 

X \ \ 13 H 7 5 

2- 

\.l       • w  \i:d 

.> 

17U DuM Avery-Knodel 

May  '44 

2 10 9 

ion 

11 

3 

1* 

\.i:.i  h 

\\  VIA 

i  Se 

\  1  \\ RK,   N.  J.) 
\\i  |,S-T\ 2 12U (  lis CBS  TV  Spot 

Jul    '41 

13 

6 3 

%! 

2 7 2 

M.\.l- 

WOK   l\ 

\\l'l\ 

9 

11 

l.'.lku 

100U 

H-R  (W.  Coast) 

Oct   '49 

12 4 11 4 2 

1- 

A,E,L  J 

Free  &  Peters 

Jun    '18 

16 

3 8 

2§ 

1* 

E 

\\R(    \   l'\ 
4 :50k  « NBC NBC  TV  Spot 

Jul    '41 
Dec   '54 

11 

\ 
8 

X 

5 

5* 

15 

5 

811 

511 

2 11 

11 

6S 

2 1 
M.VL. 

PLATTSBURG U1KI 5 20k« DuM 

Young 
E.L     lit 

ROCHESTER WHAM  1  \ 5 100U 
\.D,A 

Hollingbery 

Jun    '49 Nov  '53 

Nov  '53 

10 

X 

5 

8 

X 

3 22 X 

9 

1211 

1 10 

4 

3 

5 

x§ 

3§ 

1* 

VK.I \\lll.(    l\- 
10 316U 

(  ,A 

1    McK;  Boiling 

1 

11 

111 

\,L      |5t 

w  \  i  r  r\  ji 10 3161™ 

l  ,A 

E-McK;  Boiling 

E,L     |i 

SCHENECTADY \\  in.i; 6 93U Ml NBC  TV  Spot 

Nov  '39 

10 

8 4 

511 

y4 1 

     I 

SYRACUSE Will  A    l\ 8 I90kv< 1  ,A/JD Katz 

Dec  '49 

17 3 3 8 

51J 

2 6 

3§ 

2- 

A,L WS^i  i:  I  \ 3 lOOkw 

MBl 
H.R&P;  K-C 

Feb  '50 

X X 

511 

3§ 

1 

M.A,L  > 

UTICA \\KT\ 13 1H7U All Cooke 

Dec  '49 

15 4 1 1 

311 

% 

2§ 

2 

L        1 

WATERTOWN WCNY-TV 7 I73kw C,A,D W.e.l 

Oct   '54 

X X X 11 X 5 

x§ 

1 
i:.i. 

NORTH CAR OLINA 
DAILY  HOURS LOCAL  WEEKLY HOURS NO 

1 

.  SHOWS  DAILY    ] 

\ 

.  i 

City 
Call  letters Chnl Vis  pwr Network 

National  rep 
On  air  date Network Local 

Variety 

Chil- 

dren's 

Home 

makers 

Farm 

Svn 

Film 
New! 

Sport* 

Info 

Featui 
flllMI ASHEVILLE WIS1  T\ 

'.J 

26k  w 

v< 

Boiling 
' 

Questionnaires  not  returned l 
Wl  OS-T\ 

13 
I70kw 

VI) 
V.R&McC;  Vyers  Si  p   "7.1 

4 6 

r. 

3 

411 

1  ., 

12 

3§ 

1 L 

REMEMBER  KXJB-TV  &  KCJB-TV 
COVER  THE  THREE  MAJOR  MARKETS 

IN  NORTH  DAKOTA-FARGO- 
GRAND  FORKS  &  MINOT 

DELIVERING  AN  AUDIENCE  THAT  CONTROLS 

$879,164,000— SPENDABLE  INCOME— 

ON  KXJB-TV  THESE  TOP  SHOWS  OFFER  FINE  ADJACENCIES 
•    JACKIE  GLEASON 

■k   TOAST  OF  THE  TOWN 
<V    STUDIO  ONE 

•k    CLIMAX— SHOWER    OF    STARS 

*  ARTHUR    GODFREY 

*  FOUR    STAR    PLAYHOUSE 

*  TWO   FOR  THE  MONEY 
*  THE  HALLS  OF  IVY 

BROADCASTING  AT  100  KW  FROM  THE  THIRD  TALLEST  TOWER  IN  THE  U 

*  I    LOVE   LUCY 
*  DECEMBER    BRIDE 

*  PRIVATE   SECRETARY 

*  JACK   BENNY 
S.  —  1085  FT.  — ABOVE  GROUND 

KXJB-TV  IS  COLOR  EQUIPPED  FOR  NETWORK  —  SLIDES  &  MOTION  PICTURES 

CBS-DuMONT 
WITH   STUDIOS   IN   VALLEY    CITY,    FARGO,   GRAND    FORKS    (1955)    BISMARCK    (1955) 
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NORTH       CAROLINA       (continued) 

TELEVISION 

DAILY  HOURS LOCAL  WEEKLY  HOURS 
NO    SHOWS  DAILY 

City Call  letters Ctinl      Vlt  pwr        Network National  rea Ona.r  ddtr  Network 
Local 

Variety 
Chll-       Home 
dri-n's       makers       Farm 

Syn 
Film 

N     » 

Sports 

Info 

Feature 

film* m WAYS-TV 36      24kw      A,N,D 
Boiling 

Jan   '54 

Questionnaires  not  returned 
WBTV 3    lOOkw      All CBS  TV  Spot 

Jul    '49 

11 7 

4* 

6          711         % 9 

6§ 

1* 

A,L t WTVD 11    316kwt    N,A Headley-Reed 

Sep   '54 

7 7 

4* 

4         311          2 4 

3§ 

1 A,L 

ORO WFMY-TV 2    lOOkw      A,C,D 
H,R&P 

Sep   '49 

X X 3          5H          2 10 

4§ 

1 E 

WSJS-TV (See    WINSTON-SALEM) 
ILLE WNCT 9      93kw      All Pearson 

Dec  '53 

6 7 

11* 

4        10H          3 5 3 1 L 

I WNAO-TV 28    182kw      C,A,D Avery-Knodel 

Jul    '53 

Questionnaires  not  returned 
GTON WMFD-TV 6      32kw      N,A,D Weed 

Apr  '54 

X X 

11* 

6          6 

18 

51 

2 L 

N-SALEM WSJS-TV 12    316kwt    NBC Headley-Reed 

Sep    '.">.( 

13 5 4 7          3            2 7 4 1 
A.E.L 

WTOB-TX 26       71Wt      \.I) H-R ;  Ayers 

Sep   '53 

Questionnaires  not  returned 

NORTH    DAKOTA 
DAILY  HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DAILY 

City Call  letter* Chnl      Vis  p.r        Network National  rep On  air  date Network Chll-          Home 

Local       Variety    dren's      makers       Farm 
Syn 

Film 

New* 

Sports Info 

Feature 
fllPJS 

CK KFYR-TV 5     lOOkw      All Hoag-Blair 
Dec  '53 

Questionnaires  not  returned 

KXJB-TV (See  VALLEY  CITY) 

WDAY-TV 6      66kw      N.A.C Free  &  Peters 

Jun   '53 

5 7            2          4                       1 

4§ 

2 
M,A,E,L 

KCJB-TV 13      30kw      C,N,A Weed 

Feb  '53 

X x                       8          31f          3 9 5 

2* 

A,L 

CITY KXJB-TV 4    lOOkw      C,D Weed 

Aug  '54 

5 9           5          8          211          7 4 

4§ 

2* 

A,L 

OHIO 
DAILY  HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DAILY 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date Network 
Local 

Variety 

Chil- 

dren's 

Home 

makers 

Farm 

Syn. 

Film News 

Sports info 

Feature 
films 

WAKR-TV 49 182kw ABC Weed 

Jul    '53 

X X 3 

311 

2 3 

3* 

A,L IULA WICA-TV 15 20kw 

Sep  '53 

4 

3* 

1 

IK 

2 2 2 2 E 

NATI WCPO-TV 9 316kwt A,D Branham 

Jul    '49 

5 12 

15* 

11 

41! 

% 14 1 M,A 

WKRC-TV 

WLW-T 

12 

5 

316kw 

100U 
CBS NBC 

Katz Crosley 

Apr  '49 Feb  '48 

X 

12 

X 

6 19 

5 

8 

xlf 

1511 

10 

3 

3§ 

1* X*
 

L 

A.E.L 
WEWS 93kw 
WNBK 3     lOOkw 

CBS 
NBC 

Branham 
Dec   '47 

xlf 

NBC  TV  Spot       Oct   '48 Questionnaires  not  returned 

\.l 

WXEL 8    316kw 

WBNS-TV       10     219kv 

WLW-C 4     lOOkw 

CBS 

CBS 

v\ 

S             Katz 

Dec  '49 
12 

6 6 

311 

6 4 

2* 

A,E,L 
S              Blair 

Oct  '49 

May  '50 

11 6 5 

311 y2 

7 

15 

1 M,E,L 

i               Crosley 

13 

4 3 

5U 

3 7 

X*
 

L 

WTVN-TV 6 lOOkw A,D Katz 

Sep   '49 

5 11 2 9 

::■ 

9 

3§ 

6» 

M,E,L 
4 WHIO-TV 7 316kw 

CD 

Hollingbery 

Feb  '49 

X X 7 V 10 

2§ 

2- 

L 

WLW-D 2 lOOkw N,A 
Crosley 

Mar  '49 

X X X X X 3 

1- 

L 

WLOK-TV 73 21kw All H-R 

Apr  '53 

X X 3 2 

1" 

E 

MVILLE WSTV-TV 9 2. 11  Ik  w 
C,A Avery-Knodel 

Jan    '53 

7 

10 

% 10 3 

y* 

4 4 1 
M,A,L 

WSPD-TV 13 316kw All Katz 

Jul    '48 

9 7 4 8 

1311 

3 22 8 2 E 

WFMJ-TV      21    175kw      NBC 

WKBN-TV     27    155kw      C,A,D 

WHIZ-TV       18      70kwt    All 

Headley-Reed 

Raymer 
Mar  '53 

Ian    '53 

r 
W 

Pearson 

May  '53 

xlf         % 

7§ 

1 \.L 
3 1 M,A,L 

iS 

2* 

1  .1 

OKLAHOMA 
DAILY  HOURS 

  *   .  r 

LOCAL  WEEKLY  HOURS 
NO 

.  SHOWS  DAILY 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date Network         Local 

Variety 

Chil- 

dren's 

Home makers       Farm 

Syn. 

Film Ml  vi 

Sports 

Info 

F  .  ilure 

films 

KTEN 
10 

2o  1U 
\I!< V,R&McC 

May  '54 
Questionnaires  not 

returned 

KGEO-TV 5 

7 

KHIkxv 

lOkw 

\l',( 

DuM 

Pearson 

Pearson 

Jul    '54 Mar  '53 

2            3                      3 

Questionnaires  not 

3 

16 

2§ 

o 

AX 

M KSWO-TV 
returned 

SEE KTVX 8 316kw 
\.lt 

Avery-Kno del 

Sep   '54 

4             5 

5* 

12 

4n 

7 

3§ 

1* 

AX 

)MA CITY KMPT 19 260kw Boiling 

Nov  '53 

ID 

10 
• 

1* 

L 

KTVQ 25 275kw ABC Falter 

Oct   '53 

X                  X 2 2 1 

KWTV 9 ;;ii,ku CBS 
Avery-Knodel 

Dec  '53 

11            6 2 ■ 9 

:S 

\.l 

\\  KY-TV 

KOTV 
KTVX 

4 

6 

(Se 

KHIku 
\.\ 

Katz 
Petry 

Inn    '49 

Oct   '49 

10          : 2 : ■ 1 

LOS 

1' 

lOOkv.       i  BS 

e  MUSKOGEE) 

n          : 6 
■ 12 • \  1 

KVOO-TV 2 lOOkw NBC Rlaii 

Dec  '54 

X               \ 
X 5 i 10 \.L 

-S: (  #  stations   share  time 

|  11  has  kitchen  set 
t  licensed   power 
M,A,E,L — morn, 

(given)    not   use 
aft,  eve,   late 

• local 
local 

film   newsreel 

sports   covered 

ca 

x  fig 

tegory 

ure   ur 
unclaimed 

specified 
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-ION 

OREGON 
DAILY  HOURS                          LOCAL  WEEKLY  HOURS 

NO 

SHOWS-  t 

^  ' 

w 1 

City Call  letter, Chnl 
Vll  pwr 

Network 
Notional  rap On  air  date Network 

Chil-        Homo 

Local      Variety    dreo's      maker*       Farm 
Syn. 

Film Newt 
Sport» 

inf. 

EUGENE K\  M  ,T\ 
13 

5f>U N.A,D Hollingbery 

\Pr   7.1 

1 7           3*         3          211 12 2 
1            I 

MEDFORD KBES-T\ 
5 29kw Ml 

Hoag-Blair 

Aug  '53 

3 5           6*         9          311           1 9 1 
....            1 

PORTLAND 
KI  OR 12 230U 

\i:i 

Hollingbery 

Mar  '55 

Questionnaires  not  returned 

kdlN  T\ 6 100U CBS CBS  TV  Spot 

Oct   '53 10 

5          %          7          311         % 

11) 

21 

i    i 

KFH 27 204kw 

NBI 

NBC  TV  Spot 

Moore  &  Lund 

Sep   '52 

8 8           2          3          5!          4 

18 

4 \ 

PENNSYLVANIA 

What!  Spanish  TV? 
■  CSy.  70',  <>l  the  population  ol  El  Paso, 

and  I  ()(>','  ol  Juarez,  Mexico  is  Spanish 

speaking,  so  alter  25  years  of  specialization 

on  Spanish  radio,  its  natural  consequence  is 

XEJ-TV  """"  5 

^iM 
P.O.    BOX   442,    EL    PASO,   TEXAS 

hi.      National    Tunc    Salts 

\  rn     )  ml. 

DAILY HOURS 
LOCAL  WEEKLY HOURS 

r 

NO 

SHOWS  0 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date Network Local 

Variety 

Chil- 

dren's 

Home makers 

Farm 

Syn. 

Film 
News 

Sports Into 
\ 

ALLENTOWN WFMZ-T\ 
67 

SOU \\t-r\  -Knodel 

Dec   '54 
6 

5 

10 

2* 

8* 

5 

8 

3H 

2 

Vi 

20 

3 

1 

3 

1 

1 
ALTOONA 

\\  fbg  r\ 
\\  1  1  \    l\ 

Hi 

51 

;h.u 

12U 

Ml 

NBC H-R 
Mr.  k.  r Mar  '53 

BETHLEHEM 

May  '53 

X X 2 

2' 

L 

EASTON Wi.l  \ 
\\  ICU 

57 

L2 

lOOkw 

30U \.\.H Headley-Reed 

1'.  n\ 

Aug  '53 Mar  •  19 

3 5 10 H 3 

3§ 

1 K 

ERIE 
\ X 2 2 8 

15 

3§ 

2 V 

WSEE-T\ 200kw CBS Avery-Knodel 

Apr  '54 

X X 1 5 H s 

1§ 

1 \ 

HARRISBURG WCMB  1  \ 
27 186U DuM 

I-..I  |U. 
S-p   v,t 

2 

lu 

3 5 IF 1 8 

2§ 

1 \ 

Will'  l\ 
55 253k* CBS 

Boiling 

\pr  '53 

X X 

X*
 

X 7 

2§ 

2 A 

\\  IP  A 

71 
220U ABC 

Headley-Reed 

Jul    '53 

X \ 

X*
 

311 

3§ 

1 M 

JOHNSTOWN \\  \RD-T\ 

\\  1  \CT\ 

56 

6 

91 U 

71kw 

C,A,D Weed 

Oct    '53 

3 6 3x 1 2 5 4 2 

1 

1* 

1. 

I 
1  . 

N,C,D 
Katz 

Sep   '49 

13 3 3 5 

2§ 

LANCASTER \\<.\L-TV 8 

It) 

316kw 
316U 

N,C,D 

CBS 
Meeker 
CBS  TV  Spot 

Mar  '49 

Jul    '54 

9 
Questionnaires  not 
11                        3 

returr 
3 

ed 

8 

7§ 

PHILADELPHIA WCA1    l\ 
Will    1  \ 

WPTZ 

6 lOOkw 
A,D Blair 

Sep   '47 

4 13 20 

311 

30 

35 

3* 

\. 

3 lOOkw NBC Free   &   Peters 

Sep   '41 

10 8 9 

13" 

1 8 

16§ 

5«
 

\. 

PITTSBURGH KDK \  l\ 
2 lOOkw Ml Fire   &   Peters 

Jan    '49 

11 8 

5* 

2 6 33 

3 

4§ 

2 

\. 

WENS 16 200U \.<  .N 

Petry 

Aug  '53 

Questionnaires  not 
n  Inn 

ted 

READING \\  1  1  1  -IV 
33 

167kw V,N Headley-Reed 

\pr    "53 

1 7 

1* 

3 

411 

3 1 

A1 

win  \ri\ 61 ;:7k« 

C,D 
H-R 

Feb  '53 

11 

2 

5 

8 

1 

2* 

5 

3 

411 

6fl 

17 

9 

4 

2$ 

1-
 

1"
 

M 

SCRANTON \\  \KM  TV 

16 

I91kw 
VB( 

Hollingber) 

Jan    '5 1 

\. 

tti.l'.l  T\ 

WTVI 

22 
215kw 
l.;ku 

cits 
Blair 

lun    '53 

11 7 2 9 H 4 

8S 

5 

MJ 

1  veretl   Mi  K 

Aug  '53 

8 12 2 

2" 

E 

WILKES-BARRE \\  BR1    l\ 

■>o 

inonkw 
\H( Headley-Reed 

Jan    '53 
Question  mi  in  s    >     ' 

returned 

WILK  1 \ 
34 

1 000k  vi 
A,D \very-Knodel 

Sep 

4 7 

2*
 

12 4 8 

3§ 

1 * 

YORK \\  Mi\\    l\ 

\<> 

lOOkwt DuM Forjoe 

Noi   '53 

2 

Ml 

5 

4 3 

2 

5 

11 6 

35 

4 1 

1  1 

II 

vVSBA  l\ l  ■ 
I70kwt 

VBI 

't  oung 

Dec   '52 
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I  I  1.1  \  [SI<  '\ 

RHODE    ISLAND 
DAILY  HOURS LOCAL  WEEKLY 

HOURS 

NO 

SHOWS  DAILY 
t * 

City Call  letters Chnl Vis  pwr NfU„rk National  rep On  air  date   Network         Local 
Chil-        Home 

Variety    dren's      makers 

Farm 

Syn. 

Film Newt 

Sports              Feature 
Info                fllms 

ENCE WJAB  l\ 
10 

316kw 
Ml Wre.l 

lul      1')       11             7 
2*         7          In' 

1 12 

115 

1          I. WNET 
16 210kwt A,C 

Ra>  mer 
\l.i\  '.">  1        5            7 6*         1           1 

', 

3 1          1     1 

SOUTH    CAROLINA 

/ 
DAILY  HOURS                       LOCAL  WEEKLY  HOURS NO SHOWS  DAILY 

i  / 

>  ' 

i 

City 

iON 

STON 

Call  letters Chnl Vis  pwr Network National  rep On  air  date Network Chil-         Horn. 
Local       Variety    dren's      makers       Farm 

Sy». 

Film News 

Sporta 

Info 

Feature fllms 

\\  \l\l  T\ 10 
208U  ■ 

1    BS 
1 1.  .i.ll.  \  -Reed 

Dec  '53 

n 2*        1          6K 2 1 

1" 

\.I 

WCSC-TV 5 lOOkw 
C,A 

Free  &  Peters 

Inn    "53 
III 

r           5*         7          311 9 

IS 

2 \ 

WUSN-TV 2 lOOkw N,D H-R;  Ayers 
Sell     Til 

Questionnaires  not  returned 
3IA WCOS-TV 25 lOOOkwt  ABC Headley-Reed 

M.i\  '53 

X x           4*         4          111 4 1 

\.l. WIS-TV 

in 

269kw N,D I'tee    X    Peters 

Nov  '54 
7 5         %•        2          211        % 7 

3§ 

2* 

A 

WNOK-TV 

AT 

TUkwt 

CBS 
l!a\  in.  i 

Sep   '53 

Questionnaires  not  returned 
ICE WBTW 8 31Akv. Ml CBS  TV  Spot 

Od    '54 

3 
4        y2*       2         21        '■_. 

4 

1§ 

1 A,E,L 

'ILLE WFBC-TV 4 lOOkw NBC Weed 
Ian     Tvl 

ijmstionnaires  not  retun 
\\(.\1  ,T\ 23 17kw A,D H-R 

lul      '53 

4 
4           6*         3          2 

7 2 A,L 

SOUTH    DAKOTA 
DAILY  HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DAILY 

City Call  letters Cl.nl Vis  pwr Network National  rep On  air  date   Network 
Loc.il 

Chil- 

Variety    dren's 

Home 
makers Farm 

Syn. 

Film 

News 
Sports 

Info 

Feature 

films 

FALLS KELO-TV 11 
2()i  ik  u 

Ml Raymer May  '52         6 6 1 2 3 11 

3§ 

2 L 

TENNESSEE 
DAILY  HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DAILY 

City Call  letters 
Orinl 

Vis  pwr Network National  rep On  air  date Network Local 

Variety 

Chil- 
dren's 

Home 

makers 
Farm 

Syn. 

Film News 
Sports 

Info 

Feature 
films 

ANOOGA WDEF-TV 12 105kw All Branham 

Apr  '54 

10 6 5 7 

6n 

7 

2§ 

1 
A,L 

)N WDXI-TV 7 316kwt CBS Burn-Smith 

Mar  '55 

3 8 

y2*-
 

9 

311 

2 

12 

'2§ 

1« 

A,L ON  CITY WJHL-TV 11 316kw All Pearson 

Oct   '53 

X X i 6 

311 

5 3 A 

NLLE WATE-TV 6 lOOkw N,A Avery-Knodel 
Oct  '53 

12 5 

y2* 

5 

811 

3 1 A 

WTSk  T\ 26 
22  k  u CI), A Pearson 

Sep   '53 

10 4 

5* 

5 

311 

2 2 1 1 

A,L WHBQ-TV      13    316kw 
W.MCT 5     lOOkw NBC 

Blair 
Sep   '53       11 

411 

y2 
Branham 

Dec  '48 WLAC-TV 5     lOOkw CBS Katz Aug  '54       1 
WSIX-TV 8    316kw \BC Hollingbery 

Nov  '53 WSM-TY 4     lOOkw      NBC 

Petry 

Sep   '50 

11 

31 

31 

13 

2§ 

11 

81! 

22 

3§ 

1 

1       M.\I 

A,L TEXAS 
DAILY  HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DAILY 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date Network Local 
Variety 

Chil- dren's 

Home 

makers 

Farm 

Syn. 

Film News 

Sports 

Info 

Feature 
films 

E KRBC-TV 9 .;nU 
N,A,D 

I'l    .11  Mill 

Aug  '53 

3 7 

3* 

6 

411 

% 10 2 2 

A,L LLO KFDA-TV 11 57kw C,A H-R 

Apr  '53 

5 8 

2* 

10 

511 

1 10 

]•
 

M.I 

KGNC-TV 4 KlOku 
N.I) Kal/ Mar  v..! 

8 7 

3* 

4 

311 

', 

9 2 
M.I 

-1 KTBC-TV 7 I00U 
All Raymer 

Nov  '52 12 

5 2 6 

511 y4 

10 8 L 

M!MT 31     224kw      N,A,D For joe 

Apr  '54 

Questionnaires  not  returned 
KID\I  T\         6     lOOkw      CBS 

Free  &  Peters        Apr  '55 Questionnaires  not  returned 
KYDO-TY       22       19kw      NBC 

Young;  Brown       Jun   '54 
12 

611 

14 

KRLD-TY         4     100U       CBS Branham 

Dec  '49 WFAA-TY        8    274kw      A,D,N 

Petry 

Sep    '49 
KROD-TV 4      56kw      C,D,A Branham 

Dec  '52 KTSM-T\ 59kw       NBC Hollingbery 

Jan    '53 XEJ-TY 5     250kw Vol    Time   Sis 

WBAP-TV        5     lOOkw      N,A Free  s\  Peters 
Ma\    '.")  I 

Sep   "i:: 

x 

X 

X          

7  3 

3§ 

r 

15 

' 

3§ 

5TON KGUL-TV 11 224kw 
i  BS 

i  BS  TV  Spot 
Mai 

X X 

JGEN KGBT-TV 4 lOOkw C,A,D H-R 

Oct 

5 

ON KTRK-TV 13 31Ak« 

\i;i 

Blaii 

Nov  '54 

3 

I  1 

KPRC-TV 2 IIMIku NBC 

1".  ■  I  T  V 

Jan    '49 

Qi 

■ 

1.. 

4*
 

16 

611 

4§ 

(  #  stations   share   time 

|  U  has  kitchen  set 
•   licensed    power   (given)    not    used 
M,A,E,L — morn,   aft,   eve,   late 

onnaires  not  returned 

local    film    newsreel 

local    sports   covered 

A,L 
U 

\.l  .1 \  1.1 

A.l 

M.\.I 

category   unclaimed 
x  figure    unspecified 

1955  BUYERS'  CLIDI 
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•ION 

TEXAS    [continued) 
DAILY  HOURS LOCAL  WEEKLY   HOURS 

Ot> Call  letten 

LONGVIEW 

LUBBOCK 

MIDLAND 

SAN    ANGELO 

SAN   ANTONIO 

KT\  E 

Chnl       Vis  pwr         Network 

32      240kw 

National  rep On  air  date   Network 

Forjoe 

Oct    '53 

Local 9 

Chil- 

Variety    dren's 

Home 
makers 

Syn. 

Film 

511 

20 

KCBD-TY        11     lOOkw       \.\. Raymer 

May  '53 Kl)l  B-TV       13    316kw      C,D Aver>'-Knodel  Nov  '52 

Questionnaires   not  returned 

li         I*     W~     v     ~ KMIDIA 26kw      All 
V,R&McC;  Brown  Dec  '53 

Questionnaires  not  returned 

KT\1   T\ 8      28kw       All 

Jun    '53 
KENS-TV         5     lOOkw      C,A,D Free  &  Peters         Feb   '50       12 

%1F 
\\o\l-TY  I     lOOkw      N,A 

Petry 

Dec  '49 

311 

TEMPLE 

TEXARKANA 

KCE.NTV 6     lOOkw       NBC 
Hollingbery 

Nov  '53 

311 

14 

KCMC-TV        6    lOOkw      C.A,D 

V,R&M,< 
Aug  '53 

4H 

TYLER 
WACO 

KLTV 7     lOOkw      All Pearson 

Oct    '54 

Questionnaires  not  returned 

WESLACO 

k\\(.l\       34      19kw      C,A,D 

K\\  I  \ -T\ 

KRGV-T\ 

Raymer 

Oct    '53 

xll 

10     107kw      _. 

Apr  '55 

in 

311 

29k\ 
NBC 

Raymer 

Apr  '54 

Questionnaires  not  returned 

WICHITA   FALLS         KFDX-TV         3      60kw      N,A Raymer 

Mar  '53 

311 

K  \\  FT-TV 23k\ 
CBS Hoag-Blair 

Feb  '53 

311 

UTAH 
DAILY  HOURS LOCAL  WEEKLY  HOURS 

NO.  SHOWS  0 

Sports 

Into 

6§ 

M 

1   M i     to 

3§ 

NO.  SHOWS  DA 

City 

SALT  LAKE  CITY 

Call  letters Chnl Vis  pwr Network 
National  rep 

On  air  date   Network Local 

Chil- 

Variety    dren's 

Home 

makers 

Farm 

Syn. 

Film 
News 

Sports 

Info 

F 

KS1  TV 5 

4 

:;oU 

27U 
CD 

CBS  TV  Spot 
Jun    "49       10 5 11 

4H 

2 9 

35 

1» 

A.I 
KTVT 

NBC 
K.ii/ Jul    '48        x \ X 

3f 

y2 _.. 

2§ 

X*
 

M 

KIT\ 2      45kw      ABC 
llollingbery 

Sep   '54 

12 13 5§     A.B 

VERMONT 
DAILY   HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DAI 

City 
Call  letters Chnl 

Vis  pwr Network National  rep On  air  date   Network Local 

Chil- 

Variety    dren's 

H  ome 

makers 
Farm 

S>n. 

Film 

News 

Sports Info 

F 

BURLINGTON \\M\  1 3 i;;u 
C,N,A 

Weed 
Sep    '54          X 

X 8 

3U 

% 2 3 1 

A,K 

VIRGINIA 
DAILY HOURS 

LOCAL  WEEKLY HOURS NO SHOWS  DAIl 

i r 

\  / 

City Call  letters Chnl       Vis  pwr Network National  rep On  air  date Network Local 

Variety 

Chil- 
dren's 

Home 
makers Farm 

S\n. 

Film 

News 

Sport* 
Info 

I- 

t 

HAMPTON \\  \  1  (    T\ (See   NORFOLK) 

HARRISONBURG \\  -\  \-T\ 3        8kw 

Ml 

IY.il  -nil 

Oct    '53 

X X 9 2 

.... 

— 
LYNCHBURG WL\  \  1  \ 13     316kwt All Hollingbery 

Feb  '53 

11 7 

2* 

10 

3U 

2 2 2 M.i: 

NEWPORT   NEWS WACH  T\ 33       21kw 
Walker 

Oct   '53 

.... \ X 3 i  .i 

NORFOLK WTAR  l\ 
WVE<    l\ 

3     lOOkw 

15     2I4U 

i  ,A,D 

NBC 

Petry 

\\IT)    k   Il   1 \|.i   '50 

Aug  -:>.; 

II 

13 

7 

5 

20 

L5 

8 

7 

911 

X 10 

2 

7§ 
9§ 

• 

1 

L 

RICHMOND \\  1 A  li i,      lOOkw NBC 
Ulaii 

\,.i    '48 

X \ \ X 

xK 

3 — 

2§ 

1 

ROANOKE WS1  S-1  \ 
III     296kw \.\ 

Avery-Knodel ]>r,      »52 
X X * X 

3K 

2 7 1 — 

SYMBOLS: stations    share    time 

l   '    hoi  kitchen   set 
'   licensed    power   (given)    not    used 
M,A,E,L — morn,  aft,  eve,    late 

§  local   film   newsreel 

•  local    sports   covered 

WASHING TON 
DAILY  HOURS LOCAL  WEEKLY 

HOURS NO 

.  SHOWS  DAIL] 

\ f 

i  ■' 

City 
Call  letters 

Chnl Vis  pwr 
Network National  rep On  air  date Network         Local 

Cfllt- 

Varlety    dren's 

Home 

makers 

Farm S>n 
Film News 

Sports Info Fen 

fll 

BELLINGHAM KVOS  l\ 
12 33kv* 

C.I) 
1  ,,i  jni       Slo\  hi 

.Inn    '53 

1               8 

2*         1 

16 

1 

.... 

\l.\ 

PASCO KEPR-TV 

1') 

IIU 

Ml 

Weed 

Jul    'S3 

i  Same 

as    KIMA-TV 
.     'I  \KIM  M 

SEATTLE KIM.   1  \ 5 Klllkn 

\i:i 

Blair 

No>    '48 

\                    X 

oil 

1 9 

2§ 

1* 

M.A, 

KOMO  1  \ 1 lOOkv, 

NBi 

1  i  <  > 1 1  iil   1  ■  •  i  \ 

Dec   *53 

id         : 5 

51 

1 6 

3§ 

1 

A,L 

SPOKANE KIH.i   1  \ 6 I00U 

NBI 

K.ii/ 

Dec  '52 

a 

7':           1 

,' 

% 12 

3§ 

• 

A,L 

KlilM    l\ 2 lOOkv. 

VBI 

Petry 

Ocl    '54 

2             8 2          2 

in 

12 1 

\.I'J 

K\l  A   T\ 1 
48kv, 

C,D \\.  i  \  Knodel 

Feb  '53 

x             \ 
%•        3 

51 

10 

1 .... 

A.I, 
TACOMA KTNT-T\ II 316kw 

<  ,D 

Weed 

■;          .3 

II            4 4 

31 

1 3 

4§ 

• E,L 

k  1  \  w 
13 29 I.Uw All 

i  lark  :    Marry 

Weed 

lul     'S3 

10 

2*       13 

V 

10 

3* 

A,E, 

YAKIMA KIM  \   1  \ x            x 

6*
 

1 

in 

2§ 

1- 

A.L 

category  unclai 
x  figure   unspecif 
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WEST    VIRGINIA 

I  I  I  1  \  ISION 

DAILY  HOURS LOCAL  WEEKLY  HOURS NO    SHOWS  DAILY 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date Nrt.ork 
Local 

Variety 

Chll- 

dren'i 

Homr makers 

Farm 

Syn. 

Film Newt 
Sport* 

info 

Fmturt 
film. 

LESTON WCHS-TV 8 316kw C,A,D lil.lllluilll 

Aug  *54 

11 4 8 

311 

2 5 

3§ 

2 L 

WKNA-TV 
49 

22:>u  i ABC 
Weed 

Oct   '53 

3 5 

3* 

3 5 tt 4 

3§ 

2 E,L 

AONT WJPB-TV 
35 23kw A,D,N ( .ill  I'n  na 

Mar  '54 
Questionnaires  not 

returned 

fINGTON \\S\Z-T\ 3 lOOkw N,A 
Kai/ 

Nov  '49 

10 6 

21* 

7 

1311 

2 6 

11§ 

2* 

A,L 

HILL WOAY-TV 4 lOOkw 
A,D 

Dec  '54 

2 7 

4* 

3 % Ms 3 3 1 \.E.L 
ERSBURG WTAP 15 20kw N.A.D Forjoe 

Nov  '53 
4 6 2 6 

4H 

3 21 1  I \.l  .1 
ELING WTRF-TV 7 

.'.ll.ku 
N,A 

Hollingbery 

Oct   '53 

11 6 

4* 

4 

11H 

i ., 

.> 4 1 A,L 

Wl  SCON  SI  N 

DAILY  HOURS LOCAL  WEEKLY   HOURS NO.  SHOWS  DAILY 

City Call  letters Chnl Vis  pwr Network National  rep On  air  date Network 
Local 

Variety 

Chll- 

dren'j 

Home 

makers 

Farm 

Syn. 

Film 

Newi 

Sports 

into 

Feature films 

CLAIRE WEAUTV 13 58kw N,A,D 
Hollingbery 

Dec  '53 

X X 2 

_« 

% 2 L 

N    BAY WBAY-TV 2 lOOkw C,D,A Weed 

Mar  '53 

9 4 3 6 

311 

3 11 

4§ 

4 L 

ROSSE WKBT 8 lOOkw 
All Raymer 

Aug  '54 

4 3 1 3 1 5 10 

6' 

E.L 

ISON WKOW-TV 27 200kw CBS Headley-Reed 

Jul    '53 

5 11 .... 11 

3K 

5 2 2 

A.I. 
WMTV 33 204kwt N,A,D 

Boiling 

Jul     "53 

5 8 1 

2* 

7 

8 

4H 

8n 

2 

2 

11 

7 

3§ 
25 

1 

1 

A,E,L 

INETTE \\  \1B\-T\ 11 316kwt N,A V,R&McC 

Sep   '54 

8 7 

E.L WCAN-TV 
25 

234kw CBS Rost-nman 

WTMJ-TV 4 lOOkw 
NBC 

H.R&P                    1 
WTVW 

12 
3i6kv> ABC Petry                       ( 

Sep   '53 

311 

Dec  '47       10 

Oct    '54 
WXIX 19    229kwt 

Boiling 

Sep   '53 
WDSM-TV       6    lOOkw      C,D Free  &  Peters        Feb  '54 
WSAU-TV        7     lOOkw      All Meeker 

Oct    '54 

10 
A,L \.K.l 

2       A, E.L 

WYOMING 

DAILY  HOURS LOCAL  WEEKLY  HOURS                                    NO.  SH  0  WS  D  Al  LY 

i                                   \ W                                                                       \ 

City Call  letters Chnl Vis  P*r Network National  rep On  air  date  Network        Local 
Chil-       Home                        Syn.                          Sports           Feature 

Variety    drtm's       makws        Farm         Film              Nf»s          info                 Alms 

CENNE KFBC-TV 5 I00U 
Ml 

Hollingbery 
Mar  '54        x             x Questionnaires   not   returned 

ALASKA 

DAILY  HOURS LOCAL  WEEKLY  HOURS NO.  SHOWS  DAILY 

City Call  letters 

KFI\ 

K  I  \    \ 

Chnl      Vis  pwr         Network National  rep On  air  date  Network 

Local 

Chil- 

Variety    dren's 

Home 

makers Syn. 

Film Sports 

News         Info 

2      14kw      C,A Weed 

11 
4kw       N,D Uaska   Sis Oct    '53 

Nov  '53 

5U 

1§ 

Feature 
Mm, 

HAWAII 

DA 

ILY HOURS                          LOCAL  WEEKLY HOURS NO.  SHOWS  OAILY 

City Call  letter* Chnl       Vis  p»r Network National  rep On  air  date  Network 

Chll- 

Local        V.irlpr>      linn's 

Home 

makrrs 

Farm 
Sin 
Film Sports            Feature 

Nt»s          mlo                films 

IOLULU KGMB-TV 

KONA-TV 

<)      ldlku CBS Free  &  Peters 

Dec  '52 

X X                             % 

3H 

2§          1    L 

11     125kw NBC NBC  Spot 

Dec   '52 

X x                      5 

3H 

1 2            1     1 

KULA-TV 4       26kw A,D 

Young 

Apr  '54 

X X _    E,L 

ABOLS: \  #  stations  share   time 

/  r  has  kitchen  set 
t  licensed    power   (given)    not   used 
M,A,E,L — morn,  aft,  eve,   late 

5  local   film   newsreel 
*  local    sports   covered 

category  unclaimed 
x  figure    unspecified 

I9>>   BUYERS'  GUIDE 
12S 



CANADA 
DAILY  HOURS LOCAL  WEEKLY   HOURS 

NO    SHOWS  DAIL 

City Call  letters Chnl Vispwr Network National  rep On  air  date Network 
Local 

Chil-        Hone 

Variety    dren's      makers Syn. 
Farm        Film 

News 
Sports 

info 

F-, 

BRANDON,  MAN. (  K\  l\ 5 19U I  B( 

W  eed; 

All-Can 

Jan 

'55 

Questionnaires  not returned 

CALGARY,   ALTA. (  HCT-T\ 2 lOOkw CBC 

\\  eed; 

\      I    m 

Oct 

'5  1 

4 2 5           1           2 7 1 — 

A.F.I 

EDMONTON,  ALTA. i  1  i;\t\ a 27U 
I  Bl Reps Lid. 

ii,  i 

'54 

X X           _. —        — 2 1 L 

HALIFAX,   N.   S. 
i  BHT 3 lOOkw 

l  ,« (  BC 

Dec 
Qui  stionnmres  not 

n  turned 

HAMILTON,   ONT. CHCH-T\ 
11 !2U I  Bi 

i  SR; 

AU-Can 

Jim 

'54 

Questionnaires  not returned 
KINGSTON,    ONT. CKWS-T\ 

11 257k\v 
(  r,< 

Weed All-Can Dec 7>4 3 5 

311 

8 2 1 L 

KITCHENER,  ONT. CKi  <)-T\ 
13 

16U 

I  BC 
Wi    d 

Hard) 

Mai 

71 

4 5 11*        4          3H 

%        10 

25 

2» 

A.EJJ. 

LONDON,   ONT. t  1- Ti  T\ 10 1I7W CBC Weed All-Can Nov 

'53 

5 6 2          4          511 

ya      7 

5§ 

2» 

A,L  I 

MONCTON,    N.    B. CkCW-T\ 2 
5kw 

(  lit 

CSR; 

Stovin 
Dec 

71 

9 3 3*        3          5H 2 

2§ 

1 L 

MONTREAL,    QUE. Ml 
CBC 

Sep 

72 

Questionnaires  not 
returned 

(  KM  1 6 Ukw 
All CBC 

Jan 

'54 

7*'        1          211 
M>          14 

2§ 

1* 

L 

OTTAWA,  ONT. i  HOT 4 9kw Ml CBC 

Jun 

'53 

Questionnaires  not returned 

PETERBOROUGH, 
ONT. I  III  \  'l\ 

12 260kw 

I  BC 

Weed AU-Can 
Mar 

•-,:, 

Questionnaires  not 
returned 

PORT   ARTHUR, 
ONT. 

i  1  PA-T\ 2 6kw 

Ml 

Weed AU-Can 

Oct 

'54 

6 1 —              X 1 — L 

QUEBEC,  QUE. i  1  i  \l-l\ 4 
2kw 

c,c 
Weed 

HanK 

Jul 

'54 

X X 2          4          4fl 13 4 

I" 

A,L 

REGINA,   SASK. CKCK  1  \ 2 20k  « CBC W.T.I 
AU-Can 

Jul 

'54 

\ X 2        %          3H 6 

1§ 

1 L 

RIMOUSKI,  QUE. i  n:i;-T\ 3 
61  U 

1  ,1 
(  SK: 

Stovin !\..\ 
71 X X 4        %          211 

', 

3§ 

!• 

L 

ST.  JOHN,  N.  B i  HSJ-T\ 4 lOOkw CBC 

Weed; 

All-Can Mar 

'54 

X X 4          2        _J 10 

2§ 

L 

SASKATOON,   SASK. i  1  0<    T\ 8 IOOU C.N. A 

CSR; 

Reps  Ltd Dec 

'54 

5 3 12             7H 

2S 

1 L 

SAULT  STE.  MARIE, 
ONT. 

i    IK,  T\ 2 
;>ku 

C,C Weed All-Can Nov 

'54 

Questionnaires  not 
returned 

SUDBURY,    ONT. CkSO  l\ 5 2k  u All 

Weed, 
Mi-Can 

Oct 
73 X X 2*       %           811 12 5 2 

A,L 

SYDNEY,   N.   S. i  K  I:  T\ 

I  l:l  1 
4 

9 

lnoku 

i  IK 

Weed, 
All-Can 

Oct 

'54 

4 3 
1*         x         _I 

10 

2 

L       ! 

TORONTO,   ONT. 26k  u Ml 
i  Hi 

Sep 

'52 

Questionnaires   not 
returned 

VANCOUVER,   B.  C. (  hi   1 2 lOOkw All 
CBC 

|i,, 

'53 

Queslionnairi  s    not 
returned 

WINNIPEG,    MAN. 1  BWT 1 56  W 

1  l:< 

CBC 

Mai 

'54 

Questionnaires   not 

returned 

58  hours  and  30  minutes  per  week 

\-  mI  Januarj    1!!.    L955  CFCM-TN    programmed    ">!!  limns  and   'Ul  minutes 
per  week.     Local  programming  occupied  3]  hours  and  20  minutes;  CBC  network 

27  hours  and  In  minutes.     French  language  was  featund  45  hours 

and   20   minutes.    English   language    (including   1  .S.   live   and   kine)    13   hours   and    L0 

minutes.     Top  live  production  is  a  participating  kill  lien 

show    1")  minutes  dail)    Vlondaj    through  Friday.     Othei    live  productions 
include  a  Fashion  show,  quiz  programs  for  adults  and  children,  news,  variet) 

show,  comedy,  drama,  d.j.  shows,  interview  -In >\\ .  weather,  and    bile  telecasl  of 

hockej  games.    Programming  effectiveness  is  attested  b)   Elliott-Haynes  Research 

which  li-t-  ( !FCM-T\  shows  (including  some  English  language  programs)  with  highesl 

nighl  ratings  of  am  ( Canadian  station. 

CFCM-TV 

National       representatives       arc 
Joseph  A.  Hardy.  Montreal  and 
/   tile,  ami  I    J.  Weed,  N.  Y. 

Channel  4 

Quebec   City,  Quebec      *h  cit)  .,,  Canada 

I9SS   lit  >  ERS'  Gl  ID] 



farm PAGE     128 

Derailed  analysis  of  farm  programing 
for   190  stations  in  this  category. 

feature  film PAGE     132 

Time  periods  in  which  feature  films 
are  scheduled.    Also  name  of  buyer. 

homemaking  PAGE  ,3S 

Analysis  of  special  offerings  of  inter- 
est to  women  by  categories. 

special  appeals  page  ,38 

Stations    with    special    programs    for 

Negro,  foreign  language  audience^. 

BUYERS'    GUI 

TO    STAT  I 

PROGRAM! 

TELEVISION 

CATEGORY 
DIRECTOR! 7 

SpOrXS       PAGE    139 

Regularly  featured  events  on  240  sta 

tions  indicating  network,  live  or  rilm. 

studio  facilities PAGE    143 

Giving  four  types  of  permanent  sets, 
color  data,  remotes,  rear  view  screen. 

film  &  slide  data PAGE     147 

Size  &  type    >t  slides,  type  «»t  projec 

tor,  film  size,  commercial  contact. 

ni;   BUYERS'  GUIDE 127 



I  i  U 

farm  t\ 

symbols 
*  indicates   farm   director  is  member 
National  Assoc.  Radio  &  Tv  Farm 

Directors  (April,  1955) 

t  indicates    station    receives    program 
material   from  the   U.   S.    Dept.  of 

Agriculture 

■  '*■/ 

205  stations  or  56%  °f  the  respondents  to  the 

Buyers'  Guide  questionnaire  reported  regularly 

scheduled  farm  programing.  This  indicates  an 

increase  in  the  percentage  of  stations  offering 

this  specialty,  for  in  1954  only  48%  of  the  re- 

sponding stations  reported  it.  The  U.  S.  Depart- 

ment of  Agriculture  offers  program  material  to 

television  stations  and  78  stations,  38%  of  the 

list,  reported  u-miil:  this  service.  24  stations  have 

farm  directors  who  are  members  of  the  National 

Association  of  Radio  and  Television  Farm  Di- 

rectors. While  most  of  the  farm  telecasts  deal 

with  market  news  and  weather  reports,  a  large 

percentage  make  use  of  extension  services  from 

local  colleges  and  universities. 

ALABAMA 

BIRMINGHAM 

•WBRC-TV.....i    hrs    weekly     III,    weather, 
market  news 

DECATUR 

WMSL-TV....1 ..   In    weekly— market   news 

MOBILE 

WALA-TV....1  i    In    weekl)     extension 

ARIZONA 

PHOENIX 

KOOL-TV....;,  hrs  weekly     news 

KPHO-TV....2   hr-    weekly     markel    news, 
farm  hints,  etc. 

KTVK-TV....%  hr  week])     market  news 

KVAR-TV....'j   hr   weekl)     extension 

TUCSON 

KVOA-TV.... markel   and   weather  news 

ARKANSAS 

FT.    SMITH 

KFSA-TV....',    hr   week!) 

LITTLE    ROCK 

W ARK-TV.... 3  hrs   weekl)     farm  &  markel 
news,    on-the-farm    film-,    in 
I'M  !• 

•  KATV....',   1 1  r  -   weekl)     extension,   markel 
developments,  intei 

CALIFORNIA 

BAKERSFIELD 

KERO-TV....U  hr  weekly 

EUREKA 

KIEM-TV....1 1  hr  weekl)     extension,  service 
FRESNO 

•KJE0....2  hrs  weekly     markel   news,  frosl 
warnings,   demonstrations 

IKMJ-TV....2    hrs    weekl)      news,    weather, 
market-,  feature-,  extension 

LOS   ANGELES 

KABC-TV.. ..'•_.  hi   Sat— counselor 

KHJ-TV....1  hr  weekly — weather  &  farm  re- 
ports  in  new-  programs 

*KNXT.... daily  markets,  counseloi 
KRCA-TV....1    hr   weekly 

SACRAMENTO 

KBET-TV....2  hr-  weekly 

SAN    DIEGO 

KFMB-TV....;!,   hr  weekly— films  distributed 
bj    agricultural  organizations 

SAN    FRANCISCO 

K P I X  — ' -   hr  weekly     agriculture,  exten- 
sion, etc. 

KSAN-TV....1 ,  In  weekl)     markel  news,  ex len-imi:    advice 

SAN    LUIS   OBISPO 

KVEC-TV....'...  hr  weekl)      \.l\  farm  news 

TULARE 

KWS....2  hrs  weekly     market   reports 

COLORADO 

COLORADO  SPRINGS 

KKTV....Vj  hr  weekly — market  news,  crop 

reports,  farm  safety,  extension 

DENVER 

t*KLZ-TV....Vi   hr  daily— reporter 

GRAND   JUNCTION 

KFXJ-TV....1 1    hr  weekly— gen.   information 
PUEBLO 

•  KCSJ-TV....3  hrs  weekly — extension,  coun- 

ty agents,  11.  D.  A.  markel 
news,  ditch  report-,  weather 

forecasts,  farm  new- 

FLORIDA 
JACKSONVILLE 

WMBR-TV....'..  hr  weekly-  markel   news 

PENSACOLA 

WEAR-TV....1  ■_.  hr  weekly— market   news 

GEORGIA 

ATLANTA 

WAGA-TV....:li   In   weekl)     market  news 

plus   farm   film- 
WLW-A....1-  hr  weekl) 

AUGUSTA 

WJBF....1    hi     weekl)     demonstration,    ex- 

tension,   l-II    work 
COLUMBUS 

WDAK-TV....2  In-  weekl)     extension,   farm new-,   markets 
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IDAHO 

BOISE 

KBOI....1  hr  weekly — Idaho  State  Extension, 
University  of  Idaho,  agricul- 

tural films,  local  &  regional 
market   news 

KIDO-TV....V2  hr  weekly — market  new-  and 
interviews 

TWIN    FALLS 

KLIX-TV....y2    hr   weekly 

ILLINOIS 

CHAMPAIGN 

WCIA....2  hrs  weekly — news,  market  re- 
ports, special  features 

CHICAGO 

tWNBQ....2  hrs  weekly — extension,  mar- 
ket, weather  news,  film  fea- 

tures 

DECATUR 

tWTVP....2  hrs  weekly — market,  news,  buy- 
ers guide,  interviews 

HARRISBURG 

WSIL-TV....1  hr  weekly 

QUINCY 

WGEM-TV....2  hrs  weekly  extension,  mar- 
ket, news 

ROCKFORD 

WREX-TV....3  hrs  weekly-  -market  reports, 
farm  service  interviews,  gar- 

dening (live),  Johnott  series 
(So  F) 

ROCK  ISLAND 

tWHBF-TV.,.,2  hrs  weekly— farm  features, 
and  markets 

SPRINGFIELD 

t*WICS... .Market  news  and  special  feature 

INDIANA 

EVANSVILLE 

WEHT....%   hr   weekly — extension,   market 
news 

WFIE-TV....%  hr  weekly     market  news 

FORT   WAYNE 

WKJG-TV....2  hrs  weekly  — all  extension 
services,  farm  youth,  soil 
conservation,  market   news 

INDIANAPOLIS 

TWFBM-TV....2  hrs  weekly — market  report, 
weather,  agricultural  news, 
etc. 

WISH-TV. ...2  hrs  weekly — extension,  home 
demonstration,  consumer  mkt. 

&   educ,   county   agent 

LAFAYETTE 

WFAM-TV....'-j  hr  weekly — market  news  & 
Purdue  ext.  info. 

IOWA 
AMES 

*WOI-TV....4  hrs  weekly — extension,  mar- 
kets,  farm  news 

CEDAR    RAPIDS 

KCRG-V/....1A   hr  weekly — market  news 
tWMT-TV....2    hrs    weekly — weather,    mar- 

kets,   farm    news,    interviews, 
demonstrations 

DAVENPORT 

t*WOC-TV....%  hr  daily— markets,  news, 
extension 

DE  MOINES 

t*WHO-TV....3  hrs  weekly  -  -  markets, 
weather,  homemaking,  exten- 
sion,  farm  news 

FORT   DODGE 

KQTV....1^   hr  weekly — extension,   market 

reports 
MASON    CITY 

KGLO-TV....2   hrs   weekly— AP,    UP,    serv- 1 

ices,    markets,    trends,    weath- 
er,  farm    feature-,    occasional 

guests SIOUX  CITY 
KTIV....3  hrs   weekly 

tKVTV....4     hrs     weekly        exten-ion,     news. 
market      reports,      interviews, 

how-to-do-it 

KANSAS 

PITTSBURG 

KOAM-TV....2  hrs  weekly— markets,  farm 
news,  extension  service 

TOPEKA 

♦WIBW-TV....2  hrs  weekly— markets,  farm 
news 

WICHITA 

tKTVH   2  hrs  weekly — extension 

KENTUCKY 

HENDERSON 

WEHT   V2  hr  weekly     extension  service 

LEXINGTON 

WLEX-TV....%   hr  weekly — farm   &   market 

reports 
LOUISVILLE 

WAVE-TV.. ..1   hr  weekly-    from  operated 
farm 

LOUISIANA 

BATON    ROUGE 

WBRZ....2  hrs  weekly;   news 

MONROE 

KNOE-TV....2   hrs   weekly — market    news, 
extension,   demonstration 

NEW  ORLEANS 

WDSU-TV....5  min.  daily — live  early  morn- 
ing by  representathe  Pept.  of 

Agriculture 
SHREVEPORT 

KSLA — 15    min.    weekly — La.    extension 
service 

MAINE 
BANGOR 

tWABI-TV     1    hr    weekly — extension,    mar- 
ket 

W-TWO.... planned 

PORTLAND 

tWCSH-TV....%  hr  weekly — Maine  exten- 
sion service,  Maine  Dept.  Agri- 

ture,  Maine  experiment  sta- 
tion, market  news,  features 

MARYLAND 

BALTIMORE 

t*WBAL-TV     %   hr   Sun   roundup 

SALISBURY 

WBOC-TV....1    hr   weekly— local    market 
news 

MASSACHUSETTS 
BOSTON 

*WBZ-TV....2  hrs  weekly  market  rc|p..i!-. 
extension  service  program 

WORCESTER 

WWOR-TV....1  ■>  hr  weekly — exten-imi   -ci\ 
ice,  market  news,  etc. 

*»*S 

WREX-TV ROCKFORD*  ILLINOIS 

channel  1 

represented  by 

H-R  TELEVISION.  INC. 
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MICHIGAN 
ANN  ARBOR 

WPAG-TV....'j   hr   weekly-    extension  serv- 
markel  news,  reports,  in- 

terviews, etc. 

BAY  CITY 

WNEM-TV...."...    hi    weekly 

DETROIT 

t»WWJ-TV....2  hr-  weekl)  farm,  market 
news,  extension,  demonstra- 

tion, weather  reports,  special 
events 

GRAND    RAPIDS 

WOOD-TV. ...3  hr-  weekl> 

KALAMAZOO 

WKZO-TV....1  •_>  hr  weekly  extension,  veteri- 
nary care,  animal  husbandry, 4-H 

TRAVERSE    CITY 

WPBN-TV....1  ^  hr  weekl)  farm  program, 
extension   sen 

MINNESOTA 

AUSTIN 

"^KMMT....'^   hr   weekly — market    new-. 
trends,  interviews 

MISSISSIPPI 

JACKSON 

*WLBT....3  hrs  weekly  market  news,  ex- 
tension, interviews,  farm  news, 

weather 

WSLI-TV....1',    hr  weekly— extension 
MERIDIAN 

WTOK-TV....1  hr  weekl)     extension 

MISSOURI 

COLUMBIA 

KOMU-TV....1    hr  weekly     extension,  news, 
markets,    do-it-yourself 

HANNIBAL 

KHQA-TV.... Special  program 

JEFFERSON  CITY 

KRCG-TV....2  hr-   weekly 

KANSAS  CITY 

'KCMO-TV....2  hrs  weekl)     markets,  news 
WDAF- TV. ...'■_.    hr    weekl)      markets,    news 

SPRINGFIELD 

KTTS-TV....1  ■.  hr  weekly  county  extension 

agenl 

MONTANA 

BUTTE 

KXLF-TV....2   hr-   weekly 

GREAT    FALLS 

KFBB-TV....20  min.   weekl)      15  min.  exten- 

sion program,  .">  min.  market 
report 

MISSOULA 

KGVO-TV....1  ...    hr.    weekly      market    news 

NEBRASKA 

KEARNEY 

KHOL-TV....  |)     markets,   I   I    \ 
your  count)  agenl 

LINCOLN 

•KOLN.TV....',    hi    weekly 

OMAHA 

KMTV....1^  hr  daily — markets,   news 

t*WOW-TV....2  hrs  weekly— U.  of  Nebras- 
ka. Iowa  State  College,  USDA, 

Omaha   grain   exchange 

NEW  HAMPSHIRE 

MANCHESTER 

WMUR-TV....1  j  hr  weekly     extension,  mar- 

ket  new- 

NEW  MEXICO 

ROSWELL 

KSWS-TV.. ..'■_>  hr  weekly  farm  extension 
sen  ices  of  New  Mexii  ".  V&M, 
and  Chaves  Counts  agii'iil 
tural  agent,  etc. 

NEW  YORK 

NEW  YORK  CITY 

7WRCA-TV....2    hrs    weekl)     agricultural, 
plus   weather 

ROCHESTER 

WHAM-TV....  1   hi   weekl)      weather,  etc. 

SCHENECTADY 

WRGB... .daily  farm  service 

SYRACUSE 

WHEN-TV....2  hrs  weekly — extension,  home 
bureau 

UTICA 

WKTV....::i  hr  weekl)  extension,  market, 
produce,     animal     husbandry, 

WATERTOWN 

WCNY-TV....fann  new-.  local  Ag.  &  l-II 

agents 

NORTH  CAROLINA 

ASHEVILLE 

WLOS-TV....1  _•  hr  weekl)     country  store 

program CHARLOTTE 

1 WBTV....'j   In-  weekl)     market    report-. 
general   news,  weather 

DURHAM 

+WTVD....2  hr-  weekl)  extension,  train- 
ing, market,  regional   news 

GREENSBORO 

iWFMY-TV....',    hr  daily 

GREENVILLE 

WNCT....3  Ins  weekl;     extension,  general 
new-,   (occasional  films) 

WINSTON-SALEM 

WSJS-TV....2  hrs  weekl)     complete  area 
COV(  lage 

NORTH  DAKOTA 
FARGO 

♦WDAY-TV....1  hr  weekl)     markets 

MINOT 

KCJB-TV....3  hrs  weekl)     NDAl     in  I 
local     1-11.    local    &    regional 
markets 

VALLEY   CITY 

KXJB-TV....7  hrs  weekl)     extension,  market, 

interview,  '-  dail)  from  North 
Dakota    Agricultural  Coll 

OH/O 

ASHTABULA 

WICA-TV....2   hrs   weekly — extension,  news 

CINCINNATI 

WCPO-TV....1-  hi  weekly — general  puhlic 

sen  i<  e 

COLUMBUS 

'WBNS-TV....1  j  hr  weekly — extension,  mar- 
ket  news,  public  service 

STEUBENVILLE 

WSTV-TV....1 1    hr    weekly — agriculture    ex- 
tension,    I  -11.  homemaking 

TOLEDO 

tWSPD-TV.....;  hrs  weekly 

ZANESVILLE 

WHIZ-TV.... V4  hr  weekly — interviews,  dis- 
cussions 

OKLAHOMA 

ENID 

t*KGEO-TV....3  hi-  weekl)  -markets,  gov- 
ernment &  state  agendo*  used 

OKLAHOMA  CITY 

tKWTV....3  hrs  weekly — extension,  soil'  con- servation, vocational  agricul- 

ture, markets,  new-,  inter- 

views 

t*WKY-TV....2  hrs  weekFj  extension,  gen- 

eral    farm   news 

TULSA 

tKOTV....%  In   weekl)      V.V.\. 
tKVOO-TV....4  hrs  weekly — extension,  mar- 

ket  news,  all  sources 

OREGON 
MEDFORD 

KBES-TV....1  In   weekl)     extension 

PORTLAND 

tKOIN-TV....' -j   In    weekl)     special   events, 
extension       services,       market 

mcu-.  weather  Oregon  &  \\  a-h- 

ington KPTV....'i   hr  weekl)     extension,  service 

PENNSYLVANIA 

ALTOONA 

WFBG-TV....1,    hr  weekl)     extension 

HARRISBURG 

WCMB-TV....1  hr  weekl)  local  farm  news, 

inten  iews,  11'  \.  Ill  \.  m<u- ket   reports,  etc. 

JOHNSTOWN 

WARD-TV.. ..2   hrs    weekl)      national    film 

sources 

PHILADELPHIA 

WPTZ....1  hr  weekl)  farm  market,  news 
1 1  poi  ts 

READING 

WEEU-TV....1 1  hr  weekl)  extension,  mar- 
ket news 

SCRANTON 

WGBI-TV....S  min  dail)     weather 

WILKES-BARRE 

WILK-TV....planned 
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RHODE   ISLAND 

PROVIDENCE 

WJAR-TV....1   lir  weekly     market   news 
WNET....%  hr  weekly 

SOUTH  CAROLINA 

ANDERSON 

WAIM-TV. ...'•_>   In    weekly     extension 

CHARLESTON 

WCSC-TV....1..  In  weekly  local  farm  top- 
ics,  and    news 

COLUMBIA 

WIS-TV....1-..   In    weekl)      all  categories 

FLORENCE 

tWBTW....1.!  hr  weekly- -extension,  market 
news,  weather,  etc. 

SOUTH  DAKOTA 

SIOUX   FALLS 

KELO-TV....3  hrs  weekly — markets,  on  the 
farm  programs 

TENNESSEE 

JACKSON 

WDXI-TV....2  hrs  weekly — market  news,  ex- 
tension, local  farm  informa- 

tion 

JOHNSON  CITY 

WJHL-TV....%  hr  weekly—  county  agents 

KNOXVILLE 

WTSK-TV....2   hrs   weekl)      market   news, 
tips 

MEMPHIS 

WHBQ-TV....'j    In    weekl]      market   news 

t*WMCT....2     hrs     weeklv  -markets.     live- 
Mock 

NASHVILLE 

'  WSM-TV....1/^  hr  weekly — extension,  news, 
market  and  farm  homemaking 

TEXAS 

ABILENE 

KRBC-TV....'-j    hr    weekly — extension,    mar- 
kets, news,  etc. 

AMARILLO 

KFDA-TV....1  hr  weekly — market  &  weathei 

repel  t  - KGNC-TV....1..  hr  weekly — various 

AUSTIN 

KTBC-TV....1 1    In    weekly     extension 

CORPUS   CHRISTI 

KVDO-TV....%   hr  weekly — market   news, etc. 

El    PASO 
XEJ-TV....-,  hr  weekl] 

FORT  WORTH 

t*WBAP-TV....1/4  hr  weekly — news,  markets, 
remote  features 

HARLINGEN 

KGBT-TV....1*!  hr  weekly — extension,  market news 

HOUSTON 
KTRK-TV....3  hrs  weekly 

LUBBOCK 

KDUB-TV....2  hrs  weekly — advance  weather 
news,  county  agent 

SAN  ANTONIO 

KENS-TV. ...1  hr  weekly — general  farm  news 

TEMPLE 
tKCEN-TV....M>  hr  weekly — market  news 

TEXARKANA 

t*KCMC-TV....20  min.  daily  show — cover- 
ing all  phases 

WACO 

KWTX-TV....4  hrs  weekly 

WICHITA    FALLS 

KWFT-TV....1/^  hr  weekly — markets,  coun- 
selor 

UTAH 

SALT    LAKE   CITY 

tKSL-TV....2  hrs  weekly — extension  service, 
news,  weather,  market  news, 
etc. 

KUTV....Mi  hr  weekly — market  and  news 

VERMONT 

BURLINGTON 

WMVT....'i  hr  weekly  —extension,  general 
farm  news 

VIRGINIA 

LYNCHBURG 

tWLVA-TV....2    hr-    weekl]     extension, V.P.I. 

NORFOLK 

WTAR-TV.... Extension,  weathei     i>     jradu- 
ate   meteorologist) 

RICHMOND 

tWTVR....3  hr-   weekl]      extension,   farm 

news,  rural  weather  forecast 

WASHINGTON 
PASCO 

KEPR-TV....1    hr    weekly-    extension,    how- 
to-do-it 

SEATTLE 

t*KOMO-TV....l   hr  weekl]     all   types 

SPOKANE 
tKHQ-TV....'-j  hi   weekl] 

TACOMA 
KTNT-TV....1  hr  weekl] 

YAKIMA 

Kl MA-TV. ...1    hr  weekly     extension,  how- 
to-do-it 

WEST  VIRCINIA 

CHARLESTON 

WCHS-TV....V2  hr  weekly — extension,  mar- 

ket news,  crop  reports,  serv- 
ice, etc. 

WKNA-TV....V2  hr  weekly — extension,  mar- 
ket,  news 

HUNTINGTON 

*WSAZ-TV....2    hrs   weekly — stock    reports, 
11  &  vegetable  reports,  gen- 
eral farm  news,  weather 

OAK    HILL 
WOAY-TV....'-j    hr    weekly — county    agent, 

III.  extension 

(Continued  on  page  152) 

What  the  heck's  Joe  Floyd 
doing  with  Florence? 

(South  Dakota) 

He's  putting  a  whole  new  market  on  the  tv  map 

.  .  .  78,000  single-station  homes,  massed  in  the 

great  Aberdeen-Watertown-Huron  triangle  .  .  . 

reached  only  by  the  new,  Joe  Floyd-operated 

KDLO-TV,  (CHANNEL  3),  a  proud,  powerful 

interconnected  companion  of  KELO-TV,  Sioux 
Falls. 

JOE  FLOYD,  president 

NBC  (TV)  PRIMARY  .  ABC  •  CBS  •   DUMONT 

78% 

Coverage  of  South  Dakota —  Plus  Minnesota  and  Iowa 
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feature  films 
361  stations  (95%  of  total  respondents)  re- 

ported daily  feature  film  programing.  That's 
about  the  same  ratio  as  last  year.  However, 

more  stations  offer  late  evening  film  shows  in 

1955 — 88%  of  respondents  as  against  78',  in 
1954.  Afternoon  films  were  reported  by  60% 

of  the  stations,  early  evening  by  33cr  and 

morning  shows  by  16',. 
City  &.  state Call  letters AM    Aft Evi Late 

Contact 
City  &  state Call  letters      AM Alt 

Ev, 

Late 
Contact 

ALABAMA CONNECTICUT 
B1RMINGH  \M WABT \        \ \ 

Ray  A.  Furr BRIDGEPORT 
WICC-TV 

X 

Wallie  Dunlap 

WBRC-TV \ X Keith    Williams HARTFORD WGTH-TV X Dan   German 
Dl  <   111  R WMSL-TV 

\ X 

Bill  Guy 
NEW  BRITAIN WKNB-TV      x X X X Philip  B.  Hale i/o/;//  / WALA-TV X A.  C.  Hoi  man NEW  HAVEN  _ 

WNHC-TV 
X 

Bill  Mulvey 

MONTGOMERY WCOV-TV X Robert  House 

DISTRICT  OF  C 
ARIZONA WASHINGTON 

WRC-TV 
X X X 

George  Dorsey 

PHOENIX KOOL-TV \ X Charles  H.  Gar! ami WTOP-TV X X Lenore   Salzman 

KPHO-TV X C.  A.  Larson 

WTTG 
X X X Vic  Guidice 

KTVK 
KVAR X 

X X 

X 
Dwight   Harkins 

FLORIDA 
li  (  S01\ 

KOPO-TV 
\ X R.  A.  Williams FT.  LAVURDALL 

WGBS-TV 
X X John    L.   Crosby 

KVOA-TV X X John  C.  Underwood WITV X Arthur   L.    Grav 
YUMA KIVA X Arthur   Fszol 

JACKSONVILLE WMBR-TV 
x x Harry    Kalkines II  .   1  .   Sickles ORLANDO 

WDBO-TV 
WEAR-TV 

X 

X 

X ARKANSAS PENSACOLA Jerry  Williams 

ST.   PETSBVRG WSUN-TV      x 
X X Bob  Gilbert 

FORT  SMITH KFSA-TV X X Pat  Porta W.  PALM  BEACH  \ X 

LITTLE  ROCK KARK-TV 
KATV 

X X 

X 
Dale   Hart 
James    Cowsert 

GEORGIA 
WIRK-TV 

X Shirlee  Barish 

CALIFORNIA ALBANY WALB-TV 
X X X 

KBAK-TV 
X \ X A.    //.    Constant 

ATLANTA WAGA-TV      x 
WLW-A           x 

X 

X X X 

Don  Naylor 
BAKERSFIELD Alvin    Sussman 

KERO-TV \ X John  Bollinger 

WQXI-TV 

X X 

Pat   Kelly 

CHICO KHSL-TV 
KIEM-TV \ 

X 

X 

M.  F.   Woodling 
U ".  R.  Smullin 

II  CASTA 
WJBF 

WRDW-TV 

X 

X 

X 

X 

Tom  Hennesy 

EUREK  1 Bill  Mackenzie 
/  RESNO KJEO 

KMJ-TV 

X       X 

31 

\ \ Joe  Drilling 
William  Curtis 

COLUMBUS 
WDAK-TV 
WRBL-TV 

X 

X X 

X 

X 

Hollywood  Tv 

Ridley  Bell LOS  ANGl  LES KABC-TV X X lie   England 
KCOP X \ \ Al  Flannagan IDAHO 

KHJ-TV X X X James  D.  Higson BOISE KBOI X X Earl  Glade KNXT X       X \ Bob  Hurlbut 
Kl  DO-TV 

X X 

Jack   Link KRCA-TV X X George  Burke IDAHO  FALLS  . 
KID-TV 

X X 
Jack  Link KTLA X Leland  G.  Mailer TWIN  FALLS 

KLIX-TV 
X X Frank  C.  Mclntyre 

KTTV X X Richard  Woollen 
SACRAMENTO K  BET-TV X X Roger   Van   Duzer ILLINOIS 

S  11 1\  iS 
S  f\   DIEGO 

KCCC-TV 
KSBW-TV 

KFMB-TV 
KFSD-TV 
XETV 

KGO-TV KPIX 

K  RON-TV 
KSAN-TV 

X 

X       X 

\ 

\       X 

X        X 

\ 

\ 

X 

X 

\ 
X 

X 

\ 
X 

X 

X 

Kenneth   Michael 

Peg  Miner 
BUI  Fox 

Jack  Tolen 
Julian  M.  Kauffman 
Bob    Mitchell 
Wm.  C.  Dempsey 

N.  Loin  an 
N.  J.   Patterson 

BELLEVILLE 
CHAMPAIGN 

CHICAGO 

DANVILLE 
DECATUR 
II  IRRISBl  RG  _ 

WTVI 

WCIA               x 

WBBM-TV WBKB              x 

WGN-TV 

WNBQ 

WDAN-TV WTVP 

WSIL-TV 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

Jerrell    Henry 

S  M  FRANt  ISl  0 

SAl\   II  IS 
OBISPO 

SAN' A  IIARBARA 
STOCKTOh 

Van  G.  Cominos 

Ralph    Andrews Elizabeth    Bain 

Isabelle  Conner 
Bill  Dmn Paul  K.  Taff 

0.   L.   Turner 

KVEC-TV 

KEY-T 
KOVR 
KTVU 

KVVG 

\ 
\ 
X \ 

\ 
X 

X 

Si   Darrah 
Russell  Eurse 

Jay  Watson 
Dave  Hume 
Sheldon    Anderson 

PEORIA   
WEEK-TV 
WTVH-TV 

WGEM 
WREX-TV        x 

X 

X 

X 

X 

X 

X 

R.  E.  Johnson 

01  IN(  V 
ROCKFORD 

Robert   Holben 

Ted  Austin 
Donna  Maizee 

li  l  tRl 
X \ 

\ \ 
ROCK   ISLAND  . 

WTVO 

WHBF-TV 
X 

X <  nil   P.   Stemler 

Forest  W.  Cooke 

COLORADO SPRINGFIELD  .. 
WICS 

X X 
Jack  Hoskins 

(  m  n    SPRINGS KKTV \ \ 

v-avy 

INDIANA 
KRDO-TV X Ihn  is    11, all 1  1  Kfl  1RT 

WSJV-TV X X 

E.    J.    Lasher DENl  ER KBTV \ \ If  .    L.     \Iitn„\ II    tNS)  HIE 
WEHT 

X X X Cecil    Sansbury 

KFEL-TV X 
Tom  Breen 

WFIE-TV X X 
Ted  Nelson GRAND  Jl  V KFXJ-TV \ II  .  Inc.,  Sew  York 

FT.  WAYNE  . 
WIN-T 

X X Robert  C.  Currie  Jr. 
PI  1  III.O KCSJ-TV \ \ X Don/.'la'.   I).     Kahle WKJG-TV X X Carlo  Mahlock 

W!    BUYERS'   Ol'IDE 



I  I  I.I  \  IMdN 

City  &  rt»t» Call  letters AM   Aft Eve Late Contact 

INDIANAPOLIS 

LAFAYETTE 
SOUTH  BEND 

IOWA 
4  UES 

WFBM-TV 
WISH-TV 
WFAM-TV 
WSBT-TV 

WOI-TV 
KCRG-TV 
WMT-TV 
WOC-TV 
KGTV 
WHO-TV 

KQTV 
KGLO-TV 
KTIV 
KVTV 
KWWL-TV 

KCKT-TV 
KOAM-TV 
WIBW-TV 
KAKE-TV 
KEDD 
KTVH 

WEHT 

WLEX-TV 
WAVE-TV 

KALB-TV 
WBRZ 

KPLC-TV 
KTAG-TV 
KNOE-TV 

X 

X       X 

X       X 

X 

X 

X 

X 

X       X 

X 

X 

X 

X 

X 

X 

X       X 

X 

X 

X       X 

X 

X       X 

X 

X 

X 

X 

X 

X  X 

X  X 

X       X 

X 

X       X 

X 

X 

X 

X 

X 

X       X 

X       X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

Hugh  L.  Kibbey 
R.  B.  McConnell 
James  R.  Potter 
Walter   Sweitzer 

Bob  Mulhall 
Ralph  P.   Willey 
Douglas  Grant 
Kenneth  Wagner 
Harold  Fulton 
Jack  Kerrigan 
1  ernon    Gielow 

Bill  Lucas 
Don  Sullivan 
Don  Inman 

Ben  Butler 
R.  E.   Wade 
Art  Holbrooke 

Jack  Chester 
E.  W.  Dalter 

Cecil    Sansbury 

George  Patterson 

Tom   Palmer 
National  Tv  Corp. 
Don   Johnson 
Warren  Berwick 

Harry  Arthur 
Ivy  de  Louche 
George  A.  Mayoral 
Bernie   R.   Fleet 

Richard  B.  Bronson 
Variety  Film  Corp. 
Frank  Hoy 

Bill  Kerkos 
Samuel  G.   Hender- 

son Jr. 

Herbert  B.  Cahan 

Sydney  Barbel 
David  D.  B.  Stickle 
J.    W.  Downing  Jr. 

R.  G.  Duffield 
James  Pike 
Theo.  B.  Pittman 
M.   R.   Bolender 
Milton  Slater 
Harold   Eckman 

R.    W.   Kirk patrick 
Harry  E.   Travis 
Art  MacColl 
Bob  Buchanon 
Frank  Picard  II 

John  Pival 
Clark  Grant 
Charles  T.  Lynch 
Phil  Sherck 
Frances    Wilson 

Westley   Lambert 
John   Anderson 

Tom    Steensland 
Earl   Henton 
R.  C.  Fransen 
Oscar   Backlund 
Gene    Wecker 
Don   Perry 

CEDAR  RAPIDS 

DAVENPORT     _ 
DES  MOINES 

FORT  DODGE 
MASON  CITY 
SIOUX  CITY 

WATERLOO 

KANSAS 
GREAT  BEND 
PIT  TSUI  RG 

TOI'FKA      
\\  ICHITA 

KENTUCKY 
HENDERSON  ..... 
LEXINGTON    . 
1.0 1  ISVILLE   . 

LOUISIANA 
ALEXANDRIA 
BATON  ROI  GE 
LAKE    CHARLES 

VOX ROE 
NEW  ORLEANS 

SHREVEPORT  _ 

MAINE 
BIXGOR  . 

WDSU-TV 
WJMR-TV 
KSLA 

WABI-TV 
W-TWO 

WLAM-TV 
WCSH-TV 
WGAN-TV 

WAAM 
WBAL-TV 
WMAR-TV 
WBOC-TV 

LTTS 

WBZ-TV 
WNAC-TV 
WTAO-TV 
WMGT 
WWLP 

WWOR-TV 

WPAG-TV 
WNEM-TV 
CKLW-TV 
WJBK-TV 
WW  J -TV 
WXYZ-TV 
WOOD-TV 
WKZO-TV 
WJIM-TV 
WTOM-TV 
WKNX-TV 
WPBN-TV 

KMMT 

KDAL-TV 

LEWISTON 
PORTLAND 

MARYLAND 
BALTIMORE 

SALISBURY  ...... 

MASSACHUSi 
BOSTON 

CAMBRIDGE  _ 
PITTSFIELD 
SPRINGFIELD 
WORCESTER 

MICHIGAN 
ANN  ARBOR  _ 
RAY  CITY 
DETROIT 

GRAND    RAPIDS 
KALAMAZOO    . 
LANSING 

SAGINAW 
TRAVERSE  CITY 

MINNESOTA 
AUSTIN 
DULUTH 
MINNEAPOLIS- 

ST.  PAUL 
KEYD-TV 
WMIN-TV 
WTCN-TV 
KROC-TV ROCHESTER 

City   &   state  Call  letters       AM   Att   Eve  Late 

MISSISSIPPI 
JACKSOA  WJTV  x 

WLBT  x  x 
WSLI-TV         \     x  x 

MERIDIAN  WTOK-TV  x 

MISSOURI 
COLUMBIA              KOMU-TV  x     x     x 

HANNIBAL              KHQA-TV  x     x 
JEFFERSON  CITY  KRCG-TV  x          x 
JOPl.l\                     KSWM-TV  x 
KANSAS  CITY       KCMO-TV  x     x     x 

KMBC-TV  x           x 
WDAF-TV  x           x 

SPRINGFIELD       KTTS-TV  x              x 

MONTANA 
111  TTE  KXLF-TV  x          x 
GRl   IT  FALLS  KFBB-TV  x 
MISSOULA   .  KGVO-TV  x          x 

NEBRASKA 
HOLDREGE  KHOL-TV  x     x 
l.l\(OL\  KOLN-TV  x  x 
OM  IHA  _  KMTV  x 

WOW-TV  x  x 

NEVADA 
LAS  VEGAS  KLAS-TV  x  x 
Kl\<>  KZTV  x 

NEW  HAMPSHIRE 
MANCHESTER       WMUR-TV  x         x 

NEW  IERSEY 
M  II    tRK  WATV  x  x 

NEW  MEXICO 
ALBUQUERQUE     KGGM-TV  x 

KOAT-TV  x     x     x 
KOB-TV  xxx 

ROSWELL  ..  KSWS-TV  x  x 

NEW  YORK 
ALBANY                  WROW-TV  x  x 

WTRI  x  x 

BINGHAMTON      WNBF-TV  n 
HI  FFALO              .  WGR-TV  x     x  x 

KINGSTON  WKNY-TV  x 

NEW    YORK          WABC-TV  x  x 
WABD  xxx 

WCBS-TV  x     x  x  x 
WOR-TV  x  x  x 
WPIX  x 
WRCA-TV  xx  x 

PLATTSBURG        WIRI  x  x 

ROCHESTER   .       WHAM-TV  x  x  x 
WHEC-TV  x  x 

W  VET-TV  x  x 

SYRACUSE             WHEN-TV  x          x 
WSYR-TV  xx           x 

UTICA    .....               WKTV  x 
WATERTOWN       WCNY-TV  x    x 

NORTH  CAROLINA 
ASHEVILLE            WLOS-TV  x 
CHARLOTTE  .       WBTV  x          x 
HI  Rll  1 1/                  WTVD  x           x 

CREENSBORO       WFMY-TV  x 
GREENVILLE   .  _WNCT  x 
WILMINGTON       WMFD-TV  x 
II  I  XST'N-SALEM  V/SJS-TV  x     x     i 

NORTH  DAKOTA 
F  IRGO                     WDAY-TV  x     x  x     x 
WINOT                    KCJB-TV  x  x 
/    till)    Cm         KXJB-TV  x  x 

OH/O 
AKRON  WAKR-TV  x  x 
ASHTABULA  .       WICA-TV  x 
CINCINNATI  WCPO-TV       i     x 

WKRC-TV  x 
WLW-T  x     x     x 

Dale  Baum 
Maurice  Thompson 

Fit;  Hooton 

George  Shannon 

John   Con  well 

Charles   Lotz  Jr. 
iiistin    A.   Harrison 
T.   R.   Thorn | 

Ken   Greenwood John   Kriyas 
Jack  Lloyd 

Jim  Manning 

I,  Roj  Stahl A.  J.  Mosby 

K.    Cooper 

Paul   Jensen 

Bill   WcBride 

James  A.  Lilly 

W.  A.  Gildersleeve 

Robert  1/.  Paskow 

George    B.    Morgan 

Ted  L.  Snider 
Dorothy  Smith,  Roll 

S     Vet/sen 

Jack   F.   Shaier 

Paul    Jacobson 
Ed    Scala 
I  'an   Buren   Devries In-  Rose 

George    Rire Henry    Humphrey 
William  Lm  ej 
1/(7  Fenster 

Carol  Levine 

Rirharil  I..  Herman 
Hal  II  ilson 
Charles  Siverson 

J.   /'.   Reidenbach 
Paul  C.  Louther, 

Arthur  V.  Cook 
Gordon   Alderman 
Wm.    V.  Rothrum 
Frank  Gruenwald 
David    Graves 

Charles  B.  Britt 
Charles    Seward 

Dale    Baum 

Jack  Wiggins 
Bill   Carroll 
John  MacNeil 

John    Comas 

Km    Kenned) 

Herman   Burkhart 

Judy   l.awton 

Bloyt  t    M.    Wright 
Sid  Bar  get 

Emil   Bergdolt 

Art    Xevins 

195?  BUYERS'  GUIDE 
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City  4  <txte 

Call  letteri       AM  Aft  E»e  Late 

r    ..„., 

LIMA 
STEl  BENl  ILLE 

-.  own 

HE 

OKLAHOMA 
EMD 

OGEE 
OKI  A.  CITY 

"VEWS 

WXEL 

WBNS-TV 
WLW-C 

WTVN-TV 

WHIO-TV 
WLW-D 

WLOK-TV 
WSTV-TV 

WSPD-TV 
WfMJ-TV 
WKBN-TV 
WHIZ-TV 

KGEO-TV 
KTVX 
KMPT KTVQ 

KWTV 
WKY-TV 

KOTV 
KVOO-TV 

OREGON 

■  V£ 

MEDFORD PORT 7  A  XD 

PENNSYLVAN 
ALLESTOU 
ALTOO\A 
BETHLEHEM 

0\ ERIK 

HARRISRl  RG 

]OH\>TO«  V 

/'////.  tDELPHIA 

PITT  SB  I  RGfl 

"U, 

U riLKES  HiRRE 
)  <>RK 

KVAL-TV 

KBES-TV 
KOIN-TV 
KPTV 

IA 

WFMZ-TV 
WFBG-TV 

WLEV-TV 
WGLV WICU 

WSEE-TV 
WCMB-TV 
W  HP-TV 
WTPA 

WARD-TV 
WJAC-TV 
WCAU-TV 
WFIL-TV 

WPTZ 

KDKA-TV 
WEEU-TV 

WHUM-TV 
WARM-TV 
WGBI-TV WTVU 

WILK-TV 
WNOW-TV 

WSBA-TV 

RHODE  ISLAND 

PRO\  I  HI  '  WJAR-TV WNET 

SOUTH   CAROLINA 
AXDl 
CHARLESTON 
COH  MRU 

I, HI  I  Willi' SOUTH  DAKOTA 

WAIM-TV 
WCSC-TV 
WCOS-TV 
WIS-TV 

WBTW 
WGVL-TV 

SlOt  X  I  til  s 

TENNESSEE 
CHATTA\t 

join  so.\  f  IT) 

HIS 

TEXAS 
Aim  i 

u i.o 

n  ̂ 7/^ 

KELO-TV 

WDEF-TV 

WDXI-TV 
WJHL-TV 
WATE-TV 

WTSK-TV 
WHBQ-TV 

WLAC-TV 
WSIX-TV 
WSM-TV 

KRBC-TV 
KFDA-TV 

KGNC-TV 
KTBC-TV 

\ 

x     x 
X       X 

x 
X       X 

x 
X 

X 

X 

X 

X 

X 

X       X 

X 

\        X 

Ben    Wickham 

Jerome  R. 
Bill   Clark 

Richard    McKinney 

Gar 

•  h  Troesch 

Elaine  Phillips 
Alan  Southmayd 

J.  L.  Bowden 
Ed  Fisher 

George  Streets 

-timer 

Payne 

L.    W. 
Dave  Hunt 
Robert   Olson 

Dick   Campbell 
Wayne   Taylor 

S.   W.  M<<.ready 

E.    A.    Faber 
Tad  Williams 

'•  orman 

Edward  F.  Gracken 

H.  B.   Shook 
Thos.  R.  A  unan.  Jr. 
John    R.    Porter  field 

John    Cook 

Ed  K.  Smith 
Dirk   Redmund 

Robert  R.  Nelson 
Frank   Cummins 
Norman  Lebrom 

Ralph  Goldstein. 

George  Koehler 
Edward    Murray 

Richard  Drevjuss 

Thomas   E.  Martin 
Robert  I.  Bostian 

^alsburg 

Mort    Rosenthal 

Franr Richard  E.  Burg 
Tom    Miller 

William    I 

■  in    Barath 
7   I).  Long 

Adrian  R.    Munzell 

- 

x       / 
Walt  i 
John   R 

x      I: 

X        / 

x      /■• 
■ 

CORF'S  CHRISTI 
I)  All 

EL  PASO 

FORT  WORTH  ^ 
GALl  ESTON      _ 
HARLIXGEX 

HOUSTOX 
LONGVJEW 
LIBBOCK 

SAN  AM, FLO 
SAN  A  XT  OX  10  . 

TEMPLE 
TEXARKANA    _ 

«■  AGO 

WICHITA  FALLS 

UTAH 
SALT  L'KE  CITY 

KVDO-TV 

KRLD-TV 
WFAA-TV 
KROD-TV 

KTSM-TV 
XEJ-TV 
WBAP-TV 

KGUL-TV 
KGBT-TV 

KTRK-TV 
KTVE 

KDUB-TV 

KTXL-TV 
KENS-TV WOAI-TV 

KCEN-TV 
KCMC-TV 
KANG-TV 
KFDX-TV 
KWFT-TV 

KSL-TV KTVT 

KUTV 
VERMONT 
BURLINGTON 

VIRGINIA 

LYXCHBl'RG  _ XEWPORT  SEWS 

NORFOLK 

WMVT 

WLVA-TV 

WACH-TV 
WTAR-TV 

WVEC-TV 
WASHINGTON 

BELLIXGHAM        KVOS-TV 
SEATTLE  KING-TV 

KOMO-TV 
spokam:  khq-tv 

KREM-TV 

KXLY-TV TACOMA  ktnt-tv 

KTVW YAKIMA  KIMA-TV 
WEST  VIRGINIA 

CHARLESTON  WCHS-TV 
WKNA-TV 

WSAZ-TV 
WOAY-TV 
WTAP 

WTRF-TV 

HUNTINGTON 
OAK  HILL 

PARKERSBl  RG 
WHEEL!  \G 

WISCONSIN 
I  U    Cl  AIRE 
GREEX  BAY 

LA  CROSSE MADISON 

MARIXETTE "U  IT  M  KEE 

WEAU-TV 
WBAY-TV WKBT 

WKOW-TV WMTV 

WMBV-TV 

WCAN-TV WTMJ-TV 
WTVW WX I X 

WAUSAU  WSAU-TV 
CANADA 

CALGARY,   l!T  t.  CHCT-TV EDMONTON, 

il.TA.  CFRN-TV 
KINGSTON.  ONT.  CKWS-TV KITCHENER, 

ONT.  CKCO-TV 
LONDON.  ONT.      CFPL-TV 
MONCTON.   V.  B.  CKCW-TV MONTREAL, 

CBMT PORT  ART!!!  R. 

ONT.  CFPA-TV 

CFCM-TV v       CKCK-TV 
RIMfH  SKI,  Ql  E.  CJBR-TV 
ST    lOIIW  V 

\SK. 

SI  DBl  RY SYDNE) 

CHSJ-TV 

CFQC-TV CKSO-TV 

CJCB-TV 

x  L.   W.  Smith 

x  Nick    Mueller 
x  x  G.  E.  Hamilton 

x  Dick  Watts 

x     x  Ja'k  Chapman 
x     x     x  H.    Gutierrez 
xxx  Lynn    Trammell 

x  Bud  Johnson 
x  Troy   McDaniel 

x  x  Hugh  C.  Pickett 
xxx  A.  James  Henry 

x  Rav    Trent 
x  J.  H.  Hubbard 

x  x  Ed  Lhler  Jr. 
x  x  French  W .  Ferguson 

Harry    Abbott 
x  x  Charles   E.    Wade 

x  Bob   Walker 
x  Howard   H.    Fry 

x  Kenyon  Broun 

x  x  Richard    V.    Thiriot 

xxx  John   Brophy 

x     x     x  S.  Lee  Varker 

x     x 
X       X 

X 

Warren   Lttal 

C.  E.  Sweeney 
Patrick   C.   Arnouj 

L.    W.  Kleiwer 

David   Mintz 
Lee  Schulman 

Dave  Crockett 
William  A.  Xeilson 

Paul    Morris 
Richard  Jones 
Burke    Ormsby 
Frank  Opra 

Tom  Bostic 

Morton  C.  Cohn 

Don  Havs 

Gaye    MacCracken Clyde  Hi g gins 

Don    Painter I.  ou  Meyer 

R.  P.  Kepler 

Jim  Krause 
Station  Film.  Inc. 
William  Harmon 

Rill  Edwards 
William    Walker 

Kn!   / V.    V.   Rakke 
Soren    H.   Monkhoj 

James   Hare! son 

J.   H.  Battison 

S     5     Lancaster 

Mrs.  I).  W.  G.  Martz 

J.   I  c   Pailleur 

Suzanne    Giunnard 

Walter    Romanow 

1955   1U  1  ERS'  GUIDE 



I  I  I.KVISION 

symbols 
x  indicates  station  covers  appeal  under 
column  heading 

See  master  directory  for  homemaking 
hours  per  week 

homemaking 
In  the  early  days  of  television  the  term  home 

making  was  synonymous  with  kitchen  shows,  for 

most  women's  programs  concentrated  almost  ex- 
clusively on  this  appeal.  Today,  homemaking  is 

a  broad  term  covering  most  areas  of  interest  to 

women.  In  general,  however,  this  type  of  pro- 

graming falls  into  six  main  categories:  kitchen, 

home  decoration,  child  care,  do-it-yourself, 

fashion  and  beauty.  In  summary,  kitchen  shows 

are  still  most  popular,  with  90' ,  of  the  266  sta- 
tions reporting  this  data.  Home  decoration 

and  fashion  tie  for  second  place,  with  70%  of 

the  respondents  claiming  them.  Beaut}'  ranks 

next  with  55%  reporting,  while  do-it-yourself 
is  close  with  54%.  Child  care  was  reported  by 

the  least  number  of  stations,  27%  of  the  total. 

All  these  stations  reported  at  least  one  perma- 
nent set  for  their  homemaking  programs:  M% 

have  kitchen  sets,  98%  have  living  room  set- 

and  15%  have  outdoor  patio  sets  (see  special 

category  listing  on  studio  facilities,  starting  p. 

143  for  this  data). 

Home      You      Child     Fash- 

Kitchen   Decor     Do- It     Care       Ion      Beauty 

ALABAMA 

BIRMINGHAM  WABT 
WBRC-TV 

DECATUR  WMSL-TV 
MOBILE  WALA-TV 
MONTGOMERY        WCOV-TV 

ARIZONA 

PHOENIX    KOOL-TV 
KPHO-TV 
KTVK 

TUCSON  KOPO-TV 
KVOA-TV 

ARKANSAS 

WRT  SMITH  KFSA-TV 
LITTLE  ROCK  KARK-TV 

KATV 

CALIFORNIA 

VAKERSEIELD  KERO-TV 
KUREKA    ...  KIEM-TV 

vRESNO  ..  KJEO 
KMJ-TV 

LOS  ANGELES         KCOP 
KHJ-TV 
KRCA-TV 
KTLA 
KTTV 

SACRAMENTO  KBET-TV 
SALINAS  KSBW-TV 
UN  DIEGO  KFMB-TV 

KFSD-TV 
UN  FRANCISCO    KGO-TV 

KPIX 

KRON-TV 

l(J55  BUYERS'  GUID] 

X X 

X X 

X 

X \ 
X X 

X X 

X X 

X 

X 

X X 

\ 
X 

X X 

X X 

X 

X \ 
X 

X X 

X X 

X  X 

X  X 

X  X 

\ X X 

X X 

X 

X 

X X 

X X 

X X X 

\ \ X 

X X 

N 

X 

X \ 
X X 

X X 

SAN  LUIS  OBISPO  KVEC-TV 
SANTA   BARBARA  KEY- T 
STOCKTON  _.         KOVR KTVU 

COLORADO 
COLORADO  SPS      KKTV 
DENVER     KBTV 
GRAND  JUNCTION  KFXJ-TV 
PUEBLO  KCSJ-TV 

CONNECTICUT 

SEW   BRITAIN        WKNB-TV 
NEW  HAVEN  ..        WNHC-TV 

DISTRICT  OF  COLUMBIA 

WASHI\GT(>\  WRC-TV 

WTOP-TV WTTG 

FLORIDA 

JACKSONVILLE       WMBR-TV 
ORLANDO  WD  BO-TV 
PENSACOLA  WEAR-TV 
ST.    PETERSBl  RG  WSUN-TV 

GEORGIA 

ALBANY  WALB-TV 
ATLANTA    .  WAGA-TV 

WLW-A 
WQXI-TV II  CI  ST  A    .  WJBF 
WRDW-TV 

COH  Mill  S  WDAK-TV 
WRBL-TV 

Kitchen 

Home 

Decor 
You 

Do-It 
Child 

Care 

Fash- 

ion 

Beauty 

X X X X 

X 

X X X X X X 

X X 

X \ X X X 

X X X X X 

X X X 

X X X X X 

X  X 

X  X 

X  X 

\ X X \ 
\ X X X \ 

X X \ \ \ \ 
\ X 

\ 
\ X 

\ X X \ \ 
X 

X 

X X 

\ \ \ 
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Home 
Kitchen  Decor 

You 

Do-It 
Child Care Ion      Beauty 

IDAHO 

BOISE 

Tin\   FALLS 

ILLINOIS 

CHAMP  U(.\ 
CHICAGO 

1 1  R 

HARRISBl  RG 

Ql  l\t  ) ROCKFORD 
ROt  K  ISL  iND 
SPRINGFIELD 

INDIANA 

ELKHART 
/  I    MM  ILLE 

FORT  II   tYNl 

I  Mil  i\  11'OLIS 

SOI  I II  HI  w 

KBOI 

K I  DO-TV 

KLIX-TV 

WCIA 
WBKB 

WGN-TV 
WNBQ 

WTVP 

WSIL-TV 
WGEM-TV 
WREX-TV 
WHBF-TV WICS 

WSJV-TV 
WEHT 

WFIE-TV 

WIN-T 
WFBM-TV 
WISH-TV 

WSBT-TV 

IOWA 
1  MES 

I  ED  IK   R  IP1DS 

1)  U  1  M'ORT 

WOI-TV 

KCRG-TV 
WMT-TV 

WOC-TV 

KQTV 
KGLO-TV 

\ 
\ 

X 

\ 
\ 

X 

X 

X 

X 

X 

X 

X 

X 

FORT  DODGE 
\l  \SOh   CITY 

X 

X 

SIOl   \   <  IT) ^KTIV 
KVTV 

X 

X 

KANSAS 

TOPEKA 
ll  K  HIT  A 

WIBW-TV 

.  KAKE-TV 
KTVH 

\ 
X 

X 

X 

X 

KENTUCKY 

III  \DERS01\ 
LEXINGTOT\ 

LOl  ISl  llll 

WEHT 

WLEX-TV 
WAVE-TV 

\ 
\ 
\ 

X 

X 

X 

X 

LOUISIANA 

it  nn\  roi  i.i 
1  1KI    <  II  IRLES 

MONROl 
\l  ll    ORLl   INS 

SHRL  i  FI'ORT 

WBRZ 

KPLC-TV 

KTAG-TV 

KNOE-TV 
WDSU-TV 
WJMR-TV 
KSLA 

\ 
\ 
\ 
\ 
\ 
\ 
\ 

X 

\ 
X 

X 

X 

X 

X 

X 

X 

X 

MAINE 

ll  WtSTOh 

PORTl  IND 

WABI-TV W-TWO 

WLAM-TV 

WCSH-TV 
WGAN-TV 

X 

\ 
\ 
X 

X 

X 

X 

X 

X 

X 

X 

X 

MARYLAND 

BALTIMOR1 

s  n  ism  ry 

WAAM 

WMAR-TV 

WBOC-TV 

X 

X 

X 

X 

X 

MASSACHUSETTS 
>>\ 

WBZ-TV X 

X 

X 

X 

X 

i  iMBRIDGl 
WNAC-TV 
WTAO-TV 

X 

X 

XXX 

XXX 

X  X 

X  X 

X  X 
X 

X  X 
X  X 

X  X 

Kitchen 
Decor YtHI Do-It Child 

Care 

Fash- 

ion 

Beauty 

SPRINGFIELD 
WORCESTER 

WWLP 

WWOR-TV 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

MICHIGAN 
BAY  CITY 

WN  EM-TV 
DETROIT 

CKLW-TV 

GRAND  RAPIDS k  a  iuazoo  __ 
r.ANsmn 

WW  J -TV 
WXYZ-TV 
WOOD-TV 
WKZO-TV 
WJIM-TV 

SAGINAW WKNX-TV 
TRAVERSE  CITY WPBN-TV 

MINNESOTA 

DVLVTH                  _KDAL-TV  x 
MINNEAPOLIS   KEYD-TV  x 

ROCHESTER              K  ROC-TV  x 
ST.   Pit  I                   WMIN  x 

MISSISSIPPI 

JACKSON                WLBT  x 

MISSOURI 

i  HI  I  \1BIA  KOMU-TV 
K  1  \  SAS  CITY         KCMO-TV  x 

WDAF-TV  x 

SPRINGFIELD           KTTS-TV  x 

MONTANA 

BUTTE  KXLF-TV 
GREAT  FALLS  KFBB-TV 

NEBRASKA 

KEARNEY    KHOL-TV 
LINCOLN  _.KOLN-TV 

OMAHA  WOW-TV 

NEVADA 

LAS  VEGAS  KLAS-TV 

X  X  X  X  X 

X  X 

XXX  X 

X 

X 

NEW  HAMPSHIRE 

MANCHESTER         WMUR-TV       x 

NEW  MEXICO 
ALBUQUERQUE 

ROSWELL 
KOB-TV 

KSWS-TV 

WROW-TV WTRI 

WNBF-TV 
WGR-TV 
WABD 

WRCA-TV 
WIRI 

WHAM-TV 
WHEC-TV WRGB 

WHEN-TV WKTV 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X              X 

X             X 

X 

X 

X 

NEW  YORK 

ill:  m 

BINGHAMTON 
BUFFALO 
M  ll    YORK  CITY 

PLATTSBURG 
ROCHESTER 

si  III  M  i  1  IDY 
s)  /,'  \l  1  SI 

X 

X 

X 

X 

I  TIC  A 

NORTH  CAROLINA 

ISHE)  III/ 
i  II  tRLOTTE 

HI  Kll  t\l 

GREl  \sltORO 

GRl  I  M  II 1 1 
ll  II  \ll\i.li>\ 

WLOS-TV WBTV 
WTVD 
WFMY-TV WNCT 

WMFD-TV 
WINSTOh    SALEM  WSJS-TV 

!"><    HUYKRS'   Gl  IDI. 



II  I.l'A  ISION 

Home      You      Child     Fash- 
Kitchen   Decor    Do-It     Care       Ion     Beauty 

NORTH  DAKOTA 

MINOT 
VALLEY  CITY 

OHIO 

AKRON    
ASHTABULA 
CINCINNATI 

CLEVELAND 
COLUMBUS  .. 

KCJB-TV 
KXJB-TV 

WAKR-TV 
WICA-TV 
WCPO-TV 
WLW-T 
WXEL 
WBNS-TV 
WLW-C 
WTVN-TV 
WSTV-TV STEUBENVILLE 

TOLEDO  WSPD-TV 
YOUNGSTOWN   ....  WKBN-TV 

OKLAHOMA 

ENID          
MUSKOGEE   _ 

KGEO-TV 
.KTVX 

OKLAHOMA  C77T.KWTV 
WKY-TV 

TULSA      KOTV 
KVOO-TV 

OREGON 

EUGENE    
MEDFORD    
PORTLAND    

KVAL-TV 
KBES-TV 
KOIN-TV 
KPTV 

PENNSYLVANIA 

ALLENTOWN 
ALTOONA   ...... 
ERIE         
JOHNSTOWN  _ 
PHILADELPHIA 

PITTSBURGH 
READING    

SCRANTON    

WILKESBARRE 
YORK   

__WFMZ-TV 
_  WFBG-TV 
__WICU-TV 
__WARD-TV 
WCAU-TV 
WFIL-TV 
WPTZ 

KDKA-TV 
  WEEU-TV 
WHUM-TV 

__WARM-TV 
WTVU 

WILK-TV 
  WSBA-TV 

RHODE  ISLAND 

PROVIDENCE VVJAR-TV 
WNET 

SOUTH  CAROLINA 

ANDERSON  _ 
CHARLESTON 
COLUMBIA  _ 

FLORENCE  _ 
GREENVILLE 

W  AIM-TV 
VVCSC-TV 
WCOS-TV 
WIS-TV 
WBTW 

WGVL-TV 

TENNESSEE 

CHATTANOOGA 
JACKSON    
JOHNSON  CITY 
KNOXVILLE   

MEMPHIS   

NASHVILLE 

WDEF-TV 
WDXI-TV 
WJHL-TV 
WATE-TV 
WTSK-TV 
WHBQ-TV 
WMCT 
WLAC-TV 
WSIX-TV 
WSM-TV 

x  x 
X  X 

X 

X  X 

SOUTH  DAKOTA 

SIOUX  FALLS  _     KELO-TV  x        x 

x  x 
X 

X  X 

X  X 

Home      You      Child 
Kitchin   Decor     Do-It     Care 

Ion     Beauty 

TEXAS 

ABILENE   KRBC-TV  x 
AMARILLO      KFDA-TV  x 

KGNC-TV  x 
AUSTIN   KTBC-TV  x 

CORPUS   CHRIST 'I KVDO-TV  x 
EL  PASO   XEJ-TV  x 
FORT  WORTH    WBAP-TV  x 
HARLINGEN   KGBT-TV  x 
HOUSTON   KTRK-TV  x 
LONGVIEW   KTVE  x 
LUBBOCK      KDUB-TV  x 
SAN  ANTONIO  .......  KENS-TV WOAI-TV  x 

TEMPLE          KCEN-TV  x 
TEXARKANA    KCMC-TV  x 
WACO   KWTX-TV 

UTAH 

SALT  LAKE  CITY..  KSL-TV  x 
KUTV  x 

VERMONT 

BURLINGTON   WMVT  x 

VIRGINIA 

LYNCHBURG   _   WLVA-TV 
NORFOLK   WTAR-TV  x 

WVEC-TV  x 
RICHMOND   WTVR  x 

WASHINGTON 

PASCO   KEPR-TV  x 
SEATTLE  ..        KOMO-TV  x 
SPOKANE               KHQ-TV  x 

K  REM -TV KXLY-TV  x 

TACOMA   KTNT-TV  x 
YAKIMA    KIMA-TV  x 

WEST  VIRGINIA 

CHARLESTON    WCHS-TV  x 
WKNA-TV 

HUNTINGTON  ....    WSAZ-TV  x 
OAK  HILL    WOAY-TV 
PARKERSBURG       WTAP  x 
WHEELING   WTRF-TV  x 

WISCONSIN 

GREEN  BAY  ..          WBAY-TV  x 
MADISON   WKOW-TV  x 

WMTV  x 

MARINETTE    WMBV-TV  x 
MIL  WA  UKEE    WT V W 
SUPERIOR   WDSM-TV  x 
WAUSAU   WSAU-TV  x 

CANADA 
ALBERTA 

CALGARY     CHCT-TV  x 
NEW    BRUNSWICK 

MONCTON   CKCW-TV  x 

ONTARIO 

KINGSTON   CKWS-TV  x 
KITCHENER    CKCO-TV  x 
LONDON      CFPL-TV  x 
PORT  ARTHUR  _    CFPA-TV  x 
SUDBURY   _           CKSO-TV  x 

QUEBEC MOXTREAL      CBMT  x 

QUEBEC    CFCM-TV  x 
RIMOUSKI   CJBR-TV  x 
SASKATCHEWAN 

REGINA            CKCK-TV  x 
SASKATOON      _CFQC-TV  x 

x  x 
X  X  X  X  X 

X  X 
XXX 

X  X  X  X  X 

X  XX 

XX  XX 

X  X  X  X  X 

X  X 

X 

XX  X 

X  X  X  X  X 

XX  XX 

X 

XX  XX 

X             X  X             X             X 

X  XXX 

X 

X             X  X             X             X 

XX  XX 

X 

X  XXX 

XX  XX 

X              X 

X  X 

X             X  X             X 

X  X 

X  XX 

X              X  X             X             X 

X 

X 

X  X 

X 

X X X 

X X X 

X X X X X 

X X X X X 

X X X X 

X X 

X 

X X 

X 

X X 

X 

X 
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special  appeals 
('l' ,  of  the  tv  stations  on  the  air  report  again  as 

last  year,  "no  special  appeals  .  .  .  we  cover  the 
whole  community.11  Among  the  fraction  of  sta 
tions  catering  to  the  marginal  audiences,  how- 

ever, there  is  a  noticeable  trend:  more  stations 
are  catering  to  the  Negro  population  in  1955. 

The  percentage  has  jumped  from  30'  <  to  54' , . 
Spanish  language  programing  ranks  second  with 
nine  stations  reporting  it,  Italian  is  third  with 
three.  Polish  and  French  are  reported  by  two 

stations  apiece,  while  Jewish,  Swedish  and  Bo- 
hemian arc  mentioned  onlv  once. 

ARIZONA 

TUCSON 

KVOA-TV.... Spanish     3  hrs  wk:   varied 

YUMA 

KIVA... .Spanish     7   lir>   wk:    mixed    Span 
i~h  &  A  inn.  program 

CALIFORNIA 

LOS  ANGELES 

KCOP.... Spanish      '•_•    lir    wk:    "Latin    Holi- 
day," music 

KM  V.. ..Negro     '  ■_>   hr  wk:   Remore  Church 
&   (  linir 

SALINAS 

KSBW-TV... .Spanish     1    hr    wk:    live    local 
\.iriet\    ~how 

SAN    DIEGO 

XETV.... Spanish     6   hr-   wk:    feature   films 

TULAIRE 

KWG... .Spanish      2    lir-    wk:    variety,    live 

COLORADO 

PUEBLO 

KCSJ-TV....Spanish     I   lir  wk 

DISTRICT  OF  COLUMBIA 

WASHINGTON 

WTTG.... Negro      Vi    In    wk:    \ .11 1<  t \ 

Jew  i-h       '  j    In     u  k  :    vai  ietv 

GEORGIA 

ATLANTA 

WLW-A.... Negro     'j   hr  wk:   spiritual 
music 

WQXI-TV...  hrs    wk: 

AUGUSTA 

WJBF....Negro     ' ,  hr:  quarlel 

KENTUCKY 

LEXINGTON 

WLEX-TV....Ncgro     ',   hr   wk:    D.J. 

LOUISIANA 

NEW   ORLEANS 

WJMR-TV....  Negro     8  hi 

131 

MAINE 

LEWISTON 

WLAM-TV.... French     1  hr;  film  and  \ariety 

MARYLAND 

BALTIMORE 

WAAM... .Negro     '  j   hr  wk:   variety 

MASSACHUSETTS 

WORCESTER 

WWOR-TV.... Swedish     'j  hr  wk:   Swedish 
coffee  time 

MICHIGAN 
DETROIT 

WXYZ-TV....\(  urn      1     hrs    wk :     Negro    va- 

rierj 

Italian     Italian  features  1  in 

English) 

Polish     Polish  music,  '(  Hub  Pol- ka."  in    English 

NEBRASKA 

OMAHA 

KMTV.... Bohemian     3  hrs  wk:  music,  news. 
audience  participation 

NEVADA 

LAS  VEGAS 

K  LAS-TV....  Negro     '  ■_■  hr  wk:  gospel  sin  ■■  1 

NORTH  CAROLINA 

GREENVILLE 

WNCT.... Negro     2  hr  wk:  varies 

OH/O 

STEUBENVILLE 

WSTV-TV.... Italian     I   hr  wk:  dims,  operas 

&      IHWs 
PENNSYLVANIA 

HARRISBURG 

WCMB-TV....Negro     2  hr  wk:  musical 

RHODE   ISLAND 

PROVIDENCE 

WNET.. .. Italian— 1   hr  wk:   film 

SOUTH  CAROLINA 

CHARLESTON 

WCSC-TV.. .. Negro— V2  hr  wk  :  talent 

COLUMBIA 
WCOS-TV.. ..Negro     %  hr  wk:  varietj 

GREENVILLE 

WGVL-TV....Negro — 2  hrs  wk:  feature  films 

TENNESSEE 

JOHNSON   CITY 

WJHL-TV.. .. Negro- -'o  hr  wk:  singers 

KNOXVILLE 

WTSK-TV.. .. Negro—  1  hr  wk  :  disk-jockey 

TEXAS 

CORPUS  CHRISTI 

KVDO-TV.... Spanish-  ¥.>   hr  wk:    bilingual 

varietj 

EL    PASO 

XEJ-TV....49   hr   wk:     Ml    Spanish 

WEST  VIRGINIA 
W 
HUNTINGTON 

WSAZ-TV.... Negro     IS  mins  wk:  Spirituals 

OAK  HILL 

WO  AY-TV.... Negro     '.  hr  wk:  music 

WISCONSIN 

MARINETTE 

WMBV-TV....Polish     '■_■  hi  wk:  variety 

SUPERIOR 

WDSM-TV....Polish     '-  hr.  wk 

CANADA 
SUDBURY,  ONTARIO 

CKSO-TV.... French-!  an.     I  hi  wk:  variety 

QUEBEC  CITY,  QUEBEC 

CFCM-TV   -Ml   French  excepl    L5  hrs  wk 

English 
19SS  BUYERS'  Glim 



I  I  I.F.VISION 

sports 
130  tv  stations  report  play-by  play  coverage  of 

sports  events.  Network  coverage  was  reported 

most  often,  with  film  coverage  ranking  second 

and  local  live  coverage  reported  least  often.  An 

interesting  note  from  the  sports  responses  to 

the  Buyers'  Guide  questionnaire  is  the  wide 

variety  of  sports  reported — 20  in  all.  Here  is 

how  they  break  down: 

symbols 
*  local  live  coverage 
$  film  coverage 
f  network  coverage 

SPORT  NO.  STATIONS 

Football  119 

Basketball  112 

Boxing  101 

Baseball  84 

Wrestling  74 

Horse    Racing  12 

Hockey  I  I 

Bowling     _„   _  10 

Hunting    &    Fishing            .  6 

Roller    Derby               6 

NO.  STATIONS 

Golf  5 

Auto    Racing  3 

Skiing  3 

Jai    Alai  2 

Curling    __ 

Hydroplane    Racing      

Judo 

Soccer    
Swimming 

Tennis   

ALABAMA CALIFORNIA  (continued) 

City Call  Letters         Baseball        Basketball Football Others 

City 

Call  Letters 
Baseball        Basketball 

Football Others 

BIRMINGHAM WABT 
prot 

prot  ; 

K  RCA -TV 
Can.t              prot 

Can.t 
roller 

WBRC-TV 

Barons* 

wrestl'g* 

KTLA 
MOBILE WALA-TV 

XCAAt NCAAt 

KTTV 

KOOL-TV 

ARIZONA 

wTestl'g't. hunt'g    & 

Ashing* 

Jalopy 

derby* 

PHOENIX 

SALINAS 
KSBW-TV 

prot 

boxingt 

SAN   DIEGO 
KFMB-TV 

big  tent 

boxingt 

TUCSON KOPO-TV 
cowboys* 

KFSD-TV 
S.  D. 

Padre's* 

KVOA-TV collt               collt 

collt 
XETV 

jalalal* 

YUMA KIVA bs*                  hs' 

hs* 

SAN    FRANSISCO KGO-TV 

coll* 

coll* 

KFSA-TV 

ARKANSAS 
wrcstl'gt; 
box'gt 

boxingt 

FT.  SMITH 

KPIX 
x*                    Xt 

x*t 

racingt; 

boxingt 

KRON-TV 

wor  sert 
boxingt 

LITTLE  ROCK KARK-TV U.  of  Ark.  $ KSAN-TV 

local* 

KATV 

hs" 

Oakl'n Racing* 

SANTA  BARBARA 

KEY-T 

maj  lgt 

NCAA*; prot 

CALIFORNIA 

KERO-TV 
box'gl 

STOCKTON 
KOVR P.  C.  lg*        P.  C. 

Conf.* 

pro 

BAKERSFIELD 

KTVU 

It 

COLORADO  SPS 

COLORADO 

KKTV                 it                     It 

xt 

FRESNO KJEO 

maj  Igt; 

hs* 

collt W.  C. relays 

KMJ-TV skl'g; 

box'g 

tvresll'gt; 

LOS    ANGELES KABC-TV I 

boxing 

hunting* 

Ashing* 

KCOP 

coll* 

wrestl'g*; 

box'g**. 

r.RAND  JUNCTION KFXJ    TV 
wrestl'gt 

PUEBLO KCSJ-TV 
local.*             prot wor  sert 

Bowl 
earnest 

KHJ-TV 

hs' 

prot 
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CONNECTICUT 
cits 

Call  Letters        Baseball         Basketball        Football 

BRIDGEPORT 

HARTFORD 
WGTH-TV 

S    Y 

NCA  A' WNHCTV hst        collt:  hs}        ! 

DISTRICT  OF  COLUMBIA 
WASHINGTON WMALTV 

WRC-TV 

WTOP-TV  V. 

WTTG 

colli:  hs} 

FLORIDA 

wrestl'gt; boxingt 

PENSACOLA WEAR-TV         niaj   lg 
pro;  coll;        boxingt 

hs* 

ST.  PETERSBURG       WSUN-TV 

NCAAt Ilialeaht: 
fishlngt 

GEORGIA 

WALB-TV 

boxingt.' 

WAGA-TV 

boxingt; 

wrestl'gt 

WLW-A 

it 

AUGUSTA All  Am; 
localt 

IDAHO 

B0I8I 

IDAHO  FALLS KID-TV 

colli 

prol 

ILLINOIS 

BELLEVILLE 

CHAMPAIGN 

CHICAGO WBBM boxingt 

WBKB 

boxing; 

wrestl'gt 

WGN-TV 
' 

wrestl'g' ; 

ROCKFORD 

ROCK    ISLAND 

WNBQ 

WREX-TV 

bowl'g" ; 

NCAA1 

Chi  prot 

lit  riciMINC.  TUN 

ILKHART 

I  VANSVILLI 

I T    WAYNE 

INDIANAPOLIS 

I  Al  AYI   til 

SOUTH   111  Nl) 

WHBFTV  It 

INDIANA 

WTTV  C    Rod  ' 

WMVTV  XT  1*1 

»1 

DOXlng} 

WIHT 

WIN    T 

Wl  KM    1  V 

WISH    IV 

Wl  AM    TV 

TV 

rnirt 

ralngt 

I. ip  i .lit 

biuret : 

IOWA 

City 

Call  Letters Baseball         Basketball Football 

Others 

AMES 
WOI-TV state  tourn suim'g; 

wrestl'g 

CEDAR  RAPIDS 

WMT-TV big  tent 

DAVENPORT WOC  TV 

hs't 

hst* 

DES  MOINES WHO -TV 
hs  tourn}  ;      prot ;  Cant 

prot 

FT.  DODGE 

KQTV 
prot 

MASON  CITY 

SIUOX  CITY 

WICHITA 

boxingt; 

wrestl'gt 

KVTV 
big  tent prot 

KANSAS 

KAKE-TV 

coll} ;  hst        boxingt 

KTVH 

boxing* 

KENTUCKY 
LEXINGTON 

WLEX-TV 

colli 

colli;  hst       horse 

racing} 

bcxing* 
LOUISIANA 

ALEXANDRIA 
KALB-TV 

colli 

BATON    ROUGE 

MONROE 

NEW    ORLEANS 

hs} ;  coll}       coll} ;  hst       PGA  golft 

KNOE-TV 
prot ;  collt      prot ;  collt 

WJMR-TV 

Fair- 

grounds 

SHREVEPORT 
KSLA maj  lgt  big  tent 

boxingt 

MAINE 

wrestl'gt 
W-TWO 

coll* ;  hs*        coll' ;  hs* 

LEWISTON 

PORTLAND 

BALTIMORE 

WLAM-TV 
coll*  lbs*        coll*;hs*       hockey* 

WCSH-TV         maj  lgt 

XBAt 

Can  prot; 

prot 

tennist 

MARYLAND 

niaj  lg*t 

pro't 

wrestl'gt; 
boxingt 

W MAR-TV        maj  lg* 

wrestl'g*; hockey* ; 

soccer*; 

horse 

racing*; 

bowl'g*; 

boxingt 

MASSACHUSETTS 

BOSTON WBZ-TV 

maj  lg* 

born'gtt 

WNAC-TV 

,..»j  lg" 

CAMBRIDGE WTAO-TV 

box'g*; wrestl'gt 
PITTSFIELD WMGT 

•  nigt 

SPRINGFIELD WWLP 

local}* 

local f 

nlgt 

WORCESTER 
WWOR-TV boxn'g't; 

wrestl'g} 

MICHIGAN 

ANN   ARBOR 

DETROIT 

WPAG-TV 

hockey* 

CKLW-TV 

box'gt; 

hock'yt 
WJBK-TV 

maj  lg* 

pro* 

horki 

WWJ-TV 
box*g*ti 

hockey" 

WXYZ-TV 
NCAAt 

hockey* ; 

box'gt 
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TELEVISION 

MICHIGAN   (continued) 

City Call  Letters         Baseball         Basketball         Football  Others 

GRAND  RAPIDS  WOOD-TV         wor  serf  xt  prot;collt      horse rac'gt : 

wrestl'gt 

MINNESOTA 

KANSAS  CITY 

SPRINGFIELD 

OMAHA 

MISSISSIPPI 

WSLI-TV  xt 

MERIDIAN  WTOK-TV prot 

MISSOURI 

KCMO-TV 

KTTS-TV  maj  lgt 

MONTANA 

KGVOTV 

NEBRASKA 

big  tent  prot; NCAAt 

WOW-TV prot 

NEVADA 

LAS   VEGAS  KLAS-TV 

NEW   HAMPSHIRE 

MANCHESTER  WMUR-TV 

NEW  JERSEY 

NEW  MEXICO 

ALBUQUERQUE  KOAT-TV 

collt 

KOB-TV 

NEW  YORK 

WROW-TV       xt  big  tent  prot; 

NCAA 

WTRI 

KALAMAZOO  WKZO-TV         maj  lgt  big  tent  prot  boxingt: 

wrestl'gt 
LANSING W1IM-TV big  tent 

hockeyt; 

boxingt 

WTOM    TV prot 
boxingt ; 

wrestl'gt 
SAGINAW WKNX-TV 

localt localt hunt'gt: 
flshingt; 

bowl'gt 
ski'gt 

TRAVERSE  CITY WPBN    TV local local boxingt 

AUSTIN KMMT mai  lgt NCAAt 

MINNEAPOLIS KEYD    TV 

local' 

coll* ;  hs* wrestl'g*} 
box'gt 

WMIN-TV mai  lgt 

roller 
derbyt ; 

wrestl'g; boxingt 

prot;  boxingt: 

NCAA  wrestl'gt* 

wrestl'gt 

boxingt; 

wrestl'gt 

boxingt 

boxingt; 

mi i  - 1 1 ' g t : 

bowl'gt 

boxing'; 

wrestl'g* 

prot  hs* box'gt 

hockeyt ; 

golf  t : 

trotters racest 

NEW  YORK  (continued) 
City 

Call  Letters 
Baseball Basketball 

Football 

Others 

BUFFALO WBEN-TV 

xt 

WGR-TV 
collt;  list collt :  hst 

KINGSTON WKNY-TV 

hs 

lis 

NEW  YORK 

xt 

wrsetl'g; 
boxing 

pro't 

WCBS-TV 

boxing; 

wrestl'g 

boxingt 

WOR- TV 

ROCHESTER 
WHAM-TV 

WVET-TV         maj  let  big  tent  NCAAt 

SCHENECTADY 
WRGB 

SYRACUSE WHEN-TV 

horse 

racingt 

boxlng't 

NORTH  CAROLINA 
ASHEVILLE 

NCAAt; 

prot 

DURHAM 
WTVD 

NBAt; 

collt                 boxingt 

GREENSBORO WFMY-TV 

colli collt 

collt 

GREENVILLE WNCT bowl  games 

WINSTON-SALEM WSJS-TV prot prot 

MINOT 

NORTH   DAKOTA 

KCJB-TV 
wrestl'gt : 

box'gt 

VALLEY  CITY 
KXJB-TV  local* 

OH/O 
WAKR-TV  local* 

boxing; 

wrestl'g 
CINCINNATI WCPO-TV         maj  lg* 

boxingt; 

wrestl'gt 

WTCStl'g* 

CLEVELAND 

bowl'g*; 

box'gt; 

wrsetl'gt 
COLUMBUS 

WBNS-TV 

boxingt 

WTestl'g* 

WTVN-TV 

maj  lg*t 

prot wrestl'gt; 

boxingt 

DAYTON WHIO-TV 

maj  lg* 

coll* 

WLW-D 

X 

wrestrg* LIMA WLOK-TV hs :  pro 

STEUBENVILLE WSTV-TV 

maj  lgt 

big  tent 
wrestl'gt 

TOLEDO WSPD-TV 

xt 

xt 

wrestl'gt 

YOUNGSTOWN 
WKBN-TV 

boxingt; 

WTestl'gt 
ZANESVILLE WHIZ-TV 

hst hst 

OKLAHOMA 
MUSKOGEE                     KTVX 

prot: 
localt 

boxingt: 

wrestl'gt 

OKLAHOMA    CITY      KMPT xt:  localt 

wrestling 

KWTV big  tent 

boxingt 

WKY-TV 

coll* 

TULSA                              KOTV 

local* 

big  tent 

xt 

box'gt 

wrestl'gt 

KVOO-TV 

xt 

xt 

OREGON M'\  \t 

NCAAt- Bowl 
wrestl'gt 

MEDFORD 
KBES-TV 

NCAAt 
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OREGON  (continued) 

City  Call  Letter*        8ucball         Basketball         Football 

AND  KOINTV 

Others 

I*
 

boxlngt 

wrestl'gt 

hunt'g. 

fishing' 

NCAAt 

pro  wres- lling't 

boxlngt 

PENNSYLVANIA 
BETHLEHEM WLEV-TV 

I  is* 

EASTON WGLV 

hs* 

l.o\inct 

ERIE 
WICU 

WSEE-TV bin  tent prot 

HARRISBURG WCMB-TV regional) 

prot 

boxlngt ; 

wrestl'gt 

WTPA it 

it 

JOHNSTOWN 

Itl 

hovlngt 

u-restl'gtt 

rac'gt 

boxlngt 

PHILADELPHIA  WFIL-TV  Phillies' 
SCA  11  boxing': 

wreetl'gj 

Phillies*         NBAt  prot wor  sert 

PITTSBURGH  KDKA-TV 

WENS 

SCRANTON WARM-TV         h»* 

Pirate 

hs' 

boxlngt 

hs*  ;  eollt        boxlngt 

big  tent 
bowline! 

WTVU Mad    Sq 
Gardent 

Mad.  Sq. 

Gardent 

WILKESBARRE  WILK-TV 

boxlngt ; 

wrestl'gt 
roller 
derbyt ; 
boxlngt; 

bowl'gt : 

wrejtl'gtt 

WSBA-TV  Halt 

Orioles' 

hst  wrestl'gt 

RHODE  ISLAND 
PROVIDENCE  WJAR-TV  Red  Sox t 

WNET  rds  & 

Bi  u    ' 

boxlngt ; 

wrestl'gt 

Judo' 

ANDERSON 

SOUTH  CAROLINA 
W  AIM-TV  Clcmsoti} 

CHARLESTON  WCSC-TV  SCAA1  hie  lent  NCAA1  boxlngt; 
wrestlgt ; 

roller 

skating* COLUMBIA WCOSTV 

boxlngt ; 

wrestl'gt 

WI8TV 

'■oil  special 

FLORENCE WBTW 

coll' 

hovlngt 

GREENVILLE WGVLTV 
lit 

TENNESSEE 

CHATTANOOGA  WOEF-TV  maj  Igt  pr.,t 

KNOXVILLE  WATE-TV 

WTSK    TV 

milt 

boxlngt 

Ml  MI'HIS 

NASHVILLE 

WHflQ    TV 
ma]  let 

big  tent 

WMCT 
i t V 

WLAC-TV 

boxlngt 

WXM    TV 

TEXAS 
City 

Call  Letters         Baseball         Basketball         Football 
Others 

film  only 

hst ;  eollt        hst 

KGNC-TV 

prot 
prot 

AUSTIN 

KTBC-TV 

prot 

boxlngt 

PALLAS WFAA-TV 

wrestl'g* 

EL    PASO 

Juarez.   Mex. 
XEJ-TV 

boxing': 

wrestl'g' 

FORT   WORTH 

eollt 

boxing'; 

wrestl'g* LUBBOCK 

SAN  ANGELO 

boxlngt: 

wrcsU'gt; 

boMi'gt 

KDUB-TV  local' 

Col  It 

SAN    ANTONIO 

prot 

big  tent 

NCAAt 

golf : 

box'gt: 

wrestl'g* 

prot 

prot 

wrestl'g* 

TEMPLE 
KCEN-TV 

prot 
WTestl'gt 

boxlngt 

TEXARKANA KCMC-TV 

maj  let 

NCAAt 

wrestl'gt 

UTAH 
SALT  LAKE  CITY         KSL-TV 

boxlngt; 

wrestl'gt 

KUTV 

roller 
derby}  ; 

boxlngt 

VERMONT 

BURLINGTON 

F 
LYNCHBURG 

WMVT 

prot prot 

VIRGINIA 
WLVA-TV         prot 

boxlngt 

wrestl'gt WTAR-TV         prot 

prot 

prot 

boxlngt : 

wrettl'gt WV EC-TV         wor  sert  prot Canadlant      boxlngt prot boxlngt 

WASHINGTON 

SEATTLE 
KING-TV 

boxlngt 

KOMO-TV 

It 

It 

hydroplane 

race* 

KHQ    TV 
MM  \1 

wresU'g* 

roller dcrbyt ; 
boxlngt; 

wTflsU'Bjf 

bowl'g' ; 
wrestrg"  : 

skiing': 
fishing'; 

hunting* 
YAKIMA 

KIMA-TV special evenls 

WEST  VIRGINIA 
CHARLESTON 

boxlngt 

WKNA-  1  V 

oil**
 

HUNTINGTON 

WSAZ-TV 

PARKERSBURG 
WTAP 

NBA NC  1 

Lt 

WISCONSIN 
MADISON 

MARINETTE 

SUPERIOR 

WKOW-TV 

WMTV 
prot 

big  tent 

boxlngt 

WAUSAU 

prot 

eollt 

WMBV-TV        wot  iei  I 

WDSM-TV         „i.,j  l,:1 

WSAU-TV 

eollt 

i                  pro1 

It 

bowlt  prot 

biixlngi 

curling* 

liovlrig! 
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II  I.I  \  l-M  »N 

symbols 
x  station  offers  facility  under  column 
heading 

studio  facilities 
This  list  of  304  Nations  is  designed  to  help  the 

buyer  for  specialized  products.  The  list  was  set 

up  in  chart  form,  so  that  the  reader  could  t 

compile  lists  of  stations  offering  each  facility. 

The  breakdown  of  the  304  stations  reporting 
this  data  is  as  follows: 

263  or  87%  have  permanent  kitchen  sets 

297  or  97%  have  permanent  living  room sets 

227  or  75%  have  permanent  out-door  or 

patio  sets 
1  86  or  61%  have  auto  ramps 

1 42  or  47%  have  rear  view  screens 

127  or  42%  have  remote  equipment 

227  or  75%  are  interconnected  for  black 
and  white 

132  or  43%  are  interconnected  for  color 

124  or  4 1  %  are  equipped  to  transmit  color 

8AKERSFIELD 

ALABAMA 

City Call  letters Kit- 

chen 
Llv'g 

rm 

Out- 

door 
Auto   Rear     Re- 
ramp  view  mote 

B&w  Color  Sends 

line    line    color 

BIRMINGHAM WABT X X X X            X XXX 

WBRC-TV X X X XXX 
XXX 

DECATUR WMSL-TV X X 

MOBILE WALA    TV X X X X X 

MONTGOMERY WCOV-TV X X X X            X 

ARIZONA 

KOOL-TV X X X X X X X X 

KPHO-TV X X X X X X X X 

KTVK X X X X X X X X 

KVAR X X X X X X X X 

TUCSON KOPO    TV X X X X X X X 

KVOA-TV X X X X X 

ARKANSAS 

FORT   SMITH KFSA-TV X X X X X X 

LITTLE     ROCK KARK-TV X X X X X X X 

KATV X X X X X X X X 

CALIFORNIA 

KERO-TV X X X X X X X 

EUREKA KIEM    TV X X X 

FRESNO KJEO X X X X X X X X 

KMJ-TV X X X X X X X 

CALIFORNIA  (continued) 

Kit-  Liv's  Out-    Auto   Rear     Re-    B&w  Color  Sends 
Call  letters       chon     rm     door    ramp  view  mote    line     line    color 

City 

LOS   ANGELES 
KCOP X X X X X X 

KHJ-TV 
X X X X X 

K  RCA -TV 
X X X X X X X X 

KTLA 

KTTV 

SACRAMENTO KBET-TV X X X X X X X 

SALINAS 
KSBW    TV X X X X X 

SAN    DIEGO KFMB-TV 
X X X X X X X X X 

KFSD-TV X X X X X X X 

(Tijuana.    Mex.) 
XETV 

X X X X 

SAN    FRANCISCO         KGO-TV 

KRON-TV 

KSAN-TV 
X X X X 

SAN   LUIS  OBISPO 
KVEC-TV 

X X X 

SANTA    BARBARA 

KEY-T 
X X X 

STOCKTON KOVR X X X X 

KTVU 
X X X X X 

TULARE 
KVVG 

X X X X 

COLORADO    SPGS KKTV 

COLORADO 
XXX X X X 

DENVER KBTV X X X X            X X X            X X 

KFEL-TV 
* * X X             X X X            X « 

GRAND   JUNCTION KFXI    TV X X X X 

KCSJ-TV 

1955  BUYERS'  ClIDK 

143 



CONNECTICUT 

cit> 
Kit-   L iv  g  Out-    Auto   Rear     Re-    Biw  Color  Sends 

Call  Ittttrj       ehen     rra     door    ramp  view  mote    line    line    color 

HARTFORD WGTH-TV 

WNHC-TV 

NEW    BRITAIN 

WASHINGTON 

WKNB-TV 

DISTRICT  OF  COLUMBIA 

FLORIDA 
JACKSONVILLE WMBR-TV X X x X x x X x 

ORLANDO 
WDBO-TV 

X X X < x 

PENSACOLA WEAR-TV 
x X x x x x 

sT      PETERSBURG 
WSUN-TV 

< x X x x X 

W      PALM    BEACH 
WEAT-TV 

> x x X 

CEORCIA 

ALBANY 

ATLANTA 

AUGUSTA 

COLUMBUS WDAK-TV 

IDAHO 

KIDO-TV 
x x x x x 

IDAHO    FALLS KID-TV ■ x I x 

TWIN    FALLS 
KLIX-TV 

x x x x 

ILLINOIS 

CHAMPAIGN 

CHICAGO 

DECATUR 

HARRISBURO 

QUINCY 

ROCKFORD 

W(.N    TV 

WNIilJ 

WTVP 

W8ILTV 

WGEM-TV 

WREX-TV 

ROCK     ISLAND WHBF-TV 

SPRINGFIELD 

ELKHART 

EVANHVILLE 

FORT    WAYNL 

INDIANAPOLIS 

INDIANA 
WSJV 

WEHT 

WFIE-TV 

WIN-T X ■ X ' x 

WKJG    TV x x x > X i i 

WFBM-TV x X X < x > X X 

LAFA 

*OUTH     111  Ntl 

WISH-TV 

WFAM-TV 

WSBT   TV 

IOWA 
City 

Call  letters 

Kit- 

chen 

Liv'g 

rm 

Out- 

door 
Auto   Rear 
ramp   view 

Re- 

mote 
B&.W 
line 

Color  Sends 

line    color 

AMES 

WOI-TV 
X X X X            X X X 

X            X 

CEDAR    RAPIDS 
KCRG-TV 

X X X 

WMT-TV X X X X X            X 

DAVENPORT 

WOC-TV 

X X X X X 
X           X 

DES    MOINES WHO-TV X X X            X X X 
X           X 

FOHT    DODC.E 
KQTV X X X X X X 

MASON    CITY 
KGLO-TV 

SIOUX    CITY KTIV 

KVTV X X X X X X X 

v>  ArERLOO 
KWWL-TV X X X X X X 

KANSAS 

GREAT    BEND 

PITTSBURG KOAM-TV X X X X X X X 

TOPE K A 
WIBW-TV X X X X X X 

WICHITA 
KAKE-TV 

X X X X X X X X 

KTVH X X X X X X 

KENTUCKY 

HENDERSON 
WEHT 

X X X X X X X 

LEXIN(,TON WLEX-TV X X X X X 

LOUISVILLE 

WAVE-TV 
X X X X X X X X 

LOUISIANA 

ALEXANDRIA 

BATON     ROUGE 
WBRZ 

X X X X X X 

LAKE    CHARLES 
KPLC-TV 

X X X X X X 

KTAG-TV 
x X X X 

MONROE 
KNOE-TV 

NEW    ORLEANS 

SHREVEPORT 

MAINE 

BANGOR 

W-TWO 

LEWISTON 

PORTLAND 

WLAM-TV 

MARYLAND 
BALTIMORE 

SALISBURY 

WAAM 

WMAR-TV 

WBOC-TV 

MASSACHUSETTS 

WNAC-TV X X X X X 

CAMBRIDGE 

WTAO-TV 
X X 

PITTSFIELD 

WMGT 

X X X X 

SPRINGFIELD 
WWLP 

X X X X X X X X X 

WORCESTER WWOR-TV X X X X X 
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I  I  1.1  \  1SION 

MICHIGAN 

City Call  letters 
Kit-   Liv'g  Out-    Auto   Rear     Re-    B&.W  Color  Sends 
Chen     rm     door   ramp  view  mote    line    line    color 

ANN    ARBOR WPAG-TV X           X 

BAY  CITY WNEM-TV 
X 

DETROIT CKLW-TV 

WJBK-TV 

WWJ-TV 

WXYZ-TV X X X X X X X 

GRAND    RAPIDS WOOD-TV X X X X X X X X 

KALAMAZOO WKZO    TV X X X X 

LANSING WJIM-TV X X X X X X X 

WTO  M -TV X X X 

SARINAW WKNX-TV X X X X X X 

TRAVERSE     CITY WPBN-TV X X X X X X 

MINNESOTA 
AUSTIN KMMT X X X X 

DULUTH KDAL-TV X X X X 

MINNEAPOLIS 

WMIN 

WTCN-TV 

ROCHESTER KROC-TV 

JACKSON WLBT 

MISSISSIPPI 
XXX 

MERIDIAN 

MISSOURI 
COLUMBIA KOMU-TV X X X X X 

JEFFERSON     CITY KRCG-TV X X X X X X X 

JOPLIN KSWM X X X X X X 

KANSAS  CITY KCMO-TV X X X X X X 

WDAF-TV X X X X X X X X X 

SPRINGFIELD KTTS    TV X X X X X X X 

MONTANA 

GREAT   FALLS KFBB-TV 

NEBRASKA 
HOLDREGE KHOL-TV X X X X X 

LINCOLN KOLN-TV X X X X 

OMAHA WOW-TV X X X X X X X X 

NEVADA 

LAS   VEGAS  KLAS-TV  x         x 

NEW  HAMPSHIRE 

MANCHESTER  WMUR-TV  x         x         x  x         x 

NEW  MEXICO 

ALBUQUERQUE  KOAT-TV xx  xxx  x 

KOB-TV  x         x 

ROSWELL KSWS-TV  x         x         x  X 

NEW  YORK 
City 

Call  letters 

Kit- 

chen Liv'g  Out-    Auto   Rear 

rm     door   ramp  view 

R.  ■ 

mote 

B&w  Color  Sends 

line    line    color 

ALBANY 
WROW-TV X XX                             X X 

WTRI X X                             XX X 

BINGHAMTON 
WNBF-TV X X xxx 

BUFFALO 
WGRT-TV 

X 
xxx 

xxx 

NEW    YORK 
WABD 

WOR-TV 

WRCA-TV X X X X X X X X X 

PLATTSBURG WIRI X X X X X 

ROCHESTER 
WHAM-TV 

X X X X X X X 

WH  EC-TV 
X X X 

SCHENECTADY 

WRGB 
X X X X X X 

SYRACUSE 
WHEN-TV 

X X X X X X 

UTICA 

WKTV 
X X X X X X 

WATERTOWN WCNY-TV X X 

NORTH  CAROLINA 
ASHEVILLE 

WLOS-TV 
X X X X X X 

CHARLOTTE 
WBTV 

X X X X X X X X X 

DURHAM WTVD X X X X X 

GREENSBORO WFMY-TV 
X X X X X X X X 

GREENVILLE 
WNCT X X X X X X X 

WILMINGTON WMFD-TV 
X X X 

wInston-salem WSJS-TV 
X X X X X 

NORTH   DAKOTA 
FARGO 

WDAY-TV 

X X X 

MINOT 
KCJB-TV 

X X X X 

VALLEY   CITY KXJB-TV X X X X X X X X 

OH/0 
AKRON 

WAKR-TV 
X X X X X X 

ASHTABULA 

WICA-TV 

X X X X 

CINCINNATI 

WCPO-TV 

X X X X X X X 

WLW-T 

X X X X X X X X X 

CLEVELAND WXEL X X X X X X X 

COLUMBUS 

WTVN-TV 
X X X X X X 

DAYTON 
WHIO-TV X X X X X X X 

STEUBENVILLE 
WSTV-TV 

X X X X 

TOLEDO WSPD    TV X X X X X 

YOUNGSTOWN WKBN-TV X X X X X X 
X           X 

OKLAHOMA 
ENID                                 KGEO-TV X X X X X X 

MUSKOGEE                    KTVX X X X X X X X X X 

OKLAHOMA    CITY      KWTV X X X X X 

WKY-TV 
X X X X X X X 

TULSA                              KOTV X X X X X X X X 

KVOO-TV 
X X X X X X X 

OREGON 

EUGENE                          KVAL-TV 
X X X X X 

MEDFORD 

PORTLAND 

KBES-TV 

KOIN-TV 
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PENNSYLVANIA 

City 
Call  letters 

Kit- 

then 

Liv'o 

rm 

Out- 

door 
Auto   Rear     Re-    B&w  Color  Sends 

ramp  view   mote    line     line    color 

ALLENTOWN WFMZ-TV x x XX                             X 

AITOONA WFBG-TV i x 

EASTON 
WGLV x x x X            X 

ERIE WICU X x X X                                           XXX 

WSEE x x x XX                             X 

HARRISBURG WCMB-TV 

JOHNSTOWN 

WJAC-TV 

PHILADELPHIA WCAU-TV 

WFIL-TV 

PITTSBURGH 
KDKA-TV 

x x x x x 

READING WEEU-TV x X x x x 

WHUM-TV x x x x x x X 

SCRANTON 

WGBI-TV 

WILKFS-BARRE WILK-TV x x i > x x 

YORK WNOW-TV » x X • x x 

WSBA-TV x X x > 

RHODE  ISLAND 
PROVIDENCE 

WFT 

SOUTH  CAROLINA 
ANDERSON 

CHARLESTON 

COLUMBIA 

WAIM-TV 

WCSC-TV 

WCOS-TV 

FLORENCE 

GREENVILLE 

SIOUX     FALLS 

WIS  TV 

WBTW 

WGVL-TV 

SOUTH  DAKOTA 

TENNESSEE 

CHATTANOOGA WDEF  TV > X X > 

JACKSON WDXI-TV X < X X 

JOHNSON     CITY WJHL-TV x x X X X 

KNOXVILLE 

WTSK-TV 

WHBQ  TV 

NASHVILLE WLAC-TV 

WSIX-TV 

WSM-TV 

TEXAS 

ABILENE 

AMARILLO 

KGNC-TV 

AU8TIN KTBC-TV 

TEXAS   (continued) 

Kit-   Llv'g  Out-    Auto   Rear     Re-    B&w  Color  Sends 
City  Call  letters       chen     rm     door    ramp  view  mote    line    line    color 

CORPUS    CHRISTI       KVDO-TV 

(Juarez,    Mex.)  XEJ-TV 

FORT    WORTH 
WBAP-TV 

X X X X X            X X X X 

HARLINGEN 

KGBT-TV 
x X X X 

HOUSTON 
KTRK-TV 

X X X X X X X X 

LONGVIEW 
KTVE 

X X X X 

LUBBOCK 
KDUB-TV 

X X X X X X 

SAN    ANTONIO 
KENS-TV 

X X X X X X 

WOAI-TV X X X X X X X 

TEMPLE 
KCEN-TV 

X X X X 

TEXARKANA 

KCMC-TV 
X X X X X 

UTAH 
SALT    LAKE    CITY      KSL-TV 

VERMONT 

BURLINGTON 

VIRGINIA 

HAMPTON WVEC-TV X X X X X X 

LYNCHBURG WLVA-TV X X X X 

NORFOLK 

WTAR-TV 

X X X X X X X 

WVEC-TV 
X X X X X X X X X 

RICHMOND WTVR X X X X X X 

WASHINGTON 
BELLINGHAM 

SEATTLE 

KHQ-TV 
X X X X X X X X 

KREM-TV 
X X X X X X 

KXLY-TV 

X X X X X X X 

X 

KTNT-TV 

X X X X X X X 

KTVW 

X X X X X 

WEST  VIRCINIA 
CHARLESTON 

WCHS-TV 

WKNA-TV 

HUNTINGTON 

WSAZ-TV 

X X X X X X X X X 

OAK     HILL 
WOAY-TV 

X X X X 

PARKERSBURG WTAP X X X X 

WHEELING 
WTRF-TV 

X X X X X X 

GREEN     BAY 

WISCONSIN 

WBAY-TV 

LA    CROSSE 

MADISON 

MARINETTE 

MILWAUKEE 

WAUSAU 

WKBT 

WKOW-TV 

WMTV 

WMBV-TV 
WTVW 

WSAU-TV 

HAWAII 
HONOLULU 
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I  I  I  I  \  [SION 

film  &  slides 

symbols 
*  station  abides  by  SRA  ID  standards 
tr — transparency ;   op — opaque 

372  respondents  supplied  film  and  slide  infor 

niation    for    1955.     Of   this    total,    211    stations 

(  67' ,  )  subscribed  to  SRA — Station  Represen- 

tatives   Association — standards  for  three-quarter 

screen  shared  ID's  and  full  screen  8-second 

station  breaks.  370  station  (99',  )  use  16mm 

motion  picture  projectors;  two  stations  use  55 

mm  only,  while  27  stations  (7%)  use  both  16- 

mm  and  35mm  projectors.  93%  of  the  stations 

reporting  use  transparency  slides  for  various 

makes  of  projectors  (indicated  below);  40', 

(  141)  reported  the  use  of  opaques. 

ALABAMA CALIFORNIA  (continued) 

City Call  letters mm 

Slides 

tr.             op. Projectors 
Adv.  for  art 
work — hour? Contact 

City 

Call  letters 
mm 

Slides 

tr.             op. 
Projectors 

Adv.  for  art 

work — hour< 

Contact 

I'RMINGHAM 
•WABT 

16 

2x2 Selectro Ink 
Chas.    Grlsham 

FRESNO 
KJEO 

16 2x2 SeVS,  Gray 48 
W.   O.    Edholm 

•WBRC-TV 16 2x2 Holmes 8 
M.    D.    Smith KMJ-TV 

HI 

4x5 S&S    Gray 48 Wilson    Lefler 

ECATUR WMSL-TV 16 
RCA 

Bill    Guy LOS  ANGELES 

■KCOP 

16&35 2x2 
ItCA 

48 

Voyle   Masters 

3BILE WALA-TV 

in 

2x2 R<\\ 72 H.    K.    Martin 

"KHJ-TV 

16 

2x2 Ink H  m     Wheeler 

HNTGOMERY •WCOV-TV 16 2x2 
RCA 

48 

KNXT 

n;\:i-. 

2x2 

Done    Hlne 

KRCA 
16&35 2x2 

RCA 

48 

KOOL-TV lfi 

ARIZONA 

2x2             4x5 DuMont 48 
Doug.   Carruth 

Jas.  G.  Damon 

KTLA 

l'-\:r. 2x2 

48 N.  Cunningham 

KTTV 16&35 
2x2 S&S 

5  days 

Val   Conte 

HOENIX SACRAMENTO KBET-TV 
16 2x2 OB 72 George    Kapel 

KOCC-TV ll!\3.1 
2x2 RCA 

2  days 

•KPHO-TV 16 2x2 72 
Al    Rau 

M      y     Ithode 

KTVK 16 2x2             4x5 

RCA 

Bill   Ladow SALINAS KSBW-TV 
16 2x2 

RCA 

William    Oates 

KVAR 16 2x2 IniMnnf 3  days Bill  Harvey SAN    DIEGO 
KFMB-TV 

16 2x2 Graybar 

:- 

i        iioldon "KFSD-TV 

16 

2x2 
RCA 

48 
UCSON KOPO-TV 

in 

2x2 78 Jack    Martin B      M      Haley 

KVOA-TV 16 2x2 
Gray 

48 
XETV 16 

2x2 UMA 
•KIVA 

16 2x2 DuMonl J.  H.   Fleet 
SAN    FRANCISCO 

•KGO-TV 

16&35 

2x2 

21 

Jeanne    B 

KPIX 

111 

2x2 1x5 
Seleclro 

48 

KFSA-TV 
lfi 

ARKANSAS 

2x2 
Seta  tri 

72 

Pal    Porta 

Richard    Bums 

K  RON -TV 

HI 

2x2 

I  aBelle  « 

Projectall 

48 

•KSAN-TV 

16 

1   1 

N.    Patterson 
1     SMITH 

SAN  LUIS  OBISPO 

•KVEC-TV 

lil 

2x2 B SI     Darrah 

TTLE     ROCK KARK-TV 

16 
2x2 ICt    \ 

72 Lee   Bryant 
SANTA   BARBARA 

KEY-T 

-     ■ 

Bill      Camilh KATV 16 2x2 

OB 

72 James    Cowsert STOCKTON KOVR 16 

2x! 

- 

48 

Marshall   Plant 

KBAK-TV 

CALIFORNIA 

16           2x2                           RCA 48 <i|.i  i       1  >■    k 

K  T  V  U 

RCA 

■ 
Dave    Hume 

TULARE KVVG 11 2x2 1 

Dave    1 1 »KERSFIELD 

COLORADO 
SPRINGS 

KKTV 

COLORADO 
16            2x1 

Gray 

72  fur  Hlros 
48  for  slide* 

•KERO-TV 

16 

2x2 48 K-  n    tYoes 

Stan    Brown HICO •KHSL-TV 16 
2x2 

OE 

48 Frank   Wood 

REKA KIEM-TV 16 2x2 
Selectro 

48 Walt.   Richard* 
KRDO-TV 

2x2 

RCA 72 

Del    Nelson 
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COLORADO  (continued) 

C  tj 

Slides 

Call  letters       mm 

Adv.  tor  art 

Projector*       work — hours Contact 

GRAND    JUNCN 

PUEBLO 

•KBTV 
Gray 

72 

KFEL-TV 10 2x2 

S&S,  Mul- 

72 

Bob    J 

•KLZ-TV 

jectall 

72 
C.     H.     Brace 

•KFXJ-TV 
2x2 Splndler 

2x2        314x4 

Super  Pro- 
Jectall 

72 

Jolm    Henry 

CONNECTICUT 

BHIUl.FPORT 

HARTFORD WGTH-TV         16 

Gray 

48 

•WNHC-TV          16 2x2 1  uk 
i     \     Oallanan 

NEW  BRITAIN WKNB-TV         16 2x2 
s\s,  Gray 

48 David    Scott 

DISTRICT   OF   COLUMBIA 

WASHINGTON 

man 
M.    L.    Dram  in 

RCA 
Jean  Thompson 

G.     Grlesbawcr 

FLORIDA 

FT.  LAUDERDALE       WITV 

JACKSONVILLE 
•WMBR-TV 

16 

16 

Stan   Hess 

GI 

G.    W.    While 

MIAMI 

ORLANDO 

PENSACOLA 

•  WTVJ 

Jerry     While 

WBDO-TV 

WEAR. TV 

ST.  PETERSBURG     "WSUN-TV 

I ;  i  ay 

RCA 

RC  \ 

John    Tnorwald 

W     PALM    BEACH        WEAT-TV Bell    & 

Howell 

■WIRK-TV 
A.     L.     Gray 

GEORGIA 

ALBANY 

ATLANTA 

Gray 

HCA Gray 

AUGUSTA 

COLUMBUS 

WJBF-TV 

WRDW-TV         16 

72 
Don  Naylor 

48 Pat    Kelly 

48 
Tom    Hennesy 

Bill   Makcnzle 

John  Hughes 

2x2 

OB 

II.     Patterson 

IDAHO 

DuMont 

Multlscopc. 

Electro- slldo 

IDAHO  FALLS 2x2 
It.    \ 

TWIN  FALLS KLIX-TV ■ Paul    D 

ILLINOIS 

BELLVILLE 

CHAMPAIGN 

CHICAGO 

Ted       V. 

•WCIA 16 

1H2 

71! 

Jas.     Fielding 

•WBBM    TV 

mount! 
48 

Julian    Kanter 

•WBKB 

2x2 
ln\ 

<s 

.1      Rtzpatrlck 

DANVILLE 

WGNTV  IflA.'l'. ■WNBQ 

WDANTV 

Balop 
lii.n    Carroll 

OCA 

21 2 J. Jin    IVkcrt 

DECATUR 

•WTVP 

16 

2x2 
RCA H     <:      Wright 

ILLINOIS  (continued) 
City 

Call  letters       mm 

Slides 

tr.  op. Adv.  for  art 
Projectors       work — hours  C| 

HARRISBURG 

WSIL-TV 
16 

2x2 

S&S 

1  wk 

BUI 

PEORIA 

•WEEK-TV 

16 

2x2 8%x4 

GB 48 

Will WTVH    TV 
16 2x2 

3x4 

Tressel 

48 

Don 

QUINCY 

ROCKFORD 

•WGEM-TV 

•WREX-TV 

•WTVO 

16 

2x2 314x4 

72 

ROCK  ISLAND 

•WHBF-TV 

16 

2x2 

4x5 
DuMont 

h.  r 

SPRINGFIELD 
WICS 

16 2x2 

Gray 

72 

INDIANA 

EVANSVILLE 
RCA 

•WFIE-TV 

FORT    WAYNE 

•WIN-T 

Gray.  Telop 

II 

IOWA 

KANSAS 

GREAT  BEND 2x2         314x4         Gray.  Balop 

PITTSBURG 

•KTVH 

48 

KENTUCKY 

LOUISIANA 
ALEXANDRIA 

BATON  ROUGE 

LAKE  CHARLES 

MONROE 

NEW  ORLEANS 

KALB-TV 

WBRZ 

KPLCTV 
•KTAG-TV 
•KNOETV 

WDSU-TV 

8^4x4 
814x4 

is 

314x4 I     i    Hum 

Oper-. 

J.  B 

•WKJG-TV 

16 

2x2 

314x4 

Gray,  GB 
72 

C.  0 INDIANAPOLIS 
WFBM-TV 16 4x5 

DuMont 

1  wk 
Earl 

WISH-TV 16 2x2 3x4 
Tres6el 

5  days 

Jim 

LAFAYETTE 

•WFAM-TV 

16 

2x2 

3x4 

72 
Jas. 

SOUTH    BEND 

•WSBT-TV 

16 

2x2 SiS 72 

AMES 

•wor-Tv 

16 2x2 

314x4 

RCA 

72 

W.     1 1 814x4 
CEDAR  RAPIDS KCRG 

K 

2x2 

Gray 

lwk 

R.   P 

*WMT-TV 

16&35 
2x2 lt.\ 48 Dougli 

DAVENPORT 

•WOC-TV 

35 2x2 3x4 

S&S 

72 M.   W 

DES  MOINES 

KI.TV 
16 

2x2 

3x4 48 
T.  J. 

•WHO-TV 

in 

2x2 

3x4 

4x5 
RCA 

1  nk Paul 

FORT  DODGE 

•KQTV 

16 2x2 

3x4 

GB 

5  days 

MaX 

MASON  CITY 

•KGLO-TV 

16 4x5 DuMont 

48 

H.   B 

SIOUX   CITY KTIV 16 2x2 

Gray 

48 

Dletri 

•KVTV 

16 

2x2 

314x4 

GB 

96 
Norm  A 

WATFIlLnO KWWl     TV 16 
4x5 

DuMont 

is 

C.  T.  I 

•KOAM-TV 

16 2x2 4x5 

RCA 

Gray 

72 

It     K  he 

•WIBW-TV 

16 

2x2 1x5 

Gray 

72 
Hilton! 

KAKE-TV 16 2x2 4x5 

Graj 

72 

Don  '  >dr 

KEDD 

Hi 2x2 

Gray 

72 

C.   Biol 

E    « 

HENDERSON 
WEHT 

16 2x2 11. \\ 72 
Hi  an    •> 

LEXINGTON WLEXTV 

11 

2x2 

Gray 

72 n.  c  1 
LOUISVILLE WAVE-TV 16 2x2 i  ivk 

Oiarli  m 

48 

T.    8. 
72 

John   ! 

(.11 

IK 

David 

Oral 

12 
M.   P 

5        BCA 

r.  days 

.1      \i 

G.   A. 

■■;- 
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I  I  IJ'VISION 

)GE 

:ld 

IELO 

LOUISIANA  (continued) 

ty Call  letters mm 
Slides 

tr.            op. Projectors 
Adv.  for  art 
work — hours          Contact 

ORT •KSLA 16 2x2              4x5 DuMont on  request    Carol  Vinson 

MAINE 

h.    H.    Nelson 

W-TWO 
16 

2x2 
S&S 

48 
vVn     ii.  Clark 

N WLAM-TV 16 2x2 E.    Shute,    Jr. 

D WCSH-TV 

111 

2x2 

li('  \ 

1  «k It     M.C.arrlll 

•WGAN-TV 16 2x2 Eastman 72 5am  Henderson 

MARYLAND 

WAAM 16 2x2 
RCA 

48 Ken   Carter 

WBAL-TV 16 2x2 3x4 
48-72 

W     K.    Freierl 

WMAH-TV 16 2x2 48 E.    A.    Lane 

WBOC-TV RCA C.    J.    Trultt 

MASSACHUSETTS 

E.    J.    Muristy 

WNAC-TV      16&35       2x2        3'.xl 6  days       Norm    Knight 

RCA 5  days       W.    Harrington 

•WMGT 
16 

2x2 

Gray 

72 

E    W.   Pearson 

•WHYN-TV 16 
2x2 

3>4x4 

OB 

1  wk 
Kendall    Smith 

•WWLP 
16 

2x2 
3Y.x4 

GE 
72 

W.   L.   Putman 

rER WWOR-TV 
in 

2x2 
Gray 

1  wk A.   B.   Gridley 

MICHIGAN 

OR •WPAG-TV 16 2x2 
3x4 

Balop 
1  wk Edw.    Baughn 

Y WNEM-TV 

n; 

4x5 DuMont 72 Claud  Mendell 

•CKLW-TV 16 2x2 
3x4 

Gray. Telop 
48 J.   E.   Campeau 

WJEiK-TV 16&35 2x2 
2 -.4x3 

Belle 

GE 

Howell, 

21 

Bill    Michaels 

WWJ-TV 16 2x2 
3x4 

Selectro 

72 

Opers.    Desk 

•WXYZ-TV 

k;\:i.- 

2x2 RCA 

48 

John  F.  Pival 

APIDS •WOOD-TV 

l.; 

2x2 4x5 

Telop 
3  days 

J.     Dragomier 

!00 •WKZO-TV 16 2x2 

Gray 

72 C.    T.    Lynch 

•WJIM-TV 16 
2x2 

8%x5 RCA 

7  days 
R.  B.  Nason 

WTOM-TV 16 2x2 
RCA 

72 Ed   Carson 

WKNX-TV 16 2x2 
Hi    \ 

72 Wes  Lambert 

E  CITY WPBN-TV 16 2x2 3%x4% RCA 72 John    Anderson 

MINNESOTA 
•KMMT 16 

4x5 
DuMont 

3  days 
T.     Steensland 

•KDAL-TV 16 2\2 

Gray 

72 D.    LeMasurier 

OLIS- KEYD-TV 16 2x2 
4x5 

Gray 

48 L.   L.    Wlilting 

L •WMIN-TV 16 2x2 4x5 Telop  II 78 V    \I     Devaney 

•WTCN-TV 
16 

2x2 
:; ' ,  \  i 

s\  s    i :  !•; 48 Donald    Kraatz 

[R •KROC-TV 
hi 

2x2 RCA 

■is 

G.  D.  Gentling 

MISSISSIPPI 
•WJTV 16 2x2 

Gray 
48 Jay  Scott 

WLBT 16 2x2 

Gray 

72 Fred  L.    Beard 

WSLI    TV 
16 

2x2 Selectro 3  days 0.     Alexander 

VV.    B.    Crooks 

MISSOURI 

DEAU 2x2 O.   C.   Hirsch. 

2x2 

SVixI 

S'.xl Claude  Ratlin 

MISSOURI    (continued) City 

Call  letters mm 

Slides 
tr.            op. 

Projectors 
Adv.  tor  art 
work — hours          Contact 

HANNIBAL KHCIA    TV 16 2x2 DuMont 48           John    Debow 

JEFFERSON  CITY 
KRCG-TV 

16 

2x2 

Ell    \ 72           Betty   Handy 

JOPLIN 

KSWM-TV 

16 

2x2 
1  uk         A.  A.  Harrison 

KANSAS  CITY 

•KCMO-TV 

16 

2x2 

4x5 Gray 

E.  Hartenbower 
•KMBC-TV 

16 2x2 4x5 

Gray 

72 

Ed    Dennis 

Gray 

1  wk         E.    M.    Russo 
SPRINGFIELD 

Bob    Burke 

MONTANA 
BUTTE 

•KXLF-TV 

16 2x2 

Gray 

96 Jim  Mannlnk 

GREAT  FALLS 

•KFBB-TV 

16 2x2 4x5 
DuMont 

48 
LeRoy  Stahl 

MISSOULA 

•KGVO-TV 

16 2x2 Holmes 

48 

A.  J.   Mosby 

NEBRASKA 
KEARNEY 

•KHOL-TV 

L6&35 2x2 

3>4i4 

GB 

72 
Jack    Gilbert 

LINCOLN 

•KOLN-TV 

16 2x2 

Gray 

7  2 

Paul  Jensen 
OMAHA 

KMTV 16 

2x2 

3x4 

RCA G.    E.    Harris 
•WOW-TV 

16 

2x2 

RCA, 

GB 

72 Fred   Ebener 

NEVADA 
LAS  VEGAS 

•KLAS-TV 

16 

2x2 

Gray  Telej. 48 Jas.    A.    Lilly 

RENO 

*KZTV 

16 2x2 RCA 

l» 

Richard   Colon 

NEW  HAMPSHIRE 
MANCHESTER •WMUR-TV        16  2x2 

24  N.    Gittelson 

NEW  JERSEY 
NEWARK WATV  16  2x2  3x4         RCA 1  wk         I.    Rosenhaus 

NEW  MEXICO 

ALBUQUERQUE 
KGGM-TV 

16 2x2 RCA 72 
G.    B.    Morgan 

•KOAT-TV 

16 2x2 

3x4 

DuMont 48 
Ted   L.    Snider 

Wayne  Coy 

ROSWELL 
KSWS-TV 

16 2x2 P.  B.  McEvoy 

ALBANY 

NEW   YORK 

WROW-TV        16  2x2  S 1  wk         T.    S.   Murphy 

WTRI 
16 2x2 Selectro,  S&S         1  wk         Opers.    Desk 

BINGHAMTON 

Gray 

S.  Rieciardelll 

BUFFALO WBEN-TV 
4  days       C.   Thompson 

Gray 

R.    L.    Brenner 

2x2 

RCA 

P.    H    Curtis 

KINGSTON 2x2 

Gray 

R.    L.    Sabln 

NEW  YORK  CITY       "WABC-TV 

2x2 

Gray 

Daniel   Norton 

16&35       2x2 

DuMont, 

Simplex 

4  days        F.   A.    Wurster 

WCBS-TV 

Gray 

5  days       Robt.    O.    Patt 

WOR-TV        16&35       2x2 

Gray 

Chas.    Philips 

16&35       2x2 5  days        Carol  Lerlne 

WRCA-TV 

Gray 

Hamilton   Shea 

PLATTSBURG Hal   Wilson 

ROCHESTER 
•WHAM-TV        16       3%x4 

GB CI  irli  -  Clerfci 

L.    C.   Wheeler 

3x4 

r.y. 

1  wk        F.  Taylor,  Jr. 

SCHENECTADY 16 1  wk        R.    F.   Reld 
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NEW  YORK  (continued) 

City 
Call  letters mm 

Slides 

tr.            op. Projectors Adv work for  art 

— hours 

Contact 

SYRACUSE 
•WHEN-TV .,v.. 

S.XS IS c      Alderman 

WSYR-TV 
3Mxi 

CI 48 I 

UTICA 

•WKTV 

Cray,  GE 

Fusoo 
WATERTOWN WCNY-TV 16 2x2 

GE 

I).    M     • 

NORTH   CAROLINA 

ASHEVILLE 

CHARLOTTE 

WLOS-TV  16 

•WBTV  16 
Chas.   I!.   Brltt 

1  uk         Opi         i ' 
DURHAM 

•WTVD 

16 2x2 

72 

II      Duncan 

GREENSBORO WFMY-TV 

111 

2x2 4x5 DuMont 72 W.    Ilaskerrille 

GREENVILLE WNCT 
2x2 

1'rojectall 
72 A   H    Campbell 

WILMINGTON  WMFD-TV 

WINSTON-SALEM      -WSJS-TV 

li    Dunlea,  Sr. 

314x4         GE 

NORTH   DAKOTA 

FARGO 

MINOT 

VALLEY  CITY 

AKRON 

ASHTABULA 

WDAY-TV 

i.- 

2x2 1x5 

Telop 

1   ut 
Jack    Lestei 

KCJB-TV 

ii; 

2x2 1x5 

Telop 
■ II     Burkarl 

KXJBTV 

10 

2x2 

lx". 

DuMonl 

IS 

Hal   Kennedy 

OH/O 

B.    M.    Wright 

WICA-TV 5  days       John  Strasen 

OINCINNATI 

CLEVELAND 

COLUMBUS 

WCPO-TV 
C.ilde Glenn     Miller 

WKRC-TV 2x2        3%x4         Balop    GE 1  uk         George  Bogers 

2x2 Telejeetor. 
Solectro 

•WEWS 
4xT>         Telop 

John    II.    Folev 

2x2        3>,xl         Balop.   GE If.    C.    Wright 

WBNS-TV 
•WLW-C 

I,aBeltc 

■is 48 Bnht.    Sprouse 

Tai      Burgess 

R     ('    W 
DAYTON WHIOTV 

Chuck    Gay 

4  days        H.    P.    Lasker 

LIMA WLOK-TV R     \v     Mac* 

STEUBENVILLE 

TOLEDO 

YOUNGSTOWN 

ZANESVILLE 

•WSTV-TV  16 

•WSPD-TV  16 

1  uk K  t>(     i:    Holl 

Golde 

WFMJ-TV 

WKBNTV  16 Eastman, 

Gray 

1  ilk 

4S 
48 

John  Sanders 

\l     !■•     Stanley 

Don    Brlre 

10  days       Allan   Land 

OKLAHOMA 

ENID  KGEO-TV 

OKLAHOMA  CITY         KMPT 

KTVQ 

KWTV 

TULSA 

WKYTV 

KOTV 

KVOO-TV 

i  Ul  sa   i  Muakoge*)       ktvx 

16 2j  2 4x5 

Rl    \ 

•2 
Streets 

in 

DuMonl 72 

Bill  M.. 
16 • 

72 

Bay   Wilson 
16 

4x5 
RCA,  Telop 

Edgar    T      Bell 
2x2 it.    \ 

Opcre.   Desk 

Relet  in. 

72 i  "Iceland 

16 :;x2 1 72 John    Devlno 

16 

■   i 

■ 

ORECON 

EUGENE 

MEDFORD 

KVAL  TV     16 

KBES  TV     H'. 

Glenn    Nl.kell 

Qpl 72 B.    A.   F« 

ORECON   (continued) 
City 

Call  letters       mm 

Slides 
tr.  op. 

Adv.  for  art 

Projectors        work — hours 

PORTLAND 

2x2         S'.xl 

PENNSYLVANIA 
ALLENTOWN WFMZ-TV 

16 

■2\2 

4x5 
DuMont 

72 

M  ,  1 

■la   III 

ALTOONA 

•WFBG-TV 

16 

2x2 S&S 1  wk 

BETHLEHEM 
WLEV-TV 16 2x2 

3y«x4 

Bal  ■ 

:■.; 

I        T 

Joy  m 

EASTON WI.LV 

net 2x2 

KCA 

3  days 

ERIE 

WICU-TV 

35 

2x2 

Gray 

72 Kaifl 

JatvS 

K.     L 

WSEE 16 2x2 72 

HARRISBURG 

WCMB-TV M 2x2 

Gray 

48 

WHP-TV 

16 

2x2 

Gray 

3  days 
\.   lfl 

WTPA 

16 

2x2 Gray 

1  «k 
D. 

JOHNSTOWN 
WARD-TV 16 

2x2 
Gray 

48 

Bill 

•WJAC-TV 

16 
Selectro 1  wk 

Join 

PHILADELPHIA 

•WCAU-TV 

16 

2x2 

Gray 

72 R, 
•WFIL-TV 

16 2x2 

314x4 
GK 

72 

Join 

•WPTZ 

].. 

2%x3 72 

San 

PITTSBURGH 

KDKA-TV 

16 

2x2 4x5 

ImMont 

L.  ( 

READING 

•WEEU-TV 

16 

I'.xl 

3'/4x4 

Bausch  & 
Lomb.  SE 

7 'J 

T. 

•WHUM-TV 

li: 

2x2 

Selectro 

:■• 

li 

SCRANTON WARM-TV 16 2x2 

Gpl 

i  «-k 

.lay 

S&S 

WTVU 
16 2x2 

'I'll- 

WILKES. BARRE 

•WILK-TV 

16 2x2 IS 

T.    ! 

YORK 
WNOW-TV 16 2x2 

Selectro 
48 R. •WSBA-TV 

16 2x2 

s*S 

24 

Jim  |r 

PROVIDENCE 

RHODE   ISLAND 
S&S.  Gray 
Gpl 

AND! HSON 

SOUTH   CAROLINA 
3x4        Pederol,  Gray 

11 

CHARLESTON 

COLUMBIA 

•WCSC-TV 

Gpl 
•WCOS-TV 

•WIS-TV 

RC  1 
lie  V 

FLORENCE 
WBTW 

16 2x2 

:.  ■• ,  x  i 

Projwclall, RCA 

1  wk 

a.  i 

GREENVILLE 
WGVL-TV 

16 

2x2 

BCA 

48 inn 

SOUTH   DAKOTA 

SIOUX  FALLS 

TENNESSEE 

CHATTANOOGA 

•WDEF-TV 

16 

Gray 

72 Otis 

JACKSON WDXI    TV 

16 

MS         Balop 21 Jack 

JOHNSON  CITY 

•WJHL-TV 

in 

2x2 
Gpl 

48 W.  I 

ter 

KNOXVILLE 

•WATE-TV 

U 2x2 

Hi-  \ 

J.   T 
•WTSKTV 

16 2x2 

Bob  I  M  a 

72 
Bill 

MEMPHIS 

•  WHBQ-TV 

16 2x2 

1'rojectall 

48 

Mail 

WMCT 

18 

2x2 

UCA 

•IS 

Karl 
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I  1  I.  K  VISION 

TENNESSEE  (continued) 

Call  letters       mm 
Slides 

tr.  op. 

Adv.  (or  art 

Projectws        work — hours 

WLAC-TV 16 2x2 1x5 
Gray 

48 Roy  Smith 

WSIXTV 

lM 

2x2 GE 

72 

Gene    Tanner 

•WSM-TV IS 2x2 Projectall 
2  days 

Irving    Waugh 

TEXAS 

KRBC-TV 16 
8%x4 

■  ;i 

1  wk .1.  Mitchell.  Jr. 

•KFDA-TV 16 2x2 
4x5 

Eastman 72 John  Chappel 

4x5         ROA,  Telop Bob  Watson 

•KTBC-TV 16 2x2 S&S 
7  days 

Opors.    Desk 

.  CHRISTI •KVOO-TV 
16 

2x2 
HCA.  <:ii\ 

72 Bob  Williams 

' •KRLO-TV 16 4x5 72 u       \     Roberts 

WFAA-TV 16 
4x5 

Gray 72 Mike  Shapiro 

0 ■KTSM-TV 
16 

2x2 4x5 
Gray 

48 R.  T.  Chapman 

Mex. XEJ-TV 
n:\-.t:. 

2x2 SxKl 
48 H.    Gutierrez 

ORTH •WBAP   TV 16 2x2 4x5 RCA.  Gray 3  days 
Roy   I.    Bacus 

M.  B    Johnson 

•KGBT-TV 16 

2\'2 

48 Steve    Roberts 

KTRK-TV 

16 

2x2 DuMont 2  days 
Sarah  Fritz 

48 
\      I     Henry 

16 !>,-Yrv 
George    Collie 

GELO KTXL-TV 16 2x2 DuMont 72 J.   H.   Hubbard 

TONIO •KENS-TV 

16 

2x2 Telojector 48 
Wayne  Kearl 

■WOAI-TV 
16 

2x2 Projectall 
48 Ed    Cheviot 

E •KCEN-TV 16 2x2 RCA-Tild 72 Opers.  Desk 

KANA •KCMC-TV 16 2x2 2^x2% Select  ro. 48 Chas.  E.  Wade 

KANG-TV 
16 

2x2 

GE 

48 

Bob  H    Walker 

KWTX-TV 
16 

2x2 
RCA M.  N".  Rostick 

A  FALLS KFDX-TV 16 
2x2 

4x5 RCA.  Gray 

48 

Howard  H.  Fry 

KWFT-TV 16 
2x2 

Eastman Kenyon  Brown 

UTAH 

IKE  CITY       -KSL-TV 

Gray 

A.  R    Richards 

KUTV 2x2 

VERMONT 

.T.    A.    Dob  son 

VIRGINIA 

ONBURG       -WSVA-TV         16 

IURG  'WLVA-TV         16 

K  WTAR-TV  16 

H.   C.    Evans 

DeVrj 
J.   Wright.  Jr 

Projectall Edwin  Gorby 

•WVEG-TV 16&35 2x2 
314x4 

Gray.  GE 

7  2 

H.   Brauer.  Jr. 

ND •WTVR 16 2x2 Telejector 1  wk W.   M.   Havens 

[E WSLSTV 16 
2x2 

72 11     1'itzpatrlck 

WASHINGTON 
Gray 

Dartd    Mint/ 

KING-TV 2x2         3 ' ,  x 1 

814x4 

RCA. 

Bauseh  & 
Ix>mb 

3  days       Tom  Rogstad 

WASHINGTON  (continued) City 

Call  letters       mm 
Slides tr.  op. 

Adv.  (or  art 

Projectors       work — hour* 

SPOKANE 

TACOMA 

•KHQ-TV 

16 2x2 

Selectro 

72 C.  Burmlnghaiu •KREM-TV 

18 4x5 Telejector 72 Paul   Morris 
•KXLY-TV 

18 

GE 

72 

A.    DeVrles •KTNT-TV 

18 

:i\ii 

GE 

48 

B.   W.   Ortnsky 

•KTVVV 

RC  \ 

Selectro 

3  dayi       Tom  Towey 

Joe  Ryan 

WEST   VIRGINIA 

CHARLESTON J.  Sinclair.  Jr. 

W.    8.   Jackson 
HUNTINGTON 

•WSAZ-TV 

18 2x2 

IK'.X   TP 

16B 

is 

Ellz.   Conaty 

OAK  HILL 
WOAY-TV 

16 

2x2 in    X 48 C.    E.   Higglns 

t'AKKERSBURf, 

♦VVTAP 

18 2x2 

Gray 

48 

Jerry  Bums WHEELING 

•WTRF-TV 

16 2x2 

Gray 

48 H.  N.  Smith 

WISCONSIN 

EAU  CLAIRE 

•  WEAU-TV 

16 2x2 8%x4% 48 
Robert   Trump 

GREEN    BAY WBAY-TV 16 2x2 Projectall 
72 Milt   Gels 

LA    CROSSE 

•WKBT 

16 2x2 

3x4 

Gray. 

Tressel 73 
.lay    Ftommert 

MADISON 

•WKOW-TV 

16 

2x2 

3x4 

IM'-A 

is 

Richard    Huff 

•WMTV 

16 2x2 

K.'A 

3  days 

M     J.    Wagner 

MARINETTE 

•WMBV-TV 

16 2x2 

6x8 
Gray.  Vu- 

Lyte 

24-48 
W.    B.    Walker 

MILWAUKEE WCAN-TV 16 2x2 

RCA 

72 
Lou    Poller 

WTMJ-TV 16 2x2 4x5^4      Gray 
2  wks 

W.    D.   Palmer 

WTVW 
16 2x2 Selectro    Rl    i 48 

Traffic  Desk 

WXIX 

16 

2x2 

48 
T.    F.    Shaker 

SUPERIOR 

•WDSM-TV 

16 2x2 

3^x4 
E.  W.  Conrad WARSAU 

•WSAU-TV 

16 

RCA 

72 
Richard  Dudley 

HONOLULU 
KULA-TV  16 

HAWAII 

2x2  4x5         DuMont 1  wk         .1.    A.    Burnett 

CANADA 

CALGARY.  Alta. 
Ralop 

J.    H     Battlson 

EDMONTON.  Alta.        CFRN-TV 

MONCTON.  N.  B.  CKCW-TV  16 

ST    JOHN.   N     B  CHSJ-TV  I6X-31 

SYDNEY.  N.  S. 
CJCB-TV 

KINGSTON.  Ont.  CKWS-TV 

KITCHENER.  Ont.        CKCO-TV 

LONDON.  Ont 

Gray 

incutar 

XV    I-uxton 

Hrure    I 

Twin     Bird 

PT.  ARTHUR.  Ont.       CFPA-TV 

RCA 
SUDBURY.  Ont. 

CKSO-TV 
RCA 

R.   H.   Parker 

tVoodUl 

MONTREAL.  Oue. CBMT 18 2x2 .1     R     Peloquin 

QUEBEC    CITY CFCM-TV 
16 2x2 4x5 DuMont 

is 

.  flbboni 

HIM  DUSK  1     Que 
CJBR-TV 

16 

RCA T2 

>mte 

REGINA.  Sask. CKCK-TV 
16 2x2 3x4 

GE 

72 

SASKATOON.  Sask. 
CFQG-TV 

16 

2x2 

4x5 

Stewart 72 \l     I. 
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o   South 

KDEF 

KEAR 
KEDD 

K.KI.O- KFAC 

KFAL 

KF\  I) 
KGER 

rv 

110 
2 

19 

101 

95 68 

15 

"4 

63 

's    Broadcasting 

16,   20,   64,    "2,    78,    82,    107 TSSLN  86 

R(   \    Equip.  IBC 

Broadcasting  95 

'.  TV  126 
KALI  11 

RAW 

KIMS 

KCJB-TV 
KCOR 

95 103 

119 87 

104 
67 

l !  6 

l  il 

66 

35 
10 

105 

KGST 
KIFN 

KLAC 

KLOK 
KNAK 

KN'OK 

KOA 
KOWL KPQ 

KPRC 

KSAN 

K.SI. 
K.SON 
KSTN 
KWKW 

KXJB-1  V KXLA 
WBAM 

WBAY 
WBCO 

WCBR 
\V  DAS 

WDIA   _ U'KM  I    I  V 

WFLN 

WGY WHAK 
WHAT 

..89, 

92 

88 

102 

13 

54 

101 

75 

92 

78 

100 

93 

55 

89 

103 

88 120 

81 
BC 

112 

93 
101 

90 

99 

111 71 

77 

33 
98 

WHOI) 

WIBW u  !l;x 

WILD 

WILS   WIOK WIP 

WITH 

WKM1 w  MGY 

WN  \  X 
WNJR 

WOK  J     . 

WOLF  .. 

WOWO 

WPAL     _ 

WQXR    ..... 
WRB< 

WREX-TV 
WRMA  - 
WSOK WSRC 

WTCN    __ WVCG 

WWJ 

WWRL XEJ  _ 

XEJ-TV 

97 

73 

40 

7 

32 

94 

47 

FC 

30 

91 

79 

96 
101 

IFC 

23 

49 

70 

96 

129 
92 

100 

98 

6 

72 

31 
97 

52 

122 

/C/X  /"^T~> ̂  

SP 

MANY  an  advertising  oppor- 
tunity is  missed  because  a 

new  idea,  a  changing 

trend,  a  vital  forecast  is  not 

seen  in  time.    That's  why 
;m  increasing  number  of  Ad- 

vertising and  Station  Ex- 

ecutives — who    formerly    received 
copies  via  the 

"routing  system" — 
now  have  individual  subscrip- 

tions to  SPONSoU. 

This  way  they're  sure  SPONSOE 
reaches  them  first  thing  every 

other  Monday  morning — 

sure  of  getting  .-ill  the 
latest  radio/tv  facts  in 
time  to  act  ...    in  t  ime 

to  profit. 

Try  an   indh  idual  subscription 
to  SPONSOE  yourself.    At  Spe- 

cial Introductory  Bates,  the 
investment  is  small,  the 
potential  rewards 
great.  0rder   Now- 

Pay   Later 

SPONSOR  40  E.  49th  St.  N.Y.  17,  N.Y. 

Enter    my    subscription    to    SPONSOB 
for  the  ''  eeks  (10  issues)  at 

You  save  $3  under  single  copj 

D  Bill   mo  G  Rill  company  □  rayment  enclosed 

Name    „   _ 

Firm    _   

A<klrcsi    m   _     

City  .     State   ..... 

□  homo        □  ofllce 

FARM  TV 

(Continued  from  page  129) 

WHEELING 

WTRF-TV....1^  hr  weekly— extension,  Uni- 
versities W.  Va.  &  Ohio 

WISCONSIN 

GREEN    BAY 

t*WBAY-TV....3  hrs  weekly — news,  markets 
Feature 

LA   CROSSE 

WKBT....1  lir  weekly — market  news 

MADISON 

WMTV....1'  In-  weekly — couim  agents,  pro- 

gram, farm  news,  weather 

MARINETTE 

WMBV-TV....2  hr-  weekly     extension,  mar- kets 

CANADA 
KITCHENER,   ONTARIO 

CKCO-TV.....".   hr-   unkh      rxtm-inn- 

LONDON,  ONTARIO 

*CFPL-TV....'j  hr  weekh  new-  of  farm 

events,  extension  features,  mar- kets 

MONTREAL,  QUEBEC 
CBMT....'...  hr  weekh 
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|2  WtiyS  ta  present  your  "commercial 
>> 

Now — with  RCA's  new  Special  Effects  Equipment— you  can 
have  these  12  attention-getting  effects  right  at  your  fingertips. 
You  push  the  button  for  the  effect  you  want.  You  swing  the 

"control  stick"  (rotatable  360°)  and  put  the  selected  effect  in  the 
picture  wherever  you  want  it.  It's  simple,  inexpensive — requires 
no  complicated  equipment  or  extra  cameras. 

RCA's  Special  Effects  Equipment  consists  of  just  two  separate 
units;  (1)  a  TG-15A  control  panel  (shown  left)  and  generator, 
(2)  and  a  TA-15A  amplifier.  The  Special  Effects  Panel  can  be 
inserted  in  any  RCA  Console  housing.  The  other  units  can  be 

mounted  in  your  video  racks.  Installation  couldn't  be  easier. 

For  quick  delivery,  order  your  RCA  Special  Effects 
Equipment  direct  from  your  RCA  Broadcast  Sales 

Representative. 

<£~    RCA  Special  Effects  Control  Panel— with  12  push- 
button selection  and   360°  rotatable  stick  control. 

RADIO    CORPORATION   of  AMERICA 
ENGINEERING    PRODUCTS    DIVISION CAMDEN,    N.  J. 





z* 

i^azin  1/  advertisers  use 30  MAY  1955 

50<  per  copy* $8  per  year 

Buy  the  Mid-Continent  Station  and  you  get  the 
biggest  audience  in  each  of  these  3  markets 

HOW  P  &  G  BUYS 
SPOT:  Part  2 

page  38 

NBC  TV  test  shows  how 
tv  hits  a  new  market,  what 
the  effect  is  on  consumers 

page  40 

Spot  radio  must  list 
its  customers 

B&M  up  sharply  again 
in  week  16  of  campaign 

OMAHA.  For  12  consecutive 
months  KOWI1  li;is  boon  Xo. 

1  .  .  .  March  A ] ni I  L955  daj 

time  avoras;o  Hooper:  (."...",'  ,  . 
KOWI1  ''owns"  every  single 
daytime  quarter  hour  in  the 
Omaha  air  day.  Wide  cover 
ftge,  too,  on  660  kc.  Kowil 
pets  live  results  for  its  local 
and  national  advertisers.  Gel 

H-R  or  General  Manager  Virgil 
Sharpe  to  tell  you  aboul 
it. 

KANSAS  CITY.  Its  unani 

mous  in  Kansas  City.  Will; 
loads  in  all  3  major  surveys 

1  [ooper  19.5|  -  .  Ma  rch  April 
1955  daytime  average  ... 
Pulse  "»•/  Trendes.  And  re- 
membeor,  W  III;  has  been  under 
M  id  I  dnt  innit  ownership  man 
agemenl  loss  than  a  j  ear.  1 0,000 
watts,  on  71il  kc.  Talk  to 
John  Blair,  or  General  Man 
ager  George  W.  Armstrong 

about   K.<'.  sales. 

NEW  ORLEANS.  From  Llth  to 

1  st  among  1  1  sta! ions  in  onlj 

a  j  ea  r  t  hat  's  the  recoi  d  of 
W'i'l.X.  now  firsl  in  Now 
( Irleana  with  a  daj  time  Hooper 

of  21.595  1  April.'  1955  1.  Sec ond  station,  15.1%.  An  old 
New  ( Irleana  tradil  ion  is 

giving  ua\  to  a  now  one 
for  listening,  for  time  buj  bag. 
('hat  with  Adam  J.  Young, 
Jr.  or  General  Manager  Fred 
Berthelson. 

m CONTINENT  BROADCASTING  COMPANY 
President:   Todd   Storz 

KOWH,  Omaha      WHB,  Kansas  City 
Represented  by       Represented  by 
H-R,  Reps,  Inc.         John  Blair  &  Co. 

VVTIX,  New  Orleans 
Represented  by 

Adam  J.  Young,  Jr. 

new  fresh  orange  mice 

page  50 

How  Bosto 

built  its  personality 
with  radio  campaign 

page  52 



•   Optional  special  effect 

-4*    \    \    \    I  11////// 

|^2  WCiyS  to  present  your  "commercial" ow — with  RCA's  new  Special  Effects  Equipment— you  can 
ave  these  12  attention-getting  effects  right  at  your  fingertips. 

You  push  the  button  for  the  effect  you  want.  You  swing  the 

"control  stick"  (rotatable  360°)  and  put  the  selected  effect  in  the 
picture  wherever  you  want  it.  It's  simple,  inexpensive — requires 
no  complicated  equipment  or  extra  cameras. 

RCA's  Special  Effects  Equipment  consists  of  just  two  separate 
units;  (1)  a  TG-15A  control  panel  (shown  left)  and  generator, 
(2)  and  a  TA-15A  amplifier.  The  Special  Effects  Panel  can  be 
inserted  in  any  RCA  Console  housing.  The  other  units  can  be 

mounted  in  your  video  racks.  Installation  couldn't  be  easier. 

For  quick  delivery,  order  your  RCA  Special  Effects 
Equipment  direct  from  your  RCA  Broadcast  Sales 

Representative. 

S~    RCA  Special  Effects  Control  Panel— with  12  push- 
button selection  and   360°  rotatable  stick  control. 

RADIO    CORPORATION  of  AMERICA 
ENGINEERING    PRODUCTS    DIVISION CAMDEN,    N.  J. 



Do  tv  soapers 
have  a  future? 

Auto  web  $$ 

going  up 

Sponsors  will 
be  in  fee  tv 

Would  bar  web 
fee  tv  shows 

Tv  tape  may 
be  near 

Will  daytime  tv  continue  radio  tradition  of  soap  opera  or  will  per- 
sonality shows  dominate?   One  answer  to  question  may  come  out  of 

efforts  of  NBC  TV  to  sell  personality  shows  to  P&G.   NBC,  which  has 

not  done  as  well  as  CBS  in  daylight  video,  is  betting  personality 
shows  will  eventually  be  top  daytime  fare.   Web  is  attempting  to 

interest  P&G  in  "Tennessee  Ernie  Ford  Show,"  "Ted  Mack's  Matinee." 
At  present  P&G  has  following  daytime  tv  lineup:  4  soapers,  2  audience 

participation  shows,  plus  segments  of  "Ding  Dong  School."   But  P&G 
is  dropping  NBC  TV  soaper,  "Concerning  Miss  Marlowe,"  1  July  because 
of  ratings,  which  were  under  6.   Story  on  P&G's  daytime  strategy 
will  appear  in  next  issue.   For  details  of  P&G's  spot  operations  see 
"The  Procter  &  Gamble  Story,  Part  2,"  page  38,  this  issue. 

-SR- 

Heavy  auto  investment  in  network  radio  and  tv  will  probably  increase 
next  season.   Auto  makers  have  been  spending  with  lavish  hand  in  web 
advertising.   PIB  totals  show  auto  network  investment  last  year  was 
nearly  $39  million,  compared  with  $10.4  million  in  1950,  top  auto 
year.   Sales  in  1955  look  like  they  will  beat  1950,  so  web  spending 
will  probably  rise  in  proportion.   Among  all  industry  categories, 

auto  and  auto  accessory  firms  have  shown  one  of  highest  percent  ad- 
vertising increases  (404%)  since  1948.   For  analysis  of  auto  industry 

trends  as  well  as  those  of  other  big  advertisers,  see  page  35. 
-SR- 

Clear  indication  fee  tv  will  not  close  door  to  advertisers  was  given 

in  recent  debate  between  pro  and  con  sources  at  Hollywood  Ad  Club. 

Paul  McNamara,  v. p. ,  International  Telemeter  Corp. ,  told  Western  ad- 

men toll  tv  will  develop  new  advertising  accounts  "that  should  be 
blockbusters."   Money  spent  by  new  accounts,  he  said,  will  compare 
with  present  "enormous  automotive  accounts." -SR- 

Battle  over  form  fee  tv  will  take  would  probably  continue  even  if  FCC 

approves  it.   Zenith's  president,  E.  F.  McDonald,  served  notice  firm 
will  fight  use  of  fee  tv  by  webs  or  for  existing  web  shows.   McDonald 

said  CBS  statement  on  fee  tv  indicated  network  would  "hijack"  public 
into  paying  for  current  shows.   McDonald's  reference  was  to  statement 
of  CBS  President  Frank  Stanton,  who  said:  "We  regard  it  as  more  than 
probable  that  we  would  earn  our  share  of  billions  of  pay-television 

dollars."   However,  Stanton  attacked  fee  tv  in  strongest  terms. 
-SR- 

Magnetic  video  tape,  expected  to  revolutionize  programing,  may  be 

nearer'  than  previously  indicated.   NBC  earlier  this  month  transmitted 
over  network  lines  a  color  tape  show  from  New  York  to  St.  Paul. 

Closed-circuit  telecast  was  part  of  dedication  ceremonies  for  Minne- 

sota Mining  &  Manufacturing  Co.'s  new  research  labs.   3M  firm  is  work- 
ing with  RCA  on  tv  tape.   Program  was  recorded  two  days  before  tele- 

cast.  Video  tape  story  in  SPONSOR  21  March  (see  "Video  tape:  pro- 
graming revolution  on  the  horizon")  predicted  first  commercial  use 

of  tape  in  1956. 

SPONSOR.    Volume   0.    No    9.   30   May    lit".".      Published    biweekly   bv   SPONSOR   Publications,    I    Id  rig,   Circulation   Office,    10   K.    19th    sr  ,    New 
York  17.  Printed  at  3110  Elm  Ave..  Baltimore.  Md.     $8  a  year  In  US.     $9  elsewhere.   Entered  as  second  class  matter  29  Jan.   1919  at  Baltimore  postomce  under  Act  of  3  Mar.   1879 
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Day  radio 

fops   tv 

Auto-plus  goes 

up  to  39% 

Shirt  firm 

bucks  tv  trend 

RTES  honors 
Hagerty 

Says  movie 

plugs  hurt  tv 

Sunbeam  Corp.'s 
record  year 

Radio's  daytime  audience  from  8:00  a.m.  to  3:00  p.m.  continues  to  be 
larger  than  tv,  reaching  peak  of  8,346,000  homes  using  radio  between 

1:00-2:00  p.m.  (NYT),  Nielsen  reports.   Facts  were  among  those  re- 
leased by  research  firm  at  NARTB  convention  in  Washington.   Nielsen 

figures  also  disclosed  that  more  than  half  present  daytime  audience 

is  reached  by  radio  in  tv  homes.   Network  radio  costs-per-1, 000  beat 
network  tv  day  and  night,  says  Nielsen.   Daytime  radio  cost-per-1,000 
commercial  minutes  comes  to  $0.79,  while  web  tv  comes  in  at  $1.47. 
At  night  figures  are  radio,  $2.26;  tv,  $2.71. 

-SR- 
Auto-plus  radio  listening  (percent  of  auto  to  in-home  listening)  goes 
as  high  as  39%  nationally,  56%  locally,  Nielsen  reports.   Figures 
were  released  by  Nielsen  at  NARTB  convention.   Research  firm  said  39% 

figure  was  reached  in  March,  from  5:00-5:15  p.m.  (NYT),  when  1,743,000 
families  used  car  radios.   Peak  auto  listening  period,  in  terms  of 

total  homes  reached  in  March,  was  on  Saturdays — 2:00-2:15  p.m.  (NYT) — 
when  2,160,000  families  used  car  radios,  representing  32%  bonus  to 

in-home  listening.   Local  auto  listening  figure  comes  from  Detroit 

report,  refers  to  1:15-1:30  p.m.  period  on  Sundays. 

-SR- Entry  of  Shirtcraft  Co.  into  spot  tv  could  help  break  down  hostility 

of  men's  wear  industry  to  air  advertising  if  campaign  is  successful. 
Four  commercials  will  promote  fall  and  winter  Shirtcraft  line  on 

coast-to-coast  schedule.   Plugs  star  sportscaster  Russ  Hodges,  will 

feature  nylon  jackets,  washable  wool  shirts,  Milium-lined  jackets, 

cotton  and  Dacron  shirts.   Policy  of  men's  wear  industry  to  steer 
clear  of  air  (Lee  hats  was  one  of  exceptions)  is  highlighted  by  fact 

that  of  top  100  national  media  spenders  in  1954  only  2  are  holdouts 
against  web  advertising,  with  one  being  Cluett,  Peabody. 

-SR- 
Presidential  Press  Secretary  James  C.  Hagerty  was  honored  not  only 

by  SPONSOR'S  Second  Television  Pioneer  Dinner  but  also  by  dynamic 
RTES  of  New  York.   Presentation  of  RTES  award  was  made  at  White  House 

last  week.   During  SPONSOR  Pioneer  Dinner  Hagerty  commented  that  White 

House  is  receiving  flood  of  letters  re  air  coverage  of  President  al- 

most all  of  which  use  this  phrase:  "Thank  you  for  bringing  the  Presi- 
dent's press  conferences  to  our  living  room." 

-SR- 
Use  of  movie  stars  and  movie  clips  on  tv  is  unfair  to  advertisers, 

says  Murry  Harris,  p.r.  director,  A.  C.  Nielsen,  N.  Y.   If  only  one- 

third  of  viewers  to  tv  variety  show's  "salute"  to  movie  studio  would 
see  2  of  the  pictures  promoted,  result  would  be  loss  of  60  million 

viewer-hours  to  tv,  Harris  computed.   His  statements  were  in  answer 

to  Sponsor  Asks  question:  "Are  the  movie  companies  getting  a  'free 
ride'  on  tv?"   Answers  appear  on  page  62,  this  issue.   Disagreeing 
with  Harris  were  Ted  Cott,  general  manager,  Du  Mont  o&o  stations; 
Jerome  Pickman,  v. p.,  national  ad  director,  Paramount  Pictures,  N.  Y. 

-SR- 
Appliance-making  Sunbeam  Corp. ,  which  has  fought  "discounters"  tooth 
and  nail  with  such  advertising  weapons  as  schedule  in  NBC  TV's  spec- 

taculars and  the  "Today-Home-Tonight"  trio,  just  wrapped  up  banner 
sales  year:  $90,119,826.   Last  year's  figure:  $78,249,048.   Sunbeam 
is  only  large  appliance  firm  that  has  managed  to  maintain  firm, 

well-policed  dealer  franchises. 

(Sponsor  Report*  continues  j»«m»«'  ill) 

SPONSOR 



WPEN 

Shows  the  greatest  rating  increase 

of  any  station  in  Philadelphia* 

WPEN 

Shows  the  greatest  share  of  audience 

increase  of  any  station  in  Philadelphia* 

•pulse  Jan. -Feb.  '55  Represented  Nationally  by  Gill-Perna.  Inc. 

pulse  Jan. -Feb. '54 
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advertisers  use 

ARTICLES 

The  top  100  advertisers:  n«*for<»  rind  after  tv 
A  review  of  the  top  advertisers  shows  that  they  are  putting  more  and  more  of 

their  ad  budgets  into  the  national  air  media.  A  comparison  of  their  budgets 

and     the     percentage     allocated     now     and     in     pre-tv      1948     proves     the     point      $3 

The  Procter  A  1, amble  story:  part  2 
SPONSOR  this  issue  explores  the  P&G  approach  to  buying  spot  tv  and  radio 

time.  The  article  reveals  that  while  P&G's  is  indeed  a  "slide-rule"  buying 
operation,  agencies  are  free  to  interpret  buying  needs  on  a  common-sense  basis       3Jt 

II  hat  happens  when  tv  hits  a  market? 
Results   of   an   extensive    NBC   TV   test   on    a    market,    before   and    after   tv,    gives 

good    insight    into    the    effects    of    tv    on     buying    habits,     brand     identification       -fO 

Spat  ratlin  mast  list  its  customers 

A   major   problem    in   buying   and    selling   spot   radio   remains   unsolved.     It's   still 
the  only  medium  without  a  full   published   list  of  clients  12 

"■The  miracle  of  television" 
George   Abrams   of   Block   Drug    gave   guests   at  Television    Pioneer    Dinner   a    re- 

vealing   picture    of   his    firm's   first   five   years   in    tv. 
44 

ltloa--by-bloiv  story  of  a  tv  test:  n'eek  Hi 
Sales  are  up   131%  over  same  two  weeks  last  year  for  B&M  test  products  in  the 

first  half  of  May.    Gain  for  the  brown  bread  is   1,200%  Iff 

Spttt  helps  build  an  oranye  }aice  revolution 
The  second  orange  juice  revolution  in  10  years  may  be  abooming.  The  product: 

fresh  ora»go-juice  in  a  milk-style  waxed  container.  Two  ex-agencymen  pushed 

one   of   the   fresh    juices,    Golden    Gift,    on    a    heavy    diet    of   spot    radio   and    tv       ;">0 

Boston  ear  dealer  sky-rocketed   with   radio-tv 
Personality  approach  boosted  car  sales  600%,,  made  Ma  Levin's  Homestead 
among  best  known  car  lot  in  the  Hub  City.    Ad   budget  is  almost  75%  air  media        52 

COM  I NC 

Ithnr-hif-hltur  story  of  «i  tv  test:  tveek    111 
SPONSOR  will  continue  to  report  the  results  of  Burnham   &   Morrill's  tv-only  test 
in    a    single    market    in    Wisconsin.      Six-month    toil     will     be    completed     in    July         iH  ,f  tlll<* 

Volume  9  Number  11 

30  May  1955 

The  Procter  *A  1, amble  story:  part  11 
P&G  i    approach    to    daytime    network    radio    and    tv,    a    facet    of    its    operation    in 

which    decisions   art    now    being    hammered    out,    will    make    up    third    P&G    article I  "I     »!lll«' 
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THIS  COUNTRY  BOY  IS  GOING  TO  TOWN! 

As  a  singer,  Eddy  Arnold  has  a  unique  and  power- 
ful hold  on  the  entire  American  public.  No  one, 

but  no  one,  tops  him  as  a  phonograph-record  seller. 

Now  Eddy  is  going  to  town  on  TV  with  his  new  film 

musical  "Eddy  Arnold  Time."  He  is  supported  by 
a  huge  cast  —  including  Betty  Johnson,  The  Gor- 
donaires,  Hank  Garland,  and  Roy  Wiggins. 

26  half-hours,  beautifully  filmed  and  imaginatively 
produced,  now  in  the  can. 

We  respectfully  submit  this  as  the  finest  example 
of  a  filmed  musical  ever  made  for  television. 

-^(  "Eddy  Arnold  Time"  is  one  of  the  fastest-selling 
shows  in  TV.  . .  75  markets  already  snapped  up. 

If  yours  is  still  available,  HURRY ! 

"EDDY  ARNOLD  TIME" 
For  booklet,  prices,  audition 
film  — write,  wire,  or  phone 

WALTER  SCHWIMMER  CO 

75  East  Wacker  Drive,  Chicago  I,  Ihinoii,  rKankwn  ^-4392 

New  York  Office:  16  Eost  4Ut  St.,  lExington  2-1791 

H    "  ■  ̂ cod   Tom  Corradine,  5746  Sunjet  Blvd.,  H  Oily  wood  2-44  48 



Only 

STATIONS 

are  powerful  enough 

and  popular  enough 

to  register  audiences 

in  radio  survey  ratings 

of  both  Los  Angeles  and 

San    Diego. 

Of  these  top  four, 
KBIGis 

•  the  only  independent 

•  the  least  expensive 

•  the     lowest    cost    per 

thousand    families 

KBIG 
Jhe  (olohno  Station 

10,000  Watts 

740  °V.T" 5-'^S?:^ 

JOHN  POOLE  BROADCASTING  CO. 

6340   Sunict    Blvd.,   Hollywood   28,  California 

Telephone:   Hollywood  3-3205 

Nat.  Rtp.  Robert  Mtektr  &  Alloc    Inc. 

Robert  lAtekie,  Robert  Luckie  &  Co.,  Bir- 

mingham, Ala.,  says  that  daytime  radio  "is  one  of  the 
best  buys  in  advertising  today.    This  is  particularly 

true  in  any  selling  beamed  at  a  women's  audience — and  women  are  the  key  to  most  consumer  selling. 
Radio  saturations  make  good  sense  to  us.    You 
reach  a  certain  audience  regardless  of  time  involved 

and  the  extremely  low  cost-per-impression  makes  this 
medium  attractive  to  us.   In  selling  radio  to  clients, 

sound  it  helpful  to  translate  audience  ratings 
into  terms  of  specific  thousands  of  people.    For 

example,   businessmen  who   can  visualize  a  foot- 
ball stadium  with  48,000  people  in  it  cannot  discern 

the  meaning  of  9.1  rating.    It's  surprising  how  few 
radio  salesmen   talk  in   terms  of  people." 

Aubrey  \\  illiatns.  until  recently  radio-tv  direc- 
tor at  Fitzgerald  Ad\  ertising,  New  Orleans,  is  now  a 

partner  in  hi*  own  agency,  Brim  kerhoff  and  Williams, 
Vi  W  Orleans.    In  radio  and  agency  work  since  1939, 
Williams  had  this  to  SO)   to  SPONSOR  on  the  subject 

of  media  specialization  :  "Specialization  leads  to 
spirited  competition  lor  new  media  ideas.  Over-all 

Inning  plays  to  man's  weakn£ss  for  'taking  the 
i as}  way  out'  .  .  .  split  it  up,  instead  of  working  to 
find  best  allocation  of  hinds.   No  man  can  know 
enough  about  all  media  to  buy  it  intelligently.    To 

supervise  buying?    Maybe.   To  actually  buy?  Not  in 

to)  opinion."   II  illiams  believes  that  market  selection 
should  be  done  on  the  basis  of  sales,  potential  sales. 

relative  cost.  New  markets,  special  problem  mar  Lets 

ore   exceptions,   however,   in    If  illiams'  opinion. 

Vfarif   I  Hzttbeth   Loeber,   Brisacher,   Wheeler 

.',      Staff,    San    FrandsCO,    believes    that    "rating 
services  and  audience   measurement   studies  are 

necessarily  our  most  important  tools  in  radio  and 

tv  time  Inning."    She  adds,  however,  a  word  of 
caution    in    their   use.    "Ratings   are   used  only  as  an 
indication    of   the    relative   standing    of   stations   in 

a   market."    In    buying  time   lor   such   accounts 
in    I  an   Camp  .Sea   FoOC      PictSweet   I  rozen    Foods. 
California   Dairy    Industry    Advisory  Hoard  and 
others,    she   tries  to   judge    Stations    On    several  levels: 
rating.     ,  overage,     merchandising    and    client 
advertising    goals.     She    bins    onl\    radio    and   tv 

media,    feels    that    "the   advantage    of    specialization 
is     the    opportunity    to    dciote     lull    time    to    a 

Complex,     ever  i  hanging     situation" 

SPONSOR 



who's 
in   the 

news.' 9 

All  seven  of  the  enterprising  newsmen  you  see  here.   These  five 

reporters  and  two  photographers  write,  edit  and  inform  a  four-state 

area  seventeen  or  more  times  daily  for  KCAAO  radio  and  television. 

These  alert  men  are  eminently  qualified  to  keep  the  Midwest  posted, 

too;  for  all  are  journalism  graduates,  reared  in  this  region,  and 

they  know  just  how  listeners  and  viewers  like  their  news. 

As  far  as  we  know,  KCAAO  is  the  only  station  in  the  United  States 

to  receive  both  the  National  Association  of  Radio  News  Directors' 

Distinguished  Achievement  Award  and  the  "oscar"  of  journalistic 

awards,  the  Sigma   Delta  Chi  award,  for  radio-television   reporting. 

But,  most  gratifying  are  the  reports  we  get  from  enthusiastic  and 

widespread  audiences  so  loyal  to  KCAAO's  up-to-the-minute 

newscasting.    They  all  tell  us  we're  the  No.   1   news  station. 

BOB  YOUKER PAT    PATON BILL    MCREYNOLDS HAROLD    MACK JIM    MONROE HOWARD    NEIGHBOR JOE    KRAMER 





ETHEL:  You  didn't  ask  the  price. 

LUCY:  Ethel,  you  don't  ask  the  price  in  a  place  like  this. 

ETHEL:    You  don't? 

LUCY:  Of  course  not.  You  wait  till  they  turn  their  backs 

and  then  you  sneak  a  look  at  the  price  tag. 

If  there  are  still  some  advertisers  who  are  intimidated  by 

television's  dimensions,  we'd  like  to  put  them  at  their  ease. 

Despite  the  obvious  impact  of  the  medium,  its  tremendous 

audiences,  and  its  hold  on  the  attention  of  the  average  family 

for  over  five  and  a  half  hours  a  day,  today's  television 
advertiser  is  a  shrewd  shopper. 

He  wants  to  know  if  he  is  getting  consistent,  cumulative 

sponsor  identification.  He's  no  longer  dazzled  by  mere  size 
of  audience.  Like  any  other  shopper  who  likes  to  know  what 

things  cost,  he  looks  very  sharply  at  television's  price-tag 

—  its  cost  per  thousand  customers  reached. 

And  the  values  of  television  easily  bear  inspection. 

The  average  cost  of  reaching  customers  with  an  advertising 

message  on  network  television  is  $1.23  per  thousand. 

This  is  at  least  54%  less  than  any  combination  of  printed 

media  would  cost  to  deliver  a  message  to  the  same  number 

of  people.  And  television  reaches  larger  audiences  than  any 

other  mass  advertising  medium. 

From  the 

February  28th We'd  also  like  to  report  that  the  average  cost  per  thousand 
broadcast  of  is  8%  lower  on  CBS  Television  than  on  any  other  network. 
/  LOVE  LUCY 

over  the  More  viewers  for  less  money  is  implicit  in  the  cost  of  an 

advertiser's  message  on  CBS  Television  — a  price-tag  that  is 
manifestly  attractive  to  advertisers  since  they  commit  more 

of  their  advertising  investment  to  CBS  Television  than  to 

any  other  single  medium  in  the  world.       ̂   TELEVISIQN 

CBS  Telex  ision 

Network 
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This  Is 

STRATEGIC 
AIR 

COMMAND 
Definitely!  When  you 

buy  station  KPQ,  Wenat- 
chee,  Washington,  you 
COMMAND  THE  AIR 
—  STRATEGICALLY  — 
around  the  rich  Wenatchee 

Valley  and  the  fast  grow- 
ing Columbia  Basin  farm 

area. 

That's  because  we  serve 
a  captive  market.  No  out- 

side stations  interfere  be- 
cause we're  surrounded  by 

7,000  to  9,000  ft.  moun- 
tains. No  TV  stations  here, 

either.  Buyers  for  adver- 
tised products  can't  escape 

your  sales  message  on KPQ. 

Nearly     a     $3,000,000 
market 

Sales   Performance 
160' t     above    national average 

Per     Capita     Income 
/<■'.      above     national 
average 

In   Our  26th   Yon! 

5000  WATTSr 
560  K.C. 
WENATCHEE 
WASHINGTON 

REGIONAL    REPRESENTATIVES 

Moore  and  Lund,   Seattle,   Wash. 

NATIONAL   REPRESENTATIVES 

Forjoc   and    Co.,    Incorporated 

by  Bob  Foreman 

••  Vetc  school"  of  animation  too  hiuhhroic  for  tv 

For  some  reason,  unapparent  to  me  but  probably  obvious 
to  those  with  a  psychiatric  turn  of  mind,  a  misplaced  sense 

of  whimsey  is  commonplace  among  agency  personnel.  Let 

me  give  you  an  example.  A  chap  I  know,  an  account  man, 
was  attempting  to  sell  a  series  of  advertisements  to  his  client. 

Prominent  in  the  layouts,  as  there  had  been  for  a  quarter  of 
a  century,  appeared  a  trade  character. 

In  going  over  the  copy,  the  account  man  kept  referring 

smilingly  to  the  character  as  "your  little  gremlin."  His  tone 
made  it  clear  he  thought  the  symbol  was  less  than  superb. 
Shortly  after  the  meeting,  the  client  made  it  clear  that  he 
thought  the  account  man  was  less  than  superb.  My  friend  is 
now  working  on  another  account  where  he  will  create  more 

\sliimsey  until  the  axe  falls  again.  This  joker  laughed  him- 
self off  more  accounts  than  most  agencies  ever  handle. 

Attempts  at  whimsey  plague  the  creative  staffs  of  agencies 
too.  Here  the  harm  is  less  direct  but  equally  result  fill.  For 

example,  many  radio  and  tv  copywriters  fancy  thein-ehe- 
jokesmiths.  Wherever  possible,  they  preface  their  commer- 

cials with  funnies.  The  vignettes  they  design  for  spot  lead-ins 
contain  simulated  bofls.  Their  dialogue  is  interwoven  with 

wisecracks.  And.  generally  speaking,  such  inclusions  make 

copy  weak,  irrelevant,  and  unnatural  as  well  as  unfunny. 

\\  Inch  brings  me  to  the  tv  art  boys  and  girls.  Before  ma- 

ligning llii-  group.  1  wish  to  state  that  I  am  generally  most 
sympathetic  to  them.  This  stems  from  the  fact  that  I  have 
long  had  as  real  an  interest  in  the  visual  arts  as  did  Lord 

Duveen  or  Andrew  Mellon  (though  I  must  admit  to  some 
I  ewer  dollars  with  which  to  pursue  this  Muse).  In  addition  I 

believe  I  was  instrumental  in  -citing  up  what  i<  reputed  to 
be  the  firsl  agenc)  t\  art  departmenl  that  is.  one  completely 
emancipated  from  the  Picassos  of  print. 

However,  I  have  noticed  in  recent  months  a  tendency 

among  storyboard  artists  (and  nightly  you  can  see  the  results 
of  their  new  thinking  on  television)  to  create  animation  of  a 

decided!)  "moderne"  school.  1  refer  to  what  may  be  best 

described  as  the  McBoing-Boing  technique.  It's  an  ultra- 
bizarre  type  of  diawing  which  leans  more  heavily  on  the 
Veu  )  orker  than  it  docs  on  Disney.  It  derives  its  humor,  if 

such  there  be,  from  grotesqueness  and  naivete. 

It  is  m\   belief  thai  this  style  of  animation,  in  contrast  to 
i  I'lrnsc   turn    to  page  68) 

10 
SPONSOR 



This  week  ERNIE  KOVACS  brings  his  antics 

(and  his  friends)  to  WABC  Radio 

From  6  to  9  in  the  morning  (Sundays  excepted)  Ernie  Kovacs 
will  be  turned  loose  at  WABC.  Result:  a  wild,  wacky  combination 
of  nonsense,  music  and  news  that  will  attract  more  people 
than  we  ever  thought  got  up  that  early. 

And  Ernie  will  keep  his  early-bird  sponsors  smiling  because  they  got 
there  before  the  competition.  Be  an  Ernie  bird,  too.  It  pays! 

MAYHEM 

IN 

THE 

WABC  *  RadiO  •  770  •  New  York 
Represented  nationally  by  Edward  Petry  &  Co.,  Inc. 

New  York,  Chicago,  Detroit,  St.  Louis,  San  Francisco,  Los  Angeles. 
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WFBl— Syracuse  Market  Surveys 
have  been  completed  covering: 

Cooked  Cereals 

Dry  Cereals 
Cleansers 

Detergents 

Liquid  Detergents 
Soft  Drinks 

Coffee 

Instant  Coffee 

Spaghetti  Sauce 
Baked  Beans 

Non-Fat  Dry  Milk 
Salad  Dressings 

This  information  is 
available  to  YOU! 

*<
**
 

All 
sivis 

contact 

FREE  &  PETERS 

for  details 

•  WFBL  has  been 

Syracuse's 

Number  One 

radio  station 

since  1922 

ir  II  MADISON 
siu.NsuK    invites   letter t    lu    iln    editor. 
l.i.tlt-XS    -In    h.    4!»    St.,    A  '  u      )  ork     17 

SPOT  RADIO 

I  would  like  t<>  thank  you — on  be- 
lialf  of  our  client  as  well  as  the  agency 

— for  the  excellent  job  you  (Ho1  in  oov- 
ering  the  \  irginia  Dare  Wine  spot 

radio  campaign.    (SPONSOR,  4  April.) 
It  is  our  feeling  that  spot  radio  rep- 

resents a  tremendous  opportunity  for 

clients,  big  and  small,  and  yet  the 

medium  is  too  of'.en  neglected  today. 

SPONSOR  apparently  shares  our  inter- 
est in  tli i -  problem. 

1  have  heard  it  said  before,  and  it 

hears  repeating,  that  it  is  too  had  spot 

radio  is  not  a  brand  new  medium.  Be- 

cause,  if  it  were,  media  buyers  would 

!"•  stampeding  for  the  opportunity  to 

buy  in. Thank   you   and   your   staff   for  the 
interesting,    informative    job    \ou    did. 

I) win  J.  Ma ii on ky 
President 
David  J.  Mahoney,  Inc. 

Sew  York 

WHERE  S  MY  SPONSOR? 

I  enjoyed  \<>ur  Winnie-to-Damm-to- 
Feniger  anecdote.  It  suggests  a  possi- 

ble explanation  for  what  has  been  hap- 

pening to  my  copies  ol  SPONSOR. 

\n  issue  arrives.  I  In  pothesize.  Let's 
say  the  issue  in  question  is  only  a  week 

late  in  getting  to  our  mail  desk,  which, 

l>\  the  way,  i^  also  our  receptionist's 
desk.  Our  receptionist,  name  of  Nan- 

<  y,  sorts  the  mail,  puts  mine  in  a  neat 
little  pile  on  the  far  left,  and  leaves  it 

lor  m\  stH'retary.  who  quit  last  Janu- 
ary   lo  raise  buildings. 

In  due  lime  I  come  along  and  pick 

up  my  mail.  No  SPONSOR.  I  am  deso- 
late I  go  out  lo  the  airport  and  search 

each  incoming  plane.  I  find  two  cop- 
ies  of  Broaden  si  i  n  ii.  an  old  It  luz  Bang. 

.nd  my  brother  Hob.  who  has  been 
missing  for  weeks.  I  am  delighted 
to  find  him  I  he  can  now  return  my 

weed-killer  i  but  in\  joy  soon  curdles 
as  I   recall  the  purpose  of  my    trip. 

I    return   to  the  office.    While  I  have 

been    away    another    mail    has    arrived 

containing   another   issue  of  sponsor 
the  one  before  the  one  referred  to  in 

paragraph   two:    it    had   been   missenl 
i  Please  /»/ "  /"  page  16  I 
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in   *h >±  family  tradition 

There's  nothing  ordinary  about  the  Minneapolis-St.  Paul  area.  Within  a  six-mile  radius  thrive  the  first, 
second,  fourth,  and  fifth  largest  cities  of  the  entire  Northwest.  Yet  the  four  biggest  newspapers  combined 

cannot  reach  all  the  folks  who  invite  WCCO-TV  into  their  homes  every  day. 

For  WCCO-TV  is  part  of  the  Northwest  family  tradition.  It's  the  television  station  with  the  most  quarter-hour 

wins  for  the  past  27  months  in  a  row.  March*  found  the  same  pattern:  11  of  the  top  15  shows  on 

WCCO-TV,  and  70%  more  quarter-hour  wins  than  the  second  station.  (522%  more  than  the  third). 

Take  your  place  in  the  Northwest  family  circle 

.  .  .  with  WCCO-TV. 
*Telepulse 

The  other  member  of  the  family 

MINNEAPOLIS-ST.   PA 

30  MAY  1955 
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NO  SELLIN 

WITHOU 

WBC    RADIO   STATIONS- 

DELIVER  26%*  MORE  HOMES 

THAN  ANY  OTHER  COMBINATION 

OF  STATIONS  IN  THESE 

MARKETS 

WBC  TV   STATIONS- 

FIRST  IN  4  OF  THE  9 

MILLION-SET 

MARKETS  IN  THE  U.S. 

In  Boston,  WBZ+WBZA,  51,000  watts,  the  only  N< 
England  station  with  primary  coverage  in  all  six  stat< 

In  Philadelphia,  KYW,  50,000  watts,  delivers  Ameru; 
third  market,  covers  1,160,900  homes  in  36  counties. 

In  Pittsburgh,  KDKA,  50,000  watts,  sells  strong  in  L< 
counties  where  8  million  people  spend  over  1%  billic 
dollars  annually. 

In  Fort  Wayne,  WOWO,  50,000  watts,  covers  69  ri< 
counties  in  Indiana,  Michigan,  Ohio.  $4,499,760,000  ret^ 
sales  last  year. 

In  Portland,  KEX,  50,000  watts,  Oregon's  only  to 
powered  station,  blankets  the  Pacific  Northwest. 

In  Boston,  WBZ-TV,  Channel  4,  New  England's  first  T 
station  delivers  America's  6th  market,  1,267,223  home 
In  Philadelphia,  WPTZ,  Channel  3,  gives  a  clearer  pictui 
to  more  people  over  a  wider  area  than  any  other  Peni 

sylvania  station. 

In   Pittsburgh,  KDKA-TV,  Channel  2,  Number  one  T 

station  in   western   Pennsylvania   delivers  America's  8t 
market,  1,134,110  TV  homes. 

In  San  Francisco,  KPIX,  Channel  5,  Northern  California 

I  mincer  TV  station  delivers  America's  7th  market,  1 ,159,03 
TV  homes. 

That's  whv  no  selling  campaign  is  complete  without  the  WBC  stations.  Put  WBC  in  your  plans. 
Call  any  station,  or  Eldon  Campbell,  WBC  National  Sales  Manager,  PLaza  1-2700,  New  York. 

nighttime 



AMPAIGN  IS 
PAIUDl  ETC 
t/UI?li  LCI  EL 

he  wbc  :  ~::::::: 

WESTINGHOUSE    BROADCASTING    COMPANY,  INC. 

wbz     wbza  •  WBZ-TV,  Boston;  KYW  •  WPTZ,  Philadelphia;  KDKA  •  KDKA-TV,  Pittsburgh; 
WOWO,  Fort  Wayne;  KEX,  Portland;  KPIX,  San  Francisco 

KPIX  represented  by  The  Katz  Agency,  Inc. 
All  other  WBC  stations  represented  by  Free  &  Peters,  Inc. 
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IK  LISTENERSHIP 
LEADS  ALL  SPANISH  STATIONS  IN  SAN  ANTONIO 

■VvUlt    has  more  than  TWICE  as  main   listeners  i  per  average  of 

daytime)  than  Spanish  Station  l'> 

lil/UK    has  nearl)   FOl  I!  times  as  many   listeners  I  per  average  of 

daj  time  >  than  Spanish  Station  C 

VivUn    has  over  .''.'>',    more  listeners  (pei  average  of  daytime  I    than 
Spanish  Station  II  and  Spanish  Station  <    t  OMBINED! 

Survey  Subscribed  to  by  all  Spanish  Stations  in 

February,   1955 
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I  \  I  in     \MI  RICAIN    MARKET    I  \<  rS 

■  mi  the  Latin-American  market  of  San 

\ntonio    I  i  li    Speaking  i    and    its 
r]  on  iniri  views  made  Foi 

IIAVI  IIOMI    RADIO   IN   WORKING  ORDER  911 

IIAVI  MM  II  \M<   M    III  I  UK. I  I!  \  ion 

II  \V  I  W    V-IIIM.     M  M   HIM  II|Oc 

IIAVI  M    IOMOIIII  I      Oil      I  111   I   K  (,2»„ 

II  W  I      II  V   N      Ml  OMOIIII  I 

(  \MO\<.       \l    IO      OW  M  II-)  ,,-2°0 

II  \\  I        II  I  I  IIIOM 

OH  N    oil     Mil     III   V  I  M.    IIOMI 
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litioitl    i.  Cortex,  President 

SAN  ANTONIO 

Toxas'   First  and   Mi.sf   Powerful 

h   Lnnau.iQo  Station 

UK  II  Mill    01  ONM  II. 

'"»    Agency— Atlanta 

40  E.  49TH 
(Continued  from  page  12) 

to  the  Miluaukee  Journal).  But  Hen- 

ry Kaufman,  en  route  to  Silver  Spring, 

grabs  the  issue,  thinking  it  is  Broad- 
casting; on  the  plane  he  discards  it; 

barely  able  to  conceal  his  disappoint- 
ment, and  it  falls  into  the  hands  of  m\ 

wife,  who  is  also  going  to  Silver 

Spring  to  look  for  slip  covers.  She, 
thinking  it  is  intended  for  my  brother, 

and  not  knowing  that  he  has  been 

found,  gives  it  to  a  passing  insurance 
salesman  who  has  an  appointment  with 
me  that  ver\  afternoon  to  sell  me  some 

guaranteed-deliverv  -of-magazine  insur- 
ance. He,  of  course,  is  keen  enough 

to  see  that  if  he  gives  me  the  magazine, 

it  will  only  build  up  my  sales  resis- 

tance, so  he  slyly  drops  it  into  the  cor- 
ner mail  box,  figuring  it  will  never 

reach  me.  The  postman  collects  the 

magazine,  notices  the  name  on  the  la- 
bel, and  drops  it  in  my  office  the  same 

afternoon;  he  has  an  appointment  with 

me  to  see  if  I  can't  put  a  little  less 
sleam  in  the  mail-order  ads  I  have 

been  writing  so  the  mail  they  create 

will  be  a  little  less  heavy  during  the 

period  when  his  corns  are  hurting. 

I  agree  readily  (anything  to  get  rid 

of  him  and  get  at  my  SPONSOR!).  But 

the  WMT  ad  has  already  been  torn  out 

by  the  insurance  salesman.  So  I  throw 
the  book  away. 

Theodore  D.  Mandelstam 

Henry  J.  Kaufman  &  Assoc. 
Washington,  D.  C. 

•  Agency  account1  man  and  copywriter  Mondcl- st;, in  (who  does  the  WMT  trade  paper  ads)  is 

aroused  by  a  letter  recently  published  by  SPON- 
SOR (21  March)  telling  about  the  strange  rout- 

ins  of  one  subscriber's  7  Mareh  SPONSOR.  This 
i-stir  was  filched  from  the  subscriber's  office, 
read  on  a  plane  to  Nen  i  ork  and  returned  to 
the    subscriber    by    an    agency    man    who    found    il 
mi      the      plane. 

ADVICE  TO  SPONSORS 

f  just  finished  reading  your  article 

in  a  recent  SPONSOR,  entitled  "Advice 
to  the  sponsor  about  to  choose  a  tv 

agency." 

I  his  article  was  excellent.    1  am  sure 
thai    il    more    advertisers    followed    the 

eslions  a^  enumerated   in   your  ar- 

ticle,   all    of    us    connected     with    this 

business     would     benefit.      (longratula- 

i ions  on  a  job  well  done! 
I  n\v  vi;i)  J.  Stern 

Preside n/ 
ZIV  Tv  Programs 

I  \poii  Division 

Cincinnati 

i  Please  turn  to  page  !!.*>  I 16 
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THIS   IS   LINCOLN  •  LAND 
THE  OTHER  I  BIG  MARKET  IN  NEBRASKA 
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You  need  LINCOLN-LAND 

for  your  positive  coverage 

of  NEBRASKA 

KOLN-TV  and  Lincoln-Land  are 

necessary  to  your  coverage  of 
Nebraska  for  these  cogent  reasons : 

1.  KOLN-TV's  transmitter 
is  located  in  the  center  of  an 

agricultural  domain  which 
grosses  $520  million  a  year  and  an 

area  bustling  with  hundreds 
of  stable  industrial  plants. 

2.  76.2%  of  KOLN-TV's  families 
are  unduplicated  from  the  east. 

This  represents  157,000  families 
with  absolutely  no  class  A  or 

B  signal  from  that  direction. 

3.  Based  on  class  B  contours, 
KOLN-TV  has  the  widest  coverage 

of  any  station  in  Nebraska, 
with  more  unduplicated  area  than 

any  other  station  in  Nebraska. 

4.  Lincoln  is  the  state's  great 
retail  sales  hub  and 

Lincoln-Land  as  a  whole 

gives  you  $730  million  in 
retail  sales  per  year. 

KOLN-TV -CHANNEL  10 316.000  WATTS  •  A  FETZER 
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NEBRASKA  MARKET 

LUSH  GROWTH  OF  INDUSTRY  IN  LINCOLN-LAND 
Area's  economy  balanced   between   one  of  nation's  most  prosperous  agricultural  belts — 

grossed  $534  million  last  year — and   burgeoning   "blue  chip"   industrial   plants 

•     These  are  the  hard  and  salient  facts 

about  the  econom)   of  Lincoln-Land — 
a  market  which  has  all  the  ingredients 

ii.l.  stable  buying  power: 

The  General  Picture 

There  has  been  a  drastic  shift  in  the 

nomj  of  the  area  since  about  L948. 

\\  hile  the  econom)  is  still  predomi- 
nant!) agricultural,  it  is  becoming 

rapidl)  balanced  with  a  diversified, 

slable-t)  pe  industrialization. 
I M  iuse  ol  the  intense  level  ol  mech- 

anization on  the  farms  and  the  in- 

i  reased  acreage  per  farm,  two  things 

have  happened :  (1)  the  population 

trend  is  urban  at  an  uncommonl)  ac- 

celerated pace  and  (2)  employment  in 

the  area  is  now  two  persons  on  the 

farm  to  one  in  industry.  Ju~t  four 

years  ago  1 1 1  i  —  ratio  \\a-  .'l1  ■_■  to  I . 
Expanding  industr)  in  Lincoln-Land 

i-  absorbing  a  huge  segment  of  the 

population  drift. 

rwo-thirds  of  Nebraska's  population 
is  concent  i  ated  in  the  eastei  n  section 

of  the  -tale  and  Lincoln-Land  lies  in 
the  heai I  ol  this  concentration. 

The  Industrial  Econom) 

I  lie  area  served  b)    KOLM   I  \    con- 

tains most  of  the  state's  manufacturing 
plants.     I  here   are   ovei    350  of  them 

and  of  a  remarkabl)  diversified  nature. 

\    large   portion    of   the    plant-   are 

branch  operations  of  highly-skilled  in- 

dustries    such   a-   precision    tools   and 

mechanisms,      electronic      equipment, 

pharmaceutical    equipment,    etc.      It's 
real  <  entei  of  fai  m  equipment 

-uppl\     and     building     materials 
u  fa<  ture. 

I'hc  food  pa<  king  industi  \    ha 
•  minus    stl  ides   throughout 

ih  rate  of  in- 

du-t  1 1  .  mid  population  in  I  i     the 
Lin*  Co.,  «  hiih  sen  i<  es 

Nebraska  re- 
|!  total  installations 

luble   thai    ol 

breaking  ever)  record  in  the  histor) 
ol  the  company. 

\iiM'iiu  the  cities,  apart  from  Lin- 
coln, that  are  benefiting  from  the 

areas  dynamic  industrial  parade  are 

Grand  Island  (incidentally,  also  the 

world-  largest  inland  stock  market); 

Hatsings,  Beatrice,  Fremont,  Colum- 

bus,  Fairbury,  Seward  and  York. 

The  Agricultural  Economy 

Lincoln-Land  ranks  as  one  of  the 

most  productive  and  prosperous  agri- 
cultural sections  of  the  U.  S. 

The  average  size  of  a  Nebraska  farm 

i-  hiii  acres  and  the  income  per  farm 

ranks  eighth  among  the  states. 

The  farm  and  cattle  econom)  within 

Lincoln-Land   is  highly  diversified. 
Eastern  Nebraska  has  more  ground 

watei  than  an)  other  state  in  the  na- 

tion -adding  up  to  billions  of  acres 

and  giving  the  section  the  nation's 
nio-i   economical   form  of  agriculture. 

Vlosl  ol  the  state's  wheat  is  produced 
within  Lincoln-Land.  It  brought  a 

.ash  value  of  $74,000,000  in  '53. 
The  fanners  in  counties  served  by 

KOLN-TV,  in  Januar)  of  the  same 

year,  had  792,000  dair)  cattle  repre- 
senting a  dollar  value  of  $131,000,000, 

and  843,000  beef  cattle,  representing 

a  ■  ash   \alue  of  $138,000,000.    Over 

$40,000,000  worth  of  hogs  went 

through  the  feedlots  in  1953. 

Sales  management  credited  Nebras- 
ka with  a  farm  gross  of  $1,100,000,000 

foi  1953.  \roiind  dii' ,  of  this  accrued 
from  counties  within   Lincoln-Land. 

Electrificati   in  Nebraska  farms  is 

practicallj    L00%. 

Lincoln-Lancaster  <  lounty 

Population  anal)  sts  i  ank  I  •incoln  as 
one  ol  the  most  steadil)  grow  ing  cities 

in    the    middlewest.     The   city's    home 
count)  .      I  I   IStei .      has     also     had      a 

sturd)    growth  within  the  past  several 
\  ears.     Lincoln   is   headed    l<u    a   tall)    of 

12."). (hid  people  h\   Septembei    I.  1955. 
Lincoln     also     lanks     as     "lie     of     (be 

fastest  growing  retail  centers  in  the 

country.  I  he\  come  from  411  surround- 

ing counties  to  shop  there  and  national 
merchandisers  agree  that  the  qualit) 

of  goods  carried  in  Lincoln  stores  is 
superior  to  that  carried  in  many  larger 

cities.  This  appraisal  is  borne  out  1>\ 

customer-source  data  gathered  h\  Lin- 

coln retail  stores.  The  Sales  Manage- 

ment issue  of  March  '55  ranked  Lin- 
coln as  20th  in  the  list  of  all  American 

cities  with  the  largest  percentages  of 

increased  retail  sales  as  compared  to 

the  previous  year. 

Lincoln  took  on  a  definite  industrial 

complexion  with  World  War  II.  The 

i  il\  -  industrial  growth  has  been  rapid. 

especiall)  the  past  seven  \ears.  In 
1940  onl)  one  in  In  persons  in  Lincoln 
had  a  job  even  reniotelv  connected 

with  industry.  In  1055  one  out  of 

every  four  Lincoln  jobs  are  tied  in 

with  industry.  In  that  time  the  popula- 
tion  went   up  50%. 

The  major  plants  in  Lincoln  are 

Goodyear  Rubber.  Elgin  "National Watch  Co.,  Western  Electric,  Cushman 

Motorworks,  the  Burlington  R.R. 

Shops.  Gooch  Milling  and  Beatrice 

Foods  Co.  Goodyear  keeps  doubling 

the  size  of  its  plant  ever)  two  years 

and  had  a  $3-million  payroll  in  1954. 

Elgin  in  1954  had  an  $8,000,000-pay- 

roll.  Il  now  emplovs  2.100  people. 

compared  I"  200  a  lew  years  ago.  The 

Burlington  shops,  making  boxcars,  em- 

ploys 3,300  at  premium  wages. 
Lincoln  is  almost  an  autonomous 

unit  in  the  matter  of  economy.  \  sub- 

stantial percentage  of  the  residents  are 

of    the    white-collar   class    emploved    in 

the  Slate  Capitol,  the  Universit)  of 

Nebraska,  Nebraska  Wesleyan  I  niver- 

sitv.  Federal,  Stale  and  ("oiiiilv  jobs 
and  home  offices  ol  '^2  insurance  firms. 

Lincoln  is  important  as  an  Vir  Force 

Base.  Ibis  installation  will  Lv  Januar) 

1955  add  12,000  to  Lincoln's  popula- 
i  ion,  $2  1  million  t"  the  citv  s  pa)  rolls 
and  about  $25  million  to  local  pur- 
■  liases  of  supplies. 



GOODYEAR    EXPANDS    IN    LINCOLN 

Attracted    here    by    high    quality    of    Libor,    firm 
just   added    100,000    sq.    ft.,    costing    $1    million 

f^c^ 

ELGIN'S    $8    MILLION    PAYROLL 
Watch    co.    employs    over    2,000    in    312,000    sq. 

ft.    Lincoln    plant,   95°0    of   them    Nebraska-bred 

Nebraska's   farm  and   industrial 

wealth  lias  boomed  during  post-war  years 

1^*    *'*"  Governor    \  ictor    E.    Vnderson,   of   Nebraska,    in    a    statemenl 
especially    prepared  for  this  market   study,  declared: 

m\  "Nebraska's  future  has  never  been  brighter,  from  the  stand- 
^^.        ̂ ^m  ̂k         |iuirii    ol    I... ih  i,  [ill  iii  i     and    industry.     Always   a    foremost 

■"*%       ̂ k  component   in  the  parade  of  farm  states  of  the  great  agrieul- 
MJ  jf"    ̂ |  t  in  il   region   known   as   the   middlewest,    Nebraska    in    post-wai 

GOV    \nderson  years  has  taken  even  greater  strides. 

"Highly  mechanized  farming,  scientific  soil  management  and 

oiiMiwition  and  a  vastly  stepped-up  program  ol  irrigation  lias  increased  Nebraska's 
igrieultural  productivity  to  the  level  where  it  ranks  sixth  among  the  states  of  the  nation. 

"\i  the  same  time,  this  mechanization  of  farming  has  made  available  to  expanding 
ndnstry  in  Nebraska  thousands  of  mechanically-skilled,  stable  and  quality-task  workers. 

\  Dumber  of  eastern  "blue  chip'  linn-  who  have  located  plants  in  Nebraska  have  been 
nosi  impressed  with  this  -uperior  labor  force,  as  measured  by  consistent  raises  in  pro- 
Inction  standards  and  quotas. 

"An  exciting  potential  development  looming  on  Nebraska's  industrial  horizon  is  the 
xci'lliiil  possibility  of  location  within  Nebraska  of  a  nuclear  reactor  plant  for  the  pro- 
Inction  of  electrical  energy  and  many  important  by-products.  Nebraska  is  one  of  several 

tale-  under  consideration  for  such  a  plant,  the  location  of  which  could  step  up  the 
ndu-lriali/ation  of  the  state  by  many  times. 

"Il    will   also   result    in   many  value   by-products    which    will   become   of   considerable 

mportance  to  both  industry  and  agriculture." 
PLEASE  TURN    PAGE    I  OK    MARKET    DATA    HIGHLIGHTS 

FAIRBURY    WINDMILL    COMPANY 

Is  prominent   along  Fairbury's   many  farm    service 
industries;    also    a    noted    food    packing    center 

-*J*'-s'W 

HORMEL    PACKING FREMONT 

Ceo.    A.    Hormel    Co.    employs    1,000,    with    pay- 
ioII  over  $4  million;  also  fabricated  steel  center 

i^H 

STORECRAFT   CO.— BEATRICE 

Makes    large    share    of    all    midwest's    store    fix- 
tures   in    city    of    many    skilled-labor    industries 



'. 

LNCOLN-LAND    MONEY,    PEOPLE    FACTS 

.     V  |  I,  IN  642.250 

1   VMM  ii  -  207,OSO 

111  MM.    INI  <>MI  8871    183,000 

PER    CAPITA  -  I    ;l<' 

PEB    1  IMIL1  S  »i"8 

EU  rUI      Mil-  8729,718,000 

I  OOD    -Ml-  6134,4  13,   I 

I.IMMI     MERCHANDISE  SALES        -    73,313,000 

FL'RNITURl      HOUSEHOLD    \MI   RADIO   SALES  *    33,832,000 

•MOTIVE    SALES     6156,592,000 

  S    19,851,000 

CROSS    Hull   IRS    FROM    I   WiMIM.  6520,470,000 

I  IBM    i  IMILIES       63,815 

NOTE:  With  Omaha's  metropolitan  area  excluded,  k<  »l  N 
I  \ '-  transmitter     located  27  miles  west  of  Lincoln     covers 

of   the   rest   of  Nebraska's   population,   plus   the 
northern  tiers  of  kan-a?  counties. 

KOLN-TV    PROMOTION 

(.11  Ml  \M    II    \  M  III  ̂  

PROMOTION  MOLDED 

TO  CLIENTS'  NEEDS 
<  Ibsen  e   on    the   opposite 

page  what  Omaha  agenc) 
men    have    to    >a\    about 

KOLN-TV's     record     for 

going  all  out  in  support- 

ing   an    advertiser's   cam- 
paign,    rhese  agenc)    ex- 
ecutives speak    from   per- 

sona] experience. 

k"l  N-TV's    approach    l<>    promotion    and 
point-of-sale    merchandising    is    anything    bul 
of  a  routine  nature.    Il   tailors  the  ideas  and 

material  to  each  advertiser's  campaign. 
Mir  services  of  the  Promotion  and  Mer- 

chandising Department,  under  Graham  Jeam- 

bej  -  <l i r  <■<  tion,  include : 
Program  listings  in  34  Nebraska  and 

northern  Kansas  newspapers  and  l\  Guide, 

with  air-personalit)  b)  line  and  new-  feature 

stories  in  these  publications,  plus  the  "Shop- 
ping News"   '  3ee  al   right). 

Display  advertising     in   several   of  ana 

papers,  with  sponsor's  identit)    included. 
Merchandising  promotions       letters  to 

-.  jumbo  |mi-i<  aid-,  countei  <  ards,  w  in- 
dow  stuffers,  placards  and  displa) 
posters.    Also  .i  station   men  handising   letter 
monthly  to  clients,  agencies,  distributors. 

On-the-Air  courtesj  announcements  via 
film  trailers,  1 1)  slides  and  belops. 

Display    Material       downtown    windows 

for  special  displays;  also  on  sales  floor. 

topping  News '**»•   Promoting  LINCOLN-*  a.  great  Shopping  Center  |   
VOL.   I         NO.  3B 1210  P  STREET.  LINCOLN.  NEBRASKA         TELEPHONE  S-)S5S 

NOVEMI  I 

KOLN-TV  FAVORITE  "KIDS'  SP(! 
5:30-Monday   thru   Friday  FUN  AND  ADVENTURE   Si. 

tiSESa&sZX?  EVERY  DAY  ON  CHANNEL 
South  Street         _  „  _ 

Has  New  Jr. 

Department  Store *     *      * 
6:30— Thursday 

*       * 
6:30— Monday 

Senior    Of 
The  Jungle 

MIRACLE   MILE 
PROVES   POPULAR 

SHOPPING  CENTER 

4:45 

Cactus Pete 

€9 

Hi 

» 

AGGRESSIVE  IN  Al  I>ll\<  I!    \M)  I'OINT-OF-S  AI.K   I'KOMOi  ION 

Viewers  in  Lincoln's  home  county,  Lancaster,  air  k<i>i  fully  apprised  each  week  <>f 
program  and  personality  doings  through  the  from  papr  of  tin-  Shopping  \ru-.  who-.' 
circulation  i-  now  around  70,000.  K'*l  \  l\  uses  several  devices,  systematically  and 
imaginatively,  to  lie  in  dealers  with  national  and  regional  spot  campaigns. 



LINCOLN  -  LAND 

SUCCESS    STORIES 

THE  OTHER  BIG 

SUCCESS    STORIES 

AGENCY  EXECS,  CLIENTS  ENDORSE  KOLN-TV'S  EFFECTIVENESS 
(The  following  comments  63  agency  men  and  advertisers  who  hare  bought  and  used 
KOLN-TV  were  obtained  in  personal  interviews  by  Sponsor  Presentations,  Inc.) 

Milton  J.  Stephan,  partner  and  radio-tv  director,  Allen  «£  Reynolds,  Omaha:  "By  moving  its 
transmitter  west  last  summer  KOLN- 1  \  created  the  rest  of  the  worthwhile  Nebraska  market.  Our 
regional  accounts  are  reaching  thousands  of  homes  they  had  never  reached  before.  The  retailers  of 

the  three  accounts  we  have  on  KOLN-TV  — Fairmont  Foods.  Supreme  Bakers  and  Peter  Ban  Bread 

— have  found  KOLN-TV's  service  tremendously  effective.  The  station,  as  part  of  its  solid  local  live 
programing  blocks,  provides  kid  shows  that  reach  diverse  age  groups,  which  makes  it  very  easy  for 

the  advertiser  to  pinpoint  his  audience." 

Randall  (Bud)  Packard,  Storz  Beer  account  executive,  Bozell  &  Jacobs,  Omaha:  "Since 
KOLN-TV  has  come  under  John  Fetzer's  management,  moved  its  transmitter  west  and  stepped  up  its 
power,  we've  had  some  eye-opening  experiences.  Our  distributor  in  Lincoln,  without  any  advance 
promotion,  put  on  KOLN-TV's  ace  sportscaster,  Bill  King.  The  response  1>\  Storz  dealers  from  the 
outlying,  as  well  as  the  immediate  Lancaster  county,  areas  was  a  big  surprise  to  us.  They  had,  obvi- 

ously, discovered  there  was  a  station  in  Lincoln.  Now  Storz  is  sponsoring  King  around  the  calen- 

dar.   We're  getting  ready  to  promote  his  daily  show  with  an  aggressive,  well-integrated  campaign." 

Joyce  Ayres,  president,  Ayres,  Swanson  &  Associates,  Lincoln:  "The  Lincoln-Land  market 
is  a  very  choice  segment  in  the  six-state  region  we  service  for  many  of  our  clients  and  we  have  been 
very  much  impressed  with  the  over-all  job  that  KOLN-TV  has  been  doing  under  the  John  Fetzei 

management.  The  station's  people  show  a  continuing  interest  in  the  welfare  of  the  account,  going  all 
out  in  every  case  to  build  and  sustain  an  audience,  which  to  us,  is  just  as  important  as  any  other  step 

in  media  relationship.  .  .  .  The  big  upsurge  in  KOLN-TV's  popularity  with  Lincoln  viewers  has  been 
quite  evident.  Our  clients,  the  First  National  Bank  and  First  Trust  Co..  who  alternately  sponsor 

"'Eddie  Cantor"  on  KOLN-TV,  are  delighted   with  the  business  gains  so  far  in  1955." 

Ellsworth  F.  DuTeau,  of  the  DuTeau  Chevrolet  Co.,  Lincoln:  "In  our  sponsorship  of  the  East- 
ern Parkway  bouts  we've  been  amazed  at  the  tremendous  area  of  influence  over  which  KOLN-TV 

beams.  To  illustrate  this  influence — we've  had  people  come  from  communities  over  a  hundred  miles 
away  from  Lincoln  to  see  the  used  cars  we  had  advertised  on  our  program.  As  far  as  selling  is  con- 

cerned, we  know  we  have  been  getting  good  results.  KOLN-TV  has  done  a  dynamic  job  for  us  in  ever) 

department  of  its  operation." 

Jerry  Hunt,  of  Hardy  Furniture  Co.,  Lincoln:  (Sponsors  Lincoln-Land  news  nightly.)  "B\  mov- 
ing its  transmitter  and  increasing  its  power  KOLN-TV  gave  us  coverage  in  an  area  where  we've  never 

used  any  media.  The  result  has  been  a  considera'K  expanded  trading  area  for  us.  People  come  in 

from  80  to  10(1  miles  from  Lincoln  asking  for  the  livingroom  suites  they'd  seen  as  advertised  on 
KOLN-TV.    The  net  result  i-  we've  had  to  increase  our  delivery  days  and  trucks  to  outlying  areas." 

Mil    ION    J. 

STEPHAN 

RANDALL 

I'M  KARD 

I  I  I  »\\  old  II    I  . 
Dull  U 

JK.RRi 
III  X  I 

ABVtBTISINC      COMPANY 

<*  KOLN-TV  SCORES  AGAIN 

ON  PULL,  COST  RESULTS 

April  20,  195S 

•v.  Ralph  "Whltle"  Peed, 
Account  Executive, 
KOLN-TV. 
Lincoln,   Nebraska. 

Dear    "Whltle": 

Congratulations   to  KOLX-TV:      your   atatlotl  baa   placed 
first,    esong    fifteen    television    RtStlOnSi    In    the   Butter- 

nut Flower  3eed  Offer   on   a   cost-per-.ntrip  basis. 

Buchanan-Thomas  Bakes  a  eery  careful  stuoy  of  the  pull- 
ing power  of  each  station,  breaking  the  results  down  on 

the   basis    3f    eost    p<  -'veti. 

Here    Is    the   flnel  bresk<lown: 

1.  K0LM-TV    -    SB •    per    -rder 

2.  Stetlon  p-  L<V  p»r   o-^er 

3.  Station   r-   ItSe*  per 
Ftc. 

Your    statement    that    arrr    •  p   mall    came 
from    the   city   of   Lincoln   and   Lancaster   County   Is    extremely 
Interesting    to    us .      Tt    «  ;uld    seem    to  fie    this    1 s    an   excell- 

ent  showing    for  Lincoln   since  only  19<  of  KOLN-TV's  honea 
fall    In   the  noma  county. 

-    this   for        !« 

Sincerely, 

BVCHA.VA\-THO*AS    APVJWTI3INO    CO. 

Iititter-\ut  Coffee  offer*  also  show  KOLN-TV  is 

getting  the  big  audience  in  Lincoln's  home  county 

Buchanan-Thomas    idvertising  Agency  made  a  careful 
stud)   oj  the  pulling  power  of  15  top  midwest  tv  stations 
carrying  a  special  flower  seed  offer  on  a  cost-per-order  basis. 
To  get  the  flower  seeds,  viewers  were  required  to  send  in 

25c  plus  a  Ley  strip  from   a  can   of   Butter-Nut  Coffee. 

This  was  the  acid  test  for  both  coverage  and  showmanship 
the  one  and  onh    objective  a  as  ORDERS! 

HERE'S  THE  BOX  SCORE  ON  THE  TOP  6  .  .  . 
KOLN-TV— 28c  PER  ORDER 

VHF  STATION   B — 14c   PER  ORDER 

VHF  STATION   C — 15c  PER  ORDER 

VHF  STATION   D  AND  E— 53c  PER     ORDER 

VHF  STATION  F— 67c   PER   ORDER 

^cJ&u^C 



LINCOLN*  LAND 

THE  OTHER 

4\fV  »>JF  NEBRAS
KA  MARKET 

PROGRAMING 

KOLN-TV'S  LOCAL  LIVE  PROGRAMS!) 
Day-to-day  schedule  features  program-type  blocks  that  capture   regional   intoe 

•  There  is  no  better  yardstick  foi 

isuring  the  impact  ol  ;i  station  s 
local  live  programing  than  the  results 

produced  for  sponsors.  Note  on  the 

preceding  page  what  KOLN-TV's  local 
and  regional  clients  have  to  sa)  on  this 

\.-r\  subject.  k(*LVI\  -  live  pro- 
graming has  distinguished  itself  on 

three   important   fronts: 

1.  Close  integration  with  tin-  tastes, 
interests  and  desires  of  all  strata  of 

people  within  the  area. 
2.  The  creation  ol  outstanding  pro- 

gram   blocks   whose   flavor   and   content 

lend   themselves   perfectlj    to   Lincoln- 
Land. 

3.  The  meticulousness  which  is  ap- 

plied t"  ever)  phase  ol  studio  pro- 
duction. 

Li  assure  top  production  and  cre- 
alion  carries  a  program  director,  a 

production  director  and  three  lull-lime 
directors.  \lso  a  staff  of  four  floor 

men.  an  art  director  to  create  indi- 

vidual artwork  and  a  (dm  expert  to 
translate    tin-    artwork    into    slide    and 

lil tn  material. 

Everything,  including  minute  ~pots. 
are  camera-rehearsed  before  airing. 

for  example,  in  the  district  contest 
"I  the  Mrs.  America  competition  the 

production  department  set  up  four 

complete  kitchens  I'm  the  four  final contestants  in  the  meal  preparation 

event.  Incidentally,  Mis.  Carl  Diete- 

meyer,  who  won  this  contest  in  the 
KOLV  I  \  studio,  went  on  to  become 

"Mrs.  America"  in  the  national  com- 
petition in  Florida. 

1 THEY'RE  TOPS  IN  SALES  AND  MAIL 
Nil  l:l:  '.     £     Mlt      IIII  I. 

-T-.        TT 

•    M    II   S     I'l    II 

-  Hi'  i  lainnicnl    and    prodm  i    salesmanship, 
•    i.  in-   Pete,"   fabulousl)    witl> 

undraw    tin-    competition    l>\    a    wide 
Bill   fi  it  in.  h  cartoons, 

puppet. 

2 SALES  WIZARDS  AND  IIOMEMAKERS 
CREATIVE    COOKER'S 

I.I'M  I       \ltol    Ml     llo  M  I 

Crandmothei  Mrs.  Marii  Hulberl  rates  as  Nebraska's  top- 
known  cooking  personality;  make-  specialty  "l  guesting 
hi^li  school  students  and  brides-to-be.  Shown  on  versatile 

I  ois  Weaver's  "Ki^lit  Vround  Home"  are  some  student 
nurses  presenting   part   "(  theii    spring   amateui    show. 



PROGRAMING PROGRAMING 

THE  OTHER NEBRASKA  MARKET 

FETZCR     STATION 

YED  TO  MAXIMUM  APPEAL,  SALES 
likes;  produces  rich  results  at-  points-of-sale 

NEWSCASTER    '  BV     KBASNE 

NEWS,  WEATHER,  SPORTS  THAT  SPARKLE  WITH  TOP  PRODUCTION,  PERSONALITIES 

KOLN-TV  puts  great  emphasis  and  pride  in  its  news 
broadcasts  and  news  collecting  operation-.  KOLN-T\  s  stupe 
of  news  coverage  is  the  entire  stale  of  Nebraska  and  north- 

ern Kansas.    The  same  applies  to  special  news  events. 

Heading  up  the  news  department  is  "By"  Krasne,  who 
ranks  among  the  top  newscasting  personalities,  as  well  as 
news  directors,  in  the  middlewest.  His  setup  comprises  seven 

staff  correspondents,  three  of  whom  broadcast,  two  reporter- 

photographers  in  Lincoln,  and  "stringers"  spread  throughout Nebraska  and  the  northern  tier  of  Kansas. 

Two  of  KOLN's  most  noteworthy  recent  news  feats  in- 
volved the  coverage  of  the  last  Nebraska  election  and  the 

Nebraska  prison  riot.  With  the  use  of  taped  phone  reports 

li\  correspondents  KOLN-T\  gave  its  audience  on-the-spot 
elections  results  from  16  counties.    Shown  on  the  screen  at 

the  same  time  was  a  sample  ballot  of  the  reporting  count \. 

KOLN-TV's  staff  relayed  reports  from  the  scene  of  the 
nationally  front-paged  riot  for  65  consecutive  hours. 

To  Nebraskans  nothing  is  as  important  as  the  weather. 

Hence  it's  the  first  item  on  all  three  daily  news  blocks.  This 
coverage,  like  the  news,  is  for  all  of  Lincoln-Land  and  is 
buttressed  1>\   a  trained  meteorologist  on  staff. 

Viewers  get  a  special  kick  out  of  Bob  Taylor's  ingenious 
devices  in  introducing  his  weather  reports.  Like  Krasne, 

Taylor,  in  addition,  shines  as  a  news  stylist. 

KOLN-TV  is  the  only  station  that  covers  the  entire 

Lincoln-Land  sports  picture.  Regarded  as  one  of  the  mid- 
wesl  s  top  talented  men  in  his  field,  sportscaster  Bill  King 
is  now  in  his  ninth  year  on  the  air:  Rick  Weaver,  also 

nationally  known,  backs  up  Kin"  in  the  sports  department. 

4 MID-DAY  FARM  NEWS  BLOCK  MAKES  PREMIUM  BUY  FOR  ALL  TYPES  OF  PRODUCT 
REPORTING     MARKET     PRICES   OIIZZING     A     FARMER 

With  practically  ever)  Nebraskan  interested  in  what's  happening 
in  agriculture,  KOLN-TV's  farm  service  has  gained  not  only  a  high 

degree  of  viewership  bul  warm  approval  among  the  stale's  leading 
agricultural  authorities.  Director  ol  this  shrewdly  integrated  farm 

service  is  Bill  Morris,  college-bred  farmer  and  breeder,  who's  pic- 
tured in  action  at  the  left  before  the  studio  camei  i  reporting  daily 

market   prices  and  interviewing  a  dair)    farmer. 

KOLN-TV's  No.  1  faun  feature  is  it>  faun  block  thai  extends 

daily  from  12:15  to  1  p.m.  The  first  quarter  hour  "Camera  on  tli  ■ 
Farm"  are  film  clips  ol  interest  to  farmers,  obtained  from  Nebraska 
I  niversity,  federal  and  state  agencies  and  othei  sources. 

Dinner  Bell"  program,  which  follows,  comprises  weather,  community 
bulletins,    faun    market    report-    and    general    news. 

To   the    180,000   farm    folks   under    the    KOLN  H     umbrella,   plus 

large  segments  of  urban  audiences,  this  dinner-time  block  repn  - 
the  most  welcomed  informative  event  of  the  day. 
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THE  OTHER NEBRI  U  MARKET 
MANAGEMENT-STA-' 

AREA-AWARE  KOLN-TV  EXCELS 

IN  PUBLIC  SERVICE  FILMING 

"1R*"  ̂   ' 

iini'.i  in  ji  \miii  *■ 

Bj  iheir  range,  qualit)  and  regional-awareness  Mil  \  l\  - 
public  service  programs  have  made  a  singular  impression 
among  the  people  in  Lincoln-Land.  Especiall)  on  business 
and  other  communil}   leadei  s. 

Fivi    of  these  programs  are  produced  for  regulai   Sunda) 

mi, .a   exposure   b)    KOLN-TV's   public   service    depart- 
ment, headed  1>\   Robert  Jeambey.    In  addition  to  the  below 

pictured   ""The   Choir   Loft,"  the)    are: 
"Information    Yes"':    an    analysis    of    current    legislation, 

with   John    I?.  Quinn   interviewing   members   of    Nebraska's 
i-l ..iiii.-  .mil  answering  questions  from  viewers. 

Nrws  I  nted  through  tin*  Lincoln  Bar    Association  and 

panel  form,  enlightenment  on   the  state's  economic,  political  and  other 

"I  a 

offei  
in 

probl Speaking":    medical    advice   and    current    questions     produced    in 
■  ration  with  the  Lincoln-Lancaster   Medical   Society. 

'"Voiii    Safet)     P  *  Highway     Patrol    men    on    a    i « > i > i < •    that 

\ebra>ka's   supei  conscious   about     speeding   and   traffii     accidents. 
K  <  >  I  VIA    also  does  much  filming  of  special  events.    For  instance,  last   Easter  it 

its  movie  cameras  to  (.rand  Island,  Neb.,  and  put  together  a  30-minute  adapta- 

nl   tin    Trinits    Methodist  Church's  regionally-famed  annua]   Eastei    pageant.    It 
produced    i    half-hour   film  <d  tin*   inauguration   ceremonies  <>f   Nebraska    Wesleyan 

1  iiivcrsiiy's   chancellor.    The    results    were    so    pleasing    to    the    trustees    that    the) 
lired    the    film.     Alter    they're    televised,    these    special    events    films    often    are 

ilahle   to   schools,  churches,   clnli-.  etc.,   for   group   showing. 

Ilr    now    widely-televised   I  niversil)   of   Nebraska   film   series,  "Great    Plain-  Tril- 
lin! it-  start  on  KOLN-T\  . 

Kill  \  T\  -  polio   i-  ii"i  onl)  to  provide  lime  and  facilities  for  public  service  cam- 
jratis  ihr  preparation  ol  the  programs  and  the  announcements. 

"The  I  lioir  Loft,"  tip    No.   I   program  of  it-  genre  in  Nebraska  and  upper  Kansas 

choirs  a-  fat   as   150  miles  from  Lincoln. 

v 

JOHN    1       I  I    l/l  It 

Industry  leader  and  top 

ranking  station  operator: 
owner  and  president  ot 
Kid  VIA    since  late  195.; 

V.  JAMES  EBEL 

id  Manager;  admei 

-a\  he  has  molded  KOLN 

TV  into  top-flight  region 
al  operation  within  a  yea 

THOMAS   I  .   Vol  NG 

Sales  Manager;  12  years 

in  radio-tv  sale-,  program 

production,  promotion  and 
station  management 

I).    It.    1  \M  OH 

Chief       Engineer;       with 
KOLN-TV,    KOLN    eight 
yi  ,ii-   of   hi-    17    years    in 

electronic   held 

PAl  I     JI  NSI  N 

.in  Director;  here 

eight  years;  •  ame  up  thru 
lank-  a-  announcer,  mike 

personalis    and    produce) 

d  Nationally  by  AVERY-KNODEL  ■  New  York  •  Chicago  ■  Atlanta  ■  Dallas  •  Los  Angeles  •  San  Francisco 
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1.    New  on  Radio  Networks 
SPONSOR AGENCY STATIONS 

General   Paint   Corp,  SF Abbott  Kimball,  SF CPN  47 

Cencral   Mills,   MnnDls D-F-S,   Chi NBC   full  net 

Mac's  Super  Closs,   LA Hixson   &   |orgenson, LA Don  Lee  45 

MeKesson  6  Robbins,  Bridgeport,  Conn Ellington,    NY CBS 

Simoniz    (Wax  &   Kleener), NY SSC&B,  NY CPN  23 

PROGRAM,  time,   start,  duration 

Amos     n'    Andy    Music    Hall;    M-F    6:30-6:55    pm 
PDT;    16    May;    20    wks 

The    Lone    Ranger;    M-F    5:30-5:55    pm;    30    May; 

52  wks Bob   Creene   News;    M-F    5:30-5:35    pm;    16    May; 
13    wks 

Arthur   Godfrey    Digest;    F   8:15-8:25   pm;   27    May; 
9  wks 

Frank   Coss   News;   alt   W   M    F    &   T  Th   Sat    5:45- 
5:55  pm   PDT;   16   May;   13  wks 

2.    Renewed  on  Radio  Networks 
SPONSOR AGENCY STATIONS 

Dodge,    Det 
General    Motors    (Frigidaire    Div), 

Dayton 
Pillsbury,    Minnpls 

Pillsbury,    Minnpls 
ReaLemon    Co,    Chi 

Grant   Adv,    Det 
Foote,  Cone  &  Belding,  Chi 

Leo   Burnett.   Chi 

Leo   Burnett,   Chi 
Rutlcdge  &   Lilienfcld,  Chi 

ABC 

CBS    206 

CBS    206 

CBS    212 ABC 

PROGRAM,  time,  start,  duration 

Danny  Thomas;  T  9-9:30  pm;    12  July;   52  wks 
Arthur    Codfrey    Time;    T    Th    10:30-10:45;    alt    F 

11:15-11:30  am;  7  June;   52  wks 
Arthur   Codfrey  Time;   M-Th    11:15-11:30;    1    June; 

52  wks House    Party;    M-Th    3:30-3:45;    1    June;    52   wks 
Breakfast  Club;  Th  9-9:15  am;  26  May 

Milton    F. 
Allison     (3) 

3.     Broadcast  Industry  Executives 
NAME 

Milton    F.    Allison 
Richard    P.    Axten 
Kenneth     Bagwell 
James   Baker 
Keith     Baldwin 
Bill    Barron 

Joseph    Baudino 
James  W.    Beach 
Leon    Bernard 
Don    Bishop 

Caylen  Blackford 
John    H.    Bone 
H.  C.   Bonfig 
Dan    Bcllus 
Howard  W.  Coleman 
Ted    Cott 
Bud    Coulson 
Charles  C.  Crockett 
Frank   Crosiar 
Jerry   A.    Danzig 
Harry   Dangerfield  Jr. 
Michael  Francis  Doyle 

Jr. Charles    Dresser 
David    Steinle 
|im    Dugan 
Sam    Eadic 
Ted    Eiland 
Bob    Emery 
Edwin    F.    England 
Joseph   Fisher  Jr. 
Victor    E.    Forker 
Ray   Gallagher 
Rita  L.   Garner 
Tom    Gavin 
Steve    Cilbcrt 
Cordon    J.    Crant 
Ray  Grant 
Homer    Griffith 
Tom   E.  Cibbens 
Archie   Crinalds   Jr. 
Richard   J.    Hallwood 
Dan   D.   Halpin 
Howard  Harms 
Harold    Heath 
Robert  A.   Hemm 
Dudley  Henry 
Fred    Heywood 
Marvin   D.    Hult 
Louis    J.    Hunnel 
Richard  W.  Jolliffe 
William    W.    Joyce 
Roland  Kay 
John   M.  Keys 

FORMER  AFFILIATION 

CBS   R   Spot   Sis,   E  sis   mgr 
Alexander    Smith,    NY,    publ    rcls   dir 
KXYZ,   Houston,    local   sis  mgr 
RAB,    NY,    local   prom 
WAKR,    Akron,    sis    mgr 

KHJ-Don    Lee,    Hollywd,   press   info  dept 
WBC.   Wash,   exec   vp 
WBKB,    Chi,    sis   mgr 
Ziv  TV.    Chi 

NBC    Press,    NY,    mgr   of   program    publ 

Foster   &   Kleiser,   Seattle,   sis   mgr 
WNEM-TV,    Bay  City,   gen   mgr 
Zenith,   Chi,  vp  &  dir  of  sis 
KFEQ-TV,   St.    Joseph,    Mo.,    sis  dept 
NBC,    Chi,    press   dept   asst    mgr 
NBC,    NY,   vp   in   chg  r 
Don    Lee,    Hllywd,   public   relations  dir 
Van    Fawcett   Assoc,   r-tv   dir 
WHOT.    South    Bend,    stn    msjr.    sports   dir 

NBC  TV,   "Home"  sports  ed 
Bond  &  Starr  Adv,   Pittsburgh,  vp  in  chg  r-tv 
Guild    Films,    cinematographer 

WNBQ-WMAQ,   Chi,   dir  of  sis 
KBUR,    Burlington,    asst    mgr 
KOOL,    Phoenix,    acct    exec 
ABC,   sis   prom 
WTAP,    Parkersburg,    W.    Va.,    gen    mgr 
KWBW,    Hutchinson.    Kan,   sis  stf 
ABC,   NY,   spot  &   local  sis 
WENR-TV,    Chi,    gen    sis    mgr 
Blair-TV,   NY,   sis  dev  mgr  &  acct  exec 
KTVK.    Phoenix,   prog    mgr   &   opers  dir 
Puck,    NY,    prom   dept 
WIRL    (TV),    Peoria,    stn    mgr 
R-TV    Reps,    NY 
NY   Herald  Trib,    New    Eng   sis   rep 
KBIF,    Fresno   sis   mgr 
SPONSOR.    SW   adv   mgr 
WAFB,    Baton    Rouge,   vp  &   gen   mgr 
WNEX,    Mobile,    Ala,    mgr 
WNEM-TV,    Flint,    sis   mgr 
Allen    B.    DuMont   Labs,    gen   sis   mgr 
Times  News,  Twin   Falls,   classified  ad  mgr 
WOC-TV,    Davenport,    Iowa,   sis  stf 
A.    H.    Kuch,    NY,   natl  adv   rep 
CBS    R.    NY,    sis   serv   dept   rep 
KMOX,   St.    Louis,   dir   of   sis   prom   &    mdsg 
WMBD,   Peoria,  asst  mgr 
Crosley   Bcstg,  Cin,  acct  exec 
KNX,   CPRN,   asst   gen    sis   mgr 
Katz    Agency,    Chi 
CBS    R    Spot    Sis.    SF,    mgr 

WNBQ-WMAQ,    Chi,    adv,    prom,    mdsg    mgr 

NEW  AFFILIATION 

Same,   asst  to  gen   sis  mgr 
Raytheon    Mfg,   Waltham,    Mass,    publ   rels  dir 
Same,   comml   sis  mgr 
Same,   asst  dir  of   local   sis  and   serv 
CBS   R    Snot   Sis.    Det,    sis   dev   dept 

Same,    public    rcls   dir Same,  vp 

ABC   TV,   Central    Div,  dir 
TPA,  Chi,   midW   mgr 
NBC    O&O    stns,    NBC    Spot    Sis,    WRCA     (TV), 

dir    of    publ 

KJR,  Seattle,  sis  mgr 
Sir  Walter  TV    (WNAO),   Raleigh,   gen   mgr 
CBS-Col,    NY,    pres 

KFMB    (TV),   San    Diego,    sis  dev  and    prom    hd 
WNBQ-WMAQ,    Chi,    adv,    prom,    mdsg    exec 
WABD    NY,    WTTC,    Wash,    gen    mgr 
Disneyland,  Hllywd,  public  rels  dept 
KCMB-TV,    Hawaii,    sis   stf 
WNDU-TV.   South    Bend,   dir  of   local   sis 
NBC    O&O    stns   r   &    tv   programing  gen    exec 
KSON.    San    Diego,    sis    prom    mgr 
Song    Ads,    Hllywd,    film    dept    hd 

NBC    Central    Div,   Chi,   acct   exec Same,   mgr 

KVOO-TV,    Tulsa,    acct    exec 
Weed   TV,   Chi,   sis  stf 
WJNO-TV,    W    Palm    Beach,    gen    mgr 
KCAR,    Garden    City,    Kan,    mgr 
Edward    Petry,    NY,    sis    exec 
Weed    Tv,    Chi.    sis    stf 
WNEW   NY,   acct   exec 

KBTV.    Denver,    exec    p-"dcr    &    dir 
WMCM,   NY,  sis  prom  dir 
WDSM    (TV),   gen   sis  mgr 
WAAT    (TVi,    Newark,    sis    stf 
WCOP,   Boston,  acct  exec 
KFSD,    San    Diego,    sis    mgr 
WAFB,    Baton    Rouge,    mgr 
Same,    pres 
WBIA,   Aug,   sis  dir 
WNAO,   Raleigh,  mgr 

Westinghouse,   r-tv  div,   mktg  &   gen   sis  mgr 
KDYL.   SLC,   acct   exec 
KCRC-TV,    Cedar    Rapids,    Iowa,    sis   dept 
Blair-TV,    NY   acct  exec 

CBS    R.    CPRN.    Pacific   Coast   Sis   Serv    mgr 
CBS    R    Spot    Sis,    sis    prom    mgr 
Same,   m^r 
Free  &    Peters.    Det,   tv  acct  exec 
CBS    R    Net   Sis 
Same,    midw    tv    sis    mgr 
KCBS,    dir    of    sis    &    adv 
Same,   dir   of   sis 

NY, 

John   H. 

Bone   (3) 

Lawrence   L. 

Wynn   (3) 

In  next  issue:  New  and  Renewed  on  Television  (Network);  Advertising  Agency  Personnel  Changes; 
Sponsor  Personnel  Changes;  Station  Changes   (reps,   neticork   affiliation,    power   increases); New  Agetf.y  Appointments 

R.    David Kimble   (3) 
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3.    Broadcast  Industry  Executives  (continued) 
NAME 

Mark 
Lester    i3> 

Tom 
Gavin   (3) 

Robert    F. 
Stolfi    13) 

Dan 
Bcllui   i3l 

Ray  Crant 

R.   David   Kimble 

Brent  Kirk 
Ernest    Koss 

Theodore  R.  Lazarus 

Dick  Leader 

Mack  Lester 

Ceorge   Lindsay 

Roy    Lockwood 
William    Kingsland 

Macy  )r. 

Richard   C.    McCloskey 

William    K.    McDaniel 

C.    B.    McDcrmott 

Donald  H.  McCannon 

Hugh    A.    McTcrnan 

Roy   Miller 

|ohn    Milton 
William  P.  Mullen 

Byron    Nelson 
Robert   R.   Nelson 

Henry    Nicholson 
Bob  Novak 

C.   J.   Pajakowski 

Harry  D.    Peck 
Edwin    P.    Phelps  Jr. 

Harold    V.    Phillips 
Charles   E.   Powell 

Robert  Purcell 
Don    Ross 

Robert  0.  Runnerstrom 

Robert    H.    Salk 

Jacques   Sammes 
E.    F.    Shadburne 

Henry  W.  Simmen 
Edward   A.   W.   Smith 

Lola  Spitz 

Art   Stober 

Robert    F.    Stolfi 

Howard  T.  Swafford 

W.    C.    Swartley 

Cuy  Vaughan 
William   Veneman 

Harold    R.    Wettersten 

Seymour    Whitelaw 
Bud   Wilson 

Lawrence   L.   Wynn 

FORMER  AFFILIATION 

RAB.    dir   of    local    prom 

KUTV,  SLC,  sis  mgr 

MBS-WOR,    Recording    Studios,    NY 
Donahue   &   Coe,    NY,   acct   exec 

KCOP-TV,    LA,   adv  prom 
KTOW,   Okla   City,  stn  mgr 

Weed   TV,   Chi 

CBS  TV,   NY,   prodcr 
Suffolk   Bcstg,   vp 

WW) -TV,    Det,   sis 
KNBC,    SF,    sis    dir 

WBC,   vp  &  gen  exec 
Warwick    &    Lester,    LA   acct    exec 

Katz   Agency,   Chi 

Moloney,    Regan    &    Schmitt,    SF 

John    Loveton    Prods,    E    sis   mgr 
KCBS,   SF,   acct  exec 

WARD    (TV),   Johnstown,    Pa,   gen    mgr 

WINR,    Binghamton,    comml    mgr 

Free    lance    prodcr 

WHOT,   South   Bend,   Ind,  sis  mgr 

Hearst  Corp    (WISN,  WTVW),   Milw,   res  vp  Cr  gen  mgr 

WMBD,    Peoria,    sis    mgr 

0  Toole   Tire   Co,    sis   mgr 

Mass.   Bay  Telecasters,  member  of  bd 

CBS   R   Spot   Sis,   SF.   acct   exec 
WLOK,    Lima,    mgr 

Station    Films,    NY,    gen    mgr 

CBS   R   Spot  Sis,   NY,    presentation  writer 

KKTV,    Col    Springs,    sh   stf 

Weed  &  Co,   NY,   acct  exec 

WIP,   Phila,  acct  exec 

KBUD,   Athens,   Texas,   cont   supvr 

WFIL-TV,    Phila,    dir 

CBS  TV,    NY,   sis  dev,   planning  &   res  dept 
Cadillac,   Det 

WBZ-TV,  Boston,  gen  mgr 

WIST,    Charlotte,    mg    dir 

KTTV,    LA 

WBKB,    Chi,    acct   exec 

KCBS,    SF,    E    sis   rep 

WABC-TV,   NY,  acct  exec 

NEW  AFFILIATION 

Same,    dir    of    local    sis   and    service 

Same,   stn   mgr 

Same,  dir  of  sis 

Ceorge   Blake,   NY    (films),  exec 
KWIZ,   Santa   Ana,   Calif,   natl   sis  mgr 

KTVQ,  Okla  City  gen  mgr 
Same,    sis    mgr 

Robert   Lawrence    Prods,    NY,    prodcr-dir 
Same,    pres    &    gen    mgr    (WALK,    Patchogue,    WF 

Riverhead) 
CKLW-TV,   Det,  acct  rep 

Same,   gen    mgr 

NRB,   vp,   r  &   adv  consultant 
Same,   member  of  bd 
KRCA    (TVI,    Hllywd,   acct   exec 

Same,    midwest   r  sis   mgr 

KH|-TV,    Hllywd,    natl    adv   mgr 

ABC  TV,   NY,  acct  exec 

CBS   R    Spot   Sis,    SF,    mgr 
WDEL-TV,   Wilmington,    Del,    mgr 

WNBF    (TV),    Binghamton,    r   sis   mgr 

Quality  Radio  Croup,  prog  dir Same,    mgr 

WACE-TV,  Marquette,  Mich,  vp  &  gen  mgr 

WMAK,    Nashville,    mgr 
WTVA-TV,     Peoria,     sis    mgr 

WBAL,    Bait,    acct    exec 

KTVQ.   Okla   City,   dir  of   tv 
KNX,   CPRN,    natl    sis   mgr 
WMBD,    Peoria,    exec 

Screen   Cems.    NY,   dir  of  sales 

RAB,    NY,    sis    prom    writer 
WCPM,    Cumberland,    Ky,    stn    mgr 
WNEW,   NY,   acct  exec 

Edward    Petry,    NY,    sis    exec 

KIWW,  San  Antonio,  asst  stn  mgr,  asst  to  gen  mg 

WITV,    Miami,   opers   mgr 

WNDU-TV,   South   Bend,   dir   of  sis  prom  &   adv 
CKLW-TV,   acct   rep 

Same,    also   WBC    vp 

NBC   Film,   NY,  slsman 

KTVW,  Seattle-Tacoma,  exec  asst 
ABC  TV,  Central   Div,   Chi,  sis  mgr 

CBS   R   Spot  Sis,   SF   acct   exec 
WCIL,    Calesbuig,    III,    mgr 
Same,   sis   mgr 

4.     New  Firms,  New  Offices,  Changes  of  Address 
Advisors  in   Management,   a    firm   of   psychological  consultants, 

has    been    organized    with    hdqtrs    in    the    Congress    Hotel 

mezz,    Chi 

D.ivid   0.   Alber  Assoc   moved   to  44    East   53rd   Street,    NY,   on 

28    April 

Anderson    &    Cairns    moved    to    larger    office,    130    East    59th 

Street,    NY 

Brmchcr,   Wheeler  &   Staff   moved   to    1600   Bush   Street,    SF 

Blitz    Adv   absorbing   into   H.    Richard   Seller   Adv   with   offices 

.it   937   5  W.   |ackson  St,   the  building   presently  occupied   by 

Blitz,   Seattle 

Blackburn-Hamilton   Co,   media   brokers,   opened  new   SF  office 

•I    111    Sutter  St,    EXbrook   2-5671 

Brinckcrhoff    &    Willi.ims    Agency,    new    partnership,    with    of- 

■t  928  Cov  Nicholls  Street,  New  Orleans;  E.  V.   Brink- 

crhoff   &   Aubrey  Williams,    former  r-tv  dir,    Fitzgerald   adv, 

Burns   Adv   moves   head   office    to    1247    Cuy   Street,    Montreal; 

Toronto    office    stays    at    570    Yonge    Street 

Henry  Cerstcnkorn  has  re-established  his  own  ad  agency  at 

4020   W   3rd   Street,    LA,    DUnkirk   7-4285 

Richard  P.  Holland  establishing  own  adv  consultant  business 

in    Boston 

Earl  Klein,  pres  of  Storyboard  since  its  inception,  has  re- 

signed to  form  Animation  Inc,  843  N.  La  Cienega  Blvd. 

LA;    firm    will    produce    animated    commercials    for    tv 

Mullins-Earl,  new  ad  agency  at  1616  N.  Cahuenga,  Hllywd. 

Hollywood  7-6318  formed;  Tom  Mullins,  former  vp  & 

gen  mgr  of  Irwin,  LA;  Warren  Earl,  former  KCOP,  LA, 
dir    of    sis    prom    &    mdsg.    partners 

)ack  T.  Sharp  opened  agency  service  at  2036  East  22nd 

Street,   Clev.   SUperior    1-1700 

Wcstinghouse  Bcstg  plans  to  move  its  hdqtrs  to  the  Chanin 

Bldg.  122  East  42nd  Street,  NY.  about  1  June;  Wash 

office.   1625   K  Street  NW,  will  remain  open 

Don  Wilson  heads  new  company,  Don  Wilson  Productions, 

KTTV  Studios,  Hllywd  28;  to  film  tv  commercials  and  In- 

dustrial, documentary,  and  sales  pictures,  as  well  as  sound 
slide    films 

26 
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THE  GRANTLAND  RICE  STORY-from  The  Tumuli  and  The 

Shouting  ...  1 5  minute,  once  a  week  broadcast  with 

famous  sportscaster  Jimmy  Powers  and  big  name  "sports 

world"  guests  such  as  Bobby  Jones,  Walter  Hagen,  Ty 
Cobb  and  Gene  Tunney.  Fully  recorded. 

RECORDED 
PROGRAM 

SERVICES 

DO-IT-YOURSELF...  Cash   in  on  your  local   share  of  the 

6  billion  dollar  do-'t-yourself  business  with  this  ne 

saurus  "Do-it-Yourself"  15  minute  show.  Three  tin week. 

630  Fifth  Avenue,  New  York  20,  N.  Y.-  JUdson  2-5011 

1016  N.  Sycamore  Ave.,  Hollywood  38,  Cal.— Hollywood  4-5171 

522  Forsyth  Building,  Atlanta  3,  Ga.—  LAmar  7703 
445  N.  Lake  Shore  Drive,  Chicago  11,  III.— WHitehall  4-3530 
1907  McKinney  Avenue,  Dallas  1,  Tex.—  Riverside  1371 

RADIO  CORPORATION  OF  AMERICA   •   RCA  VICTOR  RECORD  DIVI 



THE  FRANK  LUTHER  FUN  SHOW  .  .  .  Frank 

Luther,  nationally  popular  entertainer,  brings 

enjoyment  to  children  from  6  to  96  .  .  .  fully 

recorded  with  songs— many  created  specially 

for  this  show,  plus  jokes,  limericks,  "mail- 

pulling"   ideas  and  guest  stars. 

GREAT  DAYS  WE  HONOR  ...  15  minute, 

fully  recorded  show  for  39  important  holi- 
days during  the  year.  10  Catholic  holidays, 

10  Jewish,  10  Protestant  and  9  Patriotic  holi- 
days. Ideal  for  institutional  type  advertisers. 

Ray  Middleton,  Henry  Hull,  other  well  known 

personalities. 

>ur  Platinum  Anniversary  .  .  .  we're  20  years  old, 

to  celebrate  we're  adding  8  new  sponsor-selling,  platinum-studded 
ures  to  our  service. 

the  past  20  years  our  Library  Service  has  been  growing  bigger,  better, 

more  profitable  for  our  subscribers.  The  broad  range  of  25  different 

/s,  complete  continuity  service,  sponsor-selling  recorded  sell-effects, 

s  tracks,  sales  clinching  brochures,  new  big  local  time  selling 

:handising  plan,  other  selling  aids,  and  52  new  releases  each  and  every 

th  .  .  .  all  this  gives  RCA  Thesaurus  subscribers  the  most  profitable 

iram  service  in  the  industry.  For  example,  due  to  tremendous  success 

vo  of  our  shows,  we  are  increasing  the  popular  Freddy  Martin 

Sammy  Kaye  programs  from  3  broadcasts  a  week  to  5. 

e  your  claim  to  the  lion's  share  of  your  local  advertisers'  dollars 

sing  the  one  Library  Service  that's  king  of  them  all!  Write,  wire  or 

today  your  nearest  Recorded  Program  Services  office. 

NTING  THE  STATESMEN  QUARTET  .  .  . 

ular,  talented  group  brings  favorite  gos- 

pe  singing  to  your  listeners,  '/j  hour, 
]  week. 

CONCERT  ON  THE  MALL  .  .  .  This  rich,  lush 

sounding  band  plays  everything  .  .  .  from 

"South  Pacific"  medleys  and  traditional 
marches  to  symphonic  and  popular  types  of 

music.  Va  hour,  once  a  week. 

SHOP  AT  THE  STORE  WITH  THE  MIKE  ON 

THE  DOOR  ...  a  great  new  local  radio  time 

selling  merchandising  plan.  Builds  sales  and 
listeners. 

WEEKEND  SHOPPERS'  SPECIAL  ..  .This  new 

show  was  designed  to  give  stations  a  pro- 

gram with  strong  appeal  to  sponsors  who 

want  to  sell  to  weekend  shoppers.  Ideal  for 

participations.  Once  a  week,  30  minutes. 

THEY    CAME!   THEY   SAW!   THEY    SIGNED    UP! 
At  the  recent  NARTB  convention  broadcasters  from  all  over  the 

U.S.A.  signed  up  for  the  Thesaurus  Library  Service.  Further  proof 

that  today's  Thesaurus  is  America's  best  library  service  buy  for 
both  sponsors  and  radio  stations. 
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HUGH   SOKE     JR. 

HEADLEY-REED. 

C'oincfi*.  Edward  Whitehead handwri 

Ne-  York 

..-.3    L    .   v-.i-  ^  _ 

  I 

Meeting  Commander  Edward  Whitehead  in  a  Madison  Avenue 

office  is  virtually  as  startling  as  a  picture  of  Queen  Elizabeth  II  in 

a  jeep.  It's  an  experience  that  evokes  images  of  Rudyard  Kipling, 

the  road  to  Mandalay.  and  drinking  gin  and  tonic  I  Sehweppes"  own 
"diluant" — mix  to  you  '  at  the  old  Shepheard's  in  Cairo,  or  at  the 
Explorer's  Club  in  Nairobi. 

"Of  course,  as  you  know.  I  originally  came  over  to  your  countrv 

to  set  up  some  modus  operandi  with  Pepsi-Cola."  the  Commander 
told  sponsor.  '  The  modus  operandi  with  Pepsi  consist*  of  having 
that  company  do  the  actual  bottling  of  Sehweppes  in  its  U.S.  plants.  I 

"At  that  time  ■  somewhere  around  January  or  February  1953  .  A. 
Steele  of  Pepsi  Cola,  who  is  I  \S.  head  of  Sehweppes.  and  David 

Ogilvy  conceived  the  idea  of  having  me  appear  in  the  American 

Sehweppes  advertisements.-' One  gets  the  impression  that  Commander  Whitehead,  the  personi- 
fication of  a  battling  individualist,  became  accustomed  to  the  idea 

fairly  rapidly. 

"At  first,  of  course.  I  rather  disliked  the  idea  of  being  a  goldfish." 
said  he.    'Tin  a  normally  reticent  Britisher,  you  know.    But  there 

-  a  need  to  illustrate  the  maintenance  of  quality  in  some  dramatic 

!  complied,  of  course." L  ndaunted.  the  Commander  continues  to  wear  the  beard  that  has 

made  him  famous  throughout  the  I \S.  with  the  Sehweppes  print  ads. 

"ft  ith  Sehweppes*  addition  of  radio  advertising  i  also  through  Ogilvy, 
Benson  &  Mather',  the  Commanders  "appeal  to  pattern  creating 

people"  has  been  translated  by  means  of  his  very  British  accent, 
heard  in  minute-announcements  from  20  to  50  times  a  week  per 
market. 

ite  the  colorful  advertising  approach.  Sehweppes  sales  are 

not  yet  sufficientb  substantial  in  this  country  to  show  a  profit.  The 
Commander,  however.  e\  -  -  satisfaction  with  the  continuous 

-  profits  thin  the  next  two  years.  In  the 
meantime,  he  will  concentrate  on  the  U.S.  market,  has  brought  over 

his  famib  'wife  and  six-year-old  son*  to  live  in  Connecticut.  The 
mander  will  continue  his  travels  to  other  Sehweppes  markets: 

last  year  he  went  twice  around  the  world. 
tie  remember,  for  some  extraordinary  reason,  my  name  and 

-    -  ame  in  conjunction  \%ith  it."  says  he.  *  *  * 

SPONSOR 



You  just  can't  escape  TV  in  saturated  San  Diego! 

IX^UA^XAA.AAAjl* 

*     \ 

89.9%  of  the  homes  have  it!  (Pulse,  Jan. '55) 
Well  over  285,000  TV  homes  .  .  .  850,000  TV  people! 

This  is  the  kind  of  coverage  that  moves  merchandise. 
One  of  the  reasons  why  television 

is  your  best  buy  in  growing  San  Diego. 

And  television  in  San  Diego  is  KFMB-TV! 

KFMB 
WRATHER-ALVAREZ  BROADCASTING.  INC SAN  DIEGO.  CALIF. 

REPRESENTED  BY  PETRY 

America's  more  market 



"That's  for  sending  all 
those  Carrots  to  (ugh) 

People" 

The  world's  mosl  luscious,  juicy 

carrots  conic  from  "Cal  Sales" 
captive  market,  the  Central  Coast 

oj  California  —  and  what  does 

old  "Cal"  do?  Every  summer,  he 
-lii|>-  18,847  miles  of  bags  of 

carrots  out  of  Monterey  County 

alone  .  .  .  laj  those  bags  end  to 

end.  and  they'll  reach  from  Madi- 
son \\cniic  id  Hollywood  and 

Vine  6  times  with  enough  left 

over  i"  gel  to  Michigan  Blvd. 

And  all  those  ungrateful  people 

d<>  i-  In  -cud  liim  I  I  million 

highl)  indigestible  dollar-  in  re- 

turn pari  of  the  105  million 

dollars  Cal  will  get  llii-  yeai  I". 

In-  agi  i<  ultural  products  in  Mon- 

•  ount)  i  jusl  one  of  <  al's 
three  captive  counties  i . 

Ii's  enough  to  turn  vour 
hare! 

NBC,    ABC,    DhMONT 

by  Joe  Csida 

If  I  may  be  permitted  to  corn  it  up  a  little  here  tliis  trip. 

I'd  like  to  show  you  a  Menu  of  Memories: 
VlPers'  Brunch 

Sunday,  May  22,  1955 

Mayfloioer  Hotel — Suite  237-38 
ETO  Plus  Ten 

A  per  tiffs 

Bloody  Marys  (Novikane)  Old  Kronheim  (In  the  Woods) 
Miller  High  Life  (Justin-time)  Dry  Safe  {5th  Ave.) 

CampbclFs  Soup 

Kirbyed  Shrimp  {with  W  ildcr  Rice) 
Blintzes  (Swezey  &  Sour) 
Reinsched  Beef  (Staishoff) 

Code  Bortseli   (Fetzer,  with  Sour  Ream  | 
Green  Salad  (Abel  dressing) 

Desserts 

eClairs  (Tootie  MeVruitie)  Csida  Grapes  (aux  Cousin) 
Ice  Cream  W hedges  Ream  Puffs 

Cafe  O'Lay  (Alicoate) 

The  chef  who  put  this  bill  of  fare  toegther  is  Sol  Taishoff, 

publisher  and  editor  of  our  contemporary,  "Broadcasting- 
Telecasting"  and  the  names  dragged  into  the  dishes  are  those 
of  a  group  of  14  of  us,  who  just  10  years  ago  constituted  an 
\  1 1 1 1 \  sponsored  U.  S.  Broadcasting  Mission  to  the  European 

Theatre  of  Operations.  There  were  (in  the  order  Sol's 
-queezed  lliem  into  the  menu  I  Morrie  \o\ik.  Mark  Wood-. 
Jiislin  Miller.  Martin  Campbell.  Kd  Kirbv.  Hob  Swezey. 

Leonard  Reinsch,  John  Fetzer,  Abel  Green,  Clair  McCul- 
lough,  Bill  Hedges.  Joe  Ream,  Jack  Alicoate  and  I. 

Each  year  for  the  past  10  years,  sometime  dining  the  Na- 
tional Association  ol  Radio  and  Television  Broadcasters  Con- 

vention tlii-  \  I  Pers'  group  has  bad  a  reunion.  \\  e  haven't  all 
made  it  each  year,  but  l>\   and  large  the  representation  has 

been  close  to  LOO'  , 

'I  hi-  i-  being  written  on  the  eve  of  this  year's  Convention 
and  I  don't  know  what  the  '55  turnout  will  be.  but  I  hope  to 
report  on  ii  alter  the  event.  In  the  meantime  this  pasl  decade 
has  seen  man)  a  change  in  each  of  us  and  certainly  in  the 
business  which  broughl  u-  all  together.  It  i-  noteworthy, 

ln-i  ol  all,  I  believe,  thai  all  of  us  are  -till  here.  It's  perhaps 
even  more  worth)  oi  mention  that  all  but  a  few  ol  us  are  still 

deepl\    invoked    in  the  broadcasting  bn-inc--.     Like  they  say 
in  the  soapers,  the  Fates  have  been  lairK  kind  to  most  oi  us. 

i  Please  turn  to  page  72) 
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T.  WASHINGTON  TV 

a 

Best  darn  salesman  I've  ever  seen!" 

Frankly,  you  haven't  seen  anything  yet 
—  not  until  you've  seen  how  Mt.  Wash- 

ington TV  can  sell!  And  "the  moun- 
tain" actually  covers  the  lion's  share  of 

Maine,  New  Hampshire  and  Vermont  at 
about  half  the  cost  of  any  other  three 
TV  stations  in  the  area  combined. 

Incidentally,  during  a  recent  25- 
words-or-less  contest  to  name  a  day- 

time woman's  program,  15,652  entries 
were  received  from  715  different  cities 
and  towns  in  Maine,  New  Hampshire, 
Vermont,  Massachusetts,  New  York 
and  the  Province  of  Quebec. 

CBS-ABC WMTW Channel  8 

John  H.  Norton,  Jr.,  Vice  Pre*,  and  General  Manager         REPRESENTED  NATIONALLY  BY  HARRINGTON,  RIGHTER  &  PARSONS,  Inc. 

30  MAY  1955 33 



WHER 

IN 

CAROLI 

K    I    N    e    S    I    Z    E F    A    C    I    L    I    T E    S 

op  lovtyv 

In  the  Carolinas,  advertisers  find  many  types  of  TV 
facilities  .  .  .  but  only  on  one  station,  WBTV,  can  the 
advertiser  get  complete,  Kingsize  Facilities. 

Here,  in  WBTV's  new  $1,250,000  home  with  51,000 
square  feet  of  floor  space,  are  TV  studios  measuring 

40'  x  40'  and  40'  x  60',  each  wired  for  three  black-and- 
white  and  two  color  cameras,  each  accommodating 
Kingsize  studio  audiences  .  .  .  the  last  word  in  engineering 
equipment  .  .  .  art  and  carpenter  shops  for  designing  and 

building  any  type  of  scenery  .  .  .  three  ultra-modern 
darkrooms  .  .  .  dual  facilities  for  transmitting  color  and 

black-and-white  slides  and  films  .  .  .  Kingsize  executive, 

program,  production,  engineering,  news,  sales,  business, 
promotion  and  merchandising  departments. 

Conditioned  by  33  years  of  broadcast  leadership, 
WBTV  planned  big  .  .  .  built  big.  Now  more  than  ever, 
WBTV  is  your  first,  biggest  step  to  TV  coverage  of  the 
two  Carolinas. 



30    MAY     1955 
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NATION'S  TOP    I00   ADVERTISER   ARE   IN   WIDE   VARIETY  OF  INDUSTRIES.    SEE  CHART   NEXT  PAGE 

The  TOP  100  advertisers: 
before  and  after  tv 
Most  of  them — 69  to  be  exact — have  increased  the  share 

of  their  national  media  ad  budgets  going  to  radio  and  tv 

30  MAY  1955 

by  Alfred  J.  Jaffe 

M  he  top  100  U.S.  advertisers  in  PIB-recorded  media  are  more  air  conscious 
than  ever  before. 

They  are  not  only  putting  a  greater  share  of  their  ad  budgets  into  radio  and 

tv  but — so  far  as  PIB-reported  media  are  concerned — most  of  them  are  spending 

more  on  radio  and  tv  than  for  print  media.  (PIB-reported  media  are  magazines, 
supplements,  network  radio  and  tv.) 

Item:  Of  the  top  100  advertisers  in  1954,  69  have  increased  the  share  going 

to  radio  and  tv  since  1948 — a  year  which  for  all  practical  purposes  can  be 

termed  "before"  tv  as  far  as  networks  are  concerned. 
Item:  Of  these  same  advertisers,  60  spent  more  than  50%  of  their  national 

budgets  in  1954  on  air  advertising.  In  1948,  only  33  of  this  group  spent  more 

than  half  on  air  advertising. 

What's  behind  all  this? 

Well,  tv,  for  one  thing.  This  new,  high-impact  medium  has  tantalized  adver- 
tisers, has  shown  again  and  again  a  tremendous  sales  power.  It  has  resulted  in 

money  being  diverted  from  other  medi  i  and  has  also  attracted  new  money  re- 
leased by  a  booming  economy. 35 
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Campbell     Sonp       

National    Dairy      

Swift           

Krllopg     

Mil.-     Laboratories       

PiUsbnr]    Mills     

Quaker    Oat   

Bristol-Myers      

Sterling     Drug       

Goodyear       
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National     Hi   i    

OF  1954'S  TOP  100  ADVERTISERS  60  SPENT  MORE  THAN  50J 
Adxrtlssr  Total  1954 Billings 

(000) -I  1.131 

:k..77J 

26.727 

25,256 

19,499 

18. .178 

17.860 

17.771 

II..7IM. 

16,120 

15,937 
15,418 

I  2.77.2 

I  J  :  I  I 

I!.. '128 
11,068 

10,327 

8.077 

7. '122 

7.882 

7.727. 

7.  399 

7,56  l 
6,780 

6,604 6,448 

6,33S 

6,291 
5.888 

5,677 
5. .107 

5,150 

5,106 
4.928 

4,912 

4,818 
4,523 

4,446 

1,340 

I.I'M 

1.1211 

1,089 

4,030 3.1173 

3,704 

3,630 
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3,557 

3,531 

Total  1948 Billings 

(000) 
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11,803 

10,803 
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7.7D1 

in  126 .-...171 
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Magazines Supplements 

Network  Radio 

%  to  Air  k'i 
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2. 36  I 
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1.200 
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3 
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1,870 

811 

1,636 

2,635 2,557 
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1.623 

3,121 1.1  I  1 

7  19 

1948 

9  3. .172 3.1.1 2.768 

I  II 
36  7 

199 

.-,.-.(. 

2,390 

12 

915 

301 

418 

352 

97 

105 

926 
I  1,343 

5 

91 

1.126 

16  I 
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>.  I 
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38 
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26 61)1 
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.1  16 

36 
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33 
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1.(13  1 
413 
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1,032 390 
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69 

3 

21 

704 
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38 

1.167 
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32 
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4 
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21 
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34 
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39 
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1948 
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I  976 

I  :i  12 

6.77  I 6.267 

819 

3,283 

5,31  7 
1,076 
7.  191) 
2.60O 

1.6  29 

III.  I 

3,1)  13 

1.392 

3,819 1.8  73 3.3  8  7 

I. II  18 

3.883 
989 

2.6  79 
2.101 
9.063 

.-.  I  I 

3,8  I  I 786 
1.18  1 628 

1.318 
2.23  1 

1,916 

1,168 695 

1.173 

2.519 

839 

776 

973 

1,216 

1.2  11 

8111 

I.I   19 

1954 

-12  i  ;•) 

3,780 

4.813 

3,300 
3.362 

1,867 949 

4,471 

1,770 

3,724 

1,526 

774 

3,30O 
2,921 

3,474 573 

812 

3,0-18 
1,910 
6,172 

2,049 

1,570 
1,484 
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333 
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1.316 
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6611 

1954 

S23.7II1 
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11.5  1(1 
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5,534 
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5,88  1 
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4,263 
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1.2  1  I 

4,865 741 
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200 1.16  1 
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2,208 

1.21  I 

1,472 
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1948 
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16.7 

40.1 
52.1 73.3 

14.9 

27.8 

16.3 
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18.1 29.7 

46.1 
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59.5 

38.0 
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46.7 
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SOURCE:    Publishers    Information    Bureau.     All    bllllmrs    are    in   thousands. 

shown   fur    194!  ■    100   list    of   that  year. 
NOTE:    In   cases  of   merger  or   purchase  of   another  company    since    19 IS.    dollar    flgur 

I   of  merged  or   purchased   Jinn   together  with   parent   film.     However.    1918  ran 

that    of    parent    firm    alone.      Philip    Morris    hillings    Include    Benson    ft     Bed 

I  "i   another  thing,  the  postwar  era 

has    provided    a     fascinatim.'    testing 
•  ml  for  media.     I  i  ue,  it  i-  not  the 

mnd  of  a  depression, 

when  the  problem  is  what  medium  to 
drop  or  what  to  cut.    li  has  been  an 

ilc-  and  high  opportuni- 
rtith  a  remarkable  burgeoning  of 

new   brands  and  tremendous  pressures 

pUl    on    old   oi 
But  u iili  the  national  ad\ ertisei  \  ii- 

lualK   required  to  grab  new  custoi 
■  II  as  hold  <>n  to  old  ones  and   w  illi 

out   to  l>c  .'III  illu- 

sion, the  mass  media  have  been  on  trial 

to  about  tin-  same  extent  thej  would  be 

during  hard  lime-.  In  tin-  trial  tin- 
air  media,  but  espei  iallj  \  ideo,  lia\  e 

proved  themselves  as  attested  1>\  the 
shared  all  advertising  being  allocated to  them. 

V  cording  to  M<  <  lann-Erickson  G 

iin-  provided  to  Printers'  Ink,  the 
share  of  all  advertising  ̂ oinjz  to  spot 

and  network  radio  in  L948  it\  fig- 
ures  were  too  -mall  to  In-  measured  in 

that  Mai  i  w.i-  al.oiil  6%.  In  l'».~>  I. 
network     and     spol     radio     and     l\     pot 

about  I  I '  .   ol  all  ad  expenditures. 
The  amount  of  actual  dollar  increase 

i-  even  greatei  than  indicated  1>\  the 

share    percentages    since    the    19-18-54 
period    was      •    of    almost    constant 

i  "u  ill  Eoi  advei  tising  expenditure.  In 
I'1!.".  miwoik  and  spol  spending  came 

in  $331   million.    In   1954,  it  came  to 

$900   million. 
\\  hen  \  on  get  behind  the  total-. 

however,  you  find  a  surprisingly  di- 
verse picture  among  the  top  LOO.    In 

■  ompai  in;j  w  hat  happened  to  these  Ion 
between  1()1<".  the  veai  commercial  tv 
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UDGETS  ON  AIR;  IN  1948  ONLY  33 
Advertiser  Total  1954  Total  1948 

Billings  Billings 
(000)  (000) 

11.1.  ...    (  urii    $    :t.r>17  $       230 
American    Motors      3,476  2,507 
Brown  &   Williamson    3,  U(.  I  ,38  I 
Schcnlcy          3.318  3,831 

Sunbeam         3.22  1  BIO 
Neatle      3.117  1.1<>7 

I)„»    Chemical       3,087  535 
Aluminum    Co.    of    America    3.0H2  1,017 

B.  I".  Goodrich     3,020  2.130 
Pallet    Kr.xiiiK        3,010  1.287 

Floriila   I !itrn^   Commission    2.**  12  523 

Pet  .Milk      2,906  1,031 

Joseph    Schlilz    Brewing    2.902  1.307 

Pepsi-Cola        2.902  360 
Hazel    Bishop       2,901    

I      S.    Steel       2.875  1.7(11 

Corn    Products     Refining    2.8  11  1.315 

Sylvanla    Electric       2,802  217 

Kaiser    Motors       2.77  1  3.101 

William     Wrigle)     Jr    2,769  981 

Carter   Products       2,766  1.724 

Armstrong    Cork        2.718  1.333 

Best   Foods      2.604  1.425 

Hallmark    Cards       2,575  949 

Lambert       2.517  1,995 

Borg-Wariicr         2,496  1.479 

Reynolds     Metals        2,493  355 

Cluett,    Peabody       2,475  1,757 

Schick        2,432  440 

Inn -r.    Dairj     \-sor    2.402  432 

Prudential    Ins.    of   Amer    2.39  1  2.189 
idmiral        2.318  793 

California     Packing        2,350  1.500 

Wt   ii    Oil    &    Snowdrift    2,3  18  905 

Simoniz     2,152  512 
Mutual    Benefit     Health    2,124  728 
Donbledav        2,091  1,197 
Standard  Oil   of  Indiana    2.084  74 
Remington    Rand       2.062  714 

Socony    Vacuum     Oil        2,046  1,164 

Gulf  Oil      2,027  985 

Olin     Matin. -on     Chem    2.015  1.820 

Minnesota    Mining    &    Mfg    1,974  423 

Ralston     Purina        1,973  1.526 

Lonciiics-Wittnauer        1,966  413 

Amer.    Chicle       1,964  287 

Block    Drug       1,957  463 

Union    Carbide    &    Carbon    1,951  1,503 

Johns-Manville       1.944  955 

Manhattan  Soap      1.939  3.404 

SPENT  MORE  THAN  HALF 
1948 Rank 

Mag  a; 
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Network  Tv  %  to  Air  Media 

1954  1948  1954 

S    1,019     35.2 
I    178  26.9  43.6 

2.10O  81.8  64.7 

1,870     58.6 
1.12  V  10.0  19.8 
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ndix    Home    Appliances:    National    Bisiuit    billings    Include    Hills    Bros.;    American 
lnes    Include    Nssh-Kelvlnator    and    Hudson    but     1948    ranking     is    that    of    Nil 
alone;    Kaiser    i.illincs    include   Willys-Overland,    Olin    Mathlesoo    Chemical    billings 
n    Industries,     Mathieson    Alkali    Works    and    B.    R     Squii.b 

got  started,  and  last  year,  sponsor  has 

done  an  extensive  analysis  of  Publish- 
ers Information  Bureau  records  (see 

chart  above). 

PIB  figures  cover  what  it  terms  "na- 

tional" media — magazines,  newspaper 
supplements,  network  radio  and  net- 

work radio  and  network  television. 

Not  included  are  newspapers  and  spot 
radio  or  television,  which  are  of  course 

also  national  media  when  used  full- 

scale  by  a  major  advertiser. 

While  detailed  dollar  ad  expendi- 
I  Please  turn  to  page  95) 

30  MAY  1955 

Some  of  spot  radio  leaders 

American  Home  Prod. 
Hallantine 

Borden 
B  C  Remedy 

Brown  &  Williamson Carter 

Chrysler 
Colgate Curtis  Publishing 
Fsso 

Kord-Lincoln-Mcrcury 

General  Foods General    Mills 

General    Motors 

Grove  Laboratories 
Lever  Brothers 

Manlschewitz  Wine 

Metropolitan   Life   Ins 
National   Biscuit 
Nestle 

R.   J.   Reynolds 

Shell  Oil Sinclair 

Standard   Brands Wil.lroot 

SOURCE:  Names  for  the  list  of  2.">  spot radio  accounts  above  were  gathered  from 
leading  ~iaiinn  representatives.  The  li-t  is 
not  complete  and  is  in  alphabetical  order 
only,  not  order  of  expenditure.  No  ■ 
entific  basis  now  exists  fur  ranking  leading 
spot  radio  advertisers.  See  story  on  this 
problem  this  issue  page   I-'. 

These  are  Top  2.»  spot  tv  clients 
1. 

P  &  C 1.1. t    ..malum 

2. 
Brown      *      Wil- 

1 1. 
t.ro\ c 

liamson IS. 

Vnalii-t 3. Sterling    Drag 

1  (i. \  Irk    Chemical 

•t. 

(i. 

Standard   Brands 
Hlo.k   Drug 

Colgate 
Katncr    Promo- 

tions 

18. 

19. 
2I>. 

11.  .1.  Reynolds 
Chesebrongh 
1  «.r<!   Motor 

P.  LoriUard 
8. 

(   arter    Products 
21. 

Genera]   Mills 

'). 

General  Foods 22. 

Peter  Paul 

111. 

National    Hi-.uit 

2.!. 

Kellogg 

I  1. ltiilo\  a 

2  1. 

1...,. 

12. Miles     Labs. 
2.-,. General  Motors 

MM  R(  I:  \.  ('.  Rorabaugh  Report  ..n 
Spot  T\  Advertising,  firsl  quarter  1955. 
This  ranking  is  in  terms  of  the  number  of 

stations  used.  Rorabaugh's  figures  include 
almost  every  major  tv  outlet  in  I  .S.  Rank- 

ing here  is  best  available  though  it  may 
not  in  all  cases  reflect  exact  ordi  i  of  ex- 

penditure. 
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On  these  pages  SPONSOR  presents  the 

second  in  a  major  series  on  the  world's 
largest  advertiser  and  number  one  air 
media  client.  SPONSOR  had  long  sought 

the  opportunity  to  analyze  Procter  & 

Gamble's  radio-tv  approach  and  was 
aide  to  prepare  the  present  series  with 
the  aid  of  interviews  with  company 

utiles,  key  people  in  P&G  agen- 
cies and  other  veteran  observers  of 

the  broadcast  scene.  This  is  the  first 
comprehensive  treatment  to  appear  in 

print  of  the  current  air  media  thinking 
of  a  company  which  is  frequently 
talked  about  in  advertising  circles  but 

which  is  rarely  quoted  on  its  oivn 
philosophy. 

by    Herman    Land 

JWm.  adison  Avenue  folklore  has  it 
that  the  Procter  &  Gamble  media  man 

is  weaned  on  the  multiplication  table. 
His  solid  food  intake  is  said  to  begin 

with  a  delicate  balance  of  square  and 
cube  roots.  Later  he  learns  to  season 

with  hot  ratings  and  enhance  flavor 

with  low-caloried  cost-per-1,000  dress- 
in--.  Finally,  he  is  taught  how  to  cut 

through  to  the  meaty  mathematic  cen- 
ter with  the  versatile  instrument  that 

i-  to  be  his  forever  more  ■ — his  trusty 
slide  rule. 

Ilii-.  and  similar  tales,  are  told  with 
a  mixture  of  irritation  and  admiration. 
Irritation  from  some  of  the  sellers  of 

time  because,  as  one  station  represen- 

tative puts  it:  "They  reduce  buying  to 

a  rating  and  cost-per-1,000  'floor.' 
The)  buj  by  formula,  and  that  reduces 

selling  to   a    bargain-basement   level." 

Admiration  because,  as  another  rep 

has  it:  "Sure  they  stick  to  mathematics, 
hut  who  am  I  to  argue  with  success, 

(.■"I  bless  their  little  hearts." 

P&G  enjoys  many  such  heartfelt 

w  ishes.  It  is  tv's  largest  spot  adver- 
tiser, a  fact  often  overlooked  in  the 

trade  press  attention  to  its  extensive 
network  operations.  In  a  budget  of 

approximately  $71,000,000,  it  is  allo- 
cating  about  $11,000,000  to  spot  tv, 

or  15.5%,  li\  sponsor's  estimate.  In 
spot  radio  P&G  spends  $1,750,000,  hut 

there  are  signs  a  substantial  increase 
ina\    be  coming  in  the  near  future. 

While  sponsor  was  unable  to  find 

an)  P&G  media  man  cutting  his  veal 
with  a  slide  rule  during  the  delicious 

— and  reasonable! — 45c  lunch  enjoved 
in  the  pleasant  P&G  dining  room  at 

Gincinnati's  Gwynne  Building,  it  found 
a  strong  conviction  among  P&G  execu- 
tives  that  the  mathematical  approach 

was  not  only  sound,  but  actually  un- 
avoidable in  its  type  of  operation. 

How  P&G  uses  the  mathematical  ap- 

proach in  buying  spot  television  and 
radio  will  be  dealt  with  in  this  article. 

the  second  in  sponsor's  series  on  the 

company's  air  operations. 
Part  one  (16  Ma)  1955)  reviewed 

the  business  and  media  factors  behind 

P&G's  dramatic  surge  into  nighttime 
television  this  season.  Part  three  next 

issue  will  explore  company  attitudes 
on  the  values  of  daytime  television  and 

radio  programing:  important  decisions 

in  the  daytime  area  are  expected  hour- 
l\.     An    additional   article    will    follow 

-.".(,  (!.-,(, 1288,258 I  in  si:  ark  estimated  SPOT  TV  BUDGETS  OF  26  I»&G  Bd* 
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IIIIV ##o#f  M*  A  C  umt  its  s€>wn  ugvnei&s  buy  spat 

covering  P&G's  relations  with  its  seven 
agencies  and  its  own  internal  advertis- 

ing structure,  including  the  operations 
of  P&G  Productions,  Inc. 

To  obtain  material  for  the  series, 

SPONSOR  interviewed  Procter  &  Gam- 
ble executives  in  Cincinnati  and  talked 

with  the  company's  agencies,  former 
company  employees  and  competitors, 
broadcasters,  station  representatives. 

There  are  some  subjects  on  which 

nobody  will  talk  for  the  record.  Out- 
side of  P&G  itself,  whose  executives 

consented  to  quotation,  anonymity  was 
universally  insisted  on,  even  when  the 
source  had  nothing  but  the  kindest 

words  for  the  industry's  biggest  ac- 
count. 

Logic  of  the  slide  rule:  Said  one 

broadcaster:  "Everytime  I'd  go  in 

there,  they'd  wave  that  slipstick  at  me. 
Finally,  I  learned  to  use  the  things 
myself.  Now  I  can  go  in  and  wave  a 

slipstick  back  at  them."  He  took  a 
slide  rule  out  of  his  desk  drawer  and 

illustrated  with  a  smile  of  triumph. 

Sellers  of  time  may  complain  that 

the  ratings  and  cost-per-1,000  approach 

leaves  no  opportunity  to  sell  "the  other 

factors,"  such  as  station  loyalty,  the 
plusses  of  personalities,  local-appeal 
shows,  and  so  forth.  But  these  com- 

plaints leave  P&G  unmoved.  The  com- 
pany appears  willing  to  accept  the 

slide-rule  characterization  as  accurate. 
Said  Director  of  Media  Paul  Huth 

to  SPONSOR:  "High  ratings  are  impor- 
tant as  a  reflection  of  the  market  situ- 

ation.  Ours  are  mass  products  and  we 

therefore  seek  maximum  circulation 

for  commercial  messages.  Basically, 
we  have  no  real  connection  with  the 

show  when  we  purchase  spot.  We  are 

buying  audience  only.  For  this  reason 

the  slide-rule  approach  is  inevitable." 
Does  this  mean  that  rating  goals  are 

coldly  calculated  in  advance,  or  that 

the  company  adheres  to  a  rigid  cost- 

per-1,000  minimum?  This  is  a  fre- 
quently encountered  view. 

But  at  P&G  itself,  sponsor  was  told 

repeatedly  that  the  company  "follows 
no  fixed  formulas." 

And  the  five  New  York  P&G  agen- 
cies contacted  unanimously  reject  the 

assertion  that  they  buy  according  to  a 

finely-etched  client  blueprint. 

"This  is  a  sore  point  with  me,"  one 
P&G  buyer  told  SPONSOR,  typically: 

"We  are  not  'numbers  buyers,'  as  some 
claim.  There  is  no  rating  or  cost-per- 

1,000  floor  which  I  must  use  in  pur- 
chasing for  Procter  &  Gamble,  and  I 

don't  use  any.  Naturally,  I  try  to  buy 

as  efficiently  as  possible.  It  wouldn't make  much  sense  for  me  to  submit  an 

availability  at  an  unusually  high  cost- 

per-1,000  would  it?" A  P&G  buyer  had  this  explanation 

to  offer:  "People  may  be  confusing 
buying  strategy  with  company  policy. 
Of  course  it  is  good  buying  strategy 

to  ask  for  a  high  rating  or  a  low  cost- 

per-1,000  in  order  to  get  the  best  avail- 
abilities. But  it  is  just  strategy.  There 

is  no  'floor'." A  number  of  buyers  pointed  to  the 

purchases  made  in  markets  where  no 
ratings   are   available   as   evidence   of 

their  unanimous  claim  that  the  same 

factors  of  common  sense  and  good 

judgment  must  enter  into  time  buying 
for  P&G  as  for  any  other  brand. 

"It  all  depends  on  the  individual  cir- 
cumstances," said  a  long-experienced 

P&G  timebuyer.  "I  buy  the  best  that  is 
available  at  the  time.  Sometimes  very 

high  ratings  can  be  had,  at  other  times 

they  are  just  not  around." At  times,  agency  spokesmen  report, 

the  lower-rated  station  will  actually  be 
bought,  because  the  adjacencies  on  the 

higher-rated  station  may  be  deemed 

inappropriate.  A  sporting  event,  for 
example,  may  have  a  sensationally  high 

rating,  but  may  be  considered  out-of- 
bounds  for  an  Ivory  Flakes  or  Dreft. 

The  adjacency  factor  appears  to  be 
an  important  consideration  among  the 

P&G  agencies,  as  well  as  the  nature 
of  the  brand;  that  is  whether  it  appeals 

to  housewives  primarily  or  to  a  broad- 
er audience. 

Although  agency  spokesmen  insist 
that  each  shop  follows  its  own  genius, 
all  echo  the  same  P&G  spot  aims: 

1.  Extension  or  reach — a  mass  prod- 
uct demands  that  you  hit  the  largest 

possible   audience; 

2.  Frequency — repetition  of  ad  im- 
pression is  vital; 

3.  Efficiency  —  the  per-impression 
cost  must  not  be  too  high. 

P&G  agencies  know  from  experience 
that  the  account  does  not  readily  go 

for  a  spot  tv  cost-per-1,000  far  above 
$2.00.  It  is  only  to  be  expected  that 
this  will  be  reflected  in  their  buying. 

(Please  turn  to  page  82) 

fEAR.     TOTAL:    OVER    $10,300,000        (Estimates  were  purchased  from  "Rorabaugh  Report  on  Spot  tv  Advertising") 
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$716,761 
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$396,642 $115,159 $64,367 



What  happens  when  tv  hits  a  marke 
ltu>  in-  of  I \ -sold  brands  shoots  up  33  %  in  3  Vt»  inoiillis.  MM   TV  study  shows 

If  hat  happens,  exactly,  when  tele- 
vision goes  into  a  hitherto-non-h  com- 

munity   fur  the  first  time? 
\\  hat  arc  the  before-and-aftei  el 

fects  of  television  on  brand  purchasing 

<.f  l\ -sold  products  in  a  new  t\  hon 
Do  tin-  effects  of  tv  on  a  new  tv 

Ionic  continue?  Or,  docs  tv  make  an 

initial  wallop  that  graduall)  wears  off 
as  time  passes? 

T\ -minded    advertisers   and    agency 
uti\e-  have  often  posed  questions 

such  as  these.    I  |>  to  now.  the  answers 

have    been    largel)    in    the   crystal-ball 
class. 

Bui  now  that  situation  has  i  hanged. 

In  the  NBl  I  \  charts  on  the  page 
at  right  admen  will  find  the  highlights 
of  a  new   set  of  answers  to  these  and 

-imilar    tv-Cl  cated    puzzlers.      I  lere    are 
some  of  the  facts  uncovered 

•  \ltri  getting  l\.  new  -et  owners 

-■•  their  total  exposure  to  adi er- 

rising  media  b)  II'.  '  more  than  an 
houi  and  a  quarter  per  da}  i .  Bui  tv 

gets    the   lion's   share   of   media    atten- 

tion: two  out  ol  three  media  minutes 

are  -pent  with  tv — more  time  with  t\ 
than  with  all  other  media  combined. 

•  T\  socks  acros- the  ad\ertiser's  slo- 
gan or  eop\  point,  \ltcr  t\.  for  in- 

stance, Instant  Maxwell  House's  slo- 
gan identification  increased  150%. 

Camay's  slogan  identification  hopped 

upward  5  1' <  in  tv  homes.  The  aver- 
age slogan  identification  jumped  54'  .  . 

I  trademarks  leaped  too;  even  the  well- 
known  Pontiac  Indian  head  jumped 
.''.'.    in  recognition. 

•  Brand  buying  changes  drastically 
resull  ol  t\  s  influence.  The  gain 

i  usually  at  the  expense  of  non-tv-snld 
competitors.  Among  those  people  who 
have  he nine  l\  set  owners,  Pet  Milk 

gained  51  '"<  more  buyers,  Carnation 
lost  II'..  Bab-0  losl  12',  and  Ajax 

gained  17',.  The  products  gaining 

were  on  t\  ;  the  losers  weren't.  And. 
the  more  they  advertised  on  tv,  the 

more  increases  in  sales  advertisers  got. 
•  Tv  works  fast,  hut  it  also  continues 

lo  work.    Owner-  who  have  had  their 

t\  -ets  longest  la\eraging  a  \ear  or 

more,  but  going  up  to  five  \ears) 
showed  the  highest  buying  levels  for 
t\  brands,  the  highest  awareness  of 
brands  using  tv.  and  the  highest  opin- 

ion of  tv-sold  products. 
This  data  comes  from  a  new  NBC 

I  \  >tud\  entitled  "Strangers  Into  Cus- 
tomers," which  took  two  years  and 

$250,000  to  complete.  As  its  market 

guinea  pig.  NBC  TV  selected  Fort 

Wayne,  Ind. — a  medium-sized  (140,- 

000 people)  area  which  didn't  have  an\ t\  service,  other  than  fringe  reception, 
until  late  in  the  fall  of  1953. 

The  before-and-after  field  work. 

which  consisted  of  extensive  depth  in- 
terviews in  a  big  (one  out  of  ever} 

six  homes)  probability  sample,  was 

handled  by  W.  R.  Simmons  &  Associ- 
ates. The  entire  project  was  under  the 

supervision  of  NBC's  Director  of  Re- 
search and  Planning.  Hugh  M.  Beville, 

Jr..  and  Research  Manager  Tom  Coffin. 

During  the  past  week,  a  beehive  of 
(Please  turn  to  page  93) 
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Impact  of  tv  on  brand 

purchasing,  consumer 

media  habits,  local 

retailers  is  shown 

vividly  in  these  five 

charts.    Study  was 

made  by  NBC  TV  in 

Fort  Wayne,  Ind., 
before  and  after 

advent  of  local  tv 

Tv  accounts  for  seven  of  10 

ad  impressions  new  owners  absorb 

Per    cent    of    new    tv    owners    who 

recall    advertising    In    each    medium 

Before  Iv      After  tv 

TELEVISION             9%*     85% 

NEWSPAPERS        25%      14% 

RADIO        41%        9% 

MAGAZINES       14%        9% 

BILLBOARDS           6%        4% 

ALL  OTHERS          6%        3% 

101% 124% 

•From  "guest  viewing."  Outskirts  of  Fort  Wayne 
received  tv  signal  from  nearby  areas  prior  to 
start    of    the    Fort    Wayne    tv    station. 

Figures  add  to  more  than  100%  because 

of  multiple  responses.  According  to 

NBC  TV,  the  "after  tv"'  column  points 
up  three  important  developments  con- 

cerning new  tv  set  owners:  (1)  tv 

makes  people  more  conscious  of  ad- 

vertising— about  a  quarter  more  (124 
vs.  101%;  (2)  tv  scores  seven  out  of  10 
ad  impressions  people  absorb  daily;  (3) 

tv  becomes  a  greater  advertising  source 

than  newspapers,  magazines  and  radio 

combined  were  before  the  family  ac- 
quired its  tv  set  (85  vs.  80%). 

2. 
Tv  does  'best  job  of  moving  goods,' 

Ft.  Wayne  food  &  drug  dealers  say 

How    retailers    rank    media    effectiveness 

(96    naming   each    medium    in   first   place) 

%  Dealers 
TELEVISION    47% 

NEWSPAPERS       17% 

RADIO          7% 

MAGAZINES          5% 

Figures  add  to  less  than  100%  because 

some  retailers  had  no  clear-cut  opinion. 
However,  food  and  drug  retailers  are 

among  tv's  biggest  enthusiasts;  half  of 
the  Fort  Wayne  merchants  surveyed 

owned  sets  before  television  came  to 

town.  Four  dealers  in  every  10  stocked 

new  brands  as  a  result  of  tv  advertis- 

ing. Dealer  fondness  for  tv  helps  ex- 
plain constant  pressure  on  many  adver- 
tisers to  use  television.  Checkup  was 

made  about  six  months  after  start  of 

Fort  Wayne  tv  in  fall  of  1953. 

3. 
Brand   reputation   is  enhanced 

by  television  prior  to  a  purchase 

"Which    brand    is    better?" 
(Average    for    nine    "paired"    brands) 

Be-fore  tv     After  tv 

TV-SOLD  BRANDS     35%   45% 

BRANDS  NOT  ON  TV      34%   25% 

Preference  scale  is  tipped  by  tv  in  favor 

of  tv-sold  brands — a  major  step  prior 

to  actual  purchase,  according  to  NBC 

TV.  Paired-off  brands  included  Crisco 

and  Spry,  Lilt  and  Toni,  Colgate  and 

Pepsodent,  Pet  and  Carnation.  Aver- 
age tv  brand  started  out  practically  on 

a  par  with  its  non-tv  competition;  but 

after  tv,  set  buyers  gave  it  almost  a  two- 
to-one  preference  average.  Pet  started 

19%  behind,  emerged  71%  ahead  of 

Carnation  for  a  high  score  among 

paired-off  products  in  survey. 

4. 

Two  out  of  three  media   minutes 

are  spent  with  Iv  in  n  new  tv  home 

Media    minutes    per    person 

Before  tv  After  tv** 

TELEVISION        12*   173 

RADIO       122   52 

NEWSPAPERS    39   32 

MAGAZINES    17   10 

I  'Ml   ,iiin  21.7    mm 

Tv's  effect  on  the  amount  of  time  peo- 

ple in  new  homes  spend  with  advertis- 
ing media  is  sharp.  New  set  buyers 

spend  more  time  with  all  media,  but 
almost  as  much  with  television  as  they 

used  to  devote  to  all  other  major  media 

put  together.  Effect  is  lasting,  too;  sim- 
ilar study  in  Davenport  at  a  time  when 

city  had  tv  service  for  nearly  five  years 

showed  similar  pattern,  although  radio 

minutes  per  day  had  increased  notice- 
ably. Pattern  of  time  new  set  owners 

in  Fort  Wayne  spend  with  tv  shows 

3.3-to-l  ratio  between  tv  and  radio, 

higher  than  national  Nielsen  average  for 

April  1954  of  about  2.5-to-l. 

•From  "guest  viewing."  Outskirts  of  Fort  Wayne 
received  tv  signal  from  nearby  areas  prior  to 
start    of    the   Fort   Wayne    tv   station. 

••Approximately  six  months  from  air  date  (Nov. 
1953)    of  tv  station. 

Tv  pay-off  for  advertisers  is  in 

stepped-up  purchasing  of  tv  brands 

"What  brands  did  you  buy?" 

(Average  of  tv-sold   brands) 

Set  buyers         Unexposed 

BEFORE   TV      18.0%   16.1% 

AFTER    TV      24.0%   17.8% 

The  average  tv-sold  brand  (Scotties,  Es- 

tate Ranges,  Pride,  Beautiflor,  Arm- 
strong, Cheer,  etc.)  registered  a  33% 

purchase  increase  among  new  set  buy- 
ers in  Fort  Wayne  in  just  three  and 

one-half  months.  The  same  brands  reg- 
istered only  a  minor  change  (up  about 

12%)  in  the  "unexposed  group"  where 
the  job  of  selling  was  done  by  non-tv 
media.  Buying  of  Scotties,  for  instance, 
doubled  in   three  months  to  lead  field. 



National  problem:  Reps  use  FCC  and  other  estimates  oi  total  spol  radio  dollar  volume 
in  pitches  lo  top  management  bul  lark  full  breakdown  ol  competitive  activity  by  spot 

leaders.  Here,  NK  \  Presidenl  Vdam  Young  charts  spol  radio  growth  for  Yick  admen. 
L.  to  r. :  Stephen  Machcinski,  9ales  mgr.,  Vdam  Young;  Orrin  Christy,  media  dir.,  Morse 

International;    \dam   Young;    Frank    Davies,  ad   m<ir..   \  \<  k :    Kirby   Peake,  Vick   president 

Local  problem:  Timebuyers  usual!)  faci  majoi  headache  when  seeking  data  "ii  what  spot 
competition  does  locally.  Below,  \\<>K.  N.  Y.  sales  executive  Bill  McCormick  acts  as 

"monitor   service"  for  Geyer  bit  >1   Sleeper  with  aid  ol   pocket-sized   portable.    Visit 
was  limed  i   incide  with  actual  airing  ol   - 1 »< . t   announcements  l>\    rival  of  agency's  clienl 

Spot  m With  latest  efi« 

M  he  Sj)ot  Radio  Register,  first  ma- 

jor attempt  in  several  years  to  index 
all  national  spot  radio  spending. 

ground  to  a  halt  earlier  this  month. 
Reason :  Register  was  to  have  been 

based  on  information  gathered  by  sur- 

veying regularly  a  cross-section  list  of 
some  (>00-7(M>  radio  stations.  But  less 

than  30'  J  of  the  outlets  indicated  to 

spol  data  gatherers  Jim  Boerst  and  N. 

C.  "Duke"  Rorahaugh  that  the\  would 

cooperate. 
Commented  Richard  C.  Grahl,  chief 

timebuyer  of  William  Esty  and  a  vet- 
eran spot  radio   adman: 

"Radio  stations  are  spending  too 
much  time  competing  with  each  other, 
and  not  enough  thinking  of  ways 

lo  help  sell  their  medium  and  their 
market.  For  even  national  brand  us- 

ing spot  radio  in  a  market  today,  I'll 
bet  that  at  least  three  more  could — and 
-hould — be  using  spot  radio  if  the) 

had  the  whole  picture  of  spot  radio 

activit)  before  them." \ilded  Grahl:  "A  major  problem  in 
spot  radio  is  to  make  top  management 

;  mong  advertisers  aware  of  spot  ra- 
dio. Station  management  refusal  to 

cooperate  in  an  industry  project  of 

data  gathering  isn't  helping  things  at 

all." 

Other  timebuyers  and  industry  exec- 
utives groaned  audibly  as  word  of  the 

failure  ol  t lie  Boerst-Rorahaugh  Spot 
Radio  Register  got  around. 

■'Hire  we  go  again — back  on  the 

mens  chase  of  calling  reps  and  sta- 
tion- to  ferret  out  what  the  competi- 

tion is  doing,"  said  Ethel  Weeder, 
liiow-Beirn-'l  oigo   timehuyer. 

"*(  In  other  air  media,  you"  can  an- 

swei  the  question  'Who'-  Inning  it 
this  month?'  within  an  hour."  said 
lux  \;jri]c\  Timebuyer  Joan  Rutman. 

"Bul  on  spot  radio,  you've  got  to  fl) 

blind." 

"Spol  radio's  biggest  need  is  still 
telling  the  man  who  uses  it  what  the 

othei  lmi\  is  doing,"  said  Adam  \  oung, 

Jr.,  presidenl  of  the  Station  Represen- tatives   Association. 
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list  list  its  customers 
iri    clients   stalled,   admen  renew  pleas  for  full  data 

But  the  comments  all  boil  down  to 

cne  thing: 

Who  buys  what  in  the  8133,000,000 

national  spot  radio  field — particularly 
the  leading  advertisers — is  as  much  a 
mystery  as  ever. 

The  problem  is  not  a  new  one. 

"Spot  radio  is  still  a  tipster's  para- 
dise. But  the  fact  that  spot  radio  in- 

formation has  to  be  tracked  down 

cloak-and-dagger  fashion  doesn't  stop 

people  from  trying.'"  stated  a  sponsor 
article  (see  bibliography  at  end  of 

story  )  in  January.  "Spot  radio  is  poor- 
1\  and  deceptive!)  named,  hard  to  buy, 

unglamorous,  underpromoted — and  un- 

reported," stated  an  editorial  in  the  1 
November.   19S4  issue.    In   an  earlier 

leport,  "5  big  needs  in  spot  radio." 
sponsor  stated  "Everybody  wants  spot 
dollar  figures  but  few  cooperate  in  re- 

vealing the  data." It  has.  in  fact,  been  a  subject  in  and 

out  of  sponsor's  pages  since  an  at- 
tempt by  Duke  Rorabaugh  to  gather 

data  by  surveying  reps  was  reported 
in  a  story  in  the  summer  of  1951.  The 
fact  that  the  problem  is  dragging  on 

does  not  mean,  many  executives  feel 

today,  that  there  is  any  less  need  for  a 

service  that  reports  on  spot  radio  ex- 
penditures of  leading  clients. 

"We've  put  the  idea  of  a  report 
based  on  station-gathered  data  on  the 

shelf  indefinitely.'  Jim  Boerst  told 
SPONSOR.     Boerst.   however,    i-   contin- 

uing his  monthly  Spot  Radio  Report 
which  is  based  on  data  contributed  bv 

some  50  agencies,  but  which  lacks  data 

on  the  giant  spot  advertisers  like  Proc- 
ter &  Gamble,  Lever  Brothers,  Colgate, 

and  the  cigarette  firms. 
Added  Duke  Rorabaugh: 

"I'll  never  understand  the  thinking 
of  some  station  managers.  Obviously, 

there's  a  need  for  a  regular  spot  radio 
reporting  service.  Obviously,  it  will 

enable  reps  and  stations  to  sharpen 

their  sales  approaches.  But  many  ra- 
dio stations  still  feel  that  a  list  of  their 

advertisers  is  an  invitation  to  other 

stations  to  steal  the  business." 
Is  the  door  completely  closed  on  a 

[Please  turn  to  page  90) 

CHANGING  PICTURE  OF  SPOT  ACTIVITY  DEPICTS  NEED  FOR  FULL  REPORTS 

Few  media  can  claim  such  a  bustle  of  client  ac- 

tivity as  national  spot  radio.  Case  examples  be- 
low, selected  by  Jim  Boerst  from  his  monthly 

"Spot  Radio  Report,"  show  that  a  typical  list  of 

SPONSOR,   PRODUCT,  AGENCY 

major  spot  radio  advertisers  will  reflect  addi- 
tions, subtractions  and  changes  in  schedules  in 

a  few  months  time.  Report  covering  full  spot 

radio    picture    at    the    moment    is    not    in    sight. 

ATLANTIC  REFINING 

Gasoline 

N.  W.  Ayer 

CANADA  DRY 

Beverages 

J.  M.  Mathes 

SPRING  '54 SPRING  '55 
CHANGE? 

Used   five   5-min. 5-min.  shows  and 
Switched    empha- 

programs wkly  on sportscasts  on  140 sis  to  sports,  add- 
49 stations stations ed  350%  more 

stations 

Used    five   5-min. Average     of     10 Switched     to 

programs  wkly  on daytime   an  nets anncts,     added 
12  stations wkly;  22  stations 

100%  more  sta- 
tions 

CONTINENTAL  BAKING 

Wonder  Bread 

Ted  Bates 

Used  three  to  10 

daytime  anncts 

wkly  on  111  sta- 
tions 

Similar      activity 
on  56  stations 

Cut  back  by  50% 

on  station  list" 

METROPOLITAN  LIFE 

Insurance 

Young  &  Rubicam 

Used  5-15  min. 
newscasts  on  33 
stations 

Similar      activity 

on  35  stations 

Little  change, 

slight  increase  in 
station  list 

KROGER  CO. 

Groceries 

Ralph  H.  Jones 

Used  average  of 

20  daytime  anncts 

wkly  on  122  sta- 
tions 

Similar      activity 

on  141  stations 
Holding  satura- tion formula,  but 
adding  steadily  to 

station  1  i  st 



PANORAMIC  VIEW   DURING  SECOND  TELEVISION    PIONEER   DINNER   AT    NARTB   CONVENTION    SHOWS   MOST   OF  400   GUESTS   ATTENDll 

"The  miracle  of  television" 
ficorgc  Alirams,  v. p.  of  Block  Drug,  gives  rare  penetrating  analysis 

of  Block's  first  five  years  in  tv  at  Television  Pioneer  Dinner 

The  Second  Television  Pioneer  Dinner,  given  by  sponsor  to 

honor  television's  pre-freeze  pioneers,  was  an  opening  social  event  of 
the  NARTB  Convention  in  Washington,  D.  C,  last  week.  Guests  in- 
cluded  the  Chairman  of  the  FCC,  the  FCC  Commissioners,  Senators, 

Representatives,  government  officials,  and  over  400  broadcasters,  repre- 

sentatives,  t\  film  officials,  and  advertising  executives.  Guest  of  honor 

was  J. mi'  (  Hagerty,  Presidential  press  secretary,  who  received  an 
award  for  helping  to  bring  the  Presidential  press  conference  to  the 
public  via  television  and  radio.  The  master  of  ceremonies  was  Robert 

I'  Swezej  ni  WhM  -TV,  New  Oilcan-.  Plan-  for  the  dinner  were 
coordinated  bj   noted   industrj    veteran  Col.   Edward   I..   Kirby. 

Kej  speakei  was  George  .1.  U>rams,  advertising  vice  president  of 

,!  ■  Block  Drug  Co.,  and  himself  a  pioneer  television  -pun -or  who  has 
invested  820  million-  in  the  i\  medium  in  five  years.  Abrams  spoke 

on  the  subject  "Pioneering  a  New  Interesl  in  the  Public  Interest,"  and 
li  was  widely  acclaimed  as  a  penetrating  analysis  of  tele- 

vision -  power  and  potential  by  members  of  the  audience. 

sponsor  presents  in  these  pages  excerpts  from    Vbrams'  stimulating 
rh<   ■   document  television's  imparl  as  experienced  bj   Block 
e  the  initial  sponsorship  of  Dangei  on  eight  CBS  T\   stations 

I  present   \brams'  analysis  ol  how  to  deal  with  the  prob- 
I    *     pi  ople's  motivations. 

J.VM  ost  of  you  here  tonight  have 
viewed  radio  and  television  as  a  me- 

dium to  he  purchased  by  others;  as  a 

medium  transmitting  messages  across 
miles  of  space;  as  a  medium  competing 

with  oilier  media  for  attention,  inter- 

est, and  dollars. 

But  the  adman's  view  is  a  far  differ- 
ent view  and  one  that  should  make  you 

pioneers  of  radio  and  television  might) 

proud. 
And  I  hope  you  won't  mind  if  the view  through  m\  eyes  is  concentrated 

primarily  on  tv,  for  that's  where  we've been  doing  our  pioneering  these  past 
fi\  c  j  cars. 

Since  1950  the  scoreboard  shows 

we've   poured   more   than   20   million 

dollars  into  l\.  with  lO.i.")  the  biggest 
yeai  "I  all.  And  yet,  at  the  same  time. 
we've  also  rediscovered  radio — going 

back  llii-  year  into  network  and  spol 
radio  on  a  much  heavier  scale  than  in 
r»  'in  \  ears. 

Bui  television  has  been  the  exciting 

revelation  as  I  imagine  any  new  dis- 
cover) i-  to  the  uninitiated.  Well,  let 

me  tell  you  wh)      and  lei  me  use  this 

SPONSOR 



R    PRE-FREEZE    STATIONS.     KEY    ADDRESS,    BY    GEORGE    ABRAMS,    APPEARS    BELOW.     COPIES    OF    SPEECH    ARE   AVAILABLE   ON    REOUEST 

nostalgic  review  to  do  another  thing — 
to  show  you  an  area  where  pioneering 
work  still  remains  to  he  done  on  the 

largest  possible  scale. 
Our  tv  opening  night  was  September 

19,  1950.  Our  first  television  show,  a 

program  called  Danger  was  making 
its   bow. 

And  along  with  the  new  show,  a  new 

announcer — a  young  guy  named  Dick 

Stark  who'd  done  a  lot  of  radio,  but 
only  a  little  of  television,  and  who  had 

a  theory  which  later  proved  so  right — 
that  tv  needed  actors  who  could  an- 

nounce or  announcers  who  were  actors. 

So  there  it  was  .  .  .  we'd  taken  the 
plunge  and  now  we  belonged  to  that 

select  society  known  as  network  spon- 
sors. And  our  network,  then,  was  eight 

stations  —  though  it  didn't  stay  that 
way  for  long.  And  that  young  an- 

nouncer, he  did  some  growing,  too — 
from  SI 25  a  week  to  a  yearly  income 

in  six  figures,  with  sponsors  clamoring 
for  his  services  and  asking  him  to  set 
the  price. 

And  our  first  rating  ...  a  38  Niel- 

sen .  .  .  we'll  never  forget  it,  because 
we  never  exceeded  it.  I  mention  it 

now  only  to  show  the  hunger  folks  had 

in  those  days  for  new  programs — and 
Disneyland,  This  Is  Your  Life,  and 

Medic  prove  that  a  new  program  idea 
is  just  as  attractive  today  as  it  was 
five  years  ago. 

What  did  this  first  experience  in 
television  prove? 

\\  ell,  for  us  it  was  a  revelation  in 
advertising. 

We  had  been  heavy  users  of  maga- 
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zines,  newspapers  and  Sunday  supple- 
ments. We  had  put  good  money  into 

radio,  too — sponsoring  Burns  &  Allen, 

Quick  As  A  Flash,  and  even  Alexan- 
der's Mediation  Board.  In  1949  our 

spot  radio  expenditures  alone  exceeded 
the  million-dollar  mark. 

But  we  had  never   used  this  fresh, 
new    medium    of    television    and    the 

things  that  happened  to  us  and  to  our 

products  as  a  result  of  tv  make  an 
interesting  report. 

In  the  first  place,  our  whole  concep- 
tion of  advertising  copy  changed.  Our 

print  and  radio  copy  had  followed  a 
usual  pattern  of  being  commercial  in 
content — stiff,  stilted,  persuasive,  but 

(Speech  continues  next  page) 



I  III -I     WERE    SOME   OF    UiMIN    Wl>   WOMEN    ATTENDING  NARTB  CONVENTION 

,    I      VIIK  Wis      B 

I'oi  i  \    \i  1 1  \.   ;n  / 

\\  II  I  1  \\l    U.LISON.  A'i 

i;l    III    li  \IU(  k 
I. II      IIVKkl  K.     /Il   / 

1  1   1/  Mil    I  II     111  A<  k.     lla>>:     B.     I 
1  I  si  I  R    111  I  Ml  \  1  II  \1  .    II  eintraub 

U  \l    I  I  K     HOW  1  .    SSI  />' 
I  K  \Ni  Is    \     BR  Vin  .   Harry   B.    Cohen 
\  I  K  \    UK  I  \\  VN 

II  . 

II  I  1 A   IIKOW'V  Compton II  \N    (   VKKOl  I      SS<  B 
I  I  .  1  \\    (TUMI  M  .     /Il   / 
OKKIN     I  .    (  1IK1S  I  \  .    1R ..     Uorst    hill. 

Ill-  K li  (1  VASSEN,   Ruthrauff        Ryan 
III  NK\     (  1  ()(  HI  ss\  .    (  omplon 
I  R  \\k    (  (ill    1  I  R.    IK.,    I 

lOIIN    11.   (KVNDVII.   McCann-Erickson 
Willi  \\I    (  ROSI)  \1  I  .     \  .     II  . 
I  \\1     I)  \1  \  dgin,    Chi. 
(  II  \RI  Is    1)1  \  I  INI. I  R,    II  ildroot,    Buf. 
M  \KY    Dl  NI    \\  IV     /  rinla. 
\ll(  tl  VII     DONOVAN,   Bento 
AK1  IIIK    I       1)1   R  \M  ^milli 

l)\\  1     11    ION.    ) 
1  l)W  ARD    R.    11  l/(.l  K  \1  1).     /Il   /.    Chi. 
\I\\    MINN.    Doyle    Dane   Bernbach 
1  II  I  \\     I  <)(.!  I  .    Helena     Rubinstein 
ds(   \R    I  Rll  hi  R 

M  \\    GIBBONS,   Ketchum,   MacLeod   b 

'lis. 

TOM    GLYNN,    |IIT 
Rl(  II  VRI.    (,R  Mil  .     William    Esty 
HE  KH   (.Rl  HI  K     /  Klelter 
v  \l  l     (      (.1  vihinne  R.    Cumbinner 
s  will  I     HAVEN,    Benton    b    Howies 
(,R  \1I  WI    II  W,   Compton 
K  v\  M(i\D  III  \M  .  /(■  nton  i    Bowles 
\NN    |  WiiW  ICZ,  Ogib       Benson  i     Mather 

R  \1  MOM)    I        |OM  s.     K  l: 
\I\RII\    k  \M     Ogilvy,   Benson   b   Mather 
I  \i  \\l  M     k  \  I  /     Doeskin 

HENRY    I     KAUFMAN,   Henry  J.   Kaufman 
I  11  Mil  ill  s    KELLY,     \icCc       i  rickson 

mil  I  II'    kINNIV   Kenyon  b  Frkhardt 
PETER   G     LEVATHES     I 
KOIU  Kl     I  II  II  N.    Bryan   Houston 

MARY       I  Ol   111  R,      BriSOCher,       II;,,,  ..■ 

S  / 

I  Wll  s    I  I  i   I       W'T 
ROD    MacDONALD,    Guild,    Bascom- 

Bonfigli,  S.1  . 
1  IIOM  \s    |.    Mi  1)1  RMO  II.    \      II       Iyer 
NORM  \\    1      \|.  I  VOY,  Cowan  b  Drngler 
|OH\     P.    M  VRSH  II.    Kudner 

W  II  I  I  WI    1       MA  I  I  111  Ws.    K  /,' WARD    I      MM   Rl  R.    Wtldroot,   Buf. 
(       I      MUX. I  1  V.    |K.,    Ted    Bui.s 

W  II  I  I  WI    Ml   RI'HY,   Benton   &   I: 
I  INM    \     M  I  so\,    Kudner 
\R  I  HI  R    P  \Rliol  I      Foote,   Cone  b Belding 

(,R  \(  I     POR  I  I  RFIELD,  Benton   &  Bowles 

ROGER    PRYOR,   Foote,   Cone  b   Belding 
DAVE    RADTK.E.   Parker   Adv. 
I  K  \\k    1.    Kl  I  1).    SSI  B 

HELEN  ROUNSAVILLE,  1  unci'/, 'l   .  h.,    D.    C. 

ALLAN    s\(  ks     /il  i 1  I  1  NOR1     s(  AM  ON,    HBDO 

1,1  R  I  Rl   HI     s(    WI  ON,    BBDO 

REGGIE   S<  HI  1  HI  I      I      Schut  >■■  I.  Inc. 
i»i\    SEVERN,   Biow-Beirn-Toigo 
I  \(  k    SEV1  Rso\.    Uathu  son,    Milw. 
kl  l  I  II    B     sii  \l  I  l  R.  Erwin,    Wasey 

|AYN1     SHANNON,    /n  / 
I  R  Wk     SILV1  RNAII  .    BBDO 

PENELOPE    SIMMONS,    Foote,    Cone   i- 
Belding 

EDGAR   P.   SMALL,    led  Bates 
VNN    sMilll      Tht    Ralph   II.   Jones   Co., 

Cin. 
BILL   SMI  1  H,    I, nnen   b   Newell 
NANCY    SMITH.   ]WT 

HI  \R\     I      SPARKS,    K  It s  I  I  \  I    si  ri  N.   SSCB 

l  NHL    WIEDER,    Biow-Beirn-Toigo 
HELEN    WILBUR,   Grey 

i  HARLES  M    WTIDs.  .\     Il     Ayei 
1  DWTN    A.    WILHELM,    Maxon 
AUBREY    WILLIAMS,   BrinckeTliofl    b 

Williams.   N.    O. 
\NNE     WRIGHT,    JUT 

ISABEL    Z1EGLER,    Biow-Beirn-Toigo 

I  In partial    list   ol    names   compiled    1 1\    sponsor    Convention    checkup  .is  ol    23    Ma]      All   firms  New   York  unless   otherwise   indicated. 

L 

mil  personal. 
\\  •   -    learned  that  television  was 

a  different  kind  ol  medium.  \n<l  our 

copj   recognized  that  we  were  sending 

■  --  iges  into  a  living  room;  messages 
which  could  carry  a  new  sense  of 

wai  mill  and  rapport  to  tin-  \  iewei  on 
the  othei  side  of  the  cathode  tube. 

It  was  tlii-  understanding  which  led 
to  the  developmenl  "I  what  we  called 

tin  "intimate  commercial  —  not  just 

a  "you"  type  of  commercial  lml  one 
in  which  oui  announcer  had  the  liberty 

of  ad-libbing,  of  phrasing  the  message 

in  a  personal  way,  so  that  he  wa>  dis- 
cussing our  product  and  its  benefit  on 

an  over-the-feii(  e  basis  with  the  tv 
\  iewer. 

The  commercials  made  the  announc- 

er— and  the)  made  the  product.  Where 
previous  advertising  had  made  cus- 

tomers quietly,  this  new  medium  pro- 
duced customers  who  were  quick  to 

express  the  fact  that  the  announcer's 
belicv  ability  had  made  them  change 

their  brand  of  toothpaste. 

So  impressionable  was  this  tv  adver- 
tising that  when  we  used  a  comparison 

commercial  showing  the  difference  in 

ounces  Foi  the  same  price  among  com- 
petitive brands,  we  found  consumers 

able  i"  quote  us  to  the   fraction  that 

"Amm-i-dent  offered  4%  ounces  for 
69c:  other  brands  only  ̂ /i  ounces  for 

the  same  price." Need  1  say  that  Amm-i-dent  sales 

spiraled?  After  that  first  year  on  tele- 
vision. Amm-i-dent  had  risen  to  sec- 

ond place  in  sales  among  more  than 
a  hundred  brands  of  dentil  rices,  some 

established  names  common  to  everyone 
in  this  room. 

And.  needless  to  sa\ .  wherever  we 

could  and  however  we  could,  we  added 

stations  to  our  Danger  lineup.  1  say 

"however  we  could,'"  because  in  those 
days,  it  was  ofen  necessary  to  make 
under-the-counter  and  behind-the-cash- 

James  <     II,     ih.  Presidential   |  ry,  is  shown  receiving 
award   f"r  hi*   wmk   in   bringing    Presidential    press   conferences    to 
■in.    Network  correspondents  ;it  White  House  also  received  citations 

for  their  contribution  lo  airing  conferences.  (L.  to  r.l  Lewis 

Scollenberger,  CBS:  James  Hagerty;  sponsor's  Norman  Glenn, 
who    made    awards:    Bryan    Ba-I).    ABU:    Julian    (inmlman.    WW. 



register  deals  with  stations  to  clear  the 

necessar)  time. 
But  it  was  worth  it. 

Each  station  was  worth  fighting  for. 

and  we  often  sent  agency  people  thou- 
sands of  miles  just  to  persuade  station 

managers  to  move  out  wrestling  and 
move  in  Danger.  I  clearly  remember 

one  junket  to  Iowa  where  we  finalK 

persuaded  the  manager  to  take  on  our 
show.  That  year,  time  and  talent  in 
this  market  cost  us  $8,000,  but  sales 

jumped  $25,000  in  that  one  city — 
making  it  a  mighty  good  investment. 

Program  costs  in  those  days  were 

interesting.  My  records  document  the 
fact  that  Danger  cost  us  only  $6,000 

a  week — and  that  was  with  a  guest  star 
or  two  thrown  in  once  or  twice  a 

month.  Today  this  same  show  (with- 
out guest  stars)  has  a  $17,000  price 

tag — and  half  the  rating. 

Producing  the  show  gave  us  prob- 
lems we  had  never  had  before,  either 

in  radio  or  in  print.  There  was  the 

producer  who  went  ""psychological" 
and  insisted  on  every  play  having  an 

unhappy  ending.  And  another,  who 

liked  "off-beat"  stories  to  the  point 
where  our  murders  were  being  com- 

mitted by  leprechauns. 

So,  finally,  one  night  I  asked  the 

agency  to  get  us  a  new  producer-direc- 
tor team,  who  could  deliver  mystery 

shows  that  were  mystery  shows.  They 
introduced  me  to  two  young  guys;  one 
who  had  been  a  floor  manager  on  a  tv 

program:  the  other  who  had  been  a 
child  actor  on  Broadwav  and  had  been 

pushing  buttons  in  the  control  room 

long  enough  to  be  called  an  assistant 
director. 

I  just  asked  them  one  question: 

"Can  you  give  me  a  bread-and-butter 
murder  mystery,  where  someone  gets 
killed,  the  murder  is  solved,  and  we 

have  a  happy  ending?"  Wben  they 
assured  me  they  could,  I  hired  them — 
a  team  called  Charles  Russell  and 

Sidney  Lumet. 

They've  since  become  one  of  tele- 
vision's hot  combinations  and  today 

direct  a  classic  called.  You  Are  There. 

But  that's  the  way  it  was  in  those 
days.  No  one  knew  very  much  about 

producing  and  directing  television 
shows,  and  a  couple  of  young  kids  with 

courage  stood  as  much  chance  of  suc- 
ceeding as  a  Hollywood  veteran  com- 

ing East  for  a  shot  at  this  new  medium. 
And  we  took  a  chance  on  actors, 

too.  Youngsters  like  Maria  Riva,  Rod 

(Please  turn  to  page  99) 

(oiiiciitioii   uttroeted  big  turnout   oi  ad  men    who 

came  to  spot  trends,  renew  station  eontaets 

The  33rd  NARTB  Convention   in   Washington,  D.  C,  last 

week   attracted   an    unusually    large    number   of   advertising 

people   (see  partial  list  on  page  at  left).    Big  turnout 
reflects  spiralling  air   media    billings   over   recent  years 

and  is  measure  of  importance  of  air  media  in  agency-advertiser 
deliberations.    Proximity  of   Washington   to  New   York  City 
was  another  factor  in   attracting  admen.    Among  chief 
reasons  admen  cited  for  coming  to  Convention :  keeping 

tabs   on    fast-changing   situation    particularly   in    television; 
renewing   contact   with   broadcaster   friends. 

QUOTES    from    admen    at    Convention 

"I  learn  more  from  sitting  around  chatting  with  station 

managers  in  rep  suites  than  I  can  from  a  week  of  out- 
of-town  telephone  calls.  When  you  call  a  station  man, 

you're  usually  discussing  just  one  problem.  When  you 
renew  old  acquaintanceships  at  the  NARTB  Convention, 

the  conversation  ranges  informally  over  a  wide  variety  of 

topics.  I  find  the  Conventions  a  wonderful  way  of  catch- 
ing up  with  the  trends  in  broadcasting,  a  place  to  have  a 

meeting  of  minds." Frank   Silvernail.   BBDO 

•'In  addition  to  keeping  my  ear  to  the  ground,  meeting 
broadcasting  officials  and  station  people,  I  wanted  to  look 

at  the  latest  color  tv  equipment  from  the  advertising  stand- 
point to  see  what  kind  of  color  commercials,  films,  etc., 

we  may  have  to  deal  with  in  the  near  future.  Evaluating 

color  equipment  at  tv  stations,  knowing  what's  needed  for 
telecasting  color  commercials  will  eventually  be  a  factor 

in   buying  time." John  Marsieh.   Kudner 

"I  mostly  go  to  Conventions  just  to  get  around  among 
broadcasters  rather  than  to  see  anything  specific  such  as 

new  equipment.  However,  I  know  that  I  will  come  back 
with   a   lot   of  new   information.     I    alwa\s   do." 

Frank   Coulter,   Y&R 

"Agency  people  should  attend  the  NARTB  Convention.  It 

makes  for  good  station  relations;  there's  a  big  difference 
in  dealing  with  station  people  when  they're  not  just  a  voice 

at  the  other  end  of  a  phone  call.  And  frankly  it's  an  in- 
teresting change   of   pace    for   a   few   days." 

Fthel  Wieder,  «ioir-Bc»irii-Toigo 

"I  can  read  about  the  NARTB  formal  sessions  bul  I  think 

going  to  the  Convention  is  a  good  idea  for  agency  people. 

Why?  Because  it  gives  vou  a  chance  to  discuss,  face  to 

face,  your  problems  and  the  problems  of  broadcasters.  It  s 

a  wonderful  refresher  for  your   business  contacts." 
Helen  \\  ifbtir.  Grey 
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After  16  weeks  of  t\ 
REACTION  FROM  THE  CLIENT   (  19  May  1955  ) 

"I  can  say  at  this  point  that  such  a  phenomenal  and  steady 
increase  in  which  the  longer  the  audience  is  exposed  to  tel- 

evision the  more  it  buys  proves  that  television  and  nothing 
else  is  responsible  for  the  nearly  100$  increase  in  sales. 

"We  knew  something  of  this  character  -would  happen  when  we 
tried  television  but  ire  did  not  anticipate  such  a  big  increase 
in  a  market  where  our  oven-baked  beans  were  a  class  preference 
item  because  of  their  high  price  and  the  fact  that  they  were 
known  only  to  the  discriminating  consumer  despite  an  excellent 
job  done  by  our  broker.  Otto  L.  Kuehn  Co. 

"4  great  deal  of  credit  is  due  to  the  commercials  which  the 
station  created  based  on  the  material  prepared  for  them  by  us 

and  our  agency,  BBDO  in  Boston.  We  couldn't  have  done  a  better 
job  here  in  New  England  of  bui ldincr  the  atmosnhere  which  should 
surround  our  product.  WBA.Y-TV  did  i.t  with  their  replica  of  our 
ovens  for  preparing  the  product.  This  helped  te  dramatize  the 
difference  between  ours  and  the  ordinary  cooked-in-the-can  to- 

mato sauce  bean. 

"Those  who  are  not  satisfied  with  their  results  from  television 
must  look  not  only  to  the  medium  but  to  their  method  of  using  it 

'r,i*\»iiMi'<  iraiiam 
After  all  you  only  have  a  short  time  in  which  ,to  sell  on  television 

"Our  test  is  p1anned  to  run  only  six  months  but  we  nre  now 
considering  continuation  of  television.  Or,  diabolicn 1 ly,  we 
may  drop  it  and  carefully  check  to  see  how  long  the  demand  holds 

up.  Then  we'd  perhaps  go  back  in  later." 

W.  G.  NORTHGRAVFS .  Advertising  Manager 
Burnham  &  Morrill  Co.,  Portland.  Me. 

1955 SALES  \l  II  K  L6 WEEKS OFTV:  10,699 DOZEN 

L954  SALES  FOR  SAME  PERIOD  (NO  TV):  5,810  DOZEN 



u (]/  Latest  report  in  SPONSOR'S  series  on  B&M  tv  test  shows U         produets  making  quiek  eombaek  after  slowdown  due  to  tax 

,/lfter  16  weeks  of  television,  these 

were  the  facts  in  the  Burnham  &  Mor- 
rill tv  test: 

1.  CURRENT  SALES:  In  the  first 

half  of  May  sales  leaped  as  expected. 
B&M  sold  2,261  dozen  cans  of  its  test 

products  at  the  wholesale  level  in  the 

Green  Bay,  Wis.,  area.  That's  over 
twice  as  many  cans  as  last  year  in  the 
same  weeks  when  only  975  dozen  cans 

moved.  (The  percent  gain  for  the  pe- 
riod: 131%.) 

Sales  for  the  immediately  preceding 
period  (second  half  of  April)  had  been 

only  slightly  above  the  previous  year's. 
Reason:  The  Wisconsin  5%  state  tax 

on  wholesale  inventory  caused  whole- 
salers to  cut  back  on  ordering  in  order 

to  lower  their  stocks. 

Greatest  percentage  gains  continued 

to  be  made  by  B&M's  brown  bread. 
The  canned  bread  product  sold  526 

dozen  cans  the  first  half  of  May  this 

year  compared  with  40  cans  last  year. 

That's  a  jump  of  over  1,200%.  (For 
the  full  picture  of  B&M  sales  during 
the  first  half  of  May,  see  the  chart  at 

right  which  gives  you  a  geographic 
breakdown  on  sales  this  year  and  last.) 

2.  TOTAL  SALES:  After  16  weeks 

of  television,  total  sales  for  the  year  to 
date  show  a  gain  of  84.1%.  Sales  in 
1955  through  mid-May  totaled  10,699 
dozen  cans  of  the  test  products;  last 
year  only  5,810  dozen  moved  in  the 

same  period.  The  only  change  which 
has  been  introduced  in  the  market  is 
the  six-weekly  announcement  cam- 

paign over  WBAY-TV,  Green  Bay. 

3.  CLIENT'S  OPINION:  Even  their 

"down  East"  caution  doesn't  dampen enthusiastic  reaction  of  Burnham  & 
Morrill  executives  to  tv  results.  The 
Portland,  Me.,  company  had  never 
used  television  before  and,  as  its  ad- 

vertising manager  states  (at  left),  the 
sales  increases  are  greater  than  were 
expected.  Now  the  company  is  think- 

ing about  wider  use  of  television  next 

year  in  a  number  of  its  markets. 

4.  THE    BROKER'S    REACTION: 
Marvin  Bower,  advertising  manager  of 

B&M's    broker    in    the    territory,    the 

Burnham  &  Morril!  sales   1-T5   May  '54  vs.   '55 
Sales  of  two  sizes  of  B&M  beans  and  one 
size  of   blown   bread  at   the  wholesale 

level    (by   dozens   of   canslt '54     vs.     '55 

27  oz.  brown  bread 

54     vs.     '55         '54     vs.     '55 

AREA  A    (50-mile  radius  of  fireen   Bail) 
1.  Manitowoc,   Wis. 

2.  Oshkosh,   Wis. 

3.  Appleton,  Wis. 
4.  Gillett,  Wis. 

5.  Green    Bay,    Wis. 

6.  Menominee,  Mich. 

0  30  15  30  0  20 

140  50  45  35  0  0 

100  200  135  110  0  210 

0  50  0  20  0  30 

120  450  65  400  0  140 

0  50  0  0  0  0 

Totals  A 
360 

830 260 595 0 

400 

Iftl    1  B   (50-100  mile radius  of  Green  Ba !/> 7. 

Fond  Du  Lac,  Wis. 0 0 0 0 0 20 

8. Stevens  Point,  Wis. 

70 

110 

35 85 0 80 9. 

Wausau,    Wis. 0 0 0 0 20 0 
10. 

Norway,  Mich. 70 0 100 0 0 0 
11. 

Sheboygan,  Wis. 0 60 0 

25 

20 20 
12. 

Wisconsin  Rapids,  Wis. 30 20 10 10 0 6 

Totals   B 7  70 
790 

745 

720 

40 
726 

Totals  A  &  B 530 7020 
405 

775 

40 

526 

TOTAL  ALL  PRODUCTS    '54 — 975  dozen  cons    '55 — 2,26  7  dozen  cons 

^Television    campaign    began    24   January,    1955 

Otto  L.  Kuehn  Co.  of  Madison,  told 
sponsor: 

"In  going  through  this  period's  in- 
voices, we  notice  we  are  beginning  to 

sell  other  items  in  the  B&M  line — items 

for  which  there  was  never  any  distri- 
bution before. 

"Example:  One  wholesaler  this  week 

bought  150  dozen  l'i-oz.  tins  of  B&M 
beans.  The  important  thing  here  is 
that  this  wholesaler  inner  before 

bought  either  the  13-oz.  size  or  the  tin 
containers  .  .  .  but  had  always  con- 

centrated on  the  glass  18-oz.  and  27- 
oz.  jars.  Other  orders,  though  small, 

show  that  there  is  beginning  to  de- 
velop  a  trend  towards  B&M  products 

as.a  whole — produets  which  were  never 
distributed  before  in  this  area,  but 
which  had  been  mentioned  in  B&M 

free    recipe    books    given    awaj    on    a 

WBAY-TV  program." The  recipe  booklet  referred  to  has 
received  little  stress  in  the  campaign 

thus  far.  Commented  WBAY-TV  Gen- 

eral Manager  Haydn  R.  Evans:  "If  we 
gave  a  whole  minute  to  selling  the 

recipe  booklet,  we  obviousK  aren't  sell- 
ing beans  so  it's  been  a  brief  mention." 

Though  only  500  recipe  booklets  have 

been  given  awa\  thus  far.  the  Kuehn 
Co.  was  able  to  detect  the  effects  noted 

ahove  b\   Man  in  Bowei . 

J5.  LOCAL  CONDITIONS:  "Thou- sands of  families  are  opening  up  their 
weekend  cottages  along  the  Baj  and 
several  hundred  lakes  to  the  north  and 

west  of  Green  Bay,"  reports  Haydn 
Evans.  Grocers  have  stated  the  exodus 

is  affecting  sales  "I  B&M  with  cottage 

owners  coming  in  to    toek  up.      *  *  * 
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Bnss Kingpins  in  Golden  Gift  management  are  (left  to  ri<zht  (  Bob  -Stivers,  v.p.  in  charge  "(  sales;  Hobart  A.  H. 
Cook,  v.p.  of  engineering  and  research:  Robert  W.  Young.  Jr.,  v.p.  of  merchandising  and  advertising:  An- 

drew   P.    Young,   president.     Both    Bobs   are   ex-agencymen  who  discovered  product,  launched  it-  ad  campaigns 

Spot  radio  spurs  an  orange  jnii 
Jf    I  nd  o.j.   revolution   in  less 

i  de<  ade  is  making  it-  first  big 

headwa)  tin-  year.  Orange  juice  —  or 
o.j.  to  citrus  men  and  di  ug  store  soda 

i>  ik-  underwenl  its  firs!  radical  pack- 

aging  change  when  the  <  oik  -cut  rates 
theii  boom  aftei  the  war.  Now 

the  comers  are  brands  which  sell  fresh 

orange  jui<  e  pa<  kaged  in  was  cat  tons 
like     milk     and     distributed     "M     milk 

routes  "i  in  grot  ei  j   outlets. 
\\  Ink  fresh  jui<  e  •   mts  foi  onlj 

of  pa<  kaged  o.j.  sales  cut  rentl) . 
the  fresh  orange  companies  believe 

theii  produ<  i  i-  destined  i"  pul  as  big 
i  *queeze  on  the  markel  .is  the  appi 

•  ii   if  the  frozen  'Mm  entrates. 

\  numbei   "I  firms  have  had   fresh 

•  ■ii   the   markel    l"i     i    few    yeai  - 
bul     ili>  upending     brand     is 
' rolden     Gift,     a     r<  Inn e     newcomi  i 

\\  itlnn  seven  months  this  firm  pushed 
dish ihution    from    .1    few    Eastern 

markets   into    if.  states   and    in<  reased 

ties   In    I.  '.nir  ,  .     Behind   '...Men 
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(Jilt's  sales  success  lias  been  a  highly 
coordinated  program  of  local  market 

advertising,  with  spot  radio  as  its  foun- 
dation. 

"Radio  did  more  than  am  other 

medium  to  pull  in  result-.'"  sa\s  Bob 
Young,  Golden  (lift-  v.p.  of  merchan- 

dising and  advertising. 

I  niil  sponsor's  presstime,  I  Golden 

Gift's  agency  was  Harris  &  \\  liite- 
brool  Miami.  However,  the  growth 

ol  the  firm's  sales  and  of  iis  advertis- 

ing plan-  has  been  such  that  Bob 
Young  has  begun  looking  for  a  largei 

nc)  i"  set  \  ice  the  a<  i  ounl  \\  itltin 
da)  -  aftei  the  word  gol  around  seven 
of  the  top  30  radio-tv  agem  ies  were 
making  a  pitch  a  sign,  perhaps,  thai 
the  fresh  juice  business  is  regarded  as 

potentially  a  big  n   '\  maker. 
In  fall  I"  .1  whn,  Golden  Gift  lust 

allocated  a  substantial  air  media  bud- 

et,  the  In  m  -  Bales  could  I"-  proje*  ted 

i"  .in  annual  \  olume  of  SI  million.    I'.\ 
-pi  it  iftei  -c\  en  months  ol  in- 

tensive advertising.  GG  is  chalking  up 

sales  at  a  rate  that  projects  to  $13  mil- 
lion for  the  year.  And  some  70%  of 

Golden  Gift's  $500,001)  advertising 
budget  is  in  spot  radio. 

Holi  ̂   oung  estimates  that  at  least 

half  of  GG's  growth  in  sales  is  due  to 
increased  sales  in  established  markets, 
tather  than  stemming  from  the  rapid 

i  Kpansion  of  distribution.  As  he  puts 

it.  "unit  sale-  pel  -tore  in  our  regular 
sales  areas  have  increased  at  half  the 

expansion  of  our  total  -ales."'  That  is. where    Stores    sold    one    unit    last     fall. 

the)   ma)   be  selling  si\  now. 
"'Our  advertising  has  done  a  terrific 

two-fold  job  ol  getting  us  good  distri- 
I  ution  and  increasing  sales  in  existing 

markets,"  ̂   oung  told  sponsor. 
I  he  reason  foi  ( rG's  hea\  \   reliance 

01)    radio'/ 

"Lots  of  people  in  the  agenc)  busi- 
ne-s  now  think  of  radio  as  the  com- 

ing medium.""  ̂   oung  continued,  "l'res- 
sure  from  the  radio  industr)  has  -unk 

SPONSOR 



Klavan  and  Finch  (right) 
pitch  for  Golden  Gift  12 
times  weekly  over  \i\\ 
York's  W.NKW.  <;<;  likes 

personalities  to  ad  lib,  rath- 
er  than   read    straight    copy 

WMGM's  Ted  Brown  (and  friend)  broad- 
cast 25  Golden  Gift  announcements  weekly  in 

New  York.  Firm  advertises  in  35  radio  markets 

Kuth      Lyons      (below), 

m.c  of  WLW-TV's  "50-50 (  lull"  in  ( lincinnati,  is  one 

of  daytime  women  person- 
al it ii-s  Golden  Gift  buys 

in    15    U.  S.    tv    markets 

Golden  Gift,  major  producer  of  new  fresh  juiee.  puis  70% 

of  budget  into  spot  radio,  increased  sales  1,300% 

in,  and  people  now  realize  they  can  get 

cheap  frequency  with  am.  It's  better 
for  reaching  housewives  than  tv.  And 

if  you  get  a  good  radio  personality 

behind  the  niike.  vou'll  sell  vour 

goods." 
Here's  the  sales  and  advertising 

strategy  that's  making  a  national  brand 
name  out  of  Golden  Gift.  Once  Golden 

Gift  has  signed  up  a  distributor  in  a 
new  market,  the  distributor  leaves  a 

sample  half-pint  of  GG  orange  juice 
v\ith  each  milk  delivery.  On  the  sam- 

ple container,  there's  a  tag  telling 
about  the  product. 

"We  get  a  very  high  percentage  of 

acceptance  out  of  sampling."  Bob  Sti- 
vers, GG's  v.p.  of  sales,  told  sponsor. 

"Sometimes  as  high  as  70%  or  more. 
By  the  end  of  the  month  there's  a  cut- 

back, and  from  then  on  sales  on  the 

home  delivery  vary  somewhere  between 

15  and  30%." 

Golden  Gift's  pattern  is  to  set  up 
home  delivery   in   this  way   first,   and 

then  get  store  distribution.  As  soon 

as  there  is  store  distribution,  advertis- 

ing begins. 

Today  Golden  Gift  u>-es  radio  in  35 
markets.  From  the  time  that  advertis- 

ing starts  in  an  area,  GG  uses  radio. 
Occasionally,  varying  size  newspaper 
ads  break  a  week  or  10  days  earlier, 

but  generally  it's  a  coordinated  effort. 
On  an  average,  the  firm  uses  25  to  30 

announcements  a  week,  generally  min- 
ute participations  in  early-morning  or 

da\time  radio  programs. 

Harris  &  Whitebrook  Media  Direc- 

ti'i  Joan  Stark  (ex  of  William  Wein- 

Iraubl  bins  out  of  Golden  Gift's  Man- 
hattan penthouse  offices.  She  looks  for 

woman-appeal  programs  featuring  top 

radio  personalities  in  each  market, 
i  /'lease  turn  to  page  86) 

MOST  ORANGE  JUICE  IS  NOW 

SOLD  IN  CONCENTRATE  FORM 

Concentrate    consumption 

Canned  consumption 

Chilled   or  fresh   consumption 

32.91  1,746  ■  rates 

9.604.584  crates 

1,634,840  crates 

SOURCE:  Beporl  by  Florida  CltniJ  Commission  from  informition  by  Florid*  Carmen 
Association  tor  October  1954  through  30  April  1955.  showing  amount  of  oranges  used 
by    packers    for    each    type    of    orange    juice. 

30  MAY  1955 
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BOND 

Spot  radio  ups  Ma  Levi 
Boston  automobile*  dealer's  sales  soared  with  "niothei   4l 

O' 

M 

Booklet  appears  in  tv  plugrs,  lists  guaran- 
tees   given.    Below    Is    typical    radio    pitch 

Sound    Effect:    Crowd   noise,    Gavel  hangs 

times  and  crowd  noise  subsides. 

Male  Announcer:   Presenting  .  .  .  the 

,hI>   of  the  automobile  industry  .  .  . 

Mr-.  J.»    Levin  of  Homestead  Motors! 

Female   Announcer:   Everybod)   ■  ills  me 

M.i.    Friends,  choosing  a  car  i-  a  pretty 

important  decision,  and  it's  a  lot  easiei  to 
make  up  your  niin<!  in  a  neighborly 

atmosphere.     So.    day    or    night,   you'll 
always  find  hoi  coffee  and  my  homemade 

donuts  waiting  for  you  at  Homestead. 

\ud  I'm  fussy  about  my  customers  being 
satisfied,  too.    So  when  you  buy  our  of  my 

used  cars,  I  want  you  to  drive  it   i 

I  hen,  if  you're  not   100' ',    satisfied, 
bring  it   hark  and  change  it    foi    another 

one.    Now   isn't   thai   fair:1    Come  on  down 

and  look  at  tny  cars.    I'm  sure  you'll  find 

I u~i    what    you're    looking    for. 

And    remember,    coffee's    waiting. 

Trio:   (Jingli  i   There's  no  place  iik.-  Home' 
■  oh  pi  u  e  hk-  Monte-Stead! 

Male    innouncer:   Homestead   Motors 

1311    Boylston    Street,   near 
I' irk,    Boston. 

/  he  hot!)  competitive  auto  business 

is  well  stocked  with  such  personalities 

as  "The  Smiling  Irishman,"  "Madman 

\lm~ky'"  and  "Hysterical  Harry.""  Hut 

Boston  had  no  such  personality — you 

couldn't  tell  one  dealer  from  another — 

till  "Ma  Levin"  came  along. 

\la  Levin  and  her  Homestead  Mo- 

li  i-  in  Boston  arc  selling  cars  like 

mad.  And  not  with  the  usual  loud, 

high-keyed  ballyhoo,  either.  Rather 

with  a  homey,  gentle,  motherly  ap- 

proach that  invites  people  to  "come 
on  down  and  look  at  my  cars  and  have 

M>me  hot  coffee  and  homemade  do- 

nuts." This  approach  in  a  saturation 
radio  campaign  succeeded  in  upping 

the  sales  of  this  auto  dealer  600% 

in    one   month. 

That  was  six  months  ago.  Since 

then,  supported  by  a  budget  heavy  in 

radio  and  tv,  Homestead's  new  and 
used  car  sales  have  doubled  the  initial 

i  nil',     increase.     Business   has   grown 
10  such  a  point  that  Ma  Levin  had  to 

buj  more  land  in  back  of  her  original 
lot  to  accommodate  additional  cars. 

All  of  Boston  is  aware  of  Ma  Levin's 
1 1  oi  in --lead.  ,ii  <  oi  ding  to  the  auto  deal- 

er's agency,  Silton  Brothers,  Inc.,  of 
Boston.  And  many  dealers  have  tried 

to  imitate  the  approach,  the)    add. 

Nearh  TV  ,  of  Homesteads  total 

S2,600-a-ueek  budget  goes  for  air  ad- 

vertising.   The  $1,900  radio  and  tv  al- 

location now  gives  about  $800  weekly 

to  radio,  $1,100  to  tv,  though  at  the 

outset  of  the  dealer's  air  advertising 
last  fall,  radio  alone  was  used  (sup- 

ported by  newspapers).  Tv  entered 

the  picture  in  February  1955. 

Prior  to  the  fall  of  1954,  Homestead 

Motors  had  used  largely  newspaper 

"price"  advertising,  as  did  most  of 

Boston's  auto  dealers.  None  of  the 

Hub  City's  car  sellers  stood  out  since 
none  of  them  tried  a  personality  ap- 

proach. And  the  public  tended  to  dis- 
believe claims,  says  the  Silton  agency. 

\\  lien  Homestead  Motors,  a  car  deal- 
er established  in  Boston  for  over  30 

years,  came  to  Silton  Brothers,  it  was 

selling  an  average  of  four  cars  a  week 

and  was  wide  open  to  new  ideas.  The 

agency  studied  the  local  used  car  busi- 
ness and  decided  that  Homestead  need- 

ed a  personality.  It  also  decided  that 

the  personality  created  must  combine 

qualities  of  friendliness,  trust,  and  con- 

fidence, and  make  a  prospective  cus- 
tomer feel  that  doing  business  with 

Homestead  would  be  a  pleasant  affair. 

In  its  search,  the  agency  took  special 

note  of  the  fact  that  the  president  of 
Homestead  Motors  yvas  a  woman,  a 

Mrs.  Joseph  Levin,  the  yyife  of  the 
deceased  founder  of  the  firm.  Al- 

though the  business  is  actually  man- 

aged by  her  son,  Seymour  Levin,  vice 

president  of  Homestead,  and  her  son- 



tonality  approach  on  air 

in-law,  Joseph  Brodley,  clerk  of  the 
corporation,  the  agency  decided  Mrs. 
Levin   was  just  the   right  personality. 

It  didn't  take  the  agency  long  to 
round  out  the  personality  of  "Ma 
Levin."  Her  first  distinction:  she 
would  be  the  only  woman  automobile 
dealer  in  Boston — women  are  virtual- 

ly never  connected  with  auto  sales  any- 
where else,  either.  She  would  be  a 

homey,  friendly  woman  who  would 
serve  free  coffee  and  doughnuts  to  all 
who  came  to  her  car  lot.  And  the  com- 

pany would  be  referred  to  as  Ma 

Levin's  Homestead  in   all  advertising. 
Another  consideration  was  that  the 

use  of  a  mother-figure  in  the  advertis- 
ing might  be  effective  in  building  a 

feeling  of  trust  and  belief  on  the  part 
of  the  public,  which  sometimes  has  a 
low  belief  in  used  car  advertising. 

To  get  across  the  Ma  Levin  person- 
ality to  the  public,  the  agency  felt  that 

radio  would  probably  be  the  best  me- 

dium. A  spoken  invitation  by  a  friend- 

ly woman's  voice  to  come  visit  Ma 
Levin's  Homestead  had  a  great  deal 
more  intimacy  and  would  be  much 

more  effective  than  the  same  thing  in 
print,    it    was    thought. 

Another  reason  behind  the  choice 

of  radio  was  that  radio  could  reach 

people  outside  their  homes,  while  they 
were  driving  their  cars;  also  Silton 

considered  spot  radio  an  economical 
medium. 

So  the  key  men  at  Silton  Brothers — 
Myron  Silton,  president;  Jason  N.  Sil- 

ton, executive  v. p.;  Ramon  Silton, 

treasurer,  and  Earle  Hoffman,  v.p., 
launched  Homestead  Motors  full  force 

into  radio  advertising.  Irving  W. 
Lande,  account  executive,  now  works 

with  account  supervisor  Jason  Silton 
on   the   Homestead   account. 

First  they  made  one-minute  e.t.'s  of 
a  series  of  commercials  for  radio.  The 

voice  used  was  not  that  of  Ma  Levin 

herself,  but  that  of  a  professional  in 

the  commercial-making  business.  It 
came  over  as  the  voice  of  a  warm, 

motherly  woman  in  her  50's,  just  as 
the  agency  wanted.  Comments  Irving 

(Please  turn  to  page  91) 

Thousands  of  viewers  flocked  to  Lane  Oldsinobile  Co.'s  all-nighl  iutothon, 
came  from  as  far  as  80  miles  away.  In  the  course  of  the  eight-and-a-half  hour 
telecast  (from  11:30  p.m.  Friday  to  8:00  a.m.  Saturday  morning),  the  sponsor 
sold  over  $250,000  worth  of  cars.    Sales  continued  strong  long  after  the  event 

"Deal-O-Rama"  Autothon 
KGUL-TV  all-night  telecast  racks  up  sales  for  Houston 
auto  dealer;  technique  inspired  by  SPONSOR  article 

The  "Autorama"  technique  for  selling  cars  with  all-night  telecasts 
seems  destined  for  growing  use  by  dealers  all  over  the  country,  as 

predicted  in  a  sponsor  article,  18  April  1955,  page  43.  sponsor's 

story  covered  the  Autorama  staged  by  Olin's  used-car  outlet  in 
Miami,  and  within  a  short  time  the  story  inspired  a  similar  all- 
night  sales  marathon  in  Galveston,  Tex. 

This  one  took  place  over  KGUL-TV  on  6  May,  and  racked  up 
$250,000  in  sales  for  sponsor  Lane  Oldsinobile  Co.  of  Houston, 

during    an   eight-and-a-half-hour   telecast. 
But  to  go  back  to  the  beginning:  When  KGUL-TV  salesmen  read 

sponsor's  story  on  the  success  of  Olin's  Autorama  (which  boosted 
car  sales  300r{  in  one  weekend),  it  immediately  sparked  their  think- 

ing. They  contacted  car  dealers  and  agencies  in  several  cities  in 
the  Texas  Gulf  Coast  area  with  proposals  that  they  sponsor  a 
similar  telecast  on  KGUL-TV.  Fastest  to  act  was  Lane  Oldsmobile 

Co.,  through  its  agencv,  Kamin  Advertising. 

The  "Deal-O-Rama"  Autothon,  as  it 
was   called,    took   place    on    a    Frida\ 

night    (as   did   Olin's).     It   started    at 
11:30  p.m.,  Friday,  ran  till  8:00  a.m. 
Saturday.   Auto-selling  and  auctioning 

took  place  right  on  camera.   The  activ- 
ities    gained    tremendous    momentum. 

sa\s  the  station,  created   a  "thrilling. 

frenzied-like     atmosphere."       Visitors came   from   as    far   as   Beaumont.    80 

miles   away.    Jerry  Colonna   was  m.c. 
Bv   the  end  of  the  show,   over  100 

ij  ii.         t  Jerry   Colonna   m.c.'d   enter- cars  were  sold:  a  week  later.  Lane  re-        tainment,  Harlan  lane  sold 
ported    sales   still    going   strong.  cars.   Both  wonnd  up  hoarse 
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.1  \±A  lUJJJ  1 Ml  ratiip  %\  top  si: 
Chart  covers  half -hour  syndicated  film  protm 

mm       raa* 

Top    70   shows   »n    10  or  more  market* 

Period    7-7   April    1955 
TITLE.    SYNDICATOR.    PRODUCER.    SHOW    TYPE 

I  I I  Led  Three  Live*,      Ziv  (D) 

Avertgs rat  Ins 

7-STATION 
MARKETS 

22.8 

r«iw|»ori  to  Danger. ABC  Film,  Hal  Roach  (A) 

:;      2 

I      3 

Waterfront,    MCA,    Roland   Reed    (A) 

Favorite  Story,  Ziv  (D) 

.-,       « 

6      3 

luitie  Oaklet,.      CBS  Film,  Flying  A  (W) 

Mr,  District  Attorney,   Ziv  (A) 

7       0 

«       7 

Badge  714,      NBC  Film   (D) 

Super  man.    Flamingo,  R.  Maxwell   (K) 

1 0      3 

  L_ 

I.ifoerare,     Guild  Films   (Mu. 

Ci*co  Kid.  Ziv   (W) 

h"  tv 

22.1 

20.3 

20.2 

20.1 

20.0 

19.6 

io.i 

!«..» 

6.8      74.9 

5-STATION 

MARKETS 

Boston       Mnpls.     S.  Fran 

kttv 

8.4 

7.2 27.9 

kttv 

7:30pm 

7.4 

kttv 
77.4      76.8 

kttv 

5.7      75.9 

ivabc-tv 10:30pm knxt 10:00pra 

7.2     75.7 

9:00pm 

kttv 

'  30pm 

77.7      77.7 

una  tv 6:00pm 

kttv 

i  :00pm 

4.9        9.0 

"till 

kttv 

mi 
8.4      14.0 

28.3    27.7     79.0 

inar-tv 

'  :00pm 

kstp-tv 

9:30pm 

kron-tv 

10:30pm 

74.2     73.7 

keyd-tv 

7  :30pm 

kron-tv 

10:30pm 

7.2     20.4 
7  :00pm • 

7.0     77.5       8.9 

wjar-tv 

10:00pm 

weeo-tv 

:>  00pm 

kron-tv 

7 :00pm 

78.2 
0  :00pm 

75.5 

kixn  tv 

0:30pm 

20.2     22.9     76.9 

vvnar-tv 
10:30pm 

kstp-tv 

7  :30pm 

kron-tv 

10:30pm 

23.2     22.5     27.9 

wnac-tv 

0  :30pm 

kstp-tv 

9  30pm 
kpls 

»  oopm 

79.4     73.8     78.0 
tl  :30pm wmin 

5:30pm 

kso-tv 

6::i0pm 

24.4     74.5     24.5 
whz-tv 3:00pm weeo-tv 

7 :00pm 

kpi\ 

9 :30pm 

4-STATION    MARKETS 

Seattle. 

Atlanta     Chicago     Detroit     Tacoma      Wash 

78.0     73.7     78.7     76.7      78.0 
10:30pm 

wen-tv 

9  :30pm 

n  jbk-tv 

10:30pm 

ktnttv      wre-tv 

in  :30pm 

3-STATI0         -v 

MARKET 

73.0     280 

wbal-tv     wber  t 

10:3npm     9:3"-,r 

10.4     76.6 

wxyz-tv 

10:00pm 

klnc-tv 

5:30pm 

70.9 

vaca-tv 

:  :00pm 76.5     20.6     20.4 

wxvz-tv 

7:00pm 
komo-tv  vvtop-tv 
8:30pm    9:30pm 

77.7 

waga-tv 

7  :00pm 

72.2 

10:30pm 

78.3     77.4     24.6      7  7.2 
wbkh 
2:00pm 

wxyz-tv 

4:30pm 

kinc-tv 

6:00pm 

KttC 

:00pm 

20.2     73.9     74.0     20.6      73.4 

wsb-tv 

7:00pm 

wbkb 

9:30pm 

nrwj-tv 

10:30pm 
kine  tv 
9  :00pm 

wmal-tv 

10:00pm 

74.4     74.2     23.7      77.7 

wen-tv 

8:00pm 
irwj  tv 7:00pm 

kinc-tv 

wre-tv 

7 :00pm 

23.7     76.9     25.2     20.0      78.0 
u^b-tv 7:00pm 

wbkh 

5:00pm 

wxvz-tv 

G  :30pm 

kinc-tv 

6:00pm 

9.2       8.5       7.2     22.9        7.7 
w  hv   a 

wen-tv 

9:30pm 

WW]    IV 

6:30pm 

kinc-tv 

3  30pm 

wttc 

9:00pm 

6:00pm 

kttv 

6:30pm 

74.8     72.7     79.5 

w nac-tv 

6 :00pm 

urco-tv 

12:15pm 

kron-tv 

»'.  :30pm 

77.9     79.7     27.7     20.6 

waga-tv 

4  :00pm 

wbkb 

5:00pm 

wxvz-tv 

C  :30pm 

komo-tv 

7:00pm 

24.2     209 

w-mar-tv     u  ar  -* 

9:30pm      P 

26.7 5 :30pm 

74.0    22.5 
10:30pm 

wcr  I 

72.2     200 

wbal-tv 
10:30pm 

ncr  I' 

20.4    25.3 
7:00pm 

74.0    29.0 

wbal-tv 

7:00pm 
w  ,,-r    t  I 

C:30T  r 

79.4     78.3 

wbal-tv 

when  tv, 

Top    7  0    shows    in    4    to    9    markets 

I  Oreigtt  Intrigue.      Sheldon  Reynolds   (A) 

Manet  Dean,  lt.\..    u.m.am.,  Inc.  (D) 

lAte  of  lliley.  NBC  Film,  Tom  McKnight  (C) 

Imoi    »r    \ndy,    cbs  Film  (c) 

The    Whistler,      CBS   Film,   Joel    Malone    (M) 

G  I   3 

n     n 

.«»      .. 

t.,„,'    Autry.    CBS    Film    (W) 

I /•«•   I  Oleon,    NBC   Film    (D) 

Doug.  Fairbanks  I'rexentn.     Interstate  TV  (D 

Hit  tarton.   MCA.   Revue   Prod.    (W) 

/O \  letOVU   nl    Hea,      NBC    Film    (Doc.) 

I  ft. ft 

19.6 

I.V.I 

!«.« 

it  it; 
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10:00pm 

75.2 
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9:00pm 
33.0 

klnc-tv 

7  :30pm 

75.9 
7:00pm 

77.9     78.7 

iklvv  tv     kinc-tv 

77.2 

(vbbm-tv 

23.5 

kinc-tv 5.0     75.3     73.0 
cklw  lv     klnc  tv    Wl 

74.4 

74.7 
«  Iw   a 

g  nopm 

9.9 

komo-tv 

70.7     79.3 

wbal-tv 
when  ti 

7:00rm 

22.5 

ncr-ir 

77.2 

wmar  tv 

11:00pm 

72.9 

  m 

onlery:    tl< 

illni    li    an    ui  llvldual 

D     Ihlt     mail- 

April  While  network  shows  are  fairly  stnblo  from  one  month  to  another  In  the  mat 
which  they  are  shown,  this  Is  true  to  much  lesser  extent  with  syndicated  shows.  Till 
hr  home  In  mini!  when  analvzlnc  ratine  trends  from  one  month  to  another  In  this  chart, 

to  lail  month's  chart.     If  blank,   show    was   not   rated   at   all    In   last  chart  or   was   in  oth  -t 



HATION  MARKETS 2-STATION MARKETS 

jmbu Milw. Phila. St.  L. Birm. Charlotte  Dayton New.  Or. 

3.3 27. 2 73.3 27.7 25.5 59.5 28.5 49.8 

«-tV 
Opm 

wtmj-tv 
10:30pm 

weau  -  tv 
7:00pra ksd-tv 10:00pm 

wabl 
9  :30pm 

wbtv 
9:30pm whto-tv 9  :00pm wdsu-tv 9:30pm 

28.9 73.7 59.5 36.8 

wtmj-tv 
9 :30pn§ 

ucau- tv 
10:30pm 

wbtv 
8:00pm 

wdsu  tv 5:00pm 

2.2 79.4 22.2 55.5 23.3 
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Opm 
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wbtv 
9  :30pra whio-tv 7  :00pm 
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72.5 75.5 35.3 33.3 

WtVW 
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wbtv 
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10pm 

wtmj-tT 
10:30pm 

wptz 
10:30pm 

ksd-tv 10:00pm 
wbrc-tv 
9:30pm 

wbtv      wlw-d 
8:00pm  10:30pm 

ui]>u-tv 
10:30pm 

1.4 7.5 77.7 26.4 
29.0 43.3 79.3 

W-C 

Opm 
wtvw 

8:30pm 
wcau-tv 
7:00pm ksd-tv 9  :30pm 

wbrc-tv 
9 :30pm wbtv 10:00pm wlw-d 7  :00pm 

8.0 70.9 22.0 20.9 76.3 38.3 76.3 33.5 
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Opm 

wtvw 
6 :30pm 

wcau-tv 
7 :00pm ksd-tv 6:00pm 
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wbtv 

5:30pm wlw-d G  :00pm wdsu  ■  t  V 5:00pm 

7.7 37.7 70.2 76.5 23.5 53.3 

s-tv 
Opm 

wtmj-tT 
8:00pm 

wptz 
11:00pm 

ksd-tv 10:00pm 

wabt 
9:00pm wrliu-tv 9:30pm 

9.7 27.7 76.0 26.8 32.3 
v-c 
Opm 

wtmj-tv 
5:30pm 

ksd-tv 5:00pm 

wbtv 

11:00am 
vvilsu  ■  tv 5:30pm 

76.0 

wcau-tv 
7 :00pm 

55.5 
wbtv 

9:30pm 

47.0 
wbtv 

6:30pm 

20.7 
wxlx 
8:00pm 

5.9      9.7 
ttvn        wtvw 
Opm     9 :30pm 

22.8                           46.5 

wbrc-tv                               wdsu-tv 
6 :00pm                                   9  :30pm 

74.8 

wdsu-tv 11:30pm 

77.8 

wbio-tv 7:00pm 

72.5     20.5 

wftl        kwk-tv 
10:30pm  10:00pm 

39.0 

wdsu-tv 10:00pm 

24.5                 75.5 

wtmj                     kwk-tv 
5:00pm                    4:00pra 

22.0 

u]u  -d 
G  :00pm 

75.2 
Will 
7:00pm 

ulBcation  as  to  number  of  stations  In  market  Is  Tulse's  own. 
lines  number  by  measuring  which  stations  are  actually  re- 
»mes  in  the  metropolitan  area  of  a  given  market  even  though 
f    may    be    outside    metropolitan    area    of    the    market. 

for  the 

tower 

power 
in    Milwaukee 

it's  VHF 

Station 

CHANNEL 

Here's 
Why... 

in   Milwaukee 
Channel  12  is  your  best  buyl 

Now  under  construction  by  WTVW  Channel    12  in  Milwaukee  is  a  Giant   1105 

foot  Tower.  When  completed  this  structure  will  be  the  tallest  in  Wisconsin 

and  will  give  Channel  1  2  comparable  coverage  to  any  television  station  in  the 

country.  Yes,  and  no  converters  are  needed  for  VHF  Channel  1  2  in  Milwaukee. 

ABC    &     DUMONT     Network 

1ST 

Edward    Retry   &   Company,   Ine 



P.  O.  P. 
#<M\ 

DURING    1954 
26  companies  with 

238  supermarkets 

grossing  over 

$400,000/000 

participated  in 

KRCA's  great 

KEY   VALUE   WEEK 
merchandising 

promotions. 

KRCA  advertisers 

received  from 

these   stores  .  .  . 

6,648   column   inches 

1,162   stack    displays 

7,819   shelf  strips 

1,952   wire   hangers 

JUNE  1,  1955 

22  VON'S  markets 

inaugurate 

KEY  VALUE  MONTH 
the  first  of  the 

new  30  DAY  KRCA 

MERCHANDISING 

PROMOTIONS  with 

the  leading 

markets   in 

LOS    ANGELES  .  .  . 

for 

P.O. P.  .  .  .  proof  of 

performance  at 

the  point 

of  purchase,   it's 
KRCA   in  greater 

L.A. 

KKCA-4los   Angeles 

NBC    SPOT    SALES 

Vetc  developments  on  SPONSOR  stories 

See:  "Virginia    Dare   comes   bark   to   "full- 

strength"   spot    radio"' Issue:  4  April  1955.  page  30 

Subject:     Wini    producers  spend  heavily   in  air media 

Manischewitz  Wine  Co.  has  announced  plans  to  double  their  adver- 
tising appropriation  for  radio  and  tv  for  the  spring  and  summer 

months.  According  to  General  Manager  Meyer  H.  Robinson,  "Sales 
for  the  first  four  months  of  1955  have  exceeded  the  company  s  most 

optimistic  goals. 
Manischewitz,  through  Kinil  Mogul,  puts  80-85%  of  their  ad  budget 

into  the  two  air  media.  The  increase  in  the  warm  weather  spending 

is  explained  by  Robinson  as  follows.  "More  and  more  retailers  are 
discovering  the  substantial  extra  volume  .  .  .  during  the  summer 

months  .  .  .  our  purpose  in  stepping  up  our  hot-weather  budget  is 

to  capitalize  on  this  encouraging  trend."  *  *  * 

<$CC:  "Aging    of    the    customer: 
stores  need  tv  to  lick  it" 

ISSIIC:  4  April  1955,  page  34 

why   de.pt. 

The   gulf   between   department   st€>res 
Subject:      and  tv 

\\TT\.  Indianapolis,  and  H.  P.  Wasson,  a  leading  department 

store  in  the  city,  are  conducting  a  10-month  campaign  to  test  tv  as 
an  aduTtising  medium.  The  test,  which  began  14  March,  has  ahead) 
resulted  in  some  sensational  sales. 

Shortly  before  Easter  the  store  arranged  to  have  two  tv  children's 
personalities  visit  the  store:  cartoonist  Les  Satterthwaite  and  cowbo} 

"Uncle  Bob"  Hardy.  Both  were  at  the  store  on  the  two  Saturdays 
preceding  l.a-tcr.  and  were  plugged  on  tv  as  well  as  in  newspaper 
ads.  When  they  appeared,  they  gave  away  ballons,  autographed 
photos  of  themselves  and  talked  to  the  children. 

I  he  fifth  floor  to\  department  had  20,000  shoppers  each  day, 
and  business  boomed  throughout  the  store.  The  toy  department 

alone  sold  half  its  anticipated  month's  sales  the  first  day.  Even 
Wasson's  downstairs  lunchroom's  volume  soared.  They  sold  1.600 
hamburgers  on   those  two  da\s. 

Walter  Wolf,  store  president,  stated,  "These  were  two  of  the  finest 

days  in  the  50  years  "I  Wasson's  history." 

WTTV  cortoonist  and  cowboy  drew  37,000  people  to  Wasson's  department  store 

5G SPONSOR 



Demonstrate  the  Product,  We  Always  Say 

And  who  can  make  a  better  pitch  for  U.  S.  Keds  than  the  pooch 

that  delights  a  half  a  million  kids  on  Seattle's  most  popular 
afternoon  TV  strip,  King's  Clubhouse  with  Stan  Boreson. 

The  hound's  name  is  "No-Moshun"...as  any  youngster  in 
Western  Washington  will  tell  you.  She  helps  Stan  pull  down  an 

average  22.3  ARB  rating  in  the  4:30-5:00  P.M.  period.  Together, 
they  swamp  the  competition  (79%  share  of  audience). 

But  the  KING-TV  story  doesn't  stop  with  superior  ratings.  We 
not  only  encourage  talent  tie-ins  with  client  products — we  insist 
on  it.  KING-TV  personalities  believe  in  selling.  They  like  to  sell 

and  they  spend  time  at  the  job.  Besides,  they've  had  a  five-year 
headstart  on  the  competition.  That's  why  most  local  advertisers 
count  on  K I  NG-TV's  personal  plus,  when  advertising  must  pay  off. 

So,  whether  you  are  selling  tennis  shoes  or  toothpaste, 

the  place  to  go  is  KING-TV.  In  the  Pacific  Northwest,  that's 
where  your  sales  begin. 

Channel  5— ABC 

100,000  Watts 

BLAIR  TV 

FIRST   IN    SEATTLE 

KiNG-TV 



f    A  commercial,  public  service, 

a  ward- winning  program  which  will  add 

prestige  and  profits  to  every 

station  and  sponsor 

ENTERTAINING! 

local  television   pro- 

gram, for  five  successive  years. 



Ideal  program— 
tor  hard-to-suit  prospects  like 

banks,  public  utilities  and 
institutional  advertisers. 

A  proved  success— 
continuously   sponsored   for   the 

past  5  years  in  San  Francisco  by 
the  American  Trust  Company. 

POPULAR! 
m  Ul 

P   aj 

K        \      salts      ̂ k 
■          \  buiMtf  M 

wifh  fhe  famed  Cali- 

fornia Academy  of  Sciences,  "Science  in  Action" 

is  a  program  which  wins  unanimously  enthu- 

siastic endorsement  of  viewers,  educational 

groups,  stations  and  sponsors. 

It  boasts  an  eye-popping  rating  history— as  well 

as  a  most  impressive  collection  of  awards  and 

citations.  It's  a  tremendous  asset  for  any  sta- 

tion, any  sponsor,  anywhere. 

Call,  write  or  wire  for  full  details. 

OUTSTANDING 

in  science,  in- 

dustry and  government  —  includ- 
ing five  Nobel  Prize  Winners. 

Television  Programs  of  America,  Inc. 

477   Madison   Avenue,   New   York   22,   N.    Y. 



WORKCLOTHES 

AGENCY:  Direct 

HISTORY:        /  ^unoco  Service  sta- 

tales  contest  among  dealers, 

ntion  bought  both  newspaper  and  radio  ad- 

vertising, but  the  radio  campaign  began  two  days  before 

the  LO  announcements  which  ran  in  these 

two  days  brought  in  $2,200  in  sales.  Cost  ivas  $33.60. 

That's  a  return  of  almost  S70  in  sales  directly  traceable 

to  radio  advertising,  for  every  dollar  spent  on  the  air. 

WHOK,  !  Ohio PRO<l!\M:   Announcements 

results 

SPONSOR:  OBryan  Bros.  AGENCY:  NobL-Dury,  Nishvill. 

CAPSULE  CASE  HISTORY:  O'Bryan  Bros,  sponsors  a 

Saturday  night  half-hour  country  music  show.  During 
one  month  they  ran  a  contest  offering  $350  in  cash 

prizes.  The  contest  was  plugged  with  a  single  minute 
announcement  each  week.  Listeners  were  to  send  in  their 

names  and  addresses;  winners  were  to  be  drawn  from  a 

barrel.  O' Bryan's  received  mail  from  37  states.  The 
total  mail  count  at  the  end  of  the  month:  97,819.  The 

sponsor's    cost :      . 
WSM,  Nashville,  Tenn.       PROGRAM:  Duckhead  Saturday  Night 

GROCERIES 

SPONSOR:  Escue  Bros.  AGENCY:   Direct 

CAPSULE  CASE  HISTORY:  Escue  Bros,  used  one-min- 

ute announcements  over  WDIA  for  the  first  time  in  Jan- 

uary. Although  most  grocery  business  was  down  that 

month,  their  sales  were  $3,000  above  the  same  month  in 

1954.  The  increase  is  attributed  to  new  business  pri- 

marily. Their  radio  advertising,  the  only  advertising  they 

do,  costs  $120  per  month. 

WDIA.  Memphis  PROGRAM:  Announcements 

HAMBURGERS COFFEE 

SPONSOR:   Hall's  Drive  Ins  AGENCY:  Direct 

CAPSULE  CAS1  HISTORY:  HalTs  Drive  Ins  has  a 

schedule  of  eight  announcements  a  day  on  KW1Z.  On 

Monday  they  began  promoting  a  two-for-one  hamburger 

sale  i'<r  Thursday  of  that  week.  In  a  six-hour  period 

6,000  hamburgers  were  sold.  KWIZ's  disk  jockeys  were 
chefs  for  the  occasion,  a  big  point  in  the  air  copy. 

Owner  John  Hall  says  it's  the  greatest  promotional  effort 
I. noun  in  the  restaurant  business.  The  cost  for 

the  announcements   used  to  promote  the  sale  was  $80. 

SPONSOR:  Ford  Hopkins  Drug  Chain  AGENCY:  Direct 

C\P>1  IK  CASE  HISTORY:  The  Ford  Hopkins  Drug 

Cfwin  has  sponsored  the  Musical  Clock  for  three  years. 

The  show,  heard  8:15-8:30  p.m.  Thursdays,  Fridays  and 

Saturdays,  features  pop  music,  time,  temperature  and 
weather  reports.  On  two  evenings  Ford  Hopkins  plugged 

a  special  on  Nash's  coffee,  89c  a  lb.,  one  to  a  customer. 
Some  634  lbs.  were  sold.  Special  offers  are  frequently 

run  and  the  resultant  store  traffic  is  always  considerable. 

Each  program  costs  the  sponsor  $42.50. 
K\\\/    Sants    \na,  Calif. PRI IGB  WI :  Announcements \\  \i  I.  Cedar  Rapids,  Iowa PROGIi  \M:    M.iMcal  Clock 

CORN 

■  inn  VG1  HC\     D 

-u  I   <  w   HISTORY  ;       h   L954   WNAX   created  a 
am  to  keep  farmers  and  ranchers  informed 

tale  Barns' auctions.   The  Sale  Barns 

minute  program,  aired  at  1   \>.m.  Mon- 

Saturday,  jot  ,   //  is  at  these  weekly 

•luil  most  of  the  coin  that  is  used  tO  fallen  sloe/, 
South  Dakota  State  Livestock 

■I'll    n     ](>'',      increase    in    Uvestoch 
tot  I  Sale  Barns. 

•I  ill.       Ill: 

COSMETICS 

SPONSOR:  Bonne  Bell  Cosmetii      VGENCY:  Wyse  Adv.,  Cleveland 

CAPSULE  CASE  HISTORY:  lUmne  Bell  ran  six  an- 

nouncements on  BUI  Handle's  d.j.  slioir.  Saturday,  1:30- 
5:  15  p.m.  for  eight  necks.  This  was  the  only  advertising 

they  did  in  the  New  York  market.  Within  eight  weeks 

Bonne  Bell  achieved  distribution  in  almost  every  "high- 
class"  cosmetic  outlet  in  the  city.  Agency  says:  "BUI 
Handle  has  been  very  successful  for  Bonne  Bell  here  in 

Cleveland.  Once  again,  we  had  tremendous  success,  this 

time  in  the  Wew  )oi!  market — the  toughest  market  to 

crack    in    the    country."     The    announcements    cost    $600 
l>cr  week. 

WI  ItS,   \.„    Y„rk PROGRAM:  Bill  Randle 



X 

YOU  MIGHT  SPEED  200  MPH  ON  A    TRAIN 

*    

IE1T 
6-COUNTY  PULSE  REPORT 

KALAMAZOO-BATTLE  CREEK  AREA— MARCH,  1955 
SHARE  OF  AUDIENCE 

MONDAY-FRIDAY 

STATIONS 6  a.m. -12  noon 12  noon-6  p.m. 6  p.m. -midnight 

WKZO 

41% 

37% 

35% 

B 

C 
18 17 

16 

10 
12 1  1 

D 10 9 7 

E 8 7 8 

OTHERS 
14 

13 

24 
frOTE:  For  first  time,  Battle  Creek's  home  county  (Calhoun) 
was  included  in  this  Pulse  sampling,  and  provided  30%  of  all 

interviews. 

YOU  NEED  WKZO  RADIO 

TO  COVER  GROUND 

IN  WESTERN  MICHIGAN! 

If  you  need  to  throw  the  throttle  wide  open  in  your  West- 

ern Michigan  advertising,  use  WKZO — CBS  radio  for  Kala- 
mazoo and  Greater  Western  Michigan. 

Pulse  figures,  left,  show  WKZO  gets  more  than  twice  as 

many  listeners  as  Station  B — morning,  afternoon  and  night! 

Nielsen  credits  WKZO  with  181.2%  more  daytime  radio 

families  than  Station  B — 190.6%  more  nighttime! 

*<■'"-% 

Me  &efeet  fj'tatwn.i 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 

CBS  RADIO  FOR  KALAMAZOO 

AND  GREATER  WESTERN  MICHIGAN 

Avery- Knodel,  Inc.,  Exclusive  National  Representatives 

*A  French  National  Railivays  electric  train  set  this  record  near  Bordeaux  on  March  28,  1955 



a  forum  on  questions  of  current  interest 

to  air  advertisers  and  their  agencies 

Ire  the  movie  companies  getting  a  "free  ride"  on  tv 

TVS  SURRENDER  TO  HOLLYWOOD 

lis    Marry  Harris 

Public  Relations  Director 
I.  (  .  Melsen  Co.,  V.  >. 

I  he  night  of  May 
2nd.  millions  ol 

viewers  who  had 

seen  Lee  •  lobb  s 

stirring  perform- 
ance in  the  -n 

^m^m  Mm- £m  perh    00  -  minute 
I  il  color  show,  Dark- 

I  0|  ness    at    Noon, 
H    Bk.9  beard   tin-   follou- 

gem  just  before  sign-off: 

"Lee    Cobb    appears    through    the 
rtes)    of  Columbia   Pictures,  v%hose 

latesl   picture,  The  End  of  the  Affair. 
-tar-  Van  Johnson  and  Deborah  Kerr. 

( >li.  yes     the  sponsors  of  the  show 

were  l!( '  \  and  Ford.     I  hal  -  onl)   one side  of  the  immense  free  ride  the  movie 

companies   gel    on   tv.     [Tie   other,   of 

•  oui  Be,    includes    entire    awards    pro- 

ims,  entire  variet)  shows  "saluting" 
<  olossal  Pictures  w  itli  5 1  minutes  "I 

promotion  foi  pasl  and  i  ui  renl  re 

li  ases.  <  olossal  pa)  -  nothing.  I  he 
Bponsoi  shells  oul  aboul  $100,000  and 

-i\  minutes  of  commercial. 

I-  thai  fair  to  the  advertiser?    Hard 

l\.    I-   it   fail    i"  othei    advertisers   in 

tv?     Never.     Because   tlii-   outlandish 

-ui  rendei      to     I  lolK  wood     i-     tw  i.  e 
•  ursed : 

I .     I  v     networks    and    station 

running  awa)    from  million-  in  poten- 

tial time  sales  through  the  "free"  pol- 
\lo\  ie  produi  ers  bu)  hundreds  ol 

four-coloi  pages  in  magazines;  exhibi- 
buj  millions  of  lines  of  newspapei 

e.    \\  h)   should  the)   have  t\  -  3  I 
million    homes   handed   to  them   on   a 

silver  plattei  instead  of  a  rate  <  aid? 

impounding    the    felon)     i-    a 
muall     ovei  looked  ;  all  tlii-  free 

ed  to  promote  a  <  om- 

peting  entertainment  medium.  Just  as- 
sume that  only  a  third  of  that  variet) 

show's  45  million  viewers  eventually 
decides  to  see  only  two  of  the  main 

pictures  promoted  on  one  broadcast. 

Counting  three  hours  per  evening  at 

the  movies,  simple  arithmetic  gives  you 

60  million  viewer-hours  away  from  tv, 

awa)  from  other  sponsors' shows.  This 
should  delight  the  hoys  at  Culver  City, 

hut  its  not  very  healthv  for  Radio  City 

in  the  long  run.  It  can  only  hurt  sets- 
in-use  levels. 

As  for  the  tv-needs-movie-stars  myth, 

most  of  the  most  popular  shows  got 

there  without  Hollywood  help- — to 

name  a  very  lew.  .Ia< !  ie  Gleason,  Drag- 

net,  George  Gobel,  Milton  Berle. 
Tv  is  now  a  mature  medium,  and  it 

•  an  he  a  costly  one.  \\  In  should  it 

kowtow  to  anyone  -much  less  to  the 
movie  companies  who  have  been  (1) 

SO  afraid  of  its  inroads,  and  (2)  so 

loath  to  shell  out  for  time  and  talent 

on  tv?  The  free  ride  Hollywood  has 

been  getting   on   the   hark-  ol    so   main 

paying  advertisers  will  soon  develop 

into  a  great  jet-propelled  od\sse\  un- 

less those  advertisers  (and  the  broad- 
I  asters  I    rebel. 

ITS  QUID  PRO  QUO 

By  Jerome  Pickman 

\  ./'..  Director  \nt'l  Advertising 
Paramount  Picture*  r<>r/>..  \.  V. 

I  his  question  is 

based  on  an  in- 
accurate  premise. 

The  <|  ue-t  ion insinuates  thai 

mol  ion  picture 

com  pa  nies  ai  e 

gettin  -■  some- thing foi  nothing 
■  ai  television 

thai  the  appea  rat   I     tion  picture 

stars  or  excerpts  from  films  constitute 

"free  promotion."  Ibis,  as  we  see  it. 
is  invalid.  In  essence  the  arrangement 

is  quid  pro  quo — that  the  use  of  mo- 

tion picture  properties,  personalities  or 
promotions  on  a  television  program 
offer  definite  entertainment  values  and 

i-.  therefore,  of  benefit  to  the  sponsor 
as  well  as  the  motion  picture  company. 

Just  how  well  ibis  is  bandied  is.  of 

course,  a  primary  factor  and  where 

motion  pieture  stars  or  material  are 

gracefully  integrated  into  a  program 

and  put  across  with  good  showman- 
ship, the  entertainment  value  is  that 

much  greater.  Unquestionably,  the  re- 

sult is  a  mutually  beneficial  arrange- 

ment both  to  the  sponsor  and  to  our- 
selves. 

Motion  pictures  and  the  atmosphere 

surrounding  them  and  their  stars  are 

glamor  and  excitement  per  se.  Adver- 
tisers of  many  products  have  long  been 

turning  to  the  movie  stars  for  endorse- 
ment of  their  wares.  Why?  Because 

they  are  known,  they  are  attractive  and 

interesting,  people  react  to  them.  In 
the  same  way  the  movie  companies 

have  been  sought  out  1>\  television, 
which  is  eager  to  use  their  properties 

and  people  on  t\  in  order  to  lure  view- 
ers. Vnd  where  do  most  of  the  big 

entertainer-  on  television  come  from? 
Where  else! 

Whenever  the  movies  participate  in 

tv  programs  the)  always  in  to  put 
ilieit  besl  fool  forward  and  furnish  the 

besl    entertainment     possible.      We    feel 

we  do  a  serious  legitimate  job  of  en- 

hancing tin1  entertainmenl  \alues  of  a 

program,  helping  a  sponsoi  get  an  au- dience for  his  program. 

I\    -eek-    and    need-    what   the   movie 

makers  <  an  offer.  \  (ele\  ision  pro- 

gram is  fortunate  if  it  can  arrange  a 

tie-up  with  a  picture  companv.  The 
whole  tiling    is  a  beneficial,   rewarding 
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arrangement  all  around  for  televi- 

sion, for  the  advertiser,  for  us — and 
for  the  audience. 

HOLLYWOOD  GOOD  FOR  TV 

By  Ted  Cott 
General  Manager 

Du  Mont  O&O  Stations 

Marriages  are 

supposedly  made 
in  Heaven,  but 

with  the  excep- 
tion of  the  late 

Bride  and  Groom, 

have  rarely  been 
consummated  on 

the  television 

screen.  A  natural 

marriage  that  should  and  does  take 

place,  and  with  increasing  frequency, 
is  that  of  Hollywood  and  Television.  If 
television  is  to  reflect  American  living 

habits  and  interests,  it  can't  avoid — and 
in  fact,  should  seek  out — a  liaison 

with  the  film  capital.  And  there's  no 

reason  why  we  shouldn't  live  happily ever  after. 

By  its  very  nature,  Hollywood  pro- 
vides material  of  top-grade  entertain- 
ment value  that  is  good  for  rating 

points — and  what's  good  for  sets-in- 
use  is  good  for  television.  This,  of 

course,  brings  up  the  basic  problems 

of  the  all-too-often  missing  ingredient 
of  editorial  support.  This  points  to  all 
activities  on  the  American  scene.  It 
seems  to  me  that  television  should 

move  even  closer  to  this  concept.  The 
automobile  show — with  all  the  cars — 

could  very  well  be  a  television  annual 
feature.  Television  can  be  the  great 

exhibition  hall  of  the  country.  Certainly 

this  is  promotion,  but  it's  over-all  pro- motion that  builds  consumer  interest. 

Instead  of  being  around  the  corner, 

prosperity  gets  cornered  when  business 
booms.  As  a  vital  force  in  consumer 

spending — whether  it  be  for  cars,  or 
soap  or  movies — tv  should  pitch  in. 

Apart  from  feeding  the  continuing 

tapework  of  interest,  editorial  support 

for  responsible  industries  always  pays 

off  in  advertising  support.  The  news- 
papers have  never  lost  and  often 

gained  by  their  editorial  support  pages 

which,  having  passed  the  test  of  public 
interest,  breed  circulation  and  adver- 

tising schedules. 

Because  the  basic  ingredient  in  its 
product  is  entertainment,  Hollvwood 

seems  to  get  more  than  its  share  of 

promotion  and  support.  But  who's 
counting?  *  *  • 
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On  the 

line . . . 

a  million  dollars 

in  the  first 

three  weeks! 

On  June  12,  nbc  will  present  the  special  premiere  broadi 
cast  of  MONITOR. 

Rut  monitor  has  already  arrived.  In  the  three  weeks  sincl 

the  rate-card  was  issued,  America's  alertest  advertiser. 
a, nl    their  agencies   have    rushed   to   invest   more   than 

$1,000,000  in  MONITOR  with   the  first  program  almost  1 
month  away. 

For  monitor  is  an  unequalled  opportunity  to  reach  a  hup 

cumulative  audience  at  prices  no  national  advertiser  ca 

afford  to  pass  by.  Wherever  Americans  go,  monitor  pool 

with  them  from  8  a.m.  each  Saturday  until  midnight  Sun 

day  — into  living  rooms,  bedrooms  and  kitchens;  a 
beaches,  ball  parks  and  summer  camps;  along  the  high 

ways  in  29,000,000  family  cars. 

Packed  with  forty  hours  of  the  most  exciting  and  enter 

taining  material  that  the  full  resources  of  NBC  can  provide! 

monitor  has  everything  for  everyone  —  new  sounds  it 

music,  in  news,  in  everyday  living  — even  new  sounds  ir 



Dddities  (the  nation  will  hear  a  worm  turn,  an  oyster 
laugh),  monitor  will  take  its  listeners  to  the  boulevards 
of  Paris  with  Art  Buchwald  ...  an  assault  on  the  sound 

barrier  with  an  Air  Force  jet  pilot  .  .  .  the  uncontrolled 
hilarity  in  a  TV  studio  as  the  comedian  warms  up  his 
audience  .  .  .  above  all,  to  the  raw,  pulsing  life  of  the 

unexpected  news-break. 

Even  now,  NRC  Radio  reaches  half  the  families  in  the 

United  States  each  weekend.  MONITOR  will  bring  in  mil- 
lions more,  and  keep  their  radios  near  them.  And  to  take 

your  message  to  these  millions,  monitor  offers  the  most 

flexible  plan  in  broadcasting  history.  You  can  buy  one- 
minute  announcements,  30-second  announcements  and 

6-second  "bill-boards,"  and  you  can  buy  them  as  you  need 
them  —  on  the  entire  network  or  on  any  or  all  of  the 
five  NBC-owned  stations. 

A  special  Introductory  Dividend  Plan  gives  you  an  extra 

bonus  if  you  sign  up  now  — value  piled  on  value  in  the 

precedent-shattering  pattern  for  radio's  future-. 

These  are  some  of  the  sponsors  who 

have  already  put  their  money  in  Monitor 
American   Motors  Nash  Division 

i;>  iiiltill  Pontine,  Inc.    Carter  Products 

Douglas  Laboratories,  Inc. 

Food  Fair  Super  Markets,  Inc.  (Washington,  D.  C.) 

Gem  ral   Motors  Corp.,  Chevrolet  Division 
Gruen  Watch  Company 

I/;/  ( '071 1 ""  "'   /'■  '  oh  um  Corp. 
I'll 'lip  Morris  Inc. 

1,'iiilio  Corporation  of  America 

Seaforth!  Shulton,  Inc. 

Thomas  J.  Lipton,  Inc.    Wi  stt  rn  Union 

EXCITING  THINGS  ARE  HAPPENING  ON 

HJ  Radio a  service  of 
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agency  profile 
Samuel  If.  Northcross 

V.p.,    television    director 
William    Esty   Co.,    New   York 

"An  agency  shouldn't  be  in  the  business  of  producing  tv  shows  or 

films,"  says  Sam  Northcross,  William  Esty  Co.'s  tv  director. 
Northcross,  a  North  Carolinian  without  a  drawl,  is  one  of  those 

former  Chapel  Hill  men  now  in  tv,  who  didn't  set  out  to  go  into 
show  business.  At  one  time  a  country  editor,  he  later  worked  with 

George  Gallup  in  public  opinion  and  audience  measurement  re- 
search for  five  years.    He  got  into  tv  in  1949,  when  he  joined  Esty. 

"When  an  agencj  gets  into  producing  it  gets  involved  in  too  many 

extraneous  things,  like  real  estate,  unions.  It's  all  expensive  and 
alien  to  the  agency  business.  This  company  prides  itself  on  its  sta- 

bility,  and  we  don't  like  to  hire  for  13-week  cycles  only.  Besides," 
he  added,  "no  agency  can  make  mone\    producing  shows. 

However,  the  matter  of  supervising  show  production,  stressed 

Northcross,  ma)  well  be  among  the  most  important  functions  of 

major  radio-t\  agencies  today.  William  Est)  Co.,  which  is  billing  at 
the  rate  of  $26  million  in  l\  alone  this  year,  will  be  the  agency 

supervising  The  Colgate  Comedy  Hour  after  5  June. 

"The  producing  company  is  York  Pictures,  owned  partly  by 

Paramounl  and  Martin  and  Lewis,"  explained  Northcross.  "Next 
fall,  the  show  will  be  entirelj  a  variety  show,  with  a  continuous 
in.c.  topical  headline  acts,  to  he  direelK   competitive  with  Sullivan. 

Will  the  ni.c.  he  a  newspaper  personality? 

"No.  We're  fairlj  well  d«  ided  on  an  actor,  one  who's  sufficiently 

mature  to  carrj  authorit)  with  the  people  in  his  business.  We're 
also  planning  to  pul  more  stress  (and  money)  on  names  than  on 

production  values. 
\mong  the  agen<  \  s  other  major  t\   client-  are  the  R.  J.  He\  nolds 

lull.    Co.,  Genera]   Mills  and   P.  Ballantine  \  Sons.    Interesting 

i-  the  changing  pattern  of  cigarette  advertising  o\ei    network  t\. 

"There's  been  a  tendenc)  for  cigarette  companies  to  share  spon- 
sorship in  ordei  to  ,^et  more  reach.  Our  relinquishing  pari  oi  The 

Camel  Vews  Caravan  was  the  first  step  in  thai  direction. 

William  Est)  I  o.  currentl)  ha-  -i\  network  t\  shows  running  for 

the  three  Reynolds  cigarettes  (Winstons,  Camels,  Cavaliers)  and 
will  add  two  new  network  properties  in  the  fall. 

Northcross,  who  lives  in  Connecticut  with  his  wife  and  two  daugh- 

ters, has  occasional  twinges  "f  nostalgia  for  the  South.  "Lets  put  it 

this  way,  I  jusl  hope  m)   I  i  year-old  will  go  to  Duke  nexl  fall."  *  *  * 

66 SPONSOR 



For  the  third  *consecutive  time  this  year  nationally  recognized  surveys  show  KLZ-TV  as  the  undisputed  leader  in 

Denver's  four-station  market  —  and   by  a  wide  margin!  The  April  ARB  credits  KLZ-TV  with  — 

10  of  the  top  15  most-viewed  programs  in  Denver  — 

•  KLZ-TV  has  7  of  the  top   10  multi-weekly  •   Most  total  quarter-hour  FIRSTS — 

programs — "Carl    Akers'    News"    heads  Day  and  night. 
the  list  with  a  18.2  rating  at  10:00  p.m. 

•    Most  half-hour  program  FIRSTS  — 

•  Highest  rated  weather  programs.  Day  and  night. 

•   Highest  rated  sports  programs. 

In  addition— and  this  is  mighty  important  to  you 

9  OF  THE  TOP  lO  SYNDICATED  FILM 

PROGRAMS  IN  DENVER  ARE  ON  KLZ-TV! 

Here  they  are: 

1st    "Death  Volley  Days"     35.3-klz-tv  6th   "City  Detective" 

2nd  "Life  of  Riley"  34.7-klz-tv  7th   "Annie  Oakley" 

3rd    Studio  57"  33.7-KlZ-TV  8th     Liberate 

4th   "I  Led  Three  Lives"      28.5-kiz-tv  9th  "Stories  of  the  Century"  22.3-klz-tv 

5th   "Mr.  District  Attorney"  26.9-klztv  10th  "Victory  at  Sea"  21.7-klztv 

23.3-KlZ-TV 

23.1-Channel     B 

22.5-KLZ-TV 

srage  27.2. 

In  New  York  the  reported  average  is  12.7;  Minneapolis-St.  Paul,  22.2; 

Chicago,  21.7;  Atlanta,  24.6;  Boston,  25.8;   Los  Angeles,   18.9; 

Washington,  D.C.,   19.2;  Cleveland,  24.6;  and  Dayton,  26.7. 

Denver  leads  them  all  —  even  markets  with  only  two  stations. 

The  chances  are  9  out  of  10  that  your  program,  too,  will  have  a 

better  viewing  audience  and  do  a  better  selling  job  on  Channel  7! 

Sell  the  rich  Denver  market  with  Denver's  television  leader. 

Place  your  national  spot  program  on  KLZ-TV. 

Write,  wire  or  phone  your   Katz  man  or  KLZ-TV  sales  today! 

'American  Research  Bu 

THIS  YEAR'S HEADLINER 

AWARD 

Presented  to  KLZ-TV 

in  recognition 

of  the  television  documentary 

"BLUEPRINT  FOR  DISASTER" 
This  is 

further  evidence  of  KLZ-TV's 
leadership  in  public  service, 

journalism  and 

graphic  reporting  of  events affecting 

Denver  and  the 

.  Rocky  Mountain  Region 
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:    .   rYPE! 

THE  UNIMPEACHABLE  SOURCE 

Started  swearing  early 
on  a  stack  of  Bibles. 

Tireless  source  of  in- 
formation ever  since.  In 

Washington  today,  how- 
ever, listeners  turn  to 

WTOP  Radio  as  their  prime 
source  of  information. 

And  they  listen  to  such 
an  extent  that  WTOP  has 

the  top-rated  network 
and  local  news  programs 

in  Washington  radio. 
In  fact,  WTOP  is  the 

only  station  with  news 
programs  that  rank 

consistently  in  the  Top 
Ten  I  No  question  thai 
WTOP  Radio  can  be  your 
most  reliable  voice  in 

•on,  too.  We'll 

;  ve  you  details. 

WTOP  RADIO 
R«pro»ented  by  CBS  Radio  Spot  Sales 

[Continued  from  page  10) 

the  more  traditional,  is  way  over  the  heads  of  the  tv  audience. 

The  appeal  it  has  is  extremely  limited  and  when  a  story- 
board  or  a  film  commercial  depicts  people  and  things  this 

way,  I  think  the  average  viewer  is  either  confused  or  re- 

pelled by  it.  As  such,  it  creates  animation  which  lacks  iden- 
tification for  the  viewer  and  his  problem,  something  anima- 

tion starts  out  lacking  anyway.  This  drawing  style  replaces 

graphic  demonstration  and  elucidation  with  a  kind  of  satire. 
For  this  reason  I  have  a  feeling  it  is  a  technique  which  tends 

to  destroy  whatever  message  it  tries  to  present. 

I  recall  most  vividly  one  of  the  first  animated  commer- 
cials I  ever  worked  on.  This  took  place  some  six  or  seven 

years  ago  and  featured  a  product  dispensed  in  taverns  (which 
shall  be  nameless).  The  company  prexy  looked  over  the 

storyboards,  his  first  experience  if  I  remember  rightly.  He 

seemed  to  wince  as  lie  passed  from  picture  to  picture.  "That 
bartender,"  he  said,  pointing  to  50'<  of  the  frames.  "Cute 
drawing,  isn't  it?"  I  said  rather  lamely. 

"It*^  funny,"  he  said. 

I  brightened.   "Sure  is,"  I  said  with  enthusiasm. 

"Bartenders  all  over  town  will  think  we're  making  mon- 
keys of  them,"  he  replied.   "Can't  we  make  him  look  nicer?" 

I  Iried  to  explain  about  animation  and  the  fact  that  it  had 

to  have  an  element  of  caricature  or  it  wouldn't  be  animation. 
I  felt  he  was  stuffy,  unintelligent,  narrow  minded.  Hut  Mr. 
President  was  adamant. 

\iid  he  was  absolutely  right.  Just  to  be  faithful  to  a  tech- 
nique, 1  was  stupid  enough  to  take  a  chance  offending,  by 

satirizing,  the  powerful  few  who  dispense  the  product.  .  .  . 

llic  very  folks  who  could  push  competitors'  products  by  a 
slighl  move  of  the  hand. 

As  an  arch  foe  of  the  whimsical  and  the  cle\er-for-elever- 

ness'-sake,  I  am  now  considered  a  tired  old  man  by  many  of 
m\  confreres.  While  the  description  may  be  fitting,  the 

-\  mptom  is  not.  *  *  * 

Letters  in n»h F or  out  an 
are 

welcomed 
Do  i "//  alu  a)  s 

agree 

1CI ill    the   opinions /)'e/i  Foreman  ex- 

presses  in  "A id  1. 

hs 

'.-"   Bob  and  the 

editors  oj  SPONSOR 

u  null/  1  e  happy  to 

re  cm  '• 

and  print 
comments  from  leaders. 

tddress  l'><<li  Foreman^  < 0 
SPONSOR, 

Ill  /. 

49  St. 
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"That  cat  can't  sing  a  note  . . . 

I  happen  to  know" 

Stunts  like  this  are  good 

medicine  for  any  show. 

They  make  a  hit  with  TV 
audiences  .  .  .  particularly 

with  the  people  in  the 

know.  (The  dog  is  a 

ventriloquist.*)  They  create 
conversation  .  .  .  they  attract 

customers.  And  they're 
easy,  inexpensive  to 
produce  .  .  .  when  you 
USE  EASTMAN  FILM. 

*  If  you  haven't  heord  story 

No.  662  about  "the  dog  that  was 

a  ventriloquist,"  drop  us  a 

post  card. 

For  complete  information— what  film  to  use, 

latest  processing  technics— write  to: 

Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY,  Rochester  4,  N.Y. 

East  Coast  Division 

342  Madison  Avenue 

New  York  17  "v 

West  Coast  Division 

6706  Santa  Monica  Blvd. 

Hollywood  38,  California 

Midwest  Division  Wosf  Coast  Division 

1 37  North  Wabash  Avenue       6706  Santa  Monica  Blvd 

rhicago  2,  Illinois  Hollywood  38,  Californii 

J.  GERMAN,  Inc. 
td  distribution  of  Eastman  Professional  Motion  Picture  Films 

fe L 





STORER   BROADCASTING   COMPANY 
NATIONAL  SALES   HEADQUARTERS: 

k     TOM   HARKER,    National   Sales   Director  •  118  E.  57th   St.,   New  York  22,   ELdorado   5-7690 

1     BOB  WOOD,  Midwest  National  Sales  Mgr.  •  230   N.   Michigan   Ave.,   Chicago    1,    FRanklin    2-6498 

/     GAYLE  V.  GRUBB,  Pac.  Coast  Natl  Sales  Mgr.        •         111  Sutter  Bldg.,  San  Francisco  4,  Calif.,  WEst  1-2093 



100  major  advertisers 

are  now  using 

Spanish-Language  radio. 

^
\
 

()\cr  100  national  and  major  re- 

gional advertisers  use  Spanish- 

language  radio  to  sell  the  Mexi- 
can-Americans concentrated  in 

the  Southwestern  United  States. 

Among  these  Best  Foods,  Carna- 
tion, Cocomalt,  General  Foods, 

General  Mills,  Maine  Sardines 
and  others  use  the  facilities  of  the 

I  I  XAS  M'ANISH  LANGUAGE 
\l  I  WORK. 

The  stations  of  the  TSLN  are  all 

key  full  time  Spanish  stations  in 
their  area  and  offer  advertisers  a 

comhined  coverage  of  over 

1,000,000  Spanish-speaking 
listeners 

TEXAS  SPANISH 

LANGUAGE  NETWORK 
KIWW  XEO-XEOR  XEJ 

.  i 

Vail 
RtprMrnUd  nationally  by 

NATIONAL    TIMES   SALES 

I  g  o 
HARLAN   G.   OAKES   &   ASSOC. 

I  r unci sco 

(Continued  jrom  page  32) 

About  the  time  we  were  scrambling  around  London,  Paris, 
Rome,  Brussels,  Rheims,  Berlin.  Frankfurt,  Wiesbaden  and 

many  point-  north,  east,  south  and  west,  tv  was  still  just  some- 
thing a  hunch  of  enterprising  gents  were  trying  to  get  off  the 

ground.  Radio  had  done  and  was  doing  a  big,  important  job 

and  piling  up  vast  annual  billings.  Gleason  was  working 
around  clubs,  as  was  Berle,  and  Lucille  Ball  was  making  a 

picture  now  and  then,  opposite  guys  like  Dick  Powell.  No- 
body had  ever  heard  of  Paddy  Chayefsky  or  Rod  Serling,  and 

Disney  was  happily  minding  his  own  theatrical  motion  pic- 
ture business. 

Maybe  a  week  or  so  before  we  arrived  in  London  the  first 

atom  bomb  had  been  dropped  on  Hiroshima,  and  I'm  sure 
nobody  bad  any  idea  that  Ralph  Edwards  would  build  a  show 
on  the  grisly  event  a  decade  later.  And  Gen.  Eisenhower  was 
telling  us  at  a  session  at  his  headquarters  in  Frankfurt  that 
one  of  the  biggest  difficulties  with  the  Russians  was  that, 

notwithstanding  utilization  of  the  finest  interpreters  avail- 
able the  Russians  still  were  often  confused  by  what  we  were 

trying  to  say. 

Ike  told  of  a  situation  wherein  it  was  proposed  by  the 

Americans  that  certain  staging  areas  for  our  troops  be  set  up 
in  a  sector  of  Berlin.  Zhukov  objected  strenuously  to  this, 

and  Ike  got  nowhere  until  be  discovered  that  the  Russian 

interpreter  had  given  Zhukov  the  idea  our  troops  wanted  to 
put  on  theatrical  presentations.  The  Russian  idea  was  that 

we  ui'iv  planning  propaganda  entertainment.  Just  a  mis- 

interpretation of  the  word  "staging. " 
British  Broadcasting  Corp.  gents  shuddered,  10  years  ago, 

every  time  any  of  us  mentioned  commercial  radio.  And  the 

Freneh  national  network,  Radio  Diffusion  Francais,  was  oper- 
ating in  a  manner  which  caused  US  to  refer  to  it  as  Radio 

Confusion  Francais.  We  didn't  realize  it  at  the  time,  but  the 
network  was  mereh  reflecting  the  general  state  ol  confusion 

in  the  nation — a  condition  which,  lamentably,  hasn't  im- 
proved  any  since. 

\\  e  were  all  ai  a  part}  in  the  home  of  British  producer 
Jack  Hylton  in  London  the  night  the  Japanese  surrendered, 

and  as  everywhere  else  in  the  world,  there  was  much  rejoic- 
ing.   There  Was  much  talk  about  the  bright  new  era  into  which 

we  were  sure  to  I  e  heading.  I  guess  it  hasn't  turned  out  to  be 

thai  bright,  hut  like  I  said  in  the  beginning,  we're  all  still 
here,  and  it  could  be  a  lot  darker.  *** 
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with WAVE 
you  don't  buy  the  hen— 

YOU  BUY  THE  EGGS! 

In  Kentucky  it  pays  to  put  all  your  eggs  in  one  basket  —  in  WAVE,  the 
station  that  gives  you  exactly  what  you  need,  and  at  the  right  cost. 

KENTUCKY'S  MOST  IMPORTANT  MARKET 

WAVE's  59%  BMB  daytime  area  is  almost  a  perfect  duplication  of  the 

Louisville  Trading  Area,  which  accounts  for  42.5%  of  Kentucky's 
Net  Effective  Buying  Income! 

BIG-LEAGUE  PROGRAMMING  — HIGH  LISTENERSHIP 

WAVE  is  the  only  NBC  station  between  Cincinnati  and  the 

Mississippi  River.    Local  programming  is  top-notch,  too  —  we  employ 

62  people  on  radio  alone,  44  of  them  solely  for  on-the-air  activities. 

Don't  buy  the  hen  —  buy  the  eggs.   NBC  Spot  Sales 
has  the  figures. 

WAVE 

LOUISVILLE 

5000  WATTS 
NBC  AFFILIATE 

<*?£ 

I  SPOT   SALES 
National  Representatives 



for  low  cost — area  coverage 

you  can  get  on  top  of 

3  MAJOR  MARKETS  in  5  STATES 

with  .  .  . 

WMGTch»mnel19 
ON  TOP  OF  MT.  GREYLOCK,  MASSACHUSETTS 3700  FEET  ABOVE  SEA  LEVEL 

H  is  ;i  station  foi  the  buyei  who  lias  to 
s-t-r-e-t-c-h  his  I  V  dollai  to  the  utmost  and  ye) 
get  solid  coveragi  \\\K.I  is  on  top  of  famous 
Mi.  Greylock  3,700  feel  above  sea  level. 
Everywhere  you  look  you  see  people  355,720 
I  V  families  w  ith  mone)  to  spend!  Ml). my 
Hid   the   Hudson   Valley,    Berkshire    Hills  and 

Springfield  and  the  Connecticut  Valley  are  all 
effectively  covered  by  the  high  and  might) 
WMG  1  transmitter.  No  other  station  can  cover 
these  3  MAJOR  markets  in  5  states  at  sue  li  a 
low  <  osi  \liii  advertisers  are  discovering 

VVMG1  is  the  key  link  in  their  national  mer- 
chandising plans. 

TOP    TRANSMITTING    SITE    GIVES    TOP    AREA    COVERAGE 

GREYLOCK   BROADCASTING   CO. 

8    Bank    Row     •     Pittsfield,    Massachusetts 

Represented  by  THE  WALKER  COMPANY 

Want  to  know  more? 

WRITE  TODAY  FOR  MARKET  DATA  FOLDER 

AFFILIATED  WITH  A. B.C.  and  DuMont  TV  NETWORKS 
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Nighttime     30     May     1955 

SUNDAY         I  MONDAY 

TV  COMPARAGRAPH  OF  NETWORK  PROGRAMS 

TUESDAY  I  WEDNESDAY  |  THURSDAY 

Nighttime    30    May    1955 
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CAVEAT  TEMP0RIS 
EMPTOR 

When  today's  Horatio  grabi  his  Hooper  or  Plafonius  peruses 

his  Pulse  he's  obviously  looking  for  focts  .  .  .  and  when  he  studies 

either  of  those  studies  (ARB  too)  he's  going  to  rediscover  whot 

he  already  knows;  i.e.,  there's  no  station  like  WTRF-TV  in  the 
Wheeling- Steubenville  Two  Billion  Dollar  Market.  By  every 

accepted  standard  of  measurement  WTRF-TV  dominates  by  a 

wide  margin,  indicating  that  the  397,000  families  in  the 

WTRF-TV  coverage  area,  owning  304,778  television  receivers 

prefer  this  unusually  popular,  watchoble  station.  The  upper  Ohio 

Valley,  known  as  "the  rich  Ruhr  Volley  of  America",  covered 
by  WTRF-TV,  is  continuing  to  attract  major  industry  because  of 

its  abundance  of  natural  resources  and  fuel  ond  a  plentiful 

supply  of  manpower.  So,  when  making  up  a  schedule,  or  adding 

to  one,  don't  be  carried  awoy  by  magnified  coverage  figures; 

get  the  facts;  check  the  ratings;  find  out  who's  viewing  whot. 
When  you  do  you  will  realize  WTRF-TV  is  dominating  an 

important  market — worth  your  consideration. 

A  phone  call  will  cause  any  Hollingbery  man  to  grab  his  toga 

ond  laurel  crown  and  come  a-running  to  your  office  to  show 

you  the  latest  Hooper,  Telepulse,  ARB  figures,  or  the  NBC 

schedule.  If  you  insist  on  the  facts  direct  from  the  inner  sanctum, 

call  Wheeling  1177  and  let  Caesar  Bob  Ferguson  tell  you  how 

"Omnia  Gattia  est  diviso  en  fres  parfei"  and  how  WTRF-TV's 

part  is  better  thon  2  to  1  of  the  tuned  in  audience  between 

noon  ond  midnight. 

Pax  Vobiscum. 

NBC-ABC 

Equipped  fur 

network  cold 

WTRF-TV, 
CHANNEL  7  316,000  WATTS 

WHEELING.    WEST    VIRGINIA 



The  service  with  the  most  subscribers" 

LARGEST  SAMPLINC  OUTSIDE  U.  S.  CENSUS 

1,800,000  FAMILIES 
being   interviewed  this  year! 

No  other  service  approaches  Pulse 

for  sample  size  and  accuracy 

— #1  in  the  industry 

1  Accurate-  because  samples  are  big  enough  to  measure 

smallest  audiences;  no  embarrassing  inflation  of  big  shows, 

pither    True  size! 

2  Accurate — because  probability-type  sample,  closely  con- 

trolled, is  expertly  administered. 

3  Accurate— because  refusal  rate  is  negligible  in  comparison 

with  turn-downs  on  diary  chore  or  machine  installation 

tinkering. 

4  Accurate — because  total  sample  is  used,  the  whole  response, 

so  superior  to  diaries1  50-70$   returns. 

5  Accurate— because  "editing*1  is  nil!  No  tapes  with  lO1™,- 

Bpoilage.   No  diaries,  with  W-20%  of  those  received  unuidble. 

6  Accurate-  -because  no  "mathematical  adjustment"  or  "qual- 

ity control"  needed,  as  with  machines  and  diaries,  in  combina- 
tion or  singly. 

7  Accurate-  -because  response  is  natural,  not  conditioned  by 

diary,  machine   No  artificial  forewarnings,  no  self -consciousness. 

8  Accurate  — beeause  response  is  voluntary,  not  influenced  by 

prizes,  money,  or  free  set  service 

9  Accurate-  because  maximum  statistical  error  range  is  negli- 

gible, only  3  Id  to  f>  10  of  \%  in  TV  daytime  and  nighttime 
shows. 

10  Accurate— because  technology  perfected  since  1941,  has  made 

Pulse  the  #1  standard  by  which  most  transactions  in  radio  and 

television  are  guided. 

This  month  throughout  the  U.S.,  750,000  homes  are 

being  interviewed  tor  next  month's  "U.S.  Pulse  TV" 
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Tie  BCTTCR  TffMMm  to*  tonttm't 

isiiii  luii 
•  .  .  by  cable  car  or  tractor 

Up  California  St  reel  to  the  crest  of  fabulous  Nob  Hill,  from  there  to  the  boun- 

tiful soil  close  at  baud,  a  land  rich  in  all  tbc  ingredients  of  trade  lias  produced 

the  West's  most  sound!)  prosperous  metropolitan  area,  with  a  per-household 

spendable  income  of  S6.252.00  . . .  one  of  the  nation's  highest. 

Rich  land,  this  San  Francisco  market.  Here  4,700,000  people  owning  1,100,000 

television  sets  {80%  saturation)  demand  and  can  afford  the  better  things. 

I     No  Northern  California  campaign  is 

truly  complete  without... 

krlF^i^f  west" 
CHANNEL     £P 

SAN  FRANCISCO,  CALIFORNIA 

Affiliated  with  CBS  Television  Network 
Represented  by  the  Kutz  Agency 

WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 
WBZWBZA  .  WBZ-TV.  Bm/om 
KYW  •  WPTZ,  Pbiladtlphia 

KOKA  •  KOKA-TV.  Pimburgh 

W0W0.  Fort  Wayxt 

KEX,  Portland 

,  if  Fm&  Ptlti     '■■ 
KPIX.  V.  i   / i  I  bt  K.i!:  AgtUt} 
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THE  P&G  STORY 
■ 

Spot's  job:  The  impracticality  of  ap- 
■  i  inula-.  P&G  spokesmen 

obvious  from  the  simple 
fact  that  20  brands  are  current!)  using 

spot.  Says  A.  N.  Halverstadt,  manager 
of  tlic  advertising  production  division: 

"Our  brands  vary  from  foods,  to  tooth- 
paste  if  home  permanents,  as  well  as 
soaps.  Within  these  groups  there  are 
marked  individual  brand  differences. 

Some  nf  our  brands  appeal  basically  to 
the  housewife,  others  to  additional 

groups  such  as  working  women  and 
single  girls,  some  have  an  appeal  for 
men.  loo.  Furthermore,  we  use  spot 

in  several  ways,  not  one." 
Halverstadt  defines  the  main  job  of 

spot  for  P&G  as  follows:  "We  employ 
spot  primarily  to  build  a  new  product 
until  il>  distribution  is  national,  at 
which  time  the  national  media  of  net- 

work television  and  radio  take  over  the 

main  burden." 

I '.ut  spot  is  also  used  by  P&G,  adds 
Halverstadt  (1)  to  supplement  network 

coverage;  (2)  to  substitute  for  net- 
work coverage  where  nel  shows  are 

dropped  or  are  unavailable  in  specific 
markets;  (3)  to  slug  hard  temporarilj 

in  selerted  market-;  (4)  to  spread 
news  of  a  product  change. 

Sometimes  spol  tarries  the  ball 
alone;  Lava  Soap,  for  example,  has  no 
network  outlets  at  all,  but  is  riding  a 
substantial  spot  budget.  In  March,  it 
carried  schedules  on  49  stations.  Last 

it  spent  an  estimated  $718,375  on 
spot  t\.  according  to  N.  C.  Rorabaugh, 
whose  specific  dollar  figures  for  P&G 

•I-  are  appearing  here  in  print  for 
the  first  time.  Station  -rhedules  for 

1954-5  are  taken  From  the  HoruLmigh 
Report  on  Spot  Television  Idvertising. 

Although  thia  article  deals  primarily 

with  P&G's  spol  television,  which  takes 
an  estimated  86'  I  of  the  company's 
spot  budget,  it  should  be  borne  in 
mind  thai  the  same  basic  thinkin 

applied  to  spol  radio;  in  radio  P&G 
ame  high  <<>\  ei  age  at  lov 

■  osl  it  seeks  in  tv. 

I  he  Btandard  P&l  -  product-building 
itlt'il  into  fi>  i 

'•  Product  development  period.  'I  he 
tri<  k  i-  to  ■  ome  up  with  a  product 

feature  thai  can  I"-  promoted  as  offer- 
something  superioi  to  vur  com- 

petitors' produt  i -.  I  In-  simpl) 
fleets  the  hard  fact,"  a  P&G  marketing 
man   told    SPONSOR,   "thai    unless    you 

have  a  point  of  superiority  which  ap- 
peals to  the  public,  it  is  going  to  be 

mighty  hard  for  you  to  carve  out  a 
position  in  an  established  market,  or 
to  build  a  business  with  any  reasonable 

expenditure  of  funds."  If  neeessary. 
the  labs  will  work  for  a  decade  to  get 

the  product  right  for  market.  The  case 
of  (deem  is  instructive.  Reports  the 

marketing  man:  "We  preferred  to  wait 
for  10  years  till  we  had  the  right  prod- 

uct rather  than  enter  a  difficult  market 

without  a  distinctive  toothpaste."  P&G 
had  learned  a  sad  lesson  with  a  liquid 

dentifrice,  Teel,  developed  just  prior 
tt>  the  Second  World  War;  it  never 

quite  got  off  the  ground. 
So  important  are  special  product 

features  to  advertising  that  the  ad  boys 

will  sometimes  go  to  the  labs  with  re- 
quests to  try  to  develop  one  or  two  that 

would  make  sensational  copy. 

2.  Consumer  testing:  After  the  lab 

men  feel  that  the  job  is  close  to  com- 
pletion, the  consumer  testing  begins 

in  earnest,  aimed  at  finding  out  how 
homemakers  in  particular  feel  about 

the  product — in  the  case  of  Gleem, 

color  of  paste  and  tube,  flavor,  foam- 

ing action.  The  "blind  test"  poses  the 

P&G  product  against  a  competitor's 
without  labels;  the  consumer  is  asked 

to  use  both  and  to  report  preferences 

al  a  later  date.  Perhaps  a  million  inter  - 
\  iews  are  conducted  yearly.  A  com- 

pany spokesman  estimates  that  P&G 
itself  conducts  about  400,000  research 

interview's,  of  varying  kinds,  per  year, 
and  purchases  about  600,000  more 

through  outside  firms. 
Results  are  fed  back  to  the  labs  and 

tin-  advertising  and  marketing  people. 
At  ibis  time,  an  advertising  agency  is 

brought  in  to  work  with  the  ad  depart- 
ment in  the  development  of  marketing 

plans,  including  projection  of  volume, 
needed  ad  expenditures,  copy  ap- 

proaches, couponing  and  other  promo- 
tional  plans. 

3.  The  test  markets:  Once  the  over- 

all promotional  program  is  agreed  on, 

it  i-  carefull)  tested  in  a  few  markets. 

"The  blind  test  is  all  very  well,"  says 

a  P&G  man.  "but  you  can  still  fall  flat 
"ii  miui  fare,  as  has  happened."  He 
pointed  -p''iinall\  to  Wandra,  and 
\tl\el.      P&G     beautx      products      thai 

passed  the  blind  trsi  stage,  but  failed 
in  market  tests.  The  test  market  stage 

offei  -  (  erlain  important  advantages. -ax-   P&G: 

•  You  have  a  chance  to  iron  oul 

an)  product  bugs  while  your  manufac- 
turing  ami  distribution  are  still  very 

small  scale; 

•  You  can  test  ad  appeals; 

•  ̂  ou  can  find  out  once  and  for 

all  whether  you  really  can  do  the  ex- 
pected volume  job  against  the  hard 

reality  of  competition. 
P&G  will  use  whatever  local  media 

will  best  fit  its  needs,  but  generally 

tends  to  favor  the  air  media.  Spot 

frequency  varies  according  to  esti- 
mated volume.  A  toothpaste  has  a 

larger  potential  market  than  a  hand 
soap  with  a  strong,  but  limited  appeal 

for  men,  like  Lava.  Since  the  ad  bud- 

get is  figured  on  the  basis  of  a  "case 
rate,"  the  larger  volume  item  will  natu- 

rally get  the  bigger  funds,  and  the 
greater  spot  frequency.  There  is,  in 
short,  no  theoretical  figure  for  ideal 

frequency  which  P&G  applies  as  a 
formula. 

Frequency  will  vary  with  market, 

too.  P&G's  new  fluoride  toothpaste, 
Crest,  is  being  market  tested  in  three 

areas.  In  Rochester,  the  brand  is  run- 
ning 23  announcements  per  week  on 

three  stations.  In  Portland,  Ore.,  it  is 

carrying  eight  announcements  on  one 
station.  Back  in  the  fall  of  1946,  when 

Tide  opened  the  detergent  era,  spot 
radio  was  relied  on  with  an  average  of 

10  daytime  and  five  nighttime  an- 
nouncements per  week  plus  local  cut- 

ins  on  two  or  three  daytime  serials. 

Tide's  "creeping  introduction"  was  a 
market-by-market  growth  starting  with 
hard  water  areas. 

4.  The  intermediate  stage.  Assum- 

ing success  in  the  market-testing  stage, 
the  brand  then  begins  its  period  of 

growth  to  national  size.  The  "creep- 
ing" market-by-market  process  is  em- 

ployed because:  (1)  production  facili- 
ties can  be  expanded  by  stages  and 

keep  pace  with  sales;  (2)  a  key  method 
in  the  whole  product  introduction  pro- 

gram of  P&G  is  sampling,  and  it  takes 
time  and  manpower  to  do  a  job  on  a 

large  scale. 
During  this  period  spot  is  primary. 

The  ad  budget  increases  steadily  with 

market  growth.  Schedules  are  often 

quite  heavy.  P&G's  new  shortening, 
Fluflo.  is  in  this  stage  now.  In  Janu- 

ary it  carried  schedules  on  46  stations. 
Examples  of  spot  frequency:  Chicago, 
37  annouin  emenls  during  one  week  on 

three  stations;  Rockford,  in  the  same 

state,  18  announcements  per  week  on 

two  stations;  Rochester,  19  announce- 
ments per  week  on  three  stations; 

Pittsburgh,  L3  announcements  on  one 
station. 

There  is  no  time  limit  for  this  stage. 
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.  especially  people 

like  Miss  Sydney  Smith 

Pretty  as  Springtimi   isWR<   V's  Miss 

Sydnej  Smith.  \  m  1  she's  llial  raresl  "f 
women— the  kind  other  women  believe. 

1  hat's  why  she  keeps  getting  fan  letters 

like  t h i>  one  from  Leslie  Dunier  of  tin- 

I'.mil  Mogul  advertising  agency,  for 

Ronzoni  Macaroni  Products: 

^B^B>>  «■,»•. 

"It  takes  a  minor  miracle  to  ̂ ri  u  omen 

to  switch  in/in  one  spaghetti  to  another. 

But  1  think  that's  what  we've  got  in  your 

commercials  for  Ronzoni.  Your  'woman- 
to  a  oman1  talk  has  the  hind  of 
beliei  rilnlii)  that  accomplishes  selling 

minifies.  It  e  plan  to  be  mi  />')    /  INE 

for  ii  long  time." New  York  women  listen  regular!) 

to  BY-LINE  WITH   SYDNE1    SMITH. 

9:35  to  10:00  a.m.  weekdays.  And  ju-t 

as  regularly  they  buy  the  varied  products 

—food,  drugs,  appliances,  even  "the 

Jd 
movie  for  tonight''— which  Sydnej 
describes  so  warmly  and  persuasivel) . 

To  sell  BIG  in  the  nation's  biggest 

Ls 

market,  it  takes  "counter  intelligence" 

—a  specialty  of  WRCA  radio 
personalities,  like  Tex  &  Jinx.  Al  Collin-. 

Jim  Coy.  and  Jimmy  Powers.  \nd 

like  Miss  Sydney  Smith. 
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.  lo  national  sta- 

overnight.    It  was  market 
I.,   ol   L952,  launched 

..i)  the  national  buildup  in   1953.    Na- 
tional   distribution    was    reached     bj 

nan   1954.  But  Dreft,  on  the  other 

hand,  the  first  I'M-  detergent,  for  fine 
laundering,  was  introduced  as  Ear  back 

a-  L935.    For  12  years  it  remained  in 

the  intermediate  spot  stage,  because  it 
did  so  well  in  the  hard  water  areas.  It 
was  not  until  alter  the  Second  W  orld 
\\  ar  that  it  went  national. 

•>.  \ational  distribution.  The 

achievement  of  national  distribution  is 

the  signal  for  network  coverage  on 
television,  radio,  or  both.  These  now 
become  the  main  media,  while  spot 

lake-  on  the  role  of  supplement,  (deem 

toothpaste,  for  example,  averaged  about 
20  l\  announcements  a  week  during 

it-  1953-54  buildup.  In  L954  alone 

Gleem  spent  an  estimated  $4,031,069 
in  spot  t\.  which  made  it  the  top  P&G 

spot  spender.  But  while  the  brand  was 

spending  over  a  million  dollars  a  quar- 
ter during  the  first  three  quarters  ol 

L954,  during  the  lasl  quarter  spol  ex- 
penditure was  cut  almost  in  half.  And 

although  the  station  list  of  1  15  com- 
pared favorable  with  the  L43  in  the 

fii-t  quarter  of  last  year,  frequency 
was  down  considerably.  For  example, 
in  a  market  where  Crest  had  23  an- 

nouncements,  (derm  had  four,  where 
il  had  eight,  (deem  had  only   two. 

Gleem  now  has  solid  network  tv  ex- 

posure  at  night  through  The  Loretta 
)  oung  Show,  \BC  1 '  ,  and  The  Jackie 

Gleason  Show,  on  CBS  l\.  in  the  day- 

time through  Search  Foi  T<>m<>rn>i< 

and  On  )  "///  '■  count,  (  l'>v  T\  ;  on 

daytime  radio  through  the  CBS  /'  end1) 
II  in  i  i'n  Show. 

Network  coverage  does  not 

thai  spot  disappears  oi  becomes  un- 
important.  I  tde  spent  an  estimated 
>;;  U5.009  last  yeai  on  spol  tv,  Ivorj 

-  .  $716,761,  Joj  $491,577,  Shasta 
1,741,  Ivon  M;'k' -  $396,642. 

Supplemental  spol  uses  are  consid- 
ered highly  important  by  P&G.  Stand- 

ard i'ii'  ii<  e  i-  to  extend  a  campaign's 
li  b)  adding  spol  markets  not  <<>\ - 

ered  b)  its  network  show-.  Another 
favorite  P&G  practice  is  to  substitute 

i  spol  campaign  when  a 
brand  drops  oul  ol  a  network  show  foi 
an)  reason.  \n  equivalent  spol  t\ 

<  ampaign  foi  a  dayl  ime  sei  ial  w  hich 
the  brand  sponsored  two-and-a-half 

times  I"-!  week  would  be  about  i 
a  me  week  during  the  day- 

'•. . . t > r I  announce- 

ments in  a  market  weekly  are  consid- 

ered an  approximate  "equivalent"  of 
a  nighttime  network  t\   -how. 

Special,  short-term  campaigns  are 
to  recreate  excitement  about  a 

product.  Such  campaigns  can  he  quite 

heavy.  Tide,  for  example,  spent  more 
than  half  a  million  dollars  during  the 

nd  quarter  of  L954  on  spot  t\.  Joy. 
fvorj  Snow  and  Cheer  were  also  verj 

heavy  during  limited  periods  last  year. 

Spot  is  ideal,  the  company  feels,  for 

spreading  product  news.  A  current 
example  i-  Dreft,  now  re-issued  in  a 
pink  color.  The  momentous  news  is 

being  purveyed  through  a  powerful 

spot  campaign.  Total  number  of  sta- 
tion- was  79  during  March.  In  New 

York  the  barrage  ((insisted  of  52  an- 

nouno  ments  per  week.  In  Los  \n- 
.  the  frequency  was  17.  in  Wash- 

ington, I).  C,  16. 

Xiflht  or  iUty?  P&G  is  commonly 

thought  to  have  clear-cut  feelings  about 
nighttime  and  daytime  television  and 
radio.  But  its  spot  schedules,  at  least, 

show  no  over-all  preference  either  way. 
During  the  last  quarter  of  1954,  Tide 

spent  almost  twice  as  much  in  the  day- 
time as  at  night,  Cheer  over  three 

times  as  much,  Joy  about  12  times, 

[vory  Flakes  four  times.  These  prod- 
ucts have  a  strong  housewife  appeal. 

Lava  Soap,  on  the  other  hand,  aimed 
at  men.  put  93%  of  its  spot  tv  budget 

for  the  period  into  nighttime. 

(deem  Toothpaste,  whose  appeal  is 

considered  to  extend  to  the  entire  fam- 

ily, put  more  than  ')(>' ,  of  its  fourth- 
quarter  budget  into  nighttime.  The 

company  s  new  home  permanent,  Pin- 
It.  put  its  entiie  spot  budget  into  night- 

time; the  prospect  is  the  working  girl 
as  well  as  the  housewife.  Similarly, 

Shasta  Shampoo  put  11%  of  its  spot 

budget  into  nighttime. 
But    l\oi\    Snow,  a  washday   product 

with  an   obvious  housewife  slant,   put 
ol  its  spot  budget  into  nighttime. 

\nd    unlike    Shasta    Shampoo,    P&G's 

Drene  Sham]    spenl  !',')',    of  its  spot 
budgel  during  the  day,  and  Prell 

Sham]   75'  -  . 
If  there  i-  anj  i  omp  inj  attitude  to- 

ward day  and  night  l\  \  allies  a-  such. 
il  i-  formulated  in  general  term-  only. 
Media  Directoi  Paul  lluth  character- 

izes the  two  time  |   ids  this  way  : 

a.  \  ighttime  gn  es  j  ou  "reach,"  al- 
low- \  on  to  gel  in  the  lai  gesi  numbers 

ol   people  wih   j  our  <  ommercial  mes- 

b.  I  )a\  time  i-  MMi-i  useful  foi  "fre- 

quency." Audiences  may  be  smaller 
than  at  night  but  you  can  afford  to  hit 
them  more  often  with  \  our  messages. 

But  these  are  useful  concepts  onlv 

wlen  applied  flexibly,  Huth  cautions. 
In  the  specific  market  situation  your 

actual  purchase  may  not  follow  the 
rule  at  all. 

The  competitive  situation:  "Some- 

time-."' a  rep  told  sponsor,  "P&G  buys 
considerably  above  a  $2.00  cost-per- 

1,000.   But  why,  I  haven't  the  slightest 

idea."' 

An  observer  close  to  the  soap  com- 

panies offers  the  following  interpreta- 

tion: The  big  soap  outfits  view-  their 
own  ad  campaigns  in  relation  to  those 
ol  the  competition.  It  is  not  enough, 

for  example,  for  P&G  to  know  that  in 

a  given  market  Tide  is  reaching  X 
number  of  people  with  Y  number  of 
commercial  messages  a  week  or  month. 

Just  as  important  is  the  commercial 

frequency  of  Colgate's  FAB,  Lexer's 
Rinso,  Monsanto's  All.  I  Last  \  ear.  in- 

cidentally. All  topped  the  list  of  pack- 

aged-soap and  detergent  spot  tv  brands, 
spending   an   estimated    S<>(>:$.71  7. 1 

The  consumer  is  exposed  to  all  the 

campaigns,  goes  the  explanation,  and 
P&G  must  watch  closely  lest  the  com- 

mercial impact  of  its  messages  be  di- 
luted because  of  the  total  ad  barrage. 

It  must  be  certain  that  proportionate- 

ly, the  schedules  for  its  brands  are 
strong  enough  to  achieve  satisfactory 

impact  despite  the  competition. 

Agency  role  in  spot:  P&G  savs  it 

relies  heavily  on  its  agencies  for  plan- 
ning and  execution  of  spot  campaigns 

as  it  does  for  all  other  phases  of  its 

ad  operation.  All  plans  are  developed 

through  agency  presentations.  The  sys- 
tem works  this  way: 

The  agency  prepares  a  presentation 

covering  these  points: 
1.  The  campaign  budget; 
2.  The  market  list; 

3.  The  expected   a\erage   frequency 
of  the  spot  campaign  ; 

4.  The  average  rating  and  cost-per- 1.000  aim. 

Specific  station  lists  or  availabilities 
are  nol  included. 

The  P&G  media  hawk-  go  through 

the  presentation  thoroughly,  check  it 

foi  facts  and  logic.  Once  client  ap- 
proval is  obtained,  the  agency  time 

hinine  department  goes  to  work.  From 

this  poini  on,  the  agency  is  free  to 
exercise  its  own  judgement  in  making 
the  besl  purchases  possible. 
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Alter  the  purchasing  is  completed, 

the  agency  semis  a  report  to  P&G's 
media  department.  Now  the  slide  rules 

come  out,  and  the  media  men  go  over 

the  agency's  purchases  with  a  careful 
eye.  They  check  to  determine  whethi  r 
the  agenc\  lias  delivered  as  promised. 

whether  the  achieved  cost-per-1,000 
and  rating  average  bears  any  resem- 

blance to  that  talked  about  in  the 

agem  \    presentation. 

This  two-time  check  keeps  agency 
timebuyers  on  their  toes.  It  is  obvious 

win  I'&G  timebuyers  are  tough  buyers. 
Thej  have  to  be.  They  know  they  have 

to  be  able  to  justify  with  sound  rea- 
sons any  purchase  thej  make.  How 

well  ingrained  P&G  thinking  is,  is  indi- 

cated by  one  timebuyer's  claim  that 
the  client  has  never  questioned  any  of 
his  bins! 

P&G  feels  that  it  makes  sense  for  all 

the  agencies  and  themselves  to  use  one 

tv-set  count.  This  is  arrived  at  through 
regular  meetings  of  agencies  and  client, 
who  all  pool  their  research  resources. 
The  figures  are  used  then  as  the  base 

against  which  to  calculate  cost-per- 
1.000. 

It  makes  sense,  too,  the  company 
feels,  for  all  to  use  the  same  ratings. 

At  the  present  time  ARB  is  the  stand- 
ard in  spot  television. 

This  system,  incidentally,  often  cre- 
ates confusion  among  reps  who  oper- 
ate with  other  rating  services,  since 

contradictions  between  different  ratings 
are  common. 

Maximum  discounts:  Since  discounts 
are  figured  for  accounts  rather  than 

brands  or  agencies,  maximum  fre- 
quency discounts  are  the  rule  for  P&G. 

even  where  a  brand  buys  a  light  sched- 
ule. In  practice  this  means  that  P&G 

buys  time  more  cheaply  than  many 
others. 

P&G,  incidentally,  is  credited  with 

having  done  much  to  bring  about  the 
present  discount  structure  because  of 

its  consistently  huge  volume. 

Tied  in  with  this  is  the  "exchange" 
benefit  brands  enjoy  with  regard  to 
spot.  An  agency  may  call  another  with 

a  request  for  a  loan  of  part  of  a  par- 
ticular station  schedule  for  a  short 

period.  Each  agency,  moreover,  will 

inform  the  others  when  time  periods 

are  being  dropped  so  that  company 
brands  can  have  first  crack  at  them. 

Spot's  future:  Spot  seems  clearly 
slated  for  important  roles  in  P&G's  fu- 

ture   air    activity.     Alreadv.    the    fir-t 

quarter  of  L955  shows  a  spot  t\  in- 
crease over  the  comparable  period  last 

year.  I  here  are  sign-,  and  strong  one-. 
that  spot  radio  maj  soon  loom  large 
in  P&G  schedules. 

The  clue  to  P&G's  future  media 
plans  lies  in  this  concern  with  num- 

bers. The  lack  of  any  true  program  phi- 
losophy in  the  current  nighttime  P&G 

tv  picture — as  explained  in  part  one — 
i>  a  sign  that  the  slide-rule  policy  is 
growing  stronger  rather  than  weaker. 
The  implications  are  clear,  and  are 

confirmed  by  Procter  &  Gamble:  The 
media  which  can  demonstrate  their 

ability  to  deliver  maximum  audiences 

at  low  cost  per  ad  impression  will  wm 
the  P&G  business.  The  others  will  van- 

ish from  the  company's  ad  schedules, 
or  very  nearly.  Numbers,  not  senti- 

ment, will  prevail  in  the  end. 

Nowhere  is  the  "numbers"  story- 
more  at  issue  today  than  in  daytime 
network  television  and  radio,  in  both 

of  which  P&G  is  today  a  major  biller — 
approximately  $17,000,000  in  daytime 
tv,  *  11,300,000  in  daytime  radio.  This 
month  the  network  contracts  are  up 
for  renewal.  Part  three  of  this  series 

next  issue  will  explore  the  company's 
thinking  on  network  television  and 
radio.  Part  four  will  deal  with  the 

advertising  structure  of  P&G  and  rela- 
tions with  its  agencies. 

In  the  meantime,  after  all  this  talk 

of  slide  rules,  what  is  P&G  going  to 

do  about  sponsor's  disquieting  dis- 
covery that  there  are  P&G  timebuyers 

who  don't  even  know  how  to  use  the 
things?  *  *  * 

40  E.  49TH  ST. 
(Continued  from  page  16) 

WHAT  ABOUT  THE  SPONSOR? 

I  have  read  and  re-read  with  great 

interest  "Radio-Merchandising:  do  you 

ask  too  much?"'  which  appeared  in  the 
7  March  issue  of  sponsor. 

First,  only  the  views  of  large  station 

operations  were  mentioned  on  the  side 
of  radio.  Secondly,  we  at  WCSC  have 

only  recently  re-organized  and  en- 
larged our  promotion-merchandising 

department  for  radio  and  tv  and  are 
vitally  interested  in  this  issue. 

It  seems  to  me  that  both  "buyers" 
and  "sellers"  have  the  wrong  \  iew- 
point  on  radio  merchandising.  I  real- 

ize I  have  just  stepped  out  on  the  tip 

edge  of  a  very  long  limb.  It  would 

seem  that  "buyers"  work  merchandis- 

ing for  what  can  be  had  and  "sellers" 

<  on-ider   thelil-el\e-   being    had.   Neither 

side    seems    to    have    given    the    real 

buyer,  the  sponsor,  much  thought. 
When  you  stop  to  bin  a  hot  dog, 

the  -mart  hot  dog  stand  operator  will 
add  relish  to  the  hot  dog,  mustard  and 

bun.  He  <harges  nothing  for  this  ad- 
dition. If  the  customer  want-  cheese 

and  onions  added,  he  usually  has  to 

paj  extra.  He  expects  to.  Now,  I  don't believe  the  customer  goes  back  again 

and  again  to  that  same  hot  dog  stand 
because  he  gets  the  relish  free.  He 

goes  back  because  the  hot  dog  tastes 
Letter.  Paralleling  that,  it  would  seem 
this  should  be  the  attitude  of  radio  and 

agency  people  concerning  radio  mer- chandising. 

We  at  WCSC,  realizing  that  all 

things  worthwhile  change  with  chang- 
ing circumstances,  feel  that  it  is  now 

necessary  to  offer  an  entire  selling 

package  when  we  offer  a  spot  schedule 
or  program  for  sale.  No  longer  is  it 
enough  to  merely  put  the  commercial 

on  the  air  and  forget  it.  That's  selling 
the  sponsor  short — and  ourselves  too. 
His  success  is  ours.  We  feel  that  we 

must  make  sure  distributors  and  deal- 

ers are  aware  of  this  advertising  dollar 

being  spent  in  their  behalf. 
There  seems  to  be  a  prevailing  fear 

that  by  and  by  merchandising  will 

"wag"  radio.  I  think  this  attitude  in 
itself  is  selling  the  selling  power  of 

radio  short.  Radio  is  far  too  powerful 

a  selling  medium  to  stand  in  the  shad- 

ow of  any  "Plus  Service"  it  might offer. 

But,  this  I  believe — no  one  to  m\ 
knowledge  has  really  given  the  types 

of  merchandising  we  could  be  doing 

proper  thought.  At  least  I  have  seen 
no  evidence  of  this  thought.  Daj  after 

day  I  receive  stereotyped  letter-  from 
agencies  each  asking  for  e\a<  ll\  the 

same  l\  pes  of  merchandising.  It  just 

doesn't  make  sense  to  assume  that  the 
merchandising  plan  which  will  bring 

results  for  one  sponsor  will  bring  re- 
sults for  them  all.  Perhaps  the  agen- 

cies feel  we  at  the  station  level  should 

be  the  ones  to  do  the  creative  thinking 
in  this  line.  I  feel  they  are  the  ones 
who  are  closest  to  the  advertiser  and 

his  product.  They  sit  in  on  all  the  pre- 
liminarv  planning  and  conferences  and 
the)  follow  through  on  these  plans. 
The  agencies  should  be  leading  the 

way.   .   .   . Annie  Lee  Small 

Promotion-Merchandising    \l gr., 
WCSC,  R&TV,  Charleston,  S.C. 

30  MAY  1955 
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ORANGE  JUICE 
ere  51 ) 

"We  feel  that  a  strong  local  per- 
ilit)  with  his  own  following  in  a 

market  <  an  do  a  far  better  job  of  pro- 
moting a  new  product  than  recorded 

announcements,"  Joan  Stark  told  spon- 
sor. "And  to  get  the  full  benefit  of 

the  local  talent  making  the  pitch,  we 

send  along  onl\  'suggested'  cop)  and 
a  fart  sheet  about  Golden  Gift,  so  that 

the  talent  can  give  the  commercial  in 

his  ow  n  w  a\ .  ' 

(  G  prefers  early-morning  and  mid- 
d;.\    radio  shows.    In  New  York,   for 

example,  GG  buys  12  minute  announce- 

ments weekl)   in  \\  \KW  's  Klavan  and 
Finch,    Mondays    through    Saturdays 

6:00-9:30  a.m.,  and  25   in   WMGM's Ted   Broun    Show,   Mondays    through 

Saturdays  7:00-10:00  a.m.    Cleveland 

one  of  Golden  Gift's  100%  radio  mar 
kets,    hears   some   27    to    30    GG    an 
nouncements  weekly.  Starting  in  April 
Golden  Gift  advertises  on  four  Cleve 

land  stations.  It  uses  Bill  Randle,  a  d.j. 

on  2:00-6:00  p.m.  ovei  WERE,  a  5  kw 

SEVERAL  HUNDRED  CASES 

PLUS  SALES  DUE  TO  KXLY-TV 

Very     truly    yours, 

(Signed)    Wright  Dearborn 
C.    S.   Gratiam    &    Comp 

SPOKRllE 

RICHARD  E.  JOIIES 

vlci  pres.8,  gen.  mgr. 

UinSHMGTOn 

Rep.-BUERV-KnODEL 
moore  &  Lund :  seottle, port  land 

music,  news  and  sports  independent: 
The  Morning  Man  Show,  with  d.j.  Bill 

Gordon,  8:00-9:00  a.m.,  over  WHK, 
the  5  kw.  MBS  affiliate;  A  la  Carson, 

7  :  r>-8:30  a.m.,  plus  two  20-second  an- 
nouncements preceding  Breakfast  Club 

over  WJW,  the  5  kw.  ABC  affiliate; 

Bill  Mayer's  1:00-3:15  p.m.  d.j.  show 

plus  two  announcements  in  Woman's 
(  lub  of  the  Air,  12:15-1:00  p.m.  over 
\\  I  \\\.  the  50  kw.  NBC  affiliate. 

"We  always  have  our  stations  con- 
tact the  Golden  Gift  distributor  in  the 

area,"  Joan  Stark  continued.  "In  that 
way,  the  distributor  can  help  with  sug- 

gestions for  merchandising  and  mail- 
ings. Many  of  the  stations  send  out 

mailings  to  retailers  over  the  talents' name,  mentioning  how  they  support 

the  product.  By  the  same  token,  we 
ask  the  distributor  to  keep  the  talent 
on  shows  we  participate  in  supplied 

with  our  product." 
\\  liile  Golden  Gift  has  not  had  time 

to  make  actual  consumer  tests  to  gauge 

the  results  of  its  radio  advertising,  re- 
action from  retailers,  distributors  and 

the  trade  in  general  has  indicated  to 

the  firm's  satisfaction  that  its  radio 

strategy    is  effective. 
Currently,  Golden  Gift  also  has  tv 

advertising  in  some  15  markets,  al- 

though the  company  is  switching  to  ra- 
dio in  some  markets.  With  tv,  Golden 

Gift  usually  aims  at  children  between 

ages  four  and  10,  on  the  premise  that 
a  word  from  them  will  send  mama  to 

the  nearest  grocery  store. 

"Those  little  arm-twisters  get  their 

way,"  says  Bob  Young,  himself  father of  three. 

To  reach  this  age  group,  Joan  Stark 

buys  minute  announcements  in  chil- 
dren's shows  between  4:30  and  6:30 

p.m.,  at  a  rate  of  some  10  or  more 
announcements  per  market.  Though 
the  lead-in  to  the  minute  film  commer- 

cials may  be  an  animated  jingle,  the 
commercial  itself  shows  a  housewife 

squeezing  oranges  iti  her  kitchen.  giv- 
ing  up,  and  pouring  a  full  glass  out  of 
a  container  of  Golden  (nft  instead. 

The  major  stres>  in  all  Golden  Gift 
commercials  is  based  upon  two  major 

concepts:  I  1  I  it's  far  more  convenient 
to  pour  o.j.  out  of  a  container  than  to 
have  to  mix  it  with  water  as  you  must 
with  th«'  concentrates  or  have  the  mess 
of  pulps  and  rind  from  squeezing 

oranges  yourself ;  (2)  it's  now  possible 
to  have  healthful  "grove-fresh  orange 

juice,  from  loit',  Florida-fresh  tree- 

ripened  oranges." 
About  three  months  ago  Golden  (iift 
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READY    FOR    DELIVERY 
....  the  half  of  Indiana  which  accounts 

for  $2,478,295,000  in  retail  sales. 

Only  one  station  delivers  it. 
For   the   greatest   coverage   in    Indiana select 

WFBM-TV    INDIANAPOLIS 
Represented  Nationally  by  the  Katz  Agency 

Affiliated  with  WFBM-Radio,  WOOD-AM  & 

TV,  Grand  Rapids;  WFDF,  Flint;  WTCN, 

WTCN-TV,    Minneapolis-St.    Paul. 
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i    l>ii    of   difficultj    with   the 
us  I  >ion,  state  trade 

i]  11  .  ■•  growers,  over 

labeling   .if   it-  cartons.    Golden 
( .in    o  m:  e,   extracted    fresh    in 

n'-  Deland,   Fla.,  plant,  is  then 
''irradiated"'  with  an  ultra-viole!  proc- 
.  --  invented  b)   Dr.  Sperti,  to  preserve 

the    juice    longet     from    deterioration. 
\  I  «<  hi t   three  months  ago,  the   Florida 
Citrus   Commission    decreed    thai    an\ 

that   was  processed   in   am    wa\ 

beyond  just  being  squeezed  could  not 

be  labeled  "fresh."   On  15  Ma\  Golden 
Gift    came    out    with    new    containers, 

marked    "  1<><>' ,     pure   Florida    orange 
juice  I  fresh  flavor  last-  days  in  your 

erator ' ." I  he  Florida  Citrus  Commission  rul- 

ing  does  not   appl)    to  GG's  advertis- 
ing; however,  Golden  Gift  has  avoided 

stiessing  the  word  "fresh"  in  it-  copy. 
I  ssentiall)   the  question  boils  dow  n  to 

this:  How  do  you  define  "fresh'   j u i<-e? 
Due-  it  mean  "fresh'   when  poured  into 

ntainer,  or  slill  "fresh"  when  it 
rea<  hes   the  consumers?    '  rolden   ( i i  f I 
maintains  thai    the  latter  is  the  valid 

<i<  (iiiitinn     cuie   that    its   product   con- 
forms with. 

Like  anj    new   product,  Golden  (-ift 
i-  being  looked  ovei  with  eagle  eyes  b) 

•  •Woulil  anything  the  public  wanted  lo 
gee  remain   free  it   it  could   be  sold  for 

high gner    price  : 
Tht 

program 
entrepreneurs  are  free  agents  and  are 
not  subject  lo  regulation  bv  any  govern- 

mental authority.  They  ran  sell  their 
wares  where  they  please.  In  the  end  all 
the  desirable  programs  will  be  on  a 
pay-as-you-see  basis.  Free  television  and 
coin-box  television  cannot  eo-exist.  One 
iiuisl  drive  out  the  other  in  order  to 

survive." ALFRED   STARR 

Co-Chairman,  Committee  Against 
Pay-As-You-See  TV 

•        •*••••• 

it-  competitors — not  only  other  "fresh" 
juice  producers,  but  makers  of  canned 

juiee  and  concentrates.  GG's  main 

competitors  in  the  "fresh"  juice  line 
are  Tropicana  and  Orange  Blossom, 
both  with  more  limited  distribution 

than  Golden  Gift's. 
Tropicana's  process  for  keeping  the 

juice  fresh  is  one  of  heating  and  then 

(hilling.  Orange  Blossom  doesn't  do 
anything  but  extract  the  juice,  pour  it 
iiilo  containers  and  ship  it  as  fast  as 
<  an  he  to  the  market,  coded  for  four- 

i!a\    store  sales.    Both  companies  have 

been  pushing  distribution  into  new 
areas:  both  began  their  big  drive  in 
fall  1954.  Orange  Blossom,  distributed 
b\  the  Borden  Co.  outside  of  Florida, 

is  principally  an  East  Coast  product, 
but  is  looking  into  the  Chicago  mar- 

ket now.  Neither  compam  has  done 
anj  radio  or  tv  advertising,  except  for 
small-scale  Florida  ventures.  Orange 

Blossom's  advertising  is  being  handled 
b\  \1  Paul  Lefton  agency,  with  Walter 

Young  as  account  supervisor. 

Golden  Gift  is  having  -liubt  agency 

difficulties  itself  right  at  the  moment. 
The  major  problem  is  the  fact  that 
Harris  &  Whitebrook.  currently  han- 

dling the  account,  is  a  Miami  shop, 
with  a  staff  of  only  one  in  New  York, 
namely  Media  Director  Joan  Stark. 

With  the  rapid  growth  of  the  account 

it  has  become  apparent  to  the  client 
that  he  will  need  more  services  than 

this  small  agency  can  provide. 

The  recent  boom  of  the  fresh  juice 

industry  may  eventually  revolutionize 
methods  of  distribution  of  canned  and 

frozen  concentrates.  At  this  point, 

however,  the  fresh  or  chilled  juices 
form  but  a  tiny  part  of  the  orange 

juice  production  over-all.  Orange 
growers    estimate    that    orange    juice 

Strong  pull 

m^Sm^ 

•  •  •  keeps  viewers  tuned  to 

KMJTV 
FRESNO,  CALIFORNIA  •  CHANNEL  24 

NBC  and  CBS  affiliate 

the  San  Joaquin  Valley's 
FIRST  TV  station  in... 

POWER  now  447,000  watts. 

RECEPTION  Pacific  Coast  Measurement  Bureau 

Survey  (Oct.  '54)  shows  KMJ-TV  re- 
ception "most  satisfactory"  in  area. 

RATINGS  KMJ-TV  carries  20  out  of  the  25  top- 
rated  nighttime  programs  in  the 

Fresno  area   (ARB  report,  Oct.  '54) . 
COLOR  KMJ-TV  was  the  first  local  station 

equipped  to  transmit  network  color 
shows  and  has  presented  them  on  a 

regularly  scheduled  basis. 

Paul  H.  Raymer,  National  Representative 
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production  in  the  1054-1955  season 
will  break  down  as  follows,  in  millions 

of  gallons:  concentrates.  280:  canned 

juice.  61.1;  fresh  or  chilled,  <>."  The 
8.7  million  gallons,  however,  represent 

a  hefty  jump  the  fresh  juice  people 

took  over  1953-1954's  1.5  million  gal- 
lons. Golden  Gift  says  it  is  the  biggest 

fresh  juice  company — claims  809?  "f 
the   fresh   juice  sales  volume. 

If  it's  the  biggest  of  the  fresh  juice 
firms,  Golden  Gift  is  also  the  newest. 

Rob  Young,  then  at  William  Esty  agen- 

cy, stumbled  upon  the  product  a  cou- 
ple of  vears  ago,  took  up  the  idea  with 

Rob  Stivers,  then  at  Hilton  61  Riggio. 
and  the  two  men  decided  to  quit  the 

agency  business  and  become  clients. 
Together  with  Andrew  Young,  now 

president  of  the  firm,  they  bought  into 
Golden  Gift,  embarked  on  a  program 

of  intensive  promotion.  Other  officers 
in  the  firm  are  Hobart  A.  H.  Cook, 

v.p.  in  charge  of  engineering  and  re- 
search; S.  P.  Cole,  v.p.  in  charge  of 

production  and  purchasing. 

Rob  Young  sets  the  advertising  bud- 

get per  market  according  to  the  poten- 
tial of  the  dbtributor  in  that  market. 

Actually,  he  likes  a  start  with  a  12.000 
quarts  weekly  minimum,  evaluates  the 
distributor  within  a  matter  of  weeks. 

"If  a  market  can  absorb  a  few  hun- 

dred thousand  quarts  a  week,  it'll  get 
to  that  level  within  four  to  six  weeks," 
Young  told  sponsor.  Therefore,  the 

big  adyertising  push  conies  in  the  first 
month  of  distribution,  sometimes  levels 

off  slightly  thereafter.  (For  profile  of 
Rob  Young,  see  sponsor,  2  May  1955, 

page  126.) 

Golden  Gift  has  two  major  sales 

problems:  (1)  pricing;  (2)  seasonal 
curves. 

The  pricing  problem  in  itself  is  a 

two-fold  one.  First  of  all,  Golden  Gift's 
price  to  distributors  is  20c  a  quart. 

However,  that  doesn't  mean  that  there's 
one  price  nationally  on  the  retail  level. 
Various  factors  tend  toward  an  un- 

even price  structure:  distributors  in 

some  markets  operate  more  cheaply 
than  others.  In  some  markets,  union 

demands  drive  up  prices.  At  any  rate, 

on  the  average  the  retail  sales  price 
varies  between  32c  and  35c,  with  a 

penny  or  so  added  in  case  of  home 
deliveries. 

The  concentrates  on  the  whole  are 

cheaper  than  fresh  juices.  They  re  sell- 
ing around  30c  to  35c  for  a  can  which 

makes  three  pints.  Golden  Gift  is  now 

coming    out   with    a    pint    size   priced 

around  18c,  to  be  more  competitive 
with  the  concentrates. 

'"I  don't  feci  thai  were  -riling  so 
much  against  the  concentrates,  how- 

ever," says  Rob  \  oung.  "Actually, 
we  re  a  substitute  for  home-squeezed 
orange  juice.  Of  course,  the  concen- 

trates increased  the  market  immeasura- 

blj  when  they  began  their  advertising 

drives  10  years  ago,  and  we're  benefit- 
ing from  that  enlarged  market  too." 

Nor  have  the  fresh  juices  taken  bus- 
iness from  the  concentrates  judging 

from  concentrate  production  figures. 

From  fall  through  2.'5  April  1955.  pro- 
duction of  concentrates  is  14%  ahead 

of  last  year's,  despite  the  fact  that  it's 
the  season  during  which  the  fresh 

ciange  juice  people  invaded  the  mar- 
ket en  masse.  In  terms  of  boxes  (or 

crates)  of  oranges  used,  the  latest  fig- 
ures are:  concentrate,  30.9  million; 

canned,  9.5  million;  chilled  or  fresh, 

1.5  million.  Canned  juices  are  2% 
down  from  last  year. 

The  summer  months  present  some- 
thing of  a  problem  for  the  fresh  juice 

people.  Juice  oranges  come  predomi- 

nantly from  Florida  (California's  Sun- 
kist  are  currently  squeezed  and  distrib- 

uted mainly  in  California).  The  Flor- 

ida oranges  fall  into  three  categories, 

with  the  following  maturing  dates: 
Hamlin  in  October  and  November; 

Parson  Rrown  &  Pineapple  in  Decem- 
ber, January.  February;  Valencia  in 

March.  April,  May  and  June.  During 

the  off-season,  Golden  Gift  is  forced  to 
mix  its  fresh  juice  with  concentrates 

and  change  its  label. 

Actually,  Golden  Gift  advertises  on 

a  52-week  basis,  although  time  is 

bought  in  13-week  cycles  with  the 
usual  two-week  cancellation  clause. 

However,  the  brunt  of  GG's  advertis- 
ing comes  not  during  the  summer 

months,  when  juice  drinking  stays  on 
a  high  level  anyhow,  but  during  the 
remainder  of  the  year. 

Golden  Gift  isn't  resting  on  its  lau- 
rels (and  a  1,300',  sales  boost  in 

seven  months  makes  for  nice  laurels). 

Instead  the  firm  has  already  intro- 

duced a  fresh  grapefruit  juice  in  con- 
tainers, is  considering  tomato  juice 

and  fresh  fruit  salad  a<  well.  Grape- 
fiuit.  of  course,  is  harvested  in  the 

season  after  oranges — therefore  ma\ 
help  bridge  the  off-season  gap. 

"But  even  without  additions  to  our 

line,  we're  looking  forward  to  a  20  to 
'id',  >ales  increase  in  the  fall,  con- 

cluded Rob   Young.  •   •   * 

ROMERO 

OWNS 

SAN 
FRANCISCO 

...JUST  LOOK 

AT  THIS 

RATING 

In  San  Francisco,  says  ARB,  Cesar 

Romero's  new  TV  hit,  Passport 

to  Danger,  dominates  its  time  period 

...  as  it  has  from  the  first  night 

it  went  on  the  air!    Rating  is  high, 

share  of  audience  a  whopping 

75.5%,    and  going  up. 

Now  we  know  this  show  is  "hot"! 
Top  markets  are  going  fast, 

but  some  are  still  available  . . . 

if  you  hurry 

CESAR  ROMERO,  sta rnng  in 

ABC    FILM 

SYNDICATION,   INC. 

7  West  66th  St.,  N.  Y. 

CHICAGO  •  ATLANTA  •   HOLLYWOOD  ♦  0ALLAS 
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Wont  a  "sell-out"  audience  for  your 

TV  dollars?  Then,  it's  time  for  a 
quick-change  to  WJAC-TV,  the  1  sta- 

tion with  a  buying-minded  audience 

in  3  Southwestern  Pennsylvania  mar- 

kets!    Hooper  rates  WJAC-TV: 

FIRST    in    Johnstown 

(a  2-station   market) 

SECOND    in    Pittsburgh 

(a   3-station   market) 

FIRST   in    Altoona 

(a  2-station   market) 

"Ju.t  the  ticket"  for  sure  sales  is 
this    1    buy    that   covers    3    .    .    . 

■     KATZ    man     (or    full    dcl.iili! 

SPOT  RADIO 

{Continued  from  page  43) 

spot  radio  reporting  service  that  would 

compare  to  Rorabaugh's  virtually-com- 
plete Report  on  Spot  Television?  Or, 

l<i  I'll!  figures  for  networks  and  ANPA 
figures  for  newspapers? 

Il  is.  and  it  isn't.  As  SPONSOR  went 
lo  press,  there  were  still  a  few  streaks 

of  light  on  an  otherwise  overcast  re- 
search horizon: 

•  Station  Representatives  Associa- 
tion :  Reps  are  keenly  aware  of  the 

value  of  a  periodic  report  on  who  buys 

what  in  spot  radio.  "It  would  enable 
spot  executives  to  chart  industry  trends 
in  various  advertising  categories.  And, 

i;  would  give  the  higher  echelons  of 

advertiser  management  a  guide  to 

meeting  their  competitors'  spending," 
said  SRA  Managing  Director  Tom 

Flanagan,   due   soon   to   retire. 

Thus  it's  no  surprise  that  SRA's  Re- 
search Committee,  headed  by  Blair 

V.p.  and  Research  Director  Ward  Dor- 
i  oil.  has  been  discussing  ways  and 

means  of  organizing  a  spot  radio  re- 

porting service  for  some  time.  There's 
a  precedent  for  it,  too;  several  years 

ago,  reps  reported  monthly  spot  radio 
figures  to  a  central  bureau  for  a  sea- 

son or  two.  The  project  was  finally 

ilmpped;  too  much  paperwork,  reps 
recall. 

One  plan  under  discussion  is  to  re- 
\ive  the  rep  reporting  procedure 

among  SRA  members.  As  projected, 
the  SRA  members  who  handle  by 

SPONSOR'S  estimate  at  least  70%  of  the 
total  annual  dollar  volume  of  national 

spot  would  each  tabulate  their  monthly 

billings  and  report  it  to  a  central 
source  for  compilation. 

"It  would  be  a  lot  of  work,  but  it 
might  be  well  worth  it.  Measuring  spot 
radio  at  this  level  could  be  a  lot  easier 

;md  more  accurate  than  trying  to  index 
it  after  it  lias  spread  out  to  2.700  U.S. 

lailio  outlets.""  saiil  another  Blair  v.p., \\  ells  Barnett. 

•  Radio  Idvertising  Bureau:  ̂ mong 

the  industry  groups  long  in  favoi  oi 

.1  spol   reporting  servive  has  been  the 
R  \H.     Prior  to  the  start   ol   the   Roersl- 

Roi  ibaugh  plans,  I!  \R  had  a  scheme 
ol  iis  own  in  the  discussion  stage.  \< 

cording  to  I!  \l'>  sources,  it  was  to  have 
i  i  ombination  of  data  gathered 

li om  sc\ eral  sources  clients,  agen<  ies 
and  stations. 

\\  ith  the  demise  "1  Spot  Radio  Reg- 

ister, and  with  nothing  definite  on  the 

future  of  the  SKA's  plans.   I!  \|t  i-  now 

thinking  of  reviving  its  project. 

"W  e  get  calls  from  agencies  and  ad- 
vert isers  at  the  rate  of  three  or  four 

every  week  asking  us  'What  is  our  com- 

petition buying  in  spot  radio?',"  said 
RAB's  Norman  Nelson.  "Even  if  we 

couldn't  get  our  information  to  as  fine 
a  point  as  reporting  on  the  spot  radio 
activity  of  individual  brands,  it  would 

still  be  helpful  just  to  have  total  ex- 

penditure figures  by  categories." •  Other  firms:  Other  research  sources, 

actual  or  potential,  of  spot  radio  ex- 
penditure data  are  largely  marking 

time. 

A.  C.  Nielsen,  which  had  an  option 

to  buy  a  monitoring  service,  Broadcast 
Advertisers  Reports,  has  let  the  option 

lapse  and  has  no  immediate  plans  for 
entering  the  spot  radio  reporting  field. 
Nielsen,  however,  made  a  recent  con- 

tribution in  a  related  spot  field.  On  a 
contract  basis  with  Free  &  Peters  rep 

firm,  Nielsen  prepared  a  cost-and-cov- 

rrage  spot  radio  "cost  estimator"  (see 
story  last  issue)    with  which  manage- 

•  ••••••• 

"Raising  the  sights  in  advertising  to- 
day .  .  .  means  fighting  mediocrity  in 

every  one  of  the  diabolical  forms  in 
which  it  can  present  itself.  It  means 
that  in  our  praiseworthy  zeal  to  defend 
the  common  man  we  must  cease  to  deify 
him.  It  means  we  must  stop  confusing 
what  will  he  accepted  with  what  will  he 
remembered.  It  means  that  we  must 

once  again  hegin  to  accept  the  indi- 
vidual for  what  he  himself  can  accom- 

plish —  not  only  as  an  anonymous 
camouflaged   member  of  a  group." 

LUCILLE  GOOLD 

Vice   President 

Ogilvy,   Benson  &  Mather •  ••••••• 

ment-level  admen  can  make  rapid-fire 

price  estimates. 
Pulse  and  Hooper,  both  of  which 

have  discussed  the  idea  of  evolving 

special  ratings  and  activity  reports  of 

leading  spot  radio  data,  haven't  gone beyond  that  stage. 

The  biggest  spot  radio  monitoring 
services  l>\K.  Radio  Reports.  Marie 

C.  Longstreet — are  still  very  active,  but 
their  work  is  on  a  custom  basis  for  in- 

dividual agencies  and  advertisers  and 

none  told  SPONSOR  they  anticipated  is- 
suing an\  sort  of  general  industrj  re- 

port. 

Meanwhile,  the  spot  radio  research 

i|i  is  -till  heing  filled  slowly  and  la- 
1  -< . i  iousl)   at  these  levels: 

1.  Corporation  management:  Spot 

iadio  isn't  always  clearly  understood, 
appreciated  or  evaluated  properly  even 
1>\  those  very  companies  who  are  its 
I  i      est  customers.   To  many  an  execu- 
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tive  v.p.  or  board  chairman  of  large 

U.S.  advertisers,  "spot  radio"  conjures 
up  a  vision  of  the  B-U-L-O-V-A  time 

signals  of  20  years  ago:  the  word  "ra- 
dio" conjures  up  a  picture  of  a  medi- 

um on  the  downgrade. 

In  the  case  of  spot  radio,  which  has 

grown  noticeably  despite  television  (up 
37%  between  1947  and  1953),  this 

isn't  at  all  correct. 
Since  spot  radio  proponents,  unlike 

those  of  tv  or  network  radio,  do  not 

have  a  guilt-edge  activity  roster  of  big 
clients  using  spot  radio,  they  do  the 

best  they  can.  SRA  and  RAB  execu- 
tives who  call  on  top  executives  (see 

picture,  page  42)  use  the  best  indus- 
try-gathered estimates  they  can  to 

show  spot  radio's  true  size. 
"They  are  usually  an  eye-opener  to 

top  management,"  said  the  radio  sales 
manager  of  a  major  New  York  rep 

firm.  "But  we  still  need  more  evidence 
that   the  spot  radio  medium  is  really 

•  ••••••• 

"To  subscribe  to  the  expert-sounding 
theory  that  radio  is  doomed  because  it 
competes  simultaneously  for  the  same 
audience  with  television  is  as  erroneous 

as  to  predict  that  the  wristwatch  busi- 
ness is  doomed  because  it  on  some  oc- 

casions competes  simultaneously  with 
the  clock  on  the  living  room  mantel. 
The  wristwatch,  like  the  new-function 
radio  medium,  fills  a  very  real  personal 
need  in  a  very  busy  and  fast-moving 
American  economv  and  societv." 

JOHN   KAROL 
V.P.  in  Charge  of  Network  Sales 

CBS  Radio 

•  ••••••• 

going  places.  We  still  need  the  'en- 

dorsement' quality  in  our  selling  that 
comes  from  naming  the  big  advertisers 

who  use  the  medium." 
2.  Advertising  agencies:  Agencymen 

have  a  lot  less  trouble  than  do  many 
businessmen  in  understanding  the  size, 
scope  and  flexibility  of  spot  radio. 

But  that  doesn't  make  any  easier 
the  problem  of  finding  the  answer  to 

the  perennial  $64  question,  "Who's 

buying  what  and  where?"  in  spot radio. 

Accordingly,  timebuyers  and  media 

executives  at  top  agencies  are  forced 

back  on  an  undercover  system  that  in- 
volves periodically  surveying  the  fol- 
lowing sources:  (1)  reps,  usually  by 

telephone  or  personal  query;  (2)  sta- 
tions, usually  by  questionnaires  in 

batches  of  as  many  as  1,000  each  quar- 
ter; (3)  monitor  services,  usually  to 

check  on  special  activity  of  a  competi- 
tor in  a  test  market;  (4)  checking  all 

available  trade  sources,  such  as  Boerst's 
Spot  Radio  Report,  the  trade  associa- 

tions, and  the  trade  press. 
At  best,  all  of  these  measures  above 

are   stop-gap. 

What's  needed,  and  needed  quickly, 
is  a  full-scale  spot  radio  report  which 
shows  periodically  the  products  using 

spot  radio,  the  stations  used  by  each 

product,  the  type  of  spot  purchase,  the 
frequency  of  advertising,  and  the  day 

segment  used. 

This,  in  turn,  would  give  advertis- 

ers, agencies  and  radio  salesmen  a  ba- 
sis for  expenditure  data  by  product 

and  industry,  breakdowns  by  markets, 

tabulations  by  geographical  areas  or 

by  seasons,  and  general  spot  radio  in- 
dustry trends.  The  box  on  page  43 

highlights  just  such  a  need  by  showing 

some  typical  individual  cases. 

Anybody  who  is  willing  to  tackle  the 

assignment  —  and  admittedly  it's  a 
tough  one — will  at  least  have  the  co- 

operation, and  thanks,  of  a  large  seg- 
ment of  the  advertising  industry. 

*  •::•  * 

Earlier  sponsor  articles  on  the  spot 

radio  data  gathering  problem  include: 
Spot  radio  spending:  out  in  the  open 

in  '55?    (10  January  1955,  p.  42). 
Year-end  Report:  Spot  Radio  (27 

December  1954,  p.  88). 

Spot  radio's  time  of  decision  ( 1  No- 
vember 1954,  p.  29). 

5  big  needs  in  spot  radio  (4  October 
1954,  p.  29). 

Spot  radio  is  bigger  than  you  think 
(9  August  1954,  p.  31). 

They're  lifting  the  spot  radio  veil 
(4  June  1951,  p.  36).  *  *  * 

HOMESTEAD— AUTOS 

{Continued  from  page  53) 

Lande,  "It  also  has  a  very  slight  trem- 
or plus  a  touch  of  a  Vermont  accent 

which  makes  the  whole  commercial  a 

very  real  and  very  dramatic  reading." 
The  Ma  Levin  campaign  for  Home- 

stead started  at  the  end  of  August 

1954.  The  starting  schedule  was  a 

heavy  106  announcements  a  week  di- 
vided among  four  Boston  stations — 40 

on  WCOP,  30  on  WVDA,  18  each  on 
WHDH  and  WORL.  The  bulk  of  the 

announcements  were  placed  in  the 

driving-to-work  and  driving-back-home 
limes  of  the  day — in  the  morning  be- 

tween 6:30  and  8:30  a.m.,  and  in  the 
late  afternoon  between  4:00  and  6:00 

p.m.  This  audience  of  car  owners,  it 
was  felt,  would  be  the  best  prospects 
for  Homestead,  and  the  fact  that  the 

ROMERO 

RATES  HIGH... 

HITS  34.3 

IN  FIRST 

MILWAUKEE 

RATING 

In  city  after  city,  ARB*  reports 
PASSPORT  TO  DANGER  is  hot  .  .  . 

and  getting  hotter!  For  example: 

15.1  in  San  Francisco,  with  a  75.5% 

share-of-audience' 

18.1    in    Cincinnati,    with    a    36.7% 

share-of-audience! 

34.3  in  Milwaukee,  with  a 

64.6%  share-of-audience! 

37.0  in  Jacksonville,  with  a  whop- 

ping 86.7%  share! 

43.3  in  Pittsburgh,  with  a 

68.9%  share! 

What  a  star!  What  a  show!  What  a 

way  to  sell  your  product! •Jan.  1955 

CESAR  ROMERO,  sta 
rnng  in 

ABC    FILM 
SYNDICATION,   INC. 

7  Wetl  66lh  St.,  N.  Y. 

CHICAGO  •  ATLANTA  •   HOLLYWOOD  •   DALLAS 
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,1  them  while  the)  were 

iter  impact  and  im- 
i    the    plugs    were 

iround   noontime   in   order   to 

the  housew  ife,  both  while  driv- 
ind  at  home. 

The    results    were    phenomenal.      \i 
I  of  a  month,  unit  sales  of  cars 

at    Ho  VIotors   showed   a   per- 

il liu  rease  of  600' <  .  This  repre- 
sented a  rise  from  an  average  of  four 

sales  a  week,  <>r  less  than  20  per 
month,  to  aboul  120  i  ar  sales  a  month. 

Since  this  initial  jump.  Homestead's 
-ale-  have  continued  to  climb  till  to- 

da\  the)  are  running  double  the 
amount   alter   the  600$    increase. 

"With  the  intensive  air  campaign," 

says  Irving  Lande,  "we  were  also  at- 
tempting to  build  up  long-range  aware- 

ness of  the  company.  We  wanted  to 
reach  men  and  women  who  might  not 
be  interested  in  another  ear  at  the 

moment  hut  might  at  some  time  in  the 
future,  and  would  remember  us  at 

that   time. 

II   ■~tead  -  radio  u>e  has  continued 

heavy.  The)  are  currentl)  running  02 
announcements  a  week  on  \\  I  OP, 

\\  \  I)  \.  and  \\  \  \(..  phi-  sponsoring  a 

five-minute  segment  of  Warm-Up  Time 

onWIIDII  before  the  ballgame  (which 

varies  a-  to  day   of  the  week). 
(in  I  February  1955,  Homestead 

enlarged  its  air  schedule  by  adding  a 
half -hour  t\  -how.  A  series  of  old 

\\  estern  tales  on  film,  called  Stories  of 

the  Century,  it  runs  Tuesdays  from 

6:00  to  6:30  p.m.,  on  \\  \  VC-TV,  is 
aimed  primaril)   at  a  male  audience. 

Starting  5  June.  Homestead  will  add 
another  t\  -how  to  its  schedule.  Some- 

what more  expensive,  this  one  will  be 
aimed  more  at  the  whole  family.  To 

be  seen  on  Sunda)  evening  from  6:00 
to  7:0(1  p.m.  on  WBZ-TV,  Pleasure 
Playhouse  will  feature  selected  movies, 

w  ill   he  co-sponsored. 

There  will  be  an  11-week  overlap 

period  during  which  Homestead  will 
he  bankrolling  both  tv  shows.  Stories 
of  the  Century  will  be  sponsored  till 
the  end  of  August. 

The  rest  of  Silton's  ad  budget  goes 
l.i  newspapers  and  drive-in  movie  ad- vei  tising. 

Here  i-  a  sample  radio  commercial: 

SOl'NI)  KITKCTS:  Crowd  noise. 
Gavel  bangs  three  times  and  crowd 
noise  subsides. 

MALE  \\\<:i!.:  Presenting  .  .  .  the 
first  lady  of  the  automobile  industry  . . . 

CKtW-TV  penetrates  a  popu- 

lation grand  total  area  of 

5,295,700  in  which  85%  of  oil 

families  own  TV   -.' 

Channel    9 
325,000  Watts 

CKLW  radiocovers  a  1  5,000,000 

population  area  in  5  important 
states.  The  lowest  cost  major 

station   buy   in   the   Detroit   area. 

800  kc.  Radio 
50,000  Watts 

Notional  dtp. 

Adam  J.  Young,  Jr.,  Inc. Guardian   Bldg .,  Dtfreil 

Mrs.  Joe  Levin  of  Homestead  Motors! 

FEMALE  ANNCR.:  Everybod)  calls 

me  Ma.  Friends,  30  years  ago  when 

in\  husband  started  Homestead  Mo- 
tors. I  never  dreamed  Vd  be  selling 

new  and  used  cars.  But  here  I  am! 

\  ti*l  being  a  woman,  I  like  my  place 

to  be  homey.  That's  why,  day  or  night, 
I  serve  hot  coffee  and  doughnuts  at 

Homestead.  Being  a  mother.  I  know 

how  important  securitv  i-.  too.  So 
when  you  buy  one  of  my  used  cars, 

you  get  protection  until  it's  paid  for. 
And  there's  no  extra  cost  for  it,  either. 
Stop  in  and  look  at  my  cars.  My  boys 

make  sure  they  look  good  and  run 

good.    1  insist  on  it.    Coffee's  waiting. 

TRIO:  (Jingle)  There's  no  place 
like  Homestead,  there's  no-oh  place 
like  Home-stead! 

MALE  ANNCR.:  Homestead  Mo- 

tors, 1311  Boylston  Street,  near  Fen- 
wa\    Park,    Boston. 

Norman  Wexler  of  the  Silton  agen- 

(  j .  who  also  works  on  the  account, 

points  out  the  "supreme  corniness"  of 
the  tag.  "There's  no  place  like  Home- 

stead," but  also  indicates  its  high  ef- fectiveness. 

The  impact  of  these  commercials  has 
been  apparent  in  ways  other  than  the 
much-increased  sales,  says  Norman 

\\  exler.  "It  is  doubtful  if  there  is  a 

person  in  the  Boston  area  who  doesn't 
know  who  Ma  Levin  is,"  he  states. 
"And  the  campaign  has  been  imitated. 
One  competitor  has  created  a  little  girl 

character  called  "Marc\"  who  talks 
about  her  daddy's  used  cars.  Another 

dealer  advert i-e*.  \o  ma's,  no  pas, 

just  good  used  cars.'." Homestead's  renown  has  also  been 

boosted  by  what  it  calls  its  "Beat  the 
Clock  sales.  Heavilv  promoted  on  the 
air.  these  take  place  one  da\  ever) 
three  months.  Each  hour  of  that  day, 

a  different  car  is  placed  on  sale  for  one 
houi  al  a  great!)  reduced  price.  If  it  is 

not  sold  by  the  end  of  the  hour,  the 

price  goes  right  hack  up  again.  But, 
says  Irving  Lande.  these  specials  sell 
out  almost  to  the  car  and  people  bu) 

others,  too.  Sales  on  "Heat  the  Clock" 
da\s  inn  two  or  three  times  the  volume 

on  their  best  regular  Saturdays. 
I  he     Homestead     Motors    showroom 

and  car  lot  on  w  ide  and  bus)  Bo)  Iston 

Street  i  hea\  il\  populated  w  ith  auto 

dealers)  has  undergone  mam  changes 

to  hi  the  "new  look  in  its  advertising. 
I  he  signs,  in-lead  of  proclaiming  just 

"Homestead  Motors"  now  read  "Ma 

Levin's    Homestead    Motors."     In   ad- 
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dition,  a  big  billboard  has  been  ac- 
quired. The  showroom  is  located  on 

one  side  of  the  street;  on  the  other  is 

a  used  car  "terrace,"  so  called  because 

of  the  ground's  sloping  terrain.  \\  itli 
the  additional  land  purchased  in  back 
of  the  showroom.  Homestead  can  now 
accommodate   180  cars. 

The  all-important  coffee  bar.  com- 
plete with  counter  seats,  was  installed 

in  a  section  of  the  showroom.  How  is 

coffee  served?  "Well,  people  just 

crowd  around,"  says  Irving  Lande. 
"They  get  their  coffee  and  doughnuts, 
then  walk  around  and  drink  and  eat  all 

over  the  place  while  looking  over  the 

cars." 
Who  can  tell?  Boston's  Ma  Levin 

might  cause  another  revolution  in  sell- 
inn  techniques  in  the  auto  industry. 

(See  accompanying  story  for  what  hap- 

pened after  sponsor's  recent  article  on 
an  all-night  Autorama  in  Miami.  I  *** 

WHEN  TV  HITS 

{Continued  from  page  40) 

NBC  TV  promotional  activity  has  re- 
volved around  the  blue-chip  survey 

as  NBC: 

•  Televised  to  over  2,000  admen  a 

live-and-fdm  summary  of  the  study's 
highlights  in  a  13-city  closed-circuit 
colorcast  on  25  May. 
•  Screened  a  color  film,  based  on  the 

study,  for  another  group  of  industry 
executives  and  broadcasters  at  the 

NARTB  convention  on  26  May. 

•  Aired  a  summary  of  television's 
sociological  effects  on  Fort  Wayne 

homes  as  part  of  the  Sunday-after- 
noon telecast  of  Background  on  29 

May. 

•  Began  distributing  today  I  30  May) 
more  than  7.500  printed  copies  of  the 

study  to  leading  advertisers,  agencies, 
libraries,  schools  and  tv  stations. 

The  promotional  aspects — and  use 

by  admen — of  the  study  don't  stop 
there.  NBC  TV  salesmen,  according 
to  National  Sales  Manager  Matthew 
Culligan,  will  make  full  use  of  the 

study's  findings  in  making  fall  tv 
pitches  to  advertisers. 

And,  NBC  TV  research  executives 

feel,  the  study  will  play  a  major  role 

in  future  top-level  tv  planning  >ince 

"advertisers  will  be  quick  to  grasp  the 
fact  that  the  findings  of  this  study 
reach  far  beyond  the  confines  of  a 

market  in  Indiana." 

An  idea  grows:  The  "Strangers  Into 
Customers"  study,   according  to  NBC 

researcher  Tom  Coffin,  was  triggered 

off  by  admen  themselves.    He  stated: 

"bong  before  this  project  was  even 
conceived,  we  researched  key  adver- 

ting people  to  discover  what  aspects 
of  television  tliev  would  like  most  to 

see  investigated.  Their  answer-  made 
it  clear  what  they  wanted.  And  with 

remarkable  unanimity  they  spoke,  al- 
most wistfully,  of  a  study  which  would 

take  the  same  person  and  reveal  his  al- 
titude and  behavior  patterns  before 

and  after  television. 

"It  was  a  tall  order." 
After  months  of  looking  at  maps  of 

the  burgeoning  growth  of  post-freeze 
television,  NBC  TV  started  to  evolve 

its  research  plan. 

Fort  Wayne  was  picked  because  it 

was  the  nearest  thing  to  a  "typical" 
American  city  that  could  be  found  in 

the  non-tv  lists.  As  of  early  1953, 
there  was  no  tv  station  in  the  market. 

There  was  an  application  on  file  with 
FCC. 

When  the  FCC  acted,  so  did  NBC. 

Questionnaires  were  developed  with 
the  W.  R.  Simmons  research  firm,  and 

the  technique  of  the  survey  developed. 
The  actual  survey  was  done  in  two 
waves : 

Before  tv:  The  first  survey  wave 
came  in  October  1953 — a  month  be- 

fore the  target  date  of  uhf  WKJG-TV. 
In  this  wave,  researchers  called  on 

7.500  homes — about  one  out  of  every 
six  in  the  area  to  be  newly  covered  by 

tv.  The  group  was  a  high-quality 
probability  sample. 

After  tv:  The  second  wave  came  in 

April  1954 — about  six  months  after 
the  debut  of  local  tv.  The  same  homes 

were  recontacted,  and  interviews  were 

conducted  with  more  than  90'  '<  .  I  Only those  interviewed  on  both  occasions 

provide  data  for  the  report).  Some 

35c/r  of  the  families  had  bought  tv 
sets. 

On  re-interviewing,  NBC  learned 
that  the  average  new  buyer  had  owned 

his  set  just  three  and  one-half  months. 

Commented  Tom  Coffin :  "It's  a  high 
tribute  to  a  medium  that  it  can  pro- 

duce such  highl)  significant  changes  in 

brand  positions  in  this  brief  span." 

However,  NBC  found  that  it  wasn't 
confining  its  study  only  to  tv's  effects 
on  brand-new  tv  households.  One  out 
of  five  families  owned  tv  sets  before 

Fort  Wayne  Lint  it-  station.  Fringe 
reception  on  the  outskirts  of  town 
could  be  had  from  Davton.  Kalamazoo 

and  even  Chicago  and  Cincinnati. 

Also,  practically  everybodj   in  town 

ROMERO 

IS  TOPS 

IN   HIS 

TIME  SPOT  IN 

CINCINNATI! 

Yes,  Passport  to  Danger,  starring 

Cesar  Romero,  is  going  over  big  in 

Cincinnati,  with  a  25.6  rating  and  an 

impressive  48.2%  share-of-audience 

(source:  ARB,  Feb.  1955).  In  San 

Francisco,  in  Louisville,  in  city  after 

city,  the  story's  the  same.  For  ex- 
ample, here  are  more  ARB  ratings: 

PITTSBURGH  43.3  68.9%  share 

JACKSONVILLE  37.0  86.7%  share 

SAN  ANTONIO  26.1  56.4%  share 

MILWAUKEE  34.3  64.6%  share 

All  this,  plus  the  fact  that  Romero's 
available  to  do  commercials.  No 

wonder  he  has  so  many  happy 

sponsors! 

CESAR   ROMERO,  starring  in  .  .  . 

ABC    FILM 
SYNDICATION,   INC. 

7  Wesi  66th  St.,  N.  Y. 
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YOU  GET 
1.000,000  WATTS 

17  COUNTY  COVERAGE 
IN  N.  E.  PENNSYLVANIA 

NBC  BASIC  BUY 

FASTEST  NEWS  SERVICE 
TO  COMMUNITIES 
OF  AREA 

ENGINEERING 

KNOW-HOW 

NBCRCA  COLOR 

BEST  PICTURE 

-TV  Ch.  28 
Wilkes-Barre,    Pa. 

National  Rep.    The  Headley-Reed  Co. 

rd  TV  MARKET 
—  IN  — 

Georgia-Alabama    Area 

AREA    POPULATION 

1,314,075 

14T950 
TV   HOMES 

(Television   Magazine) 

EFFECTIVE    BUYING    INCOME 

$1,370,306,000 

COLUMBUS,    GEORGIA 
FULL 

POWER 
100 

KW 

WRBL-TV 
Coll  Hollingbery  Co. 

had  seen  a  few  l\  shows  at  one  time 

Mother,  usuall]  while  \  isiting  in  a 

t\  owner's  household  in  Fori  Wayne  or 
elsewhere.  Practically  nobody  was 

completely  "non-exposed"  to  tv  before the  survey. 

Said  Coffin:  "Had  it  been  possible 
to  measure  them  before  any  tv  expo- 
sure  the  changes  shown  in  this  report 

would  have  been  larger." 

Tv  moves  in:  h"<  axiomatic  in  ad- 

vertising  that  the  amount  of  time  peo- 
ple spend  with  a  medium  is  an  index 

of  the  advertisers  opportunity  to  get 

across  his  message  in  that  medum. 

In  Foil  \\  a\  ne's  new  tv  households. 
I\  gave  admen  plenty  of  this  type  of 

opportunity  1  see  chart  of  "Media  min- 
utes daily,"  page  41). 

Says  the  official  NBC  study  presenta- 
tion: 

"Television  increases  the  media  time 

for  each  person  by  more  than  an  hour 
and  a  quarter  each  day.  But  all  of  this 

increase,  plus  the  84  minutes  thev 

'take'  from  other  media,  goes  to  watch- 

ing television." Not  only  does  tv  occupy  more  time 
in  tv  households  than  all  the  other  me- 

dia combined,  it  becomes  the  home's 

most  powerful  source  of  "remembered 
advertising,"  NBC's  study  shows. 

I  \  owners  were  asked  if  and  where 

the)  had  noticed  any  advertising  for 
three  such  widely  advertised  products 
as  new  cars,  laundry  soap,  cigarettes. 
Before  the  start  of  Fort  Wayne  tv,  only 

"'  of  the  people  who  ultimately 

bought  sets  said  they  received  adver- 
tising  impressions  from  tv. 

But,  after  they  bought  tv  sets  and 

started  watching  the  local  outlet,  the 

figure  soared  to  85%. 

l'Refore*purcha8e"    .sell:    For    the 

iii -1  time  in  a  major  research  project, 
1  In  NBC  TV  study  explores  the  way 

television  works  to  condition  custom- 

11-  all  aloiit:  the  mad  that  begins  uiih 

advertising  impression  and  ends  with 

pun  base. 
I  hese  were  some  of  the  highlights: 

•  Hi  and  names  and  product  use:  I!'- 

searchers  asked  respondents:  "What  is 

this     product?"     "What    does    it    do?" 
when  brands  were  mentioned.  I  be  an- 

swers -how  thai  l\  does  a  top  job  of 

lea<  hing  people  to  associate  brand 

names  w  ith  produ<  1-.  and  theii  uses. 
In  th  the  job  was  done,  on  the 

average,  in  jusl  three  and  one-half months. 

I    identification    of   Kent   cig- 

arettes as  the  result  of  its  network  tv 

advertising  (on  CBS  TV,  incidental- 
ly) shot  up  from  27%  to  a  level  of 

63%  among  new  set  buyers — a  clear 

gain  of  74%.  Beautiflor,  a  Johnson's \\  ax  Product,  jumped  from  41%  to  a 
new  level  of  57%.  RCA  Estate  Ranees 

improved  from  an  already-high  51% 

to  a  higher  65' <  . 
•  Trade  marks,  package  design  s: 

People  who  can  identify  trademarks 

generally  know  the  brand  name  and 

the  product  it  stands  for.  To  test  tv's 
ability  to  make  trademarks  (and  other 

distinctive  product  features)  more  rec- 
ognizable, viewers  were  shown  cards 

on  which  were  shown  a  half-dozen 
"masked"  trademarks. 

For  institutional  advertiser  U.S. 

Steel,  who  uses  tv  for  public  relations 

but  makes  widespread  use  of  its  trade- 

mark on  its  program  credits,  trade- 

mark identification  shot  up  from  29'  '< 
"before  tv"  to  69%  "after  tv."  Arm- 

strong's encircled  "A"  trademark  went 

from  1%  to  13%.  Even  RCA's  famous 
"His  Master's  Voice"  trademark  of  dog 

and  phonograph  rose  from  a  level  of 
66%  to  a  new  peak  of  82%,  althouj/h 
the  device  has  been  in  use  for  nearlv 
half  a  century. 

•  Product  reputation:  Tv  makes  peo- 

ple's attitude  toward  products  change 
even  before  they  have  become  custom- 

ers for  the  products.  Women  were 

asked  to  score  their  opinion  of  vari- 
ous tv-sold  household  brands  on  a 

scale  ranging  from  "poor"  to  "very 
good."  These  were  some  of  the  results : 

The  average  brand  climbed  41%. 
Pride,  a  household  wax,  was  rated 

"very  good"  by  50%  more  women 
than  before  tv.  Lilt's  rating  in  top 
spot  climbed  42%.  Cheer  climbed  up- 

ward almost  exactly  the  same  amount 

—41.5%. 

•  Brand  preference:  Tv,  the  research- 
ers learned,  swings  a  lot  of  weight  in 

the  final  stages  of  pre-purchase  think- 
ing: it  often  tips  the  stales  in  favor  of 

a  clear-cut  "brand  preference"  for  tv 
brands  vs.  brands  not  sold  on  televi- 
sion. 

A  number  of  well-known  brands 

were  paired  off:  Lill  and  Toni,  Crisco 
and  Spiv,  Colgate  and  Pepsodent,  Pet 
Milk  and  Carnation.  Fort  Wayne  tv 

\icwrr-  were  asked:  "Which  brand  is 

better?" 

The  average  tv-sold  brand  started 
out  practically  on  a  par  with  non-tv 
1  niipelition.  Brand  preferences,  in 

Othei  words,  were  practicalh  balanced. 
But,  after  a  few  months  of  tv  exposure. 
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set  buyers  gave  the  nod  to  the  tv 

brands  in  a  two-to-one  preference. 

Most  eye-opening  gain:  Pet  Milk, 
which  started  out  19%  behind  Carna- 

tion, wound  up  71%  ahead  after  tv. 
Pet  Milk,  at  that  time,  was  heavy  in 

tv  in  Fort  Wayne.    Carnation  wasn't. 

TVs    effect    on    buying:    As    you 

might  imagine,  the  tv-created  buying 

pressure  finds  a  release — at  the  retail 
sales  counter. 

One-third  more  new  set  owners 

bought  the  average  tv-advertised  brand 
after  they  got  their  set.  Changes  in 

the  "unexposed"  (to  tv)  group  were 
relatively  minor. 

For  Camay,  the  number  of  buy- 

ers actually  decreased  among  non-tv 

reached  women.  Hut,  Camay  purchas- 
ing increased  48%  among  those  who 

did  buy  sets.  Gleem's  customers  in- 
creased 62%;  Maxwell  House  Coffee's 

went  up  88%;  Ajax  climbed  47%. 

Tv  expands  a  product's  market. 
More  non-buyers  changed  to  product 
buyers,  among  housewives  who  got  tv 
sets  as  compared  with  those  who 

didn't.  For  the  typical  product  cate- 
gory, the  conversion  rate  ( non-buyers 

who   became   buyers)    was   one- fourth 

•        ••••••• 

S'lf  we  can  believe  Rodgers  &  Hammer- 
stein,  the  King  of  Siam  would  have  said 

radio-tv  ratings  are  a  'puzzlement.'  For 
most  programs,  there  is  a  wide  selection 
of  ratings  to  pick  from.  You  can  gen- 

erally get  any  size  rating  you  want  and 
the  easiest  thing  of  all  to  get,  is  con- 

fused. And  that's  the  state  in  which 
most  of  us  find  ourselves  most  of  the 
time." 

DR.  E.  L.  DECKINCER 
Vice  Pre*,  in  Charge  of  Research 

Biotc-Beirn-Toigo 
New  York 

*••••••• 

higher  among  housewives  owning  tv 

than  among  those  who  remained  "un- 

exposed." 
The  tv-sold  brands  wind  up  with  a 

bigger  share  of  the  market,  too. 

In  all  of  Fort  Wayne,  set-owners 

and  non-owners  together,  tv  brands 
increased  their  share  of  purchasers  by 
19%  in  the  package-goods  field.  Non- 
tv  brands  fell  off  11%.  In  tv  homes, 

the  shift  was  even  more  apparent:  up 

27%  for  the  tv  brand's  share,  down 
17%   for  non-tv-sold  competitors. 

The  effect  lingers,  despite  the  sud- 
denness with  which  tv  causes  changes 

in  buying  habits. 

Among  new  set  owners  (those  who 

had  owned  their  sets  an  average  of 

Sy2  months),  the  purchasing  of  the 

average  tv-sold  brand  before  tv  came 

to  town  was  18%.  After  tv,  the  fig- 
ure was  24%. 

But  among  "old"  owners  (those  who 
had  owned  tv  sets  for  more  than  a 

year,  and  anywhere  up  to  five  years), 

the  figures  were  quite  similar.  Of  this 

group,  19.1%  bought  the  average  tv- 
sold  brand  before  they  owned  tv.  Even 

several  years  after  they  owned  tv,  the 
figure  was  24.6%. 

This  is  how  NBC  TV's  Tom  Coffin 
summarizes  the  basic  lesson  of  the  Fort 

Wayne  study: 

"Every  new  family  that  buys  a  tv 

set  becomes  a  new  'Fort  Wayne  house- 
hold.' Every  new  program  creates  a 

new  'Fort  Wayne  community.'  Every 
new  station  added  to  a  tv  lineup  es- 

tablishes another  'Fort  Wayne'  for  the advertiser. 

"Television  is  a  tremendous  adver- 
tising force  with  an  inherent  talent  for 

doing  an  intensive  pre-selling  job  that 
is  so  vital  in  marketing  today.  It  is  a 

force  for  growth-minded,  survival- 

minded  manufacturers."  *•*•*• 

TOP  100  ADVERTISERS 
(Continued  from  page  37) 

tures  in  newspapers  are  published  by 
the  Bureau  of  Advertising  of  the 

American  Newspaper  Publishers  Asso- 
ciation, spot  radio  and  tv  sources  are 

limited  and  no  dollar  figures  are  pub- 
lished for  individual  advertisers.  To 

attempt  to  get  spot  dollar  figures  for 
the  top  100  advertisers  for  both  1948 

and  1954  would  be  a  superhuman  task. 

To  include  "print  spot"  (newspa- 
pers) without  air  spot  figures  in  the 

chart  would  have  weighted  the  figures 

in  favor  of  print  even  more  than  PIB 

figures  do.  PIB  figures  are  for  gross 
time  and  space.  On  the  one  hand  they 
do  not  include  discounts,  which  are 

greater  for  air  media  than  print  me- 
dia, and  thus  inflate  air  media  spend- 
ing. On  the  other  hand,  they  do  not 

include  production  costs,  which  are 

greater  for  air  media  than  print  media, 
and  thus  deflate  air  media  spending. 

On  the  balance,  the  picture  is  some- 
thing like  this:  For  radio  network  top 

discounts  go  to  about  25%  during  the 

day  and  about  double  that  figure  at 

night.  To  these  net  time  costs,  how- 
ever, McCann-Erickson  adds  about 

50'  <  for  production.  Since  not  all  ra- 
dio web  discounts  reach  the  maximum 

cited,  it  would  seem  reasonable  to  as- 

sume that  production  costs  almost 
balance  the  discounts. 

Wl 

ROMERO... 

AND    HOW! 

Cesar  Romero,  starring  in  Passport 

to  Danger,  is  as  "hot"  in  Wilkes- 
Barre  as  he  is  in  other  cities,  with  a 

16.9  rating  plus  39.7%  share-of- 
audience  (source:  ARB,  Feb.  1955) 

And  here  are  more  ARB  ratings: 

SAN  ANTONIO  26.1  56.4°0  share 
MILWAUKEE  34.3  64.6%  share 

CINCINNATI  25.6  48.2%  share 

JACKSONVILLE  37.0  86.7%  share 

Advertisers  go  for  Romero,  too! 

No  wonder:  he's  big  "box  office," 

and  what's  more,  you  can  build 

exciting  promotions  around  his 

name.  Call  us  and  check  on 

your  market. 

CESAR  ROMERO,  sta 
rrmg  in 

ABC    FILM 

SYNDICATION,   INC. 
7  We»t  66th  St.,  N.  Y. 

CHICAGO  •  ATLANTA  •  DALLAS  •  HOLLYWOOD 
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Star   of 

"Matinee     in     Birmingham" 

5  to  6:30   p.m. 

"Songs  in  the  Night" 

10:30    to    Midnight    Monday-Friday 

Stars  Sell  on 

Alabama's 
greatest  RADIO  station 

Birmingham 

Don  is  .i  newcomer  to  WAPI  but  is 

i  veteran  radio  man,  having  8'.> 
e  with  leading  radio 

si  mons  in  the  Midwest.  Although  he 
li.is  been  in  Alabama  for  only  a  Iru 

weeks,  listeners  agree  that  Don's 
•mooch,  relaxing  music  is  just  what 
they  want  |(,  |ir.ir  mi  afternoon  and 

v  shows. 

You can SELL 

Your   Products 

to  Alabama   folks 

If  you    TELL 

them   on   programs 

they  enjoy  hearing 

A'i  presented  />> 

John  Blair  &  Co 
Southeastern  Repretentath  < 

H.irry    Cummings 

For  web  tv,  however,  while  the  dis- 

counts never  go  higher  than  25' j,  the 
production  costs  almost  equal  net  time 

costs.  McCann-Erickson  adds  85',  to 
net  time  costs  for  the  talent  and  pro- 

duction [actors.  Thus,  for  each  SI 

the  advertiser  actually  spends  on  net- 
work 1\  time,  the  PIB  figure  is  no 

greater  than  SI. 33.  hut  the  total  ex- 
penditure  is  realK  $1.85.  (These  fig- 
iires,  (il  course,  are  averages.) 

Despite  the  fact  that  PIB  figures  do 

mil  represent  actual  dollar  expendi- 
tures, the)  are  useful  for  purposes  of 

comparison,  since  the  same  measure- 
ment is  used  for  all  advertisers.  And 

because  they  use  the  gross  one-time 
rates,  PIB  figures  give  an  excellent 
measure  of  the  amount  of  space  and 
time  actually  purchased. 

Tlu»  trends:  The  increase  in  the  use 

el  network  advertising  by  the  top  100 
1954  PIB  advertisers  was  not  concen- 

trated in  any  part  of  the  list,  except 

at  the  very  top.  Of  the  top  10,  nine 
increased  their  share  of  advertising 

going  to  network  expenditures  from 
1948  to  last  year.  Among  the  top  25, 

the  figure  was  19:  Among  the  top  50, 
the  figure  was  32;  among  the  top  100, 

as  previously  mentioned,  the  figure 
was  69. 

Of  the  total,  24  decreased  the  share 

going  to  network  advertising,  while  in 
the  case  of  seven  there  was  no  change. 

<H  these  seven,  one — Pet  Milk — spent 
all  nl  iis  national  media  money  in  net- 

work ; i < ! \  < ■  1 1 i - i 1 1 Li  in  both  1948  and 

1954.  These  expenditures  almost 

tripled,  going  from  $]  to  $2.9  million. 
During  ilii-  same  period,  newspaper 
expenditures,  according  to  ANPA 
figures  based  on  Media  Records,  went 
from  |  18,000  to  $274,000. 

I  lie  other  -i\  -pent  no  money  in 

network  media  either  year.  Three  of 
them  are  liipior  manufacturers,  whose 

advertising  i-  not  accepted  on  radio  or 
i\  in  the  fixsl  pla<  e.  Uso  anion;:  the 

non-spenders  wen-  (illicit.  Peahody; 
'  alifornia  Packing,  and  Eastman 
Kodak. 

Ol  the  trio,  Eastman  Kodak  has  since 

joined  the  rank-  of  network  l\  clients. 

Cluett,      Peabod\.      maker-      ol       \rrow 

shirts,  i-  .i  membei  "I  an  industi  j  ha- 
ditionall)  hostile  to  ail  advertising, 

lea>  ing  <  !alifornia  Packing,  maker-  ol 
Del  Monte  products,  as  the  onlj  real 

hold-oul    against    network    advertising 
anion-    the    top     100.     I  Del    Monte    now 

uses  -poi   radio,  howevei .  I 

It  is  interesting  to  note  that  in  1948 

fully  35  of  these  100  clients  were  not 

in  network  advertising — which  means 
not  in  network  radio — while  in  1954 
31  of  these  100  did  not  use  network 

radio.  However,  these  figures  hide  a 

certain  turnover  since  a  number  of  ad- 

vertisers who  did  not  use  network  ra- 

dio in  1948  used  it  in  1954 — a  dozen 
to  be  exact. 

In  addition,  another  18  increased 

the  amount  of  time  bought  on  network 
radio.  This  does  not  always  mean 
these  advertisers  spent  more  money  on 

network  radio,  since  the  PIB  figures 

are  gross  and  discounts  have  greatly 
increased  since  1948.  However,  it  does 

mean  these  clients  are  buying  more 
units  of  programing. 

This  group  includes  some  of  the 
blue  chip  accounts:  General  Motors, 

Colgate.  Chrysler,  P.  Lorillard.  Kel- 
logg. Miles  Taboratories,  Pillsburv. 

So,  despite  the  drubbing  network 
radio  billings  have  taken,  the  value  and 

economy  of  this  medium  have  actually 

attracted  a  greater  number  of  1954's 
Top  100  and  a  greater  use  of  it  in 
some  cases  than  during  its  peak  year. 

As  for  network  tv,  since  there  was 
so  little  use  of  it  commercially  in  1948 

PIB  did  not  measure  it,  so  that  all  who 

use  it  now  are  "new"  users  compared 

with  seven  years  ago.  These  "new" users  total  89  of  the  100. 

Tlit»  rankings:  A  study  of  (he  change 

in  rankings  and  ad  expenditures 

among  1954's  top  100  from  1948  to 
last  \car  provides  a  fascinating  studx 

of  advertising  in  motion  and  a  cap- 
sule glimpse  of  a  marketing  revolution. 

"Since  KRIZ  Phoenix  has  been  ad- 

vertising Dydee  Service,  business 

has  soared." 
96 
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In  the  first  place,  advertising  expen- 
ditures are  up  for  nearly  everybody. 

Only  half  a  dozen  of  the  top  100  firms 
showed  a  decline  in  national  media  ex- 

penditures. This  growth  picture,  of 
course,  is  in  line  with  the  national 

growth  in  advertising.  It  is  due  parti} 

to  a  boom  economy,  partly  to  the  fact 

that  many  of  the  top  firms  have  ex- 
panded sales  through  diversification  of 

brands,  partly  to  dollar  inflation,  part- 
ly to  increased  costs  of  advertising  in 

some  media  and  partly  to  a  general  in- 
crease in  the  ratio  of  advertising  to 

sales. 

Increased  spending  in  all  PIB  media 
from  1948  to  1954  came  to  60^ .  This 

is  pretty  close  to  the  figure  for  all  ad- 

vertising as  shown  by  the  McCann- 
Erickson  calculations — 67%. 

This  expansion  in  ad  expenditures 
does  not  mean  that  the  top  100  have 

been  able  to  ride  a  trend.  The  great 

number  of  changes  in  ranking  shows 
that  sales  increases  have  not  been  au- 

tomatic, that  some  advertisers  have  not 

been  as  fast  on  their  feet  as  others, 

that  competition  is  still  the  order  of 
the  day. 

Only  two  of  the  top  100  held  the 

same  rank  last  year  as  they  did  in 
1948.  They  are  P&G,  still  firmly  in 

first  place,  and  U.S.  Steel,  which  seems 

to  have  developed  a  liking  for  No.  66. 

It  is  not  surprising  that  the  increases 

in  ad  expenditures  shown  by  the  pair 
are  close  to  the  national  averages  as 
shown  above.  For  P&G  the  hike  in 

national  media  spending  was  66f^  ;  for 
U.S.  Steel  it  was  69%. 

However,  both  firms  have  reduced 

their  newspaper  expenditures.  Since 
these  figures  are  not  included  in  the 
PIB  increases,  this  would  indicate 

these  two  firms  are  increasing  ther 
advertising  at  a  slower  rate  than  the 

national  figure.  Business  magazines 
aside,  this  appears  to  be  true  of  U.S. 
Steel. 

It  is  probably  not  true  of  P&G.  In 

the  first  place,  P&G  spent  nearly  $12 

million  in  spot  radio  and  tv  last  year 
(See  part  two  of  P&G  story  in  this 
issue,  page  38).  It  is  the  No.  One  tv 

spot  advertiser,  according  to  Rora- 

baugh  Report.  Secondly,  the  full  im- 

pact of  P&G's  recent  plunge  into  night- 
time tv  has  not  been  reflected  in  PIB 

figures. 

As  for  the  other  98  of  the  top  100, 
the  changes  in  ranking  are  varied, 
ranging  from  slight  to  extensive,  with 

the  emphasis  on   the  extensive.    Fullv 

31  of  the  top  100  last  year  were  not 

among  the  top  100  in  1948.  Three  of 

the  "newcomers,"  Scott  Paper,  Rexall 
Drug  and  Avco,  are  now  among  the 

top  50.  More  than  a  dozen  are  now 
among  the  top  75. 

Those  in  last  year's  top  10  were  all 
near  the  top  in  1948;  none  of  them 
was  below  No.  16  ranking  at  that  time. 

However,  some  of  1948's  top  10  have 
dropped  considerably.     Sterling  Drug 

was  No.  Six  in  natonal  media  adver- 

tising in  1948,  is  now  No.  26.  This  is 

partly  due  to  a  switch  from  network 

radio  to  spot  radio,  which  is  not  in- 
cluded in  PIB  figures.  Swift  fell  from 

No.  Nine  to  No.  18,  but  this  is  partly 

compensated  for  by  an  almost  •">()', increase  in  newspaper  spending. 

Other  changes  in  ranking  also  point 
up  switches  in  media  strategy.  Kellogg 
was  No.  48  in  1948.  is  now  No.  19. 

19,014,400 
POUNDS  OF  SOAP!! 

MR.  SOAP  MANUFACTURER  - 
Four  pounds  of  your  soap  sold  in  a  month  to  the 

homes  in  WGN's  area  would  mean  19,014,400  pounds 
sold — more  than  9,507  TONS!* 

WGN  reaches  more  homes  than  any  other  advertising 

medium  in  Chicago,  and  our  Complete  Market  Satura- 
tion Plan  has  proven  it  can  sell  your  products  to 

these  homes. 
*Nielsen    Coverage    Service 

A  Clear  Channel  Station 

Serving  the  Middle  West 
MBS 

C* Wfi 
Chicago 

11 

50,000  Watts 720 

On   Your 
Dial 

in 

H 

m- 

For   your   best   television    buy   in    Chicago,    it's    If  (^\-Tt  — 

OJS'IA'  Chicago  station  placing  in  HILLfiO.-iRD's  Promotion  Co:n petition! 
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MONTANA  CALLS 
HOLLYWOOD  GRAD 

vnios  (TONY)  GAYHART,  ..  rcti-m  Krad- 

u.iir  of  Northwest  Radio  Si  Television  School's 
n.-w  Hollywood  Studio,  has  pone  to  work  in 

film  and  announcing  for  KGVO-TV,  Missoula, 
Montana. 

Broadcasters  all  over  the  country  are  finding 

i!i.ii  screened,  professionally-trained  graduates 
like  Ton)  .in-  saving  them  both  money  and 
lime.  I  el  us  help  you  by  referring  qualified 

people  n>  you  with  complete  detail-,  .is  they  fit 
\our    specific    need. 

I  here's  no  charge,  of  course,  and  we  assure 

you  of  prompt,  personal  attention.  Write  or  call 

collect,  John  Uirrel,  Northwest  Radio  SC  Tele- 
vision School,  1221  N.W.  21st  Ave.,  Portland 

').  Oregon.  We  have  schools  in  Hollywood, 

o,    Washington,    D.   C,   and   Portland. 

i\ro$v  it  costs  less 
to  sell 

MIXiXEAPOLIS 
ST.  PAUL 

Maximum  power  at  minimum 
cost  —  choice    availabilities. 

ASK 
H  -  R 

316,000 
watts    on 

Channel    9 

Offices,  Studies,  Transmitter 

FOSHAY  TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 

This  reflects  a  strong  mo\t>  into  net- 
work advertising  out  of  newspapers, 

with  web  tv  accounting  for  more  than 
half  of  all  national  media  spending. 

Kellogg  also  upped  its  network  radio 

buying.  It-  share  of  national  media 
iniiiin  going  into  network  advertising 

unit  I'm in  46.7  to  70.1' !  . 
Another  client  whose  ranking  has 

ii 1 1  along  with  a  heavy  web  tv 
investment  is  P.  Lorillard.  The  tobac- 

co  In  in  moved  up  from  No.  40  to  No. 

L3  as  .i  result  ol  the  quintupling  of  its 
national  media  spending.  Here,  too, 
network  tv  accounts  for  more  than 

half  of  this  spending.  However,  Lor- 
illard s  print  advertising  was  also  in- 

creased  although  there  has  been  a 
move  out  of  supplements. 

The  six  firms  which  showed  a  dollar 

(let  line  in  national  media  expendi- 

tures are — besides  Sterling  and  Swift 

—  Schenley,  Kaiser.  Prudential  and 
Manhattan  Soap. 

industry  trends:  The  extent  to  which 

advertisers  as  a  group  increased  their 

share  of  network  advertising — detailed 

for  the  top  100  above — is  pointed  up 
1>\    1MB  media  totals. 

While  total  PIB  figures  went  up 
no\  from  1948  to  1954,  network 

spending  went  up  130%,  or  more  than 
double.  This  is  due  to  tv,  of  course, 

since  network  radio  spending  in  1954 

was  only  ()')'">  of  194-8.  However,  the 
network  total  has  been  at  the  e\pen  e 

ol  print,  for  magazines  and  supple- 

ments have  gone  up  only  31  and  52'  i  . 
respectively.  I  National  newspaper  ad- 
vertising  has  also  gone  up  52%.) 

Network  spending  now  accounts  for 

l<>',  ol  I'll',  total  compared  will.  25!' , 
(for  network  radio  I  in  1948.  It  is  in- 

teresting to  note  thai  the  share  of  PIB 

spending  going  to  network  i\  last  year 

28'  .       was  identical  to  the  radio  fig- 

ure  during    web    radio's   best   year — 
L948.    And  i\  i-  -till  growing. 

Because  oi  ihi>  ii  is  not  surprising 

that  network  spending  in  all  the  major 

I'll!     industn      categories     shows     in- 
es  From  19 18  to  L95 1.    However, 

the  in'  reases  varj  considerably .    Vmo 

the  top  20  I'll!  categoric-.    13  showed 
netwoi  k  increases  thai  were  lai  izei   pcr- 

<  entagew ise   than    the   average    L30'  • 

I  hose     categoi  ies     whose     increases 

were  larger  than  average  were:  auto- 
moth  c.     automol  h  e    a<  cessoi  ies    and 

equipment,    W)  I'  i  :  smoking  matei  ials, 
:  household  equipment  and  -im- 

plies, 247  '<  ;  soaps,  cleansers  and 
polishes,  138%;  apparel,  footwear 

and  accessories,  160'  i  :  industrial  ma- 
terials, 300% ;  beer,  wine  and  liquor, 

790' <;  building  materials,  equipment 

and  fixtures,  175%;  household  fur- 

nishings, 219'<  ;  transportation,  hotels 
and  resorts,  497/?  ;  radios,  tv  sets, 

phonographs,  musical  instruments  and 

accessories,  577'  i  :  office  equipment, 

stationery  and  writing  supplies,  194' i  ; 
jewelry,  optical  goods  and  cameras, 

301', . Those  whose  increases  were  smaller 

than  average  were:  food  ami  food 

products,  97%  ;  toiletries  and  toilet 

goods,  1111/?  :  drugs  and  remedies. 
56%;  gasoline,  lubricants  and  other 
fuels,  52%;  consumer  services,  no 

change;  confectionery  and  soft  drinks, 
15'  r  :  insurance,  off  3%. 

Though  not  showing  the  largest  per- 
centage or  dollar  hike,  perhaps  the 

most  striking  and  significant  increase 

is  that  shown  by  the  auto  industry.  It 
is  significant  because  the  industry, 

which  as  a  group  was  second  only  to 

food  in  national  magazine  and  news- 

paper ad  expenditures  in  1948  and  bad 
been  wedded  to  print,  has  turned  to 

network  spending  with  such  a  lavish band. 

A  brief  look  at  network  tv  schedules 

discloses  that  Oldsmobile,  Buick,  Ford. 

Chrysler  have  all  come  in  this  season 
with  big  shows.  In  network  radio,  the 

auto  firms  are  buying  more  time  than 

they  did  in  1948.  This  air  surge  has 
not  been  a  gradual  increase.  It  has 

taken  place  within  the  past  two  or 

three  years,  was  started  by  intense 

<  ompetition  and  continued  as  the  auto 
business  showed  a  sales  strength  that 
surprised  e\  en  the  auto  people  them- 
sel\  es. 

I  he  sharp  spurt  in  network  auto  ad- 
vertising has  not  been  at  the  expense 

of  print.    As  a  matter  of  fact  the  auto 
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industry  is  now  tied  with  the  food  in- 
dustry as  the  top  national  advertisers 

in  newspapers  and  magazines,  the  rea- 

son being  that  newspaper  auto  adver- 
tising has  increased  much  faster  than 

national  food  advertising  since  1948. 

Both  industries  spent  about  $165  mil- 

lion each  in  magazines  and  newspa- 
pers last  year. 

Despite  the  auto  industry's  loyalh 
to  print,  network  advertising  is  grow- 

ing at  a  faster  rate  than  print.  In 

adding  newspaper  expenditures  to  PIB 

figures  (though  they  are  not  strictly 

comparable)  it  is  found  that  while  in 

1948  national  newspaper  and  maga- 
zine spending  by  auto  firms  was  nearly 

13  times  as  large  as  network  spend- 
ing, by  1954  this  gap  had  narrowed  to 

a  little  more  than  four  times.  Network 

spending  during  that  period  has  quin- 
tupled, according  to  PIB  figures,  while 

print   spending   did  not   quite  double. 

These  figures  take  into  account 

spending  by  auto  equipment  manufac- 
turers as  well  as  auto  manufacturers. 

However,  the  increase  has  been  pri- 
marily due  to  spending  by  the  Big 

Three.  *  *  * 

KMBC-KFRM 
Radio  TEAM 

You're  making  a  blue  ribbon  radio  buy in  a  blue  chip  market  when  you  use  the 

Midwest's  leading  radio  combination, 
KMBC-KFRM.  KMBC  delivers  metro- 

politan Kansas  City  (ranked  15th  na- 
tionally in  retail  sales)  plus  79  counties 

in  eastern  Kansas  and  western  Missouri. 
KFRM,  a  bonus  to  KMBC.  serves  Kan- 

sas, sixth  richest  agricultural  state.  To 
get  to  this  big,  responsive  Heart  of  America 
at  the  lowest  cost  per  advertising  impres- 

sion, the  first  thing  to  do  is  to  see  your 

Free  &  Peters  Colonel.  He'll  give  you 
first-rate  availabilities  on  the  Team's  first- rated  radio  schedule. 

KMBC  Ofi   Kansas  City 

KFRM  fat  the   State   of   Kansas 
Primir..  B:>mc  CBS   R^dio 

Free  *  Peters,  Inc 

MIRACLE  OF  TV 
[Continued  from  page  47) 

Steiger,  and  Richard  Kiley,  who  had 
never  done  much  acting  before  tv.  But 

they  put  their  hearts  into  it.  Like  the 

night  Maria's  famous  mother,  Marlene 
Dietrich  watched  them  rehearse  a  slug- 

ging scene  and  urged  her  daughter  not 

to  duck  the  punch.  She  didn't  and  we 
revived  her  just  in  time  for  the  broad- 
cast. 

Meanwhile,  we  were  selling  goods — 
all  kinds.  Toothpaste,  toothbrushes, 
mouthwash,  liniments,  and  shampoos 
on  this  show.    But  we  had  a  problem. 

For  a  medium-sized  company  like 
ourselves,  the  rising  cost  of  tv  was  a 

tough  weekly  nut  to  crack,  but  we  did 
it  by  sharing  those  precious  minutes  of 

commercial  time  between  four  prod- 

ucts. We  had  a  pre-show  cow-catcher, 
Omega  Oil;  an  Amm-i-dent  opening 
and  middle  announcement;  Py-Co-Pa\ 

Toothbrush  got  the  closing  announce- 
ment; and  then  came  a  20-second 

hitchhike  plug  for  Minipoo  Shampoo. 

That  was  before  they  started  bring- 
ing the  stopwatch  into  the  studio  and 

our  commercials  would  run  five  and 

sometimes  six  minutes  in  a  half-hour 

show.  Within  three  years  that  was 
whittled  down  to  three  minutes;  and, 

the  stopwatch  was  there  to  make  sure 

we  didn't  run  a  second  over! 

But  these  little  products — Py-Co- 

Pay,  Omega,  and  Minipoo  —  made 
their  first  tv  advertising  appearance  on 

Danger  and  what  happened  to  them  is 
a  sort  of  historic  bit  in  itself. 

Omega  is  an  old-time  liniment;  been 
around  for  about  40  or  50  years.  It 

was  such  a  hopeless  product  some 

years  ago  that  we  were  able  to  pur- 
chase it  from  Colgate  and  after  we  had 

it  a  few  years  we  understood  why  they 
were  so  anxious  to  sell  it. 

So  back  in  the  early  Forties  the 

Block  Drug  Company  experimented  in 

all  kinds  of  advertising — newspapers, 

car  cards,  radio — trying  all  kinds  of 

copy  appeals  .  .  .  and  with  little  suc- 
cess. In  1948  and  1949,  using  radio, 

the  product  suddenly  started  to  lift  and 

we'd  get  an  order  for  a  dozen  here  and 
a  dozen  there,  just  about  enough  to 

pay  for  the  advertising. 

But  that  Omega  Oil  cow-catcher  on 
Danger  changed  those  dozens  to  gross, 

and  gave  Omega  Oil  the  greatest  year 

in  the  product's  history — and  all  with 
just  a  20-second  announcement  a  week. 
And  the  story  is  quite  similar  on 

Minipoo  Dry  Shampoo.    Minipoo  was 

Now  the  people  in  Houston  and  sur- 
rounding areas  have  proven  us  right, 

and    by    their    votes    have    selected 

PAUL 
BERLIN 

Houston's  No.l 
RADIO 

PERSONALITY 

The  Listeners' Choice! 

A  recently  completed,  Philco-sponsored 

contest  found  this  popular  K-NUZ  disc 

joclcey  to  be  Houston's  favorite,  chosen 
from     personalities     of     seven     stations. 
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•  30%  of  Nebraska's Entire  Farm  Market 
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•  With  a  '/a-billion 
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High  per  capita  income  based  on 
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industry    and    waterpower. 

For  information,  contact  Al  Mc- 
Phillamy,  Sales  Manager,  or  your 
nearest    MEEKER    representative. 
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,-..i .........       en  X^ CHANNEL       50 

a  product  we'd  purchased  from  the \  i<k  Chemical  Co.  around  1946.  And, 

believe  me,  when  \  irk  sells  you  some- 

thing, it's  onl)  because  they've  tried 
ever)  conceivable  wa)  to  promote  it — 
without  success.  So  we  bought  another 
lemon. 

The  powder  used  to  get  all  over  the 

gal's  hair  and  they'd  scream  we'd  given 
them  dandruff  instead  of  a  shampoo. 

The  product  came  with  a  terrv  cloth 

mitten  applicator  into  which  they'd 
-hake  the  Minipoo  powder.  The  lint 
would  <oine  loose  in  the  mitten  as  they 

used  the  applicator,  and  the  combina- 
tion of  the  powder  and  the  lint  made 

their  hair  look  like  they'd  been  out  in a  snowstorm. 

\\  ill.  we  improved  the  product.  The 
mitten  was  replaced  by  a  brush  and 
the  mode  of  usage  was  changed  to 

avoid  the  excessive  powdering.  \\  e 

wound  uj)  with  a  product,  then,  that 

did  the  job — "as  advertised." 
But  now  that  the  product  was  satis- 

factory, the  advertising  also  stood  in 
need  of  repairs.  Vick  had  advertised 

the  product  in  women's  magazines  for 
years.  It  produced  some  sales,  but  not 
enough  sales. 

So  we  tested  radio  and  tv.  Both 

worked,  but  the  impact  of  the  tv  an- 
nouncements was  such  that  nothing  be- 

loic  or  since  has  equaled  its  selling 

power.  Minipoo,  the  hitchhiker,  there- 
fore, had  the  same  experience  as  Ome- 

ga Oil,  the  cow-catcher.  Thev  both 
gol  volume  sales  with  a  minimum  of 

advertising  pressure,  and  tv  was  the 
ki -\    that  opened  the  door. 

Py-I  o-Pay,  however,  is  our  most  fa- 
mous hitchhike  story.  Unlike  the  two 

previousl)  mentioned  products,  Pv-Co- 
l',i\  had  never  been  advertised  to  the 

public.  It  was  promoted  ethically:  de- 
lailed  to  dentists  l>\  our  professional 

representatives.  These  dentists  then 

recommended  the  Py-Co-Paj  tooth- 

l'iii-h  to  patients  and  that's  how  the 
business  went. 

But  when  the  costs  of  network  i\ 

made  it  necessai  j  to  bi  ing  other  com- 
panj  brands  into  the  Dangei  picture, 

we  selected  Py-Co-Pa)  with  some  mis- 

givings. Il  turned  out  to  In-  the  break 
P)    <  o  I'av    had   long    needed. 

Willi  a  20-second  announcement  on 

Danger,  our  P)  Co-Pa)  business  tripled 

in  three  years'  time.  And  then,  an  in- 
teresting thing  happened. 

It  be*  .inic  anothei  |   luct's  turn  t<> 
take  the  hitchhike  -put  on  Danger  and 

P)  <  O-Pa)  was  pulled  oil.  A  few 
months    lalei    -airs    started    to    decline. 

We  put  Py-Co-Pay  hack  on  and  sales 
started  to  go  right  back  up  again.  Now 

that's  something  you  might  expect.  But 
the  interesting  sidelight  is  that  when 

Py-Co-Pay  went  back  into  Danger,  it 
returned  as  an  alternate-week  adver- 

tiser— and  this  little,  20-second  spot 

appearing  once  every  other  week  was 
powerful  enough  to  increase  sales  of 
a   million-dollar  item. 

If  ever  we  witnessed  the  magic  of 

television,  it  was  through  this  Py-Co- 

Pay  experience.  It  showed  that  tele- 

vision's power  could  be  turned  on  and 
off  like  a  faucet,  and  it  also  showed 

that  even  a  little  power  could  be  a 
dangerous  thing. 

The  power  of  television! 
Last  year  we  sponsored  a  network 

program  called  Name  Thai  Tune.  An 
inexpensive  little  show,  it  had  tremen- 

dous human  appeal.  Folks  would  send 

in  songs  hoping  they'd  he  used  on  the 

program,  and  if  they  were,  they'd  re- ceive modest  awards.  We  added  a  lit- 

tle touch — told  them  if  they'd  send  in 

a  boxtop  with  their  entry  we'd  give  a 
savings  bond  to  those  whose  songs 
were  selected. 

We  were  totally  unprepared  for  the 

response. 

N Covering  the  entire 
Northwest  from  Spoken 
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With  just  three  announcements,  we 
received  over  830,000  boxtops;  and  the 
saddest  fellow  on  earth  was  the  guy 

who'd  contracted  to  sort  the  mail  for 
$75.00  a  week! 

Or  a  more  recent  experience. 

We  brought  out  a  new  product,  a 

sleeping  pill  called  NYTOL  and  gave 
television  the  bulk  of  the  campaign 

money.  Walter  Abel  flew  through  an 
electrical  storm  from  Minnesota  to  do 

the  commercial  for  us.  And  thank  the 

Lord  he  got  through — for  the  minute 
that  commercial  hit  the  airwaves  we 

were  in  business.  Over  and  over  again, 

we  heard  the  phrase,  "I  want  that  pill 
Walter  Abel  advertised  on  tv." 

That's  the  miracle  of  television! 
But  the  real  miracle  was  Amm-i- 

dent! 

Study  this  brand's  position  in  the 
hectic  dentifrice  business  for  a  mo- 

ment and  you'll  see  why  the  word 
"miracle"    is   not    over-descriptive. 

In  the  first  five  years  of  Amm-i- 

dent's  life,  this  product  was  promoted 
without  any  sales  force.  We  had  a 

sales  manager,  but  he  had  no  sales- 

men !  Compare  this  with  Colgate's 
several  hundred  salesmen,  or  even 

Kolynos  with  a  hundred  men  in  the 
field. 

Next,  we  had  limited  advertising 

monies  to  spend.  Sure,  we  were  spend- 
ing in  the  two-to-three  million-dollar 

bracket,  but  what  was  this  compared 

to  the  "spend-abilities"  of  companies 
like  Colgate,  Lever  Brothers  and,  more 
recently,  Procter  &  Gamble  who  spend 
an\  where  from  10  to  20  million  dol- 

lars a  year  advertising  a  toothpaste. 
Then  there  was  the  matter  of  com- 

petition within  television  itself.   Where 

"Humph!  She  wants  to  tell  me 
Bill  Bailey's  latest  gag  on  KRIZ 
Phoenix." 

we  had  one  program,  our  competitors 

had  two,  three,  four  or  five.  And,  be- 
cause of  their  many  high  volume  prod- 

ucts, their  costs  of  advertising  a  tooth- 
paste were  considerably  less  than  ours. 

And  then  there  were  the  food  stores. 

We  had  no  products  going  into  the 

grocery  stores,  whereas  our  competi- 
tors had  soaps  and  detergents  and 

oleomargarine.  Imagine  going  into  a 
chain  like  Kroger  and  trying  to  look 

big  and  important  when  they  were  al- 

ready buying  several  million  dollars' 
worth  of  your  competitor's  products! 

Well,  I  won't  belabor  the  competi- 
tiveness of  the  situation. 

You  could  look  at  its  objectively 

and  say,  ''What  guts!  What  are  you 
guys  doing  in  the  toothpaste  business. 

Get  out  while  you're  ahead  of  the 

game!" 

But  there  is  one  great  and  impor- 
tant element  that  seems  to  K.O.  all  the 

statistics — an  element  called  "the 

American   public." And  without  salesmen,  but  with 

good  advertising,  they're  your  salva- 
tion. When  a  consumer  wants  a  prod- 

uct badly  enough,  she'll  get  it.  Shell 
badger  her  druggist,  or  the  floor  man- 

ager in  a  super  market,  or  the  girl  at 
the  check-out  counter.  And  the  result 

is   what  you'd   expect. 
The  stores  stock  your  product. 

Your  competition  may  come  in  and 

move  your  displays,  take  down  your 

posters,  or  malign  you  to  the  trade. 
They  may  run  20  announcements  to 

your  two;  and  give  Mixmasters,  bal- 
loons and  fountain  pens,  when  all  you 

can  give  is  profit. 
But  as  long  as  the  public  wants  you, 

and  as  long  as  your  product  satisfies 

their  needs,  they'll  keep  coming  back 
for  more. 

Yes,  this  is  the  American  public. 

Impulsive,  independent;  generous  one 
minute;  selfish  the  next. 

And  uncontrollably   confusing — 

The  most  confusing,  the  most  mis- 
understood, and  certainly  the  most 

mystifying  body  on  the  face  of  this 

earth,  is  what  we  generally  call  "the 

American   public." 
You  could  get  very  basic  at  this 

point  and  recall  what  the  professors 

in  psychology  taught  you  back  in  col- 

lege; that  you  may  predict  human  be- 

havior, but  you  can't  control  it. 

And  basically,  that's  true. 
If  it  weren't  there  would  be  no  need 

for  poll  takers  nor  consumer  research 

of  any  kind.  For  knowing  how  the 

public  would  respond  to  an  idea,  you'd 
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first  predict   what  they'd  do.  then  ar- range   for   them   to    do    it. 
Well,  fortunately  for  the  advertising 

man.  life  isn't  that  simple. 
I  saj  fortunately,  for  if  it  were,  the 

people  with  the  most  money  would 
just  keep  on  making  and  spending 
more  and  more,  and  the  little  gu) 

wouldn't  stand  a  prayer.  But  the  fact 

that  the  amount  you're  able  to  spend 
is  not  the  sole  measure  of  success  in 

our  business  (though  it  helps)  is  the 
reason  a  Glass  Wax  out  in  Bismarck, 

North  Dakota,  or  an  Amm-i-dent  in 

Jersey  City,  or  a  product  like  Soilax 
out  in  St.  Paul  can  take  on  the  giant- 
and  still  come  up  with  a  mighty  nice 
multi-million   dollar   business. 

\\  licther  it's  politics  you're  selling. 
or  Polident  (as  we  are  selling),  un- 

derstanding the  American  public  is  so 

important,  it  simply  needs  underlining 

rather  than  mentioning  at  this  mo- 
ment. 

But  how  often,  in  the  important 

moves  we  make — radio,  television,  ad- 

vertising, and  political  decisions — do 
we  overlook  the  fact  that  most  of  these 

ultimate  decisions  are  completely  out 

of  our  hands. 
You  could  sit  here  in  convention, 

for  example,  and  argue  the  merits — 
and  demerits — of  subscription  televi- 

sion until  you're  blue  in  the  face.  And 
yet  the  final,  and  important,  decision 
will  not  be  made  here,  but  in  the 

American  mind,  where  someone  will 

say,  "I'd  rather  watch  a  re-run  on  my 
set  than  pay  two  bits  or  two  dollars 
to  watch  a  first  run,  first-rate  show 

...  or  vice  versa." 
You  know,  as  you  start  to  earn  a 

little  money  in  our  business,  you  some- 
times forget  the  way  things  used  to 

be.  Who  of  us,  for  example,  if  we 

drop  a  penny  out  of  our  pockets  and 
see  it  roll  off  the  curb  will  bother  to 

pick  it  up?  Yet  the  other  day,  talk- 
ing to  the  manager  of  an  A  &  P  store, 

1  learned  that  am  number  of  his  cus- 
tomer- will  walk  five  or  six  blocks  to 

save  a  penn]  on  a  can  of  beans. 
And  then,  in  understanding  the  pub- 

lic, there's  the  problem  of  recognizing 
tli.it  across  ilii-  vast  expanse  of  the 

I  nited  States,  the  public  ma\  all  be 

Americans,  but  thej   Bure  react  differ- 

$99.00    INVESTED    in    the 
NASHVILLE,  TENNESSEE 

NEGRO   MARKET 

SOLD  $3,500.00  in  appliances va  WSOK 

ently  to  the  same  idea. 
You  discover  these  fundamentals 

when  you  start  advertising. 
^  ou  learn,  for  instance,  that  a  new 

product  can  die  in  conservative  New 
England  and  be  a  howling  success  in 

progressive  California.  You  learn  that 

the  word  "pain"'  has  a  lot  of  meaning 

in  Newark,  but  that  "miseries''  is  the 
selling  word  in  Nashville.  You  learn 

that  Omega  Oil  advertising  can  pro- 
duce customers  in  Boston,  but  the  same 

ads  in  Buffalo  fall  flat  because  they're 

competing  with  Groblewski's  Liniment. 
Certainly  those  of  you  who  pio- 

neered in  radio  learned  this  lesson 

early.  The  disk  jockey  on  the  New 
York  station  could  be  a  terrific  suc- 

cess, but  put  this  same  guy  on  a  net- 

work and  he'd  lay  an  egg.  Why?  Be- 
cause the  records  that  were  right  for 

New  York  were  wrong  for  New  Or- 
leans— which  is  the  reason  the  barn 

dance  programs  are  the  weekly  rage 
in  some  cities  and  have  never  gotten 

off   the   ground    in    others. 
Ask  any  advertising  man  about  the 

racial  factor  and  he'll  tell  you  that 
the  Poles  in  Buffalo,  the  Puerto  Ricans 

in  New  York,  the  Spaniards  in  San 
Antonio,  all  require  special  handling. 

What's  accepted  by  one  group  is  often 

BELDEN  SURVEY 
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rejected  by  the  other;  quite  often  not 
because  of  the  message  itself,  but  the 

way  it's  put. 
Or  take  the  question  of  buying  pow- 

er. Certainly,  the  statisticians  will 

show  \ou  city  1>\  city  where  the  buy- 
ing power  of  America  lies.  But  here 

again  you  can  go  haywire  accepting 
surface   figures. 

For  example,  the  sales  of  lingerie 

per  thousand  families  is  $44,433  in 
Memphis  but  only  $18,963  in  Spokane. 
I  can  only  figure  from  this  that  the 

gals  in  the  state  of  Washington  are  a 
lot  more  interesting  to  know  than  the 

Memphis  lassies. 
Or  take  this  city  of  Washington, 

D.  C.  The  sales  per  thousand  families 
of  hard  surface  floor  coverings  here  is 

only  $4,021  as  compared  to  $16,482 
in  Salt  Lake  City.  Not  that  there 

aren't  as  many  floors  in  Washington 
— just  more  lobbies! 

Or  take  the  factor  of  age.  You  could 

guess  (as  I  used  to)  that  across  the 
United  States  the  age  groups  would 
break  down  pretty  much  into  the  same 
percentages.  Yet  our  own  experience 
in  selling  denture  products  such  as 

Polident  and  Poli-Grip  shows  very 
definitely  that  California  and  Florida 
have  many  more  persons  over  40  than 
other  states. 

When  it  comes  to  buying  habits,  you 

can  really  go  off  base  guessing  how 
the  American  public  will  perform. 

You  would  guess,  for  example,  that 

women  do  85%  of  the  buying — a 

shopworn  statistic  that's  about  as  true 
as  the  12-year-old  mentality  kick.  Ac- 

tually, 68%  of  U.  S.  men  shop  for 
groceries  once  a  week  or  more.  And 

similarly,    you'd    go    wrong    guessing 

about  the  purchasing  of  beer.  Good 
sound  common  sense  might  tell  you 

that  men  buy  most  of  the  beer  in  this 

country;  but  good  sound  statistics 
have  measured  the  buying  at  51% 

female  and  only  49%  male. 

Suppose  as  a  politician  you  decided 

to  go  after  the  vote  by  a  specific  cam- 

paign aimed  at  the  home  owner.  You'd 
do  very  well  in  Michigan,  where  67'  , 
of  families  own  their  own  homes,  but 

in  Washington,  I).  C,  that  figure  drops 

to  only  33%,  indicating  the  unsettling 
nature  of  a  job  in  Washington. 

So  what  has  all  this  got  to  do  with 

radio  and  television?    Just  this — 
Radio  and  television  are  public 

property.  We,  as  advertisers,  may  de- 
liver the  commercials  and  the  dollars 

to  you,  but  our  success  or  failure  still 
lies  in  public  hands.  And  you,  the 
transmitters  of  both  programs  and 

product,  actually  how  successful  can 
you  be  unless  the  public  tunes  to  your 
station?  And  those  of  you  whose  duty 

it  is  to  regulate  this  industry,  how 
basic  to  your  decisions,  is  the  phrase, 

"in  the  public  interest?" 
Well,  at  this  point  you  may  be  ready 

to  concede  (if  you  haven't  already) 
that  your  fortunes  and  misfortunes  lie 
in  the  hands  of  the  public.  If  so,  then 

we've  a  common  starting  point  for  un- 
derstanding these  164  million  Ameri- 

cans. 

It's  like  a  letter  that  arrived  one 

day  when  we  were  sponsoring  the  ra- 

dio soap  opera  Just  Plain  Bill.  "How 
dare  you,"  this  woman  wrote,  "permit 

Donald  to  go  into  Kathy's  bedroom 
when  you  knew  she  was  married  to 

another  man!"  "Last  night,"  she  con- 
{Please  turn  to  page  109) 

effective  June  1st 
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Arthur  Mundorff,  owner-manager 
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on  the  dial WPIN 

QUEEN  ISABELLA 
hocked  her  jewels  for  a  fella 
to  prove  the  world  was  round. 
The  chance  she  was  taking 

rather  world  shaking, 

suppose  he  had  run  aground"? But  Christopher  knew 
what  his  three  ships  could  do 
and  his  discovery  of  America 
was  in. 

To  parallel  his  teal 
we  repi  d   repeat, 

you  can  discover  success 
on  W  P  1  X. 

When  you  discover  \\T1XT,  you 
have  unearthed  the  daytime  sta- 

tion preferred  by  moi-e  local  ad- vertisers. 

WPIN's  clear  channel  signal  serves 
a  market  of  790,300  people  with  a 

buying  income  of  $989,640,000.00. 
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Arthur  Mundorff,  Owner-Manager 
Represented  Nationally  by 
Walker  Co.,  Inc. 

Independent  in  the  Market! 
Boston 
Cleveland 

Dallas 

Denver 
Des    Moines 
Evanston,    III. 
Evansville,    Ind. 

Houston 
Indianapolis 

Jackson  t    Miss. Kansas    City 

Huntington,    L.I. 

Louisville 
Milwaukee 

WCOP 
WDOK 

KLIF 
KMYR 
KCBC 

WNMP 

WIKY KNUZ 

WXLW 

WJXN WHB 

WGSM 

WKYW 

WMIL 

New   Orleans 

New    York Omaha 

Portland, Ore. 

San    Antonio 
San    Francisco 

Seattle 

Springfield,  Mass Stockton, Cal. 

Syracuse 
Tulsa 
Wichita,  Kan. 
Worcester,Mass. 

WTIX WINS 

KOWH 

KXL KITE 

KYA 
KOL 

.  WTXL 

KSTN 
WOLF KFMJ 

KWBB 

WNEB 

Canada 

Calgary,    Alberta,    Canada 
New  Westminister,    B.C. 

Only  one n  each 

market 

CKXL 

CKNW 

Membership 

by  invitation 

only 

RADIO  GROUP 



■       ■-;■;■---,  :•,:-,..':':•    ■    '   .-.  -■:■:■:■■...... 

It  MS.  stations,  manufacturers  cooperate  to  sell  radio  sets 

\  campaign  has  just  been  launched 
(25  Ma)  i  to  double  the  sale  of  home 
radio  sets  in  In  select  markets.  The 

campaign,  a  cooperative  endeavor  by 
six  large  manufacturers  of  radio  sets, 
over  70  stations  and  the  Radio  Adver- 

tising Bureau,  is  aimed  at  10  metro- 

politan test  area-. 
There  are  five  phases  of  the  test 

campaign,  each  of  which  stress  a  sep- 
arate theme.  The  phases  are:  i  1  l 

portables;  (2)  radius  as  a  gift;  (3) 
radios  for  the  bedroom:  ill  radios 

lor  the  kitchen:  (5)  a  trade-in-your- 
old-set  promotion.  The  aim  of  the  en- 

impaign,  according  to  I!  \l! 
President  Kevin  Sweeney,  is  to  raise 
the   sales    of   home   radio   sets    from    it- 

present  level  of  7-8,000,000  per  yea]  to 
above  15,000,000  in  L956. 

Cooperating  stations  will  carr)  gen- 
eral announcements  and  the  manufac- 

turers will  simultaneous!)  run  an- 

nouncements promoting  their  individ- 
ual brands.  In  addition,  dealer-dis- 

tributor cooperative  advertising   on  a 

Cisco  ft  iff  fifm  show  draws 
heavy  fan  mail  in  firiffiiii 

Despite  the  traditional  British  re- 
serve, the  Western  t\  film  drama  lias 

taken  BBC  viewers  b)  storm.  Ziv  TV- 
popular  Cisco  Kill,  which  -tailed  last 

(all  ovei  the  government  network,  has 

been  receiving  more  than  2. (inn  fan 
l>  tiers  pei   week. 

According  to  Z\\  sources,  most  of 
the    mad    comes    from    youi 

raphed  pictures  ol  the 

two  stars.  I  li«-<-  requests  are  pi  ompt- 
I)  filled  b)  the  Zh  studios  in  Holly- 
wood. 

to  the  Cisco  kit/  has   not 

been  limited  i<,  English*-speakinp  coun- 
\   Spanish-I  version  ol 

i-t  in  Puerto  Rico  drew 

.7. in  in  requests  for  photos  of  I  iisco  and 
Tan.  ho  in  less  than  three  month-,  w  ilh 

ht.     I  he  show    w  ith  the 

h  sound  it  i<  k  is  also  \»  ing  aired 
Venezuela   and   Co- 

lumn 

local  basis  i-  expected  to  grow  with 
the  over-all  campaign. 

The  stations"  general  announcements 
will  consist  of  a  half  dozen  transcribed 

musical  jingles  plus  dozens  of  live  copy 
announcements.  After  the  end  of  the 

year,  the  campaign  will  be  spread  to 

include  a  total  of  2.">  cities.  At  present. 
the  following  cities  are  being  used: 

Dallas.  Denver.  Kansas  City,  Nashville. 
Omaha.  Pittsburgh,  Portland  (Ore.), 
Providence,  Seattle  and  \\  asbington, 
D.  C.  In  these  10  areas,  almost  ever) 
station  is  participating. 

The  test  is  the  brain-child  of  the 

R  VB  and  will  have  the  cooperation  of 
(General  Electric.  Motorola.  Philco, 

RCA,  Stromberg-Carlson,  and  Zenith. 
I  he  six  manufacturers  are  repm  led  to 

handle  <">()';  of  the  home  radio  set 
manufacturing  in  this  country. 

Storer  Broadcastiny  aires 

Malmnta  free  tv  slal'um 
The  Storer  Broadcasting  Co.  has 

presented  the  Alabama  Educational 
relevision  Commission  with  a  com- 

pletel)  operating  television  station. 
I  he  new  station,  WBIQ,  Birmingham, 

was  accepted  by  Raymond  Iiurlbert, 
president  of  the  commission  who  noted 
that  he  believed  it  was  the  first  time  in 

the  histor)  of  the  tv  industr)  that  such 
equipment  had  ever  been  presented  to 
a  <  it\  or  state  b)  a  private  enterprise. 

I  In-  entire  ceremon)    was  broadcast 
b)  WBRC-  IA  .  the  Storer  Broadcast  ing 

tation   in   Birmingham.    The  pic- 

ture (below  left)  shows  George  B.  Sto- 
rer, Jr.,  president  of  the  company,  pre- 

paring to  throw  the  switch  that  placed 

\\  BIQ  in  operation  as  broadcast  and 
education  dignitaries  look  on. 

Old  ears  travel  90  miles 

in  WOOD'S  30th  year  fete 

To  celebrate  the  30th  anniversar)  ol 

WOOD,  Grand  Rapids,  stations  WOOD 
and  WOOD  -T\  together  with  the 

Grand  Rapid-  chapter  of  the  Veteran 
Motor  Club  of  America,  sponsored  a 

90-mile  tour  for  nearly  100  antique 

cars.  The  trip  is  planned  as  an  annual 

event,  and  was  opened  and  concluded 

IS*5^
 

Storer     gives    Alabama     tv     education     station 

Vintage    cars    celebrated    WOOD'S    30th    year 

with  a  radio  and  tv   -how    from  the  sta- 
tions"  parking  lot. 

Prizes  were  given  by  the  stations  for 

novelesl  costume,  oldest  car,  longest 
distance  traveled  and  even  one  for  the 

driver  having  the  worst  luck. 

Briefly  .  .  . 

Timebuyers  and  admen  have  been 
receiving  a  series  of  mailings  from 

\\  RBL,  Columbus,  Ga.,  with  a  novel 

twist.  Each  mailing  consists  of  a  soil 

sample  from  a  point  within  Wlilil.s 
radio  and  tv  broadcast  range.  Aloni: 
with  the  soil  samples  are  sent  seed, 
nutrients  and  directions.  When  the 

seeds  arc  planted  in  the  desk-top  gar- 
den provided,  a  llowcr  blooms.  Prizes 

ol  $10  cash  are  being  offered  for  the 
ln-l  III  mi  ie.  I  identifications  of  the 
flowers  thai  grow. 

I  he    pi  omotion    is    tabbed    "Rebel 
Harvest."'    and    follows    the    gardening- 

harvesting  theme  throughout.     I  he  first 

mailing    told    buyers   that    WRBL-TV 
had    raised    its   power   to    100  kw. #         #         * 

The  League  of  Vdvertising  Agencies, 

New  ̂ oik.  i-  mailing  out  a  lo-page 

booklet  called  "What  Ever)  Business 
Should  Know  Vboul  Vdvertising  Agen- 

cies."    I  he   purpose  of  the  hook   is  to 
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make  advertising  businessmen  and 

agencies  aware  of  the  exact  functions, 
services  and  abilities  of  an  agency. 

In  brief  form  it  outlines  the  neces- 

sarj  scope  of  an  agency  and  advises 
the  potential  advertiser  of  the  things  to 
look  for  in  selecting  an  agency. 

*  *        * 

WFIL,  Philadelphia,  has  mailed  out 

a  promotion  piece  resembling  sales- 

man's portfolio  to  sell  the  effective- 
ness of  its  radio  personality,  Phil 

Sheridan.  The  portfolio  opens  to  dis- 
close multi-colored  cards  in  which 

WFIL  promotes  Sheridan's  appeal  to 
sponsors. 

*  *        * 

Mark  Evans,  who  doubles  on  both 

W  TOP  radio  and  tv  literally  put  bis 

"Brand  Wagon"  on  the  road  in  the 
Washington  area.  He  mounted  a  real 

"two-horse  power  rig"  and  took  to  the 

streets  of  the  nation's  capital  to  help 
promote  the  Co-op  Stores  who  sponsor 
him.  The  wagon  was  loaded  with  fea- 

tured products  advertised  In  Kvans  on 
bis  radio  and  tv  shows. 

WTOP's     Mark     Evans     promotes    h!s    sponsors 

*  *  * 

\  new  successful  public  service 

show  has  been  developed  by  Syra- 
cuse s  WFBL,  for  sponsorship  1>\  a  lo- 

cal insurance  agent.  Corning  Events  is 

a  10-minute  evening  show  i(>:30-6:40 
p.m.)  using  announcer  Bill  Thorpe  to 
give  a  complete  picture  of  local  events 
affecting  100  or  more  people. 

Organizations  in  the  Syracuse  area 

are  invited  to  submit  publicity  re- 
leases on  their  forthcoming  projects, 

and  Thorpe  delivers  them  over  the  air 
in  a  concise  manner.  Merchandising 

has  been  sent  out  to  80  groups  in  the 
area  appraising  them  of  the  service, 

and  the  station  describes  the  response 

as  "terrific." 
The  sponsor,  William  V.  Haggerty, 

insurance  agent  and  central  New  York 

representative  for  Mutual  of  Omaha, 

found  Coming  Events  the  "right  public 
service  program  for  his  agency,"  ac- 

cording to  his  enthusiastic  letter  to 
the   station.  *   *   * 

it's  a  matter  of  record! 

WCUE  spins  more  pop  platters,  more 

often;  plays  the  sweetest  music,  all  day 

long.  WCUE  gives  the  home  folks  more 

news,  more  often;  reports  on  their  neigh- 
bors, brings  the  whole  world  into  their 

homes.  You're  right  on  CUE  .  .  .  it's 
a  matter  of  record. 

more  MUSIC 

more  NEWS 

more  OFTEN 

%-0 mcue 
Akron's  only   independent  —we're   home   folks 

Tim  Elliot.  President 

John  E.  Pearson  Co.,  National  Representatives 

I 
w-PAL 

of  Charleston 
South   Carolina 

"//'hen  you  check 

covera  ge ,  pr  0  gr  a  m- 

ming,  person  a  li- 

TIES,  SURVEYS,  and  Rl 

SULTS,  you'll  pick— for  the 

Charleston  market — WPAL, 

dominating  the  negro  market 

in  Coastal  Carolina  .  .  ." 

Forjoe  &  Company 

Dora-Clayton 
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Bare  .Sim  in  on. v.  wjio  heads  the  newest  all- 

radio   rep    firm    feels    there's   plently   of   need  for 
creative  radio  salesmanship  in  his  field.   Accordingly, 

he's  begun  building  an  organization  and  station 

list  that  reflects  his  jdiilosophy  of  "we  ivant 
people    who    are    confident    in    radio,    understand 

smart    radio    programing,    and    know    how    to    sell 

radio  to  top  advertisers."    Thus  far  Simmons  has 

landed  New   York's  independent   WNEW  as  a 

client,  has  hired  RAB's  Midwestern  representative 
Gale   Blocki   to   head   Chicago   operations. 

Blot  ki  joins  the  firm  on  15  June. 

Bill    McGrath,   manager   of    WHBH,   Boston, 
is  a  firm    believer   in   giving  agency   timebuyers  and 

spot  radio  planners  the  kind  of  research  that  will 

answer    any    question    they    can    raise.     Accord- 
ingly, he  surveyed  top  New  York  agencymen  before 

launching  his  third  annual  Pulse  Area  Study  to 

determine  how  best   to  improve   usefulness  of 

survey.    1955  Study  will  be  released  around  July. 

will  contain  data  on  everything  from  out-of-home 
listening   to    radio    news    to    cumulative    audiences 

ovet    long    period.     Ex-WNEW    executive    McGrath 

has   built    If  HDLl   to    be   one   of   nation's   top 

independents,  is  confident  of  radio's  progress. 

B«rif!  Savagv.   assistant   to   President   Reub 

Kaufman   of  Guild  Films,  is  a  prime  mover  in 

the  project  of  organizing  a  tv  film   trade  associa- 
tion.    Chairman    of   the    committee   that    is    mapping 

out    the    trade   group,    Savage   feels    that   "it's /us!    a    mutter    of    time    before    the    association    is 

rolling."     Target   date   is   now   set  for  "late   summer 
or  early  fall."    Group   will  tackle  such   longtime 
headaches    as    "credit    agreements    with    stations, 
uniform    technical    standards,    foreign    distribution 

practices"  but  will  probably  steer  clear  of  pricing 

formulas   in    I  .   S.   markets. 

I  inn!.  I,.  <  liinfM'H  ivttl.  formerly  media  chief 

of  the  Joseph   Kaiz  agency,  is   the  new    Media 
Director   of   the   Gardnei    Advertising   Co.   in   St. 

Louis.    British  born   Chipperfield,  who   licit    six    years 
tor    the    RAF    in    If  orld    If  ar    II.    tvas   also    the 

former   media   chief    of    Ogilvy.    Benson    cy     Mather 
and    earlier   the    Ro\    S.    Purstinc    Agency.     In 

addition   to  his  agency    background,  Chipperfield  also 

worked  five  years  for  General  Electric  and  seven 
years   with   Shell  Oil  in   London.    He  succeeds 

II  alien     Kial/.y.    who    will    nine    head    the    neuh- 

crealed  Departments  of    Marketing  at  Gardner. 

SPONSOR 



-  AROUND  FARGO, 

/  \  WDAY-TV 
PITCHES  A 
SHUTOUT! 

WDAY-TV 
FARGO,  N.  D.     •     CHANNEL  6 

^v  Affiliated  with  NBC     •     ABC 

FREE  &  PETERS,  INC. 

Exclusive  National  Representatives 

ATEST  Fargo  -Moorhead  Hoopers  credit 

WDAY-TV  with  an  almost  clean  sweep  of 

audience-preference  honors.  The  chart  shows 
that  between  5  and  6  times  as  many  Metropolitan 

Fargo  families  tune  to  WDAY-TV  as  to  the 
next  station. 

Look  at  the  sets-in-use  —  a  whopping  big 

65%  at  night! 

Although  Metropolitan  Fargo  represents  an 

important  segment  of  WDAY-TV's  coverage,  it's 
not  the  whole  story.  WDAY-TV  is  also  the  pre- 

ferred station  in  most  of  the  heavily-saturated 
Red  River  Valley.  Ask  Free  &  Peters  for  the  proof. 

HOOPER  TELEVISION   AUDIENCE  INDEX 

Fargo,  N.  D.  -  Moorhead,  Minn.  —  Nov.,  1954 

AFTERNOON  IMon.  thru  Frl.l 
12  noon  —  5  p.m. 

TV-SETS- 
In-Use 

Share  of 
Television  Audience 

WDAY-TV Station  B 

28 86 

14 

5  p.m.  —  6:30  p.m. 
48 88 

13 

EVENING  (Sun.  thru  Sat.) 
6  p.m.  —  12  midnight 

65 

85* 
17* 

('Adjusted  to  compensate  for  fact  itatiom 
were   not  telecasting   all   hoursl 
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\\  e  don'l  care  whal  you 
are  selling  what  color 

it  i-  how  much  it  costs. 

If  it'-  for  sale  t<>  people 
we  ran  sell  it  for  you. 

Now  98,500  T\  sets  in 

>ui  unduplicated  coveragi 

and  top  CBS,  NBC, 

\U<  ,  and  DuMonl  shows 

tc  hold  tli«'  competitive 
market. 

"Comc'n  Get   It." 

ADVERTISERS'    INDEX 
A  1  i\  ;    rlllll 

A I M  S 
BMI -TV    .... 

Eastman    Kodak 

Mid-Cont  tnent 

Mt.  Washington 

NBC  Radio 

Negro  Radio  So. 

Northwest   Uadio/TV  School    
Pulse 

RCA    Equip. 

RCA    Thes. 
Srhwimmer 
Storer 

TSSI.N 
T.P.A. 

West  inghouse 

CKLW,     Detroit         92 

KBIG,    Hollywood 
KCMO,     Kansas    City 

KCOR,   San  Antonio 
KER( ;    Eugene,  Ore. 

K  i:v  I  i-TV,     Minneapolis 

KFMB-TV,  San  Diego 

KGA,    Spokane 
KHOL-TV,    Kearney,    Nebr. 

KING-TV,    Seattle 
KLAC,    I. os   Angeles 
KLZ-TV,     Denver 

KMBC,    Kansas   City 

KMJ-TV,   Fresno 
KNAK,   Salt    Lake  City 

KNUZ,   I  t'.u.-t..u K  I '  i  x .  San  Francisco 

KPQ,  Wenatchee,  Wash 
KRCA,    I. os   Angi  L< 
KRIZ,    Phoenix  .-96, 

KSBW-TV,    Salinas  32, 
KUOA   (KGER),   Long    Bi 

KWKW,     I'asa.h 
WABC,    New    York  11 

WAI'I,   Birmingham  96 

WAVE,    Louisville                     ":1 
Wi'.A  V.  Green   Bay,  Wis.  _  108 

WBNS,  Columbus,  Ohio    ..  63 

TORE-TV,  Wilkes-Barre  ..  94 
WBT,    Charlotte  34 

\V<  ''  IO-TV,   Minneapolis  13 

WCTJE-TV,     Akron  105 
\vt 1  \  v  TV      Fargo  107 

WEHT-TV,    Henderson,   Ky.  100 

WEMP,   Milwaukee  ..  30 

WFBL,     Syracuse  12 

WFBM     [ndianapolis  87 

WGN,   Chicago           ,  97 

WILK-TV,    Wilkes  r.an.  98 

WJAC-TV,  Johnstown.   Pa.  90 

WJHP-TV,  Jacksonville,   Fla.  66 
\\  k  /.i  i.   Kalama  61 

WMGT,  Greenfield,   Mass.  74 
WNEW,   New    York  ^7 
w  <  il-TV,    \o,,    ,    towa  no 

Wl'\l..      Charleston  105 
WPEN,    Philadelphia 

WP1  V   St     Petersburg,  Fla.  . 
\v  Ki'.i.  TV    Columbus,  Oa. 

WRCA,    New    York 
WSAZ-TV,  Huntington 

WSJS,   Winston-Salem 
wsok,    Nashville 

WTOP,    Washington 
WTRF  t\      u  heeling 

VVTVW,     Milwaukee, 

IN  THE   LAND   OF 

MILK  ANDl*ONEY 

(HS.    Mt(  .     1BC,    Dl  MOM 



MIRACLE  OF  TV 

[Continued  from   page   103) 

tinued,  "when  my  husband  came  home 
I  met  him  at  the  door  and  said  to  him 

'AH  men  are  beasts.  Make  your  own 
supper! 

Now  my  question  is  this:  "Do  you 
think  this  man  ever  really  understood 

his  wife?"  Probably  no  better  than 
any  of  us  really  understand  the  public. 

The  best  we  can  do,  realistically,  is 
to  try  to  understand  the  public,  and 
to  try  to  improve  the  existing  methods 
for  determining  what  Americans  think, 
feel  and  believe  about  what  we  are 

doing — to  pioneer  a  new  interest  in 
the  public  interest. 

Marketing  research  has,  of  course, 

come  a  long  way  toward  telling  us 
what  the  public  prefers.  In  your  own 

field  of  radio  and  television,  vou've 
seen  the  rating  services  originate  and 

deterioriate.  Today  when  we  go  out 

to  buy  television,  we  may  lean  pri- 
marily on  one  rating  service  to  tell  us 

what  the  public  prefers  in  programing, 
but  we  also  check  to  see  what  sort  of 

rating  the  competitive  services  give  the 

same  show.  Frankly,  our  rating  serv- 
ices are  in  such  a  muddle  today  that 

I  think  Einstein's  second  greatest  con- 
tribution might  have  been  to  give  us 

one.  single  best   rating  method. 
The  other  day  our  rating  books  for 

the  citj  of  New  Orleans  arrived.  We 

had  just  placed  a  syndicated  film  show 
on  WDSU  and  were  anxious  to  see 

what  sort  of  rating  we'd  achieved. 
One  service  showed  a  5;  another 
showed  a  17.  Yet  both  showed  the 

preceding  program  with  the  same  20 
rating.  You  figure  that  one  out!  Do 

we  have  an  audience  or  don't  we? 
Another  step  forward  has  been  in 

research  concerned  with  determining 
remembrance  of  commercials.  Gal- 

lup-Robinson  of  Princeton,  New  Jer- 
sey,  have  done  a  fine  job  in  develop- 

ing what  the  public  recalls  of  your 
commercial  message  a  day  or  two  after 

they've  seen  your  tv  show.  But  here's 

the  rub — We  ran  an  Amm-i-dent  commercial 

last  year  and  the  surveys  showed  a 

high  recall.  What  happened?  Another 

sponsor  who  subscribed  to  this  same 

research  simply  "borrowed"  our  com- 
mercial and  spent  five  times  as  much 

money  advertising  the  same  appeal. 

Then  there's  Horace  Schwerin's  fine 
work  in  getting  audience  reaction  to 

program  content  and  commercials. 
Here  the  public  attends  his  research 
studio  on  Sixth  Avenue  in  New  York 

and  indicate  what  they  like  or  dislike 

about  programs  and  products  being 

promoted.  At  the  conclusion  of  the 

test,  the  audience  receives  Brand  "X" 
or   "Y,"   whichever  they   preferred   in 

the  masked  commercial  tests.  Theii 

onlj  problem,  1  understand,  is  that 
the  -ami'  people  are  getting  in  line 

raih  day,  knowing  thai  they'll  leave 
loaded  down  with  merchandise.  I 

haven't  figured  out  yet  whether  this  is 
market — or    super    market — research! 

Understanding  the  public — 
How  fine  it  would  be  if  only  we 

could! 

It  might  enable  u>  to  come  up  with 

programing  at  half  the  cost,  or  use 
scripts    land  jokes)    with  confidence. 

\\  e  could  develop  commercials, 

knowing  in  advance  that  the  public 

would  go  out  and  buy  the  product 

like  crazy  next  morning.  Or,  if  we 

were  politicians,  we  could  eliminate 
the  arduous  campaigns  in  the  field, 

and  simply  send  that  magic  message 
over  radio  and  tv  and  wait  for  the 

votes  to  roll  in. 

Isn't  it  fortunate  for  us  that  the 
basic  law  of  psychology  still  stands? 

That  we  can  only  predict,  hut  not  con- 
trol human  behavior. 

We'll  never  fully  understand  the 

public  anymore  than  we  fully  under- 
stand our  wives  or  our  children.  \\  hat 

we  can  accomplish  is  greater  under- 
standing: greater  recognition:  greater 

pioneering  efforts  in  the  public  interest. 
•  •  • 

f.    ><*ir  const  ruction  permits* 

CITY    &    STATE CALL 
LETTERS CHANNEL      I    DATE  OF  GRANT  ERP    <kw)* N0  ""'""   ""*"'  visual Antenna 

(ft)'" 

STATIONS 

ON  AIR 
SETS  IN MARKETt 

(000) 
PERMITEE.     MANAGER.     RADIO     REP1 

OODLAND,    KANSAS 

ATTIESBURG,   MISS. 

PHRATA,   WASH. 

ULWAUKEE,   WIS. 

10 
11    May 

204 580 None 
NFA 

9 

4   May 

28.2 490 None 
NFA 

43 4   May 

13.2 
660 

None 
NFA 

31 

4    May 

21.4 350 
WXIX 

WTMJ 

WTVW 

WCAN-TVi 

393, 

Goodland    Bcstg    Co.    (KWGB) 

James    E.     Blair,    sole    owner 

Lion    Tv   Co. 
Davp   A.    Matison    Jr. 

Harold    M.    Matison 
Milton    J.    Fine,    owners 

Basin    TV    Co. 
Cascade    Bcstg.    Owner 
Thomas   C.    Bostic.    pres. 

Business    Management    Inc. 
Joseph    A.    Clark,    pres   &.    trea 

(sole    owner) 
Edward    I.    Stillman.    v. p. 

BOX  SCORE 
U.  S.   stations   on   air       

Markets   covered ..._     

V.  S.  tv  sets  (1  Apr.  '55)   

V.  S.  tv  homes  (1  Apr.  '55) 

429 

261 

35,504,000 
33.600.000 

•Both  new  c.p.'s  and  stations  going  <>n  the  air  listed  here  are  those  which  occurred  between 
5  May  and  19  May  or  on  which  Information  could  he  obtained  In  II  at  [HTlod.  Statloni  an 

considered  to  be  on  the  air  when  commercial  operation  startf.  "Effective  radiated  power.  Aural 

power  usually  Is  one-half  the  visual  power.  •"Antenna  height  above  average  terrain  (net 
above  ground),  t Information  on  the  number  of  sets  In  markets  where  not  designated  a*  being 

from  NBC  Research,  consists  of  estimates  from  the  stations  or  reps  and  must  be  deemed  approxi- 

mate. §Data  from  NBC  Research  and  running  Un  most  cases,  the  representatives  of  t  radio 

station  which  Is  granted  a  c  p  ulfo  represents  the  new  tv  operation.  Since  at  presstlme  It  U 

generally  too  early  to  confirm  tv  representatives  of  most  grantee*.  SPONSOR  lists  the  repi  of 

the  radio  stations  in  this  column  (when  a  radio  station  has  been  given  the  tv  grant).  NFA:  No 

figures    available    at    presstime    on    set.;    in    market. 

'Has    suspended   operations,    but    has    not    turned    in    <    P 
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IOWA 

Greg's  one  of  a  special  million.  He's  one  of  the  million  Iowans  in  the  WOI Television  audience. 

His  parents  have  been  WOI-TV  viewers  for  more  than  five  years,  and  now 
Greg  sees  that  the  dial  remains  on  Channel  5  where  he  has  learned,  through 
experience,  to  expect  the  best  in  television  programming. 

MAXIMUM    POWER 

WOI-TV 
IOWA    STATE    COLLEGE 

CHANNEL^ 

CBS     DUMONT     ABC 

REPRESENTED    BY 

WEED     TELEVISION 



-I 
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Kiiiiiimicd   from   page  2) 

154   new   radio 

outlets   in   year 

"Monitor"  client 
roster  grows 

Non-home   listen- 

ing still  growing 

'Victory"  scores 
rerun  victory 

More  food,  drug 

sales;  less  stores 

Big  tv  impact  in 
newest  markets 

Steady  growth  of  number  of  tv  stations  in  U.S.  is  paralleled  by 
steady  upswing  in  number  of  radio  outlets.   Between  1  May  1954  and 

same  date  this  year  total  number  of  licensed-and-operating  radio  sta- 
tions went  from  2,563  to  2,717  according  to  FCC — a  gain  of  6%.   Number 

of  tv  outlets  went  from  387  to  453 — a  gain  of  17%. 
-SR- 

Blue-chip  list  of  sponsors  have  signed  for  NBC  Radio's  weekend  experi- 
ment, "Monitor."   So  far,  billings  amount  to  over  $1,000,000  gross 

with  discounts  knocking  off  about  33%.   Advertisers  include:  Chevro- 
let, Gruen,  Philip  Morris,  Western  Union,  RCA,  Nash,  Carter  Products, 

Chesebrough.   Buying  patterns  vary  widely:  Philip  Morris  is  using 
mostly  30-second  breaks  ;  Gruen  uses  6-second  billboards  ;  Nash  uses 
minute  announcements.   Program  starts  12  June,  goes  to  40-hour 
length  on  18  June. 

-SR- 

Out-of-home  radio  listening  continues  to  boom.   U.S.  families  averaged 
22%  additional  out-of-home  dialing  in  past  winter,  according  to  Pulse 
monthly  checkups  of  150,000  or  more  families.   Primary  location  is 

autos  (54.7%),  with  at-work  listening  (17.8%)  runner  up. 

-SR- 

Durability  of  some  syndicated  film  shows,  even  after  multiple  runs 

in  same  market,  is  often  delightful  surprise  to  advertisers,  sta- 

tions.  KTTV,  L.A.,  finished  third  run  of  NBC  Film's  "Victory  At  Sea" 
earlier  this  month  for  local  Buick  dealer.   Within  24  hours,  10,000 
viewers  phoned  station,  asked  for  yet  another  rerun ;  some  600  more 

wrote  letters.   "Victory"  has  had  multiple  airings  in  New  York, 
Chicago,  Denver. 

-SR- 

Necessity  for  thoroughly  pre-selling  the  food  and  drug  consumer  today 
via  air  advertising  is  underlined  by  figures  showing  1948-1953 
changes  in  food,  drug  retailing.   During  this  period:  (1)  food  store 
dollar  sales  shot  up  34.7%  but  number  of  outlets  dropped  off  4.7%  in 
U.S.  ;  (2)  drug  dollar  sales  volume  increased  21.4%  but  number  of  drug 
stores  slid  down  1.8%,  according  to  Nielsen  Food  &  Drug  Index.   Trend 
toward  supermarket ing  at  retail  level  has  been  one  of  biggest  spurs 
to  heavy  use  of  radio  and  television  by  food  and  drug  leaders.   Some 
15%  of  all  food  sales  are  now  in  super  markets. 

-SR- 

Value  of  the  newer  small-  and  medium-sized  television  markets  both  in 

advertiser's  network  lineups  and  tv  spot  schedules  is  pointed  up 
sharply  in  NBS  TV's  new  "Strangers  Into  Customers"  study  (see  page  40 
for  story).   NBC  surveyed  Fort  Wayne,  Ind. ,  just  before  and  6  months 
after  uhf  outlet  WKJG-TV  went  on  the  air.   New  Hoosier  viewers  wel- 

comed tv  like  long-lost  friend,  bought  what  it  sold.   Average  tv-sold 
brand  (Scotties,  Pride,  Cheer,  Armstrong)  shot  up  33%  in  just  3% 

months  in  tv  homes,  only  12%  in  others.   Major  webs  have  "package 
plans"  for  buying  newest  outlets. 
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SPEAKS^ 

RAB  and  TvB 

I  he  \  Mill!  is  to  In'  commended 

for  its  foresight  in  turning  over  part 

of  it-  program  at  the  33rd  Convention, 

just  concluded,  to  I!  VB  and  TvB.  The 

\\P\  has  long  followed  a  policy  of 

spotlighting  the  activities  of  its  promo- 
tional arm.  the  Bureau  of  \dvertising, 

and  the  N  Mill!  is  w  ise  to  follow  a 

similar  procedure. 

Both  radio  and  tele\  ision  need  sound 

and  constant  promotion  I"  fulfill  their 

potential.  \ml  admen  are  grateful  for 
iliber  <>f  sales  information  both 

li  Ml  and  I  \  B  are  geared  to  proA  ide. 

\iImk-ii.  who  attended  this  Convention 

in  unusuall)  large  numbers  itself  an 

indication  of  the  growing  stature  of  the 

.in  media  in  agenc)  and  client  deliber- 

ations were  impressed  b)  the  pro- 
of factual  infoi  ination  and  care- 

ful planning  presented. 

\inonu  the  highlights  of  It  Mi  -  ses- 

sion, presided  over  bv  President  Kevin 

Sweeney,  were  a  talk  1>\  Emanuel  Kat/. 

president  of  Doc-kin  Products,  who 

recentl)  -witched  from  network  tele- 
vision to  network  radio  (see  SPONSOR 

21  March  1955,  page  46). 

Local-lev  el  radio-  impact  was  dram- 
atized at  the  RAB  session  hv  hwin 

Feld  of  Super-Music  Enterprises  in 

\\  ashington,  D.  C.  '  see  sponsor  article 

5  \|.iil  1954,  page  46)  and  by  Gailard 
/ink  of  /ink  Supermarkets,  Salem, 

Ind.  Feld  and  /ink  are  among  the 

winners  in  RAB's  third  Radio  Gets 

Results  contest,  Feld  for  his  company's 
campaigns  on  WW  DC.  Washington, 
.ind  /ink  for  campaigns  on  WSLM, 

Salem,  Ind. 
The  Convention  provided  TvB  with 

the  first  opportunitj  since  its  inception 

loi  a  full-dress  presentation  of  its  plans 

and  approach.  Oliver  Trevz,  TvB  presi- 
dent, showed  assembled  broadcasters 

and  admen  the  program  of  sales  activ- 
itv  and  sales  research  which  TvB  now 

has  rolling  full  swing.  Treyz  revealed 

results  of  a  study  relating  ownership 

of  automatic  washers  to  television  own- 

ci -hip  and  viewing  which  as  a  sam- 

ple of  deeply  documented  research 

promises  well  for  TvB's  reception  be- 
fore advertising  executive-. *        *        * 

Who  should  buy  like  P&G? 

Perhaps  the  greatest  testimony  to  the 
effectiveness   of   the   air   media   is   the 

great  and  continued  growth  of  Procter 

6  Gamble  which  bv  sI'onsoi:'-  estimate 
puts  ovei  80'  I  of  a  $71  million  budget 
into   radio  and  telev  ision. 

P&G    over    the    vears    has    acquired 

a  reputation  as  the  most  numbers- 
conscious  of  all  advertisers.  It  is  said 

that  a  P&G  media  man  feels  lost  with- 

out his  slide  rule  for  calculating  cost- 

per-1,000;  that  rigid  rules  have  been 

passed  down  from  P&G  to  its  seven 
agencies  stipulating  that  buyers  may 

only  buv  above  a  certain  rating. 

Part  two  of  sponsor's  P&G  series  in 
this  issue  (page  38  I  points  out  that  the 

rigidity  of  P&G's  approach  to  buying 
time  has  been  exaggerated,  that  even 

though  P&G  is  indeed  determined  to 

achieve  a  low  cost-per- 1,000  it  allows 

its  buyers  common-sense  leewav .  But 

still  sponsor's  reporter  came  away 
from  his  interviews  in  Cincinnati  with 

a  strong  impression  that  P&G  is  rela- 
tively unmoved  by  factors  other  than 

circulation. 

The  advertiser  who  concludes  that 

every  company  ought  to  follow  suit 
would  in  our  opinion  be  making  a 

grave  mistake.  P&G.  which  buys  ad- 

vertising by  the  ton,  can  perhaps  af- 
ford to  overlook  some  of  those  out- 

standing buys  which  cannot  be  mea- 
sured on  a  slide  rule.  It  attains  massive 

impact  through  high  frequencv  and  is 

moreover  usually  buying  with  maxi- 
mum discounts. 

Most  other  accounts  cannot  afford 

to  overlook  personalities  and  programs 

which  mav  have  higher-than-avcrage 

sales  potential  even  if  the  numbers 

tend  to  show  higher-than-average  cost- 

per-1,000.  In  particular  the  small  and 
medium-sized  account  mav  be  by-pass- 

ing excellent  opportunities  to  get  the 

most  out  of  a  budget  if  it  seeks  to  fol- 
low in  the  pattern  of  a  giant  like  P&G. 

Applause 
The   Miracle  of  Television" 

In  a  remarkable  analysis  of  adver- 

tising rc~uli-  and  philosoph)  George  I. 

\ I » i .iiii—.  advertising  vice  president  ol 

the  Block  Drug  <  o.,  last  week  in  Wash- 
I-    I).  C,  look    loo  broadcasters, 

i      ■    ■  ■  uiivc-  behind  the 

•  ■I     a     miilli  million     dollar     Iv 
<  IhiiI. 

The  occasion  was  sponsor's  Second 
!'  i     Dinnei    honoi 

the    I11''!  | <   ei    pre  freeze  i\    stations 
I  '      II  i   ii  t\ .  press  -ei  ■ 
ihe    President 

I'.'  b  diem  e  in<  luding  six  of 
I  <  i     '  run m issi oners    i-  well 

as  numerous  Senators  and  Representa- 
tives Vbrams  revealed  the  trials,  errors, 

and  triumphs  of  a  company  with  a  big 
-lake  iii  a  new  medium.  \s  the  re<  ord 

unfolded,  the  men  of  Washington  as 

well  as  the  other  guests  caught  a  rare 

glimpse  of  advertising  in  action.  The 
d  showed  the  hazards  to  business 

grow  lb  imilei  a  I  ree  i  ompetitive  sj  stem 
and  the  r<  m  ards.  Vs  we  saw  it,  his 

report  was  a  fine  testimonial  to  the 

oppoi  tunities  av  ailable  to  a  small  In  m 

a«  well  as  a  I. n  ge  one  through  -kill f ul 
use   oi    the     in    media    under   the     Mini  i 
<an  system. 

M.i. iiii-        iv    a    bow     to    radio,    too. 

I  b    -  ii. 1     "Sin*  e   1950  the  scoreboai  d 

shows  thai   we've  ,   red   $20,000,000 

into  lv.  with  1955  the  biggest  year  of 

all.  Mid  yet,  at  the  same  time,  we've al-o  rediscovered  radio  going  back 

this  year  into  network  and  -pot  radio 
on  a  much  heavier  scale  than  in  recent 

v  ears." 

Block  Drug  accomplishments,  sparked 

b\  dominant  employment  of  the  air 

media,  have  excited  all  companies  in 

the  toothbrush,  toothpaste,  mouthwash, 

liniment,  and  shampoo  fields.  Excerpts 
from  his  talk  are  contained  in  this 
i-siie  starting  on  page  44. 

Copies  of  the  talk  will  be  available 
on  request. 
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Here  is  a  conclusive  combination  of  two  significant  things :  (1)  a  map  showing 

our  important  and  prosperous  Industrial  Heart  of  America  —  five  states  with 

a  built-in  buying  power  that  totals  close  to  four  billion  dollars  -  and 

(2)  the  mastheads  of  over  30  daily  newspapers  which  always  carry  WSAZ-TV's 

program  logs.  They  do  this  because  their  readers  want  to  know  what  WSAZ-TV 

is  bringing  them  every  day  throughout  this  whole  125-mile  sweep.  You  can't 
beat  the  barometer  of  public  demand ! 

Nor  can  you  beat  the  selling  influence  of  WSAZ-TV  in  about  half  a  million 

TV  homes.  Words  are  fine  -  but  solid  proof  is  better.  The  nearest 
Katz  office  has  lots  of  the  latter. 
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Whither  P&C's 
daytime    tv? 

WOR    surveys 

cigarette  sales 

More  2-car, 

2-radio  families 

Hooper  to  index 

spot  r-tv  clients 

Ground   rules  for 

reaching    kids 

'Lucy"  still  loved 
by  tv  viewers 

P&G's  dropping  of  5  radio  serials  does  not  mean  firm  is  exiting  net 
radio.   Seven  serials  remain,  5  on  CBS,  2  on  NBC.   Cut-backs  of  2  tv 
soap  operas  likewise  does  not  signify  retreat  from  daytime  tv,  but 
rather  dissatisfaction  with  specific  shows.   Real  question  for  whole 
industry  is  whether  P&G  will  stay  with  soap  opera  in  daytime  tv  as 
it  did  in  radio,  or  whether  television  soap  opera  is  on  way  out.   For 

analysis  of  P&G  daytime  operation  on  both  tv  and  radio  see  "The 

Procter  &  Gamble  Story,  Part  3,"  page  34  this  issue. 
-SR- 

There's  been  little  change  in  total  volume  of  cigarette  smoking  in 
New  York  market  but  there  have  been  number  of  changes  in  brand  pref- 

erences and  smoking  habits  of  interest  to  air  advertisers,  latest 

edition  of  WOR,  New  York's  continuing  study  of  cigarette  smoking 
shows.   Chesterfield  is  favorite  with  men;  Pall  Mall  leads  with 
women.   Filter  brands  have  tripled  among  men,  quadrupled  among  women 

since  1953,  showing  effect  of  heavily  air-backed  selling. 
-SR- 

Two-car  trend  is  being  spurred  along  with  heavy  ad  campaigns  by  lead- 

ing automakers.   Number  of  multi-car  families  is  now  at  4.5  million, 
up  from  1941  level  of  one  million.   Trend  is  of  interest  to  radio 

clients,  since  an  estimated  75-80%  of  new  autos  are  being  equipped 
with  car  radios.   Sales  are  being  made  primarily  to  housewives,  who 

want  to  get  out  of  house  during  the  daytime  (while  hubby's  in  town 
with  the  car)  to  shop,  visit  or  play  chauffeur  to  the  kids. 

-SR- 

C.  E.  Hooper  has  started  the  ball  rolling  on  new  tv  and  radio  moni- 
toring service,  which  has  been  in  the  discussion  stage  for  some  time. 

Service  will  involve  a  tie-up  between  Hooper,  ARB  and  Broadcast 
Advertisers  Reports.   Stations  will  be  taped,  and  commercials  in 

major  markets  logged  in  handy  reference  book.   Timebuyers  have  often 

cited  lack  of  knowledge  of  who's  buying  what  in  spot  radio  as  a  major 
industry  headache  (see  "Spot  radio  must  list  its  customers,"  30  May). 
A.  C.  Nielsen  research  firm  had  option  on  BAR  service,  but  dropped  it 

-SR- 

Schwerin  Research  Corporation,  as  result  of  testing  dozens  of  radio- 
tv  shows  before  audiences  of  17-and-under  children,  has  developed 

interesting  set  of  ground  rules  for  appealing  via  air  to  kids:  Chil- 

dren like  action,  but  not  too  much  of  it  at  any  one  time.   "Advice" 
must  be  disguised  to  get  across.   Kids  are  bored  by  virtuous,  true- 
life  youngsters,  but  accept  them  as  part  of  dramatic  story.   Boys 
merely  fidget  over  girl  heroines. 

-SR- 

Current  season  has  had  string  of  casualties  in  situation  comedy  field 

("Dear  Phoebe,"  "It's  a  Wonderful  Life,"  "Mickey  Rooney,"  et  al.) 
but  show  that  kicked  off  original  trend  still  wears  rating  crown. 

Nielsen  figures  for  2  weeks  ending  7  May  show  "I  Love  Lucy"  in  first 
place  in  homes-reached  (15,708,000),  first  in  per  cent  of  homes 

(47.7).   P&G  portions,  incidentally,  out-pulled  Philip  Morris'. 

SPONSOR.   Volume  9,   No.    12.    13  .Tune   19SS.     Published   blveekb    03    SPONSOR    Publications.    Inc.     Executive,    Editorial.    Advertising.    Circulation   Office*.     Il>    E. 
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Bachc  airs  stock 

news   abroad 

If    if   sells 

it's   "glamorous" 

Tv-first 

for   movies? 

Florida  Citrus  to 

use   spot   blitz 

Will   fee   tv 

buy   away   shows? 

Where's  fee  tv 
public    service? 

How  to  use 

radio    visually 

With  estimated  600,000  Americans  due  to  travel  in  Europe  this  summer, 

Bache  &  Co.,  one  of  leading  users  of  air  advertising  in  stocks-and- 
bonds  business,  has  worked  out  system  to  provide  tourists  with  latest 
market  data.   Radio  Luxembourg  will  carry  market  roundup  for  Bache, 

of  America  will  air  "Martin  Gilbert's  Market  Letter." 

-SR- What  do  you  do  when  client  says,  "Dealers  are  hypnotized  by  tv 
glamor"?   That's  long  been  question  plaguing  account  executives, 
timebuyers  when  suggesting  spot  radio.   One  of  best-documented  indi- 

cations dealers  who  use  it  successfully  are  enthusiastic  about  radio's 
"glamor"  is  provided  by  case  histories  submitted  in  RAB  Radio  Gets 
Results  contest.   Six  of  13  case  histories  appear  on  page  38,  in 

part  one  of  2-part  SPONSOR  article. 

-SR- 
Is  NBC  TV  plan  to  premiere  new  high-priced  feature  movie  on  tv  an 

answer  to  fee  tv's  contention  it  alone  could  provide  public  with  new 

movies?  NBC  TV  will  air  movie,  "The  Constant  Husband,"  starring  Rex 
Harrison,  as  first  in  its  series  of  "Color  Spread"  spectaculars  (11 
September,  7:30-9  p.m.).   Picture,  produced  in  Great  Britain  for 
$250,000,  will  go  into  U.S.  theatres  after  appearance  on  tv.   Box 

office  will  be  watched  carefully  by  producers.   If  combined  box 

office-tv  take  is  good,  look  for  more  movies  to  go  tv-first  route. 

-SR- Success  of  Benton  &  Bowles  with  saturation  tv  I.D.'s  for  Maxwell 
House  instant  coffee  (see  SPONSOR  4  October  1954,  page  32)  was  strong 

plank  in  B&B's  successful  presentation  to  Florida  Citrus  Commission. 
B&B's  plan,  when  it  takes  over  account  from  JWT  3  months  hence,  is 

to  use  near-§2  million  tv  budget  for  hard-sell  I.D.'s. 

-SR- 
Concern  of  free  television  forces  with  fee  tv's  threat  as  competitor 
for  programing  was  underscored  by  RCA  and  NBC  Board  Chairman  David 

Sarnoff's  statement  to  FCC  last  week.   Sarnoff  warned  fee  tv  could 

"cripple"  free  tv  by  outbidding  it  for  shows  as  well  as  reducing 
audiences.   Sarnoff  also  pointed  out  fee  tv  advocates  have  made  no 

commitment  they  would  not  carry  advertising.   "Obviously,  this  admis- 
sion was  not  merely  inadvertent,"  Sarnoff  noted.   Possibility  fee  tv 

would  include  commercials  has  often  been  cited  by  admen  to  SPONSOR 

(see  article  16  May  issue,  "Will  fee  tv  hurt  the  sponsor?",  page  38.) 
-SR- 

Look  for  fee  tv  proponents  to  try  pointing  up  "public  service"  values 
of  coin  box  system.   David  Sarnoff  statement  to  FCC  pointed  to  many 
programs  network  carries  as  public  service.   But  fee  tv,  he  said, 

has  "...  made  crystal  clear  that  the  only  programs  they  would 
present  are  those  for  which  the  public  would  be  required  to  pay  cash 

into  slot  machines   " 
-SR- 

Radio  commercials  of  late  have  been  borrowing  tv  techniques,  includ- 

ing use  of  "demonstration. "   Two  examples:  RCA  commercial  for  un- 
breakable radio  sets  in  which  Vaughn  Monroe  is  heard  hammering  on 

'  to  show  it  won't  break;  Spic  and  Span  commercial  in  which  man 
and  woman  compete  to  see  which  can  clean  wall  better,  man  with  Spic 

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

(Sponsor  Report*  contlnuea   i>««i«*  ISS) 
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EXCITING! 
so    exciting  — 

your   sales    potential    in 

this    $ 5 Va    billion    market! 

You  find  that  your  product  sales  rise  quickly — when 

you  use  WGAL-TV  to  advertise  your  product. 

This  super-powered  station's  316,000-watt  signal 
sends  your  message  from  its  mountaintop 

transmitter  location  to  the  vast,  rich 

CHANNEL  8  MIGHTY  MARKET  PLACE. 

The  one  station  that  reaches  this  wealthy 

market,  WGAL-TV  sells  your  product 

to  more  than  three  million  people 

who  have  $5!4   billion  to  spend  every 

year.  For  sales  that  grow  by  leaps 

and  bounds,  buy  WGAL-TV. 

STEINMAN    STATION 
Clair  McCollough,  Pres. 
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Harrisburg 
Reading 

York 
Lebanon 

Hanover Pottsville 
Gettysburg Hazleton 

Chambersburg Shamokin 

Waynesboro Mount  Carmel 
Frederick 

Bloomsburg 

Westminster 
Lewisburg 

Carlisle Lewistown 
Sunbury 

Lock  Haven 
Martinsburg 

Hagerstown 
New  York 

Los  Angeles 

Chicago 

San  Francisco 
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ARTICLES 

Battle  of  the  network  tv  titans 
Preview   of   fall    programing    on    network   tv    shows    how    battle    lines    are    shaping 

up.     Chart    gives    lineup    of   shows    and    sponsors    next    season  31 

The  Proeter  &.  Gamble  story:  part  11 
Is    P&G    pulling    out   of    soap    opera?     It    has    cut    five    radio    and    two    tv    soap 

operas.     Part    three    analyzes    why  3-1 

.Ire  you  morning-mintled  or  open-minded? 
Many  advertisers  feel  the  only  radio  time  worth  buying  is  the  morning  when 

tv  competition  is  at  its  lowest  level.  Article  shows  admen  they  may  be 

overlooking    large    afternoon    and    evening    radio    audiences  ttfi 

Local  ratlio's  impai't:  eash  register  proof 
RAB's  annual  "Radio  Gets  Results"  contest  drew  ample  proof  that  local  radio 
is  glamor  medium  to  the  local  retailer.  Trends  among  winning  campaigns 

include    higher   frequency    of    schedules,    greater    reliance    on    station    personnel  JJ8 

I  In-  product  with  .">  strikes  tiyainst  it 
After  a   low  results   print  campaign,   5-Day  Deodorant   is   now   moving   up   with   a 

I00fr    tv   budget.    Company   president  feels  visual    power  of  tv   has  turned   trick  |0 

Hon  if  or:  ix  this  net  radio's  fiilnre? 
Disregarding  the  standard  time  breaks,  NBC  Radio  Network's  "Monitor"  pro- 

grams in  odd  time   patterns  with  a  variety  of  material  from   all   parts  of  the   net  -J2 

Klow-by-hlow  story  of  a  tv  test:  tveek   lit 
Results  of  the  tv-only  test,  now  two-thirds  complete,  show  that  total  sales  are 

up  IOO'y  over  the  same  period  last  year  when  no  tv  was  used.  Biggest  gain 
by   B&M    brown    bread   which   leads  the   climb   of  the    B&M    line    in   the    test   area  /  / 

flow  to  scoop  lli«*  ftefff  with  radio 
Utilizing  the  well-known  but  often-ignored  ability  of  radio  to  give  fast  coverage 

of  news  events,  KWIZ,  Santa  Ana,  California  turned  its  facilities  to  producing 

a   radio   tabloid.    Its  success   may   be   a   guide   for   other   stations  ff» 

COMING 

Itlow-hy-hlow  story  of  a  tv  test:  week  20 
Next   article    will    follow   the   further   progress   of   the    Burnham    &    Merrill    tv    test 

in    a    formerly    slow-moving    market.     Begun    in    January,    test    ends    in    July  •JJ'    f)(l|r 

The  Procter  A.   Gamble  story:  part    I 
Fourth   and   final   article   on    P&G   delineates   relations   between    company   and    its 

seven    agencies,   examines   P&G    production    procedures,   advertising    organization       27  •!  If  lie 
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KWKH SHREVEPORT 

IS  BIG  NOISE  IN  BELCHER,  TOO! 

X^KH's  daytime  SAMS  area  covers  80  counties  .  .  . 

hundreds  of  towns  and  villages  like  Belcher, 

Louisiana  (pop.  260).  And  oh,  how  we  whet 

their  appetites  for  KWKH  programming! 

test  Hoopers  show  that  KWKH  is  preferred  over  the 

second  station  in  Metropolitan  Shreveport 

morning,  noon  and  night — up  to  104',  ! 

listeners  per  dollar  KWKH  outstrips  the  next-best 

Shreveport  station  by  89.4  r,  .  Get  all  the 

facts  from  The  Branham  Company. 

{WKH 
A  Shreveport  Times  Station 

I  TEXAS 

HREVEPORT,  LOUISIANA 

Nearly  2  million  people  live  within  the  KWKH  day- 
time SAMS  area.  (The  area  Includes  additional  counties 

in  reiCk,  Oklahoma  and   Niv.   Mexico  not  shown  on  map  ) 

ARKANSAS 
50,000  Watts  •   CBS  Radio 
The   Branham  Co. 

Representatives 

Henry  Clay 

General  Manaaer 

Fred  Watkins 
Commercial  Manager 



KBIGpEWS 
ORS 

Win  Golden  Mike 

Trophy  for  third  year 

-i 

The  Radio  —  Television  News 
Club  of  Southern  California 

again  honors  K.BIG  News.  Of 
seven  awards,  KBIG  is  the  only 
non-network  winner. 

Alan  Lisser 
1953   &    1954 
winner   for 

Best  Non-N 
Newscaster. 

Larry   Rerrill 
1955   winner  for 
Most   Enterprising 

Radio  Report. 

KBIG  Newscasts  arc  5  minutes 

long,  staff-written,  edited,  pol- 
ished,  listt  liable! 

There  arc  113  each  week.    Of 

Mi  are  immovable  public 
service;    76   are   sponsored;    27 
Mr    available. 

If  you  Sponsoi  KBIG  News, 
YOU  own  .i  share  in  iliis  Gold- 

en Mike. 

If  you  don't,  talk  it  over  with 
your  KBIG  or  Roberl   Meeker 
contac  i. 

JOHN  POOLE  BROADCASTING  CO. 

6540  Sunset   Blvd.,   Hollywood   28,  California 

Telephone:   Hollywood  3-3205 

Nat.  Rep.  Robert  Meeker  &  Assoc.  Inc. 

ITC 

6h 

1 

J. 

I) 17) 

,iV 

Joan  Aiulersou,  Cory-Hill  Advertising,  Des 

Moines,  Iowa,  feels  that  the  station  reps  could  sell 

far  more  convincingly  if  they  had  in  mind  the 

specific  account  for   which    they're  pitching.    "I 
realize,"  says  she,  "that  it's  difficult  to  handle  the 
multitude  of  accounts  that  media  reps  have  to  keep 

in  mind.   But  we  always  try  to  remember  that  each 

of  our  clients  has  a  'personality'  that  can  best  be 
projected  through  certain  media  and  by  certain 

techniques.    This  may  sound  like  a  truism,  however, 

the  more  information  and  advice  that  we  receive 

slanted  toward  that  goal,  the  more  we  love  the 

media   guys."    She  feels   that   the   best  pitch    is 
the  one  where  a  rep  shows  a  buyer  what  his  station 
could  do  for  that  account   by  proposing  a 

schedule    backed   up    with   figures. 

Bill  Svth,  Lewin,  Williams  &  Saylor,  Sew  York, 

recently  had  occasion  to  study  various  phases  of  tv. 

"One  of  our  clients  had  a  budget  somewhat  under 
$200,000  to  spend  over  13  weeks.    We  considered 

three  possibilities:    (1)   spot  tv  announcements  in 

the  top  20  markets;    (2)   syndicated  half-hour  films 

in  20  top  markets;    C\)    network  participations 

covering  40  to  80  markets.    The  comparison  proved 

to   us   that  spot   tv  may  have   to   readjust   its 

price   structure   now   that   netivorks   are   offering 

such  large  lineups.    Three  network  participations 

weekly  actually  cost  less  than  either  two  Class 

"A"  plus  one   Class  "C"  announcement   weekly, 
or  the  least  expensive  half-hour  film  show. 

Spot  can   be  a  valuable  medium   only  as  long  as 

its  price  structure  is  competitive." 

Jane  Podestvr,  MrCann-Eriekson,    Xew  York, 

feels  that  radio  and  tv  stations  could  do  a  great 

deal  to  simplify  the  haver's  desh-  work.   "As  still 
arm/her  voire  crying  in   the  wilderness,"  says  she, 

"I    would  lil.e   to   see   the   industry   adopt   some 
form   of  standardization  for  availabilities,   con- 

firmations, etc.     It  present,  the  buyer  is  swamped 

with   multi-colored  forms,  oddly  shaped  and  marked 
program   logs,   coverage   maps,   rate   cards,   market 

data    (helpful  and  otherwise)    and  various  hits  of 
assorted  miscellaneous  information.   By  the  time 

tin-  hopeless  recipient  has  produced  some  order  out 
ol  chaos,  chant  es  are  ilmt  that  prize  spot  or  time 

period  is  gone.    I  for  one  would  like  to  see  all 
pertinent  information,  times,  adjacencies,  ratings, 

market  data  on  one  8V2  by  II"  sheet,  with 

perhaps    a    same-size    coverage    map    attai  hctl." 

SPONSOR 



REGIONAL  W  0  W  IS  NOW 

_jf
-- 

*2'A  BllUOH 
JWARKO -^    V- 

590  K.C 
5000  V*. 

*00-Mltf 

BASIC CBS RADIO 

«.«** 

fit  ST  0-J'\ 

J* 

*j^  :v. 

IN  OMAHA 
and  in 

170  RICH 
COUNTIES 

(One-third  in  rich  Western  Iowa!) 

T  T 
Tops  in  Every  Way  .  .  .  that's  Radio  WOW  .  .  . 
now  proudly  a  basic  CBS  Radio  affiliate. 

Top  WOW  personalities  .  .  .  great  names  like 

"Jolly  Joe"  Martin  .  .  .  Connie  Cook  .  .  .  Mai 
Hansen  .  .  .  and  Ray  Clark  ...  are  eager  to  sell 

your  product! 

Radio  WOW  is  a  top  buy  ...  a  must  basic  buy 

in  every  national  schedule! 

Call  your  John  Blair  man  today! 

Frank  P.  Fogarty,  Vice  Pres.  &  Gen.  Mgr.  %     Represented  by  John  Blair  &  Co. 

Affiliated  with  "Better  Homes  &  Gardens"  and  "Successful  Farming"  Magazines. 

Reqlona^ 
RADIO WOW 

*"*!. 

-^ 

Dial  590 
5000  WATTS 

OMAHA 
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good  spot 
to  be  in  ! 

Like  to  have  things  pretty  much  all  to  yourself'.'' 

Then  give  serious  thought  to  spot  television  — especial  I  \  on 

the  12  stations  we  represent.  It  comes  in  all  sizes  from  less  than 

$100  a  week  to  more  than  $1,000,000  a  year. .  .and  its 

cost-per-thousand  is  so  low  you  can  virtually  take  over  a  market 

without  going  over  your  budget. 

Take  the  case  of  the  distributor  in  the  Carolinas  for  Union  Oil 

Company  of  California,  who  wanted  to  expand  the  demand  for 

his  premium- priced  motor  oil.  A  schedule  on  WBTV,  Charlotte, 

hand-picked  to  fit  his  budget,  brought  these  results  within  26 

weeks:  "We  are  now  the  top  distributor  in  the  nation.  We've 

exceeded  last  year's  sales  by  102%,  and  have  set  up  man) 

associate  distributorships.  This  can  definitely  be  attributed  to  our 

television  advertising  with  your  company!" 

Results  like  these  help  to  explain  why  more  than  300  national 

spot  advertisers  are  currently  using  schedules  on  one  or  more 

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

It's  a  good  spot  to  be  in! 

CBS  TELEVISION  SPOT  SALES 
Representing:  wcbs  r\  New  York,  w<  w   n  Philadelphia,  wtop  n  Washington, 

\\i:i\  Charlotte,  ur.iw  Florence,  wmbr-t\  Jacksonville,  \\\i\  Milwaukee, 

\\im\ti\  Chicago,   ksl-tv  Salt  Lake  City,  kgui  r\  Galveston-Houston, 

KtuN  i\  Portland,  kwi  Los  Angeles,  cbs  television  pacifii    network 



Popularity  is  determined  by  how 

many  listen.  In  San  Diego,  more  people 

listen  to  KSDO  than  any  other 

station,  according  to  HOOPER. 

Whatever  it  is,  you  can  sell  it  faster, 

for  fewer  dollars-per-sale  on 

San  Diego's  FIRST  station  .  .  .  KSDO. 
May  we  show  you  why  KSDO 

gets  more  attention  than 

any  other  station? 

by  Bob  Foreman 

Television's  revortl:  one  for  ttthnen  to  be  proud  of 

In  some  quarters  it  is  popular  to  discuss  the  advertising 

business  as  if  it  were  sort  of  a  con  game.  I  suppose  it's  fair 
to  expect  this.  But  to  my  amazement  every  now  and  then  I 
run  into  advertising  people  whose  admiration  for  their  chosen 
field  and  the  people  in  it  is  molecular  in  size.  Why  this  view 

is  shared  by  folks  who  take  their  livelihood  out  of  the  busi- 

ness puzzles  me.   It's  too  easy  to  get  out  of  advertising. 
This  jaundiced  approach  to  our  profession  however  is  usu- 

ally held  by  those  completely  ignorant  of  our  functions  and 

their  relation  to  the  American  economy.  Their  '"knowledge" 
of  what  we  do  and  why  we  do  it  is  derived  generally  from 

pinko  literature,  soap-box  orators  and.  believe  it  or  not,  from 
columnists  whose  jobs  are  dependent  upon  advertising  but 

who  persist  in  reporting  the  hueksterism  they  have  encoun- 
tered as  though  it  were  typical. 

Most  of  my  friends  who  serve  in  any  phase  of  the  adver- 
tising business  are  as  un-hucksterish  as  Tom  Sawyer  and 

resent  being  referred  to  by  this  cognomen.  Most  of  them  have 

one  wife,  pay  their  bills,  share  in  community  projects  and  are 

as  good  a  stratum  of  citizenry  as  you'll  encounter  anywhere. 
In  fact,  they  are  as  aware  of  their  obligations  to  society  and 
their  debt  to  this  country  as  any  business  group  including 

lawyers,  doctors  and  baseball  players. 
For  these  reasons  ihey  (and  the  advertisers  they  represent) 

are  constantly  alert  to  catch  and  prevent  harmful  advertising. 
Furthermore,  because  of  their  intimate  knowledge  of  the 

business,  thev  are  the  best  judges.  I  believe,  as  to  what  is 

harmful  advertising.  Consequently,  you  will  always  find  them 
in  the  front  lines  in  the  battle  against  misleading  copy  or 

programing  that  will  be  harmful  to  youngsters,  el  al.  In  addi- 
tion to  their  own  good  taste,  they  have  one  other  benchmark. 

They  know  that  bad  advertising  -imply  doesn't  pay  off.  It 
inevitably  comes  back  to  haunt  it-  perpetrators-  -advertiser 

as  well  as  agency.  There  may  be,  as  Barnum  stated,  suckers 

born  regularly  bul  centuries  before  some  noble  Roman  made 
the  comment  experientia  docet.  Suckers  do  learn  fast  and 
seldom  forget. 

I  uncover  this  kettle  of  fish  because  the  small  but  vocal 

group  which  seems  to  be  knocking  our  business  is  now  work- 
ing overtime  on  television. 

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

[Please  turn  m  page  56) 
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CHANNEL  8 

WISH-TV INDIANAPOLIS 

NEW 

1000  FOOT 

TOWER 

• 

NOW  IN 

OPERATION 

SEE  THE 

BOLLING   COMPANY 

FOR 
AVAILABILITIES 

CHANNEL  8 

WISH-TV INDIANAPOLIS 
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On  stage  at  WBEN-TV  .  .  .  and  a  crew  of  experts  goes  to 

work  !  Experts  because  WBEN-TV's  well-knit  team  of 
directors,  announcers  and  technicians  have  been  with  this 

pioneer  station  since  its  beginning  in  1948.  These  TV 

veterans  have  had  seven  long  years  of  experience  in  the 

production  of  television  commercials. 

WBEN-TV  scheduling  assures  enough  rehearsal  time  for 

every  commercial.  Two  fully  equipped  studios  permit 

staging  effects  that  are  polished  to  perfection. 

Standards  like  this  cost  no  more,  —  that's  why  more  and 

more  time  buyers  buy  WBEN-TV  more  and  more  often. 

Let  quality  production  tell  YOUR  story  in  a  quality  way. 

vN* 
I* X* 0*V

 tfj 

*es;* 
.      <^  v.e^     ,„e<*     .v.e< 

—    .V.<^  v 
,<V^e     o^e'

 

&  CBS  NETWORK 

WBEN-TV 
BUFFALO,  N.  Y. 

WBIN-TV    Representative 

I 
1IQU 

ttal 
IIIIIISIU 

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

TV  PIONEERS 

1  want  to  express  my  appreciation 

to  you  and  the  Television  Pioneers  for 
the  award  made  to  me  at  the  National 
Association  of  Radio  and  Television 

Broadcasters  convention  Sunday.  22 

May. 

I  was  verj  much  honored  and  I  shall 

endeavor  to  live  up  to  thi*  tribute  in 
the  future. 

James  C.  Hagerty 

Press  Secretary  to  the  President 
•       >1r.    Hagerty    received    an    award    for    helping 
to    I. mi;,    the   Presidential   pre.s   conference   to   the 
pull  I  ■•     *i.i    television    and   radio. 

It  was  a  great  privilege  to  be  with 

you  at  the  Television  Pioneer  Dinner 
at  the  \\  illanl  Hotel.  This  filled  me 

with  nostalgia  and.  at  the  same  time, 
fired  me  with  enthusiasm  for  the  use 
of  tv  in  the  coming  campaign. 

You  may  be  interested  in  knowing 

that  I  was  one  of  the  unsalaried  pio- 

neers of  radio,  having  been  an  an- 

nouncer over  a  college  station  in  1()2.~> and  the  teacher  of  the  second  class  in 

uidio  ever  to  be  taught  in  an  univer- 
sity in  1929.  Moreover.  I  owe  my 

election  in  1954  almost  entirely,  in  mj 

opinion,  to  the  use  of  t\ . 

You  are.  indeed,  rendering  a  ser- 
\  ice  to  the  profession,  and  it  was  a 

privilege  to  be  w  ith  you. Rep.  Don  Hayworth 

House  oj  Representatives 
(ith  District,  Mich. 

Harrington,  Righter  and  Parsons,  Inc.,  New  York,  Chicago,  San  Francisco 

Thanks  for  a  wonderful  part) . 

1  though  George  Mtrains'  speech  at 
the  Television  Pioneer  diner  was  ter- 

i  inc.  I  am  sure  j  ou  know  how  much 
favorable  commenl  it  caused.  I  do 

hope  you   will  have  reprints  made.    I 
would   like  one. 

Ihmti.i)    F.   Gkoss 
President 

WJIM-TI 
Lansing,  Mich. 

•         Excerpti      from      Mr.      Aliraiu*'      Speech      at      th.- 
Television  Pioneer  Dinner  ran  in  ihr  30  May 

Isana  of  SPONSOR.  Reprints  arr  .,.,1,1.1.  on 

reffaost. 
(Please  turn  /<>  page  16) 
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Your  Iowa  campaign  starts  with  Des  Moines  .  .  .  state 

capital  and  largest  city  .  .  .  the  shopping  and  distribution 

center  .  .  .  salesmen's  home  base.    And  your  Iowa 

campaign  starts  with  KRNT-TV,  the  showmanship  station 

with   CBS   shows  that  run   away  with  the   ratings 

sweepstakes,   PLUS   Central   Iowa's  favorite   personalities 

with   established   audiences  —  and   proved   power 

to   move   merchandise! 

Face  the  facts!    The   same   showmanship  savvy  that  always 

gives  you  the  biggest  Hooper  and  Pulse  ratings  in  Des 

Moines  Radio  is  now  also  running  the  newest  know-how, 

go-now  operation  .  .  .  KRNT-TV. 

KATZ  HAS  ALL  THE  FACTS 
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STEVE  DONOVAN 
the  grei' 



fESTERN  MARSHAL 
'  two-fisted  TV  Western  Series 

s  the  competition  in  its  Premiere  Showing 

The  very  first  telecast  of  steve  donovan,  western  marshal 

in  Seattle-Tacoma  drew  a  smashing  18.8  rating  versus  the 

competition  of  "Where  Were  You"  (17.0),  "I  Led  Three  Lives"  (11.0), 

and  "Beulah"  (2.8),  in  the  7:00-7:30  PM  time  period.* 

And  this  is  just  the  first  round. 

STEVE  Donovan,  western  marshal  is  the  brand-new  .  .  .  all-new  .  .  . 

two-fisted  Western.  Each  of  the  39  half-hour  episodes  is  packed  full  of  action 

entertainment.  Filmed  under  the  supervision  of  veteran  Western  TV  producer 

Jack  Chertok,  this  series  offers  top  quality  production  for 

viewers  and  advertisers  alike. 

STEVE  DONOVAN,  WESTERN  MARSHAL  delivers  double-action  impact  — 

not  only  on  television  but  also  at  the  point  of  sale.  Sponsorship  makes  available 

to  you  an  unprecedented  barrage  of  merchandising  material, 

personal  endorsements,  premiums. 

Westerns  rack  up  an  average  30.0  Nielsen  rating  —  2ic/<    higher  than  the 

ranking  average  of  all  evening  programs.""'"'  And  Pulse  ratings  list  six 

out  of  the  top  ten  syndicated  shows  as  Westerns.*** 

Now  here  is  STEVE  DONOVAN,  WESTERN  marshal  to  beat  them  all. 

Excitement  and  action  to  capture  your  audience;  powerful  merchandising  to  sell 

your  product  —  all  wrapped  up  in  a  single  potent  nbc  film  division  package. 

Get  steve  donovan,  western  marshal  nil  v>ur  side  in  the  battle  for  sales 

in  your  markets.  Don't  delay  —  your  market  may  be  snapped  up  soon. 

Write,  wire  or  phone  now. 

"ARli,  April,  1955  **\ielsen,  2nd  Report-February,  1955  ***Puhe-  February,  1955  Multimarkel 

NBC  FILM  DIVISION 
serving  all  sponsors 

serving  all  stations 

30  Rockefeller  Plaza,  New  York  20,  N.  Y. 

Merchandise  Mart,  Chicago,  111.  •  Sunset  &  Vine  Sts.,  Hollywood,  Calif. 

In  Canada:  RCA  Victor,  225  Mutual  Street,  Toronto;  1551  Bishop  Street,  Montreal 



are  CLEVELAND  and  AKRON 

WASHINGTON  STATE? 
Washington  State  is  not  trying  to  steal  these  two  great 

cities  from  Ohio.  Washington  State  has  its  own  concen- 

tration of  population,  and  that  concentration  lies  within 

the  "A"  Contour  boundaries  of  KTNT-TV,  the  CBS 

television  station  for  Pugct  Sound.  The  population  in 

this  area  equals  the  combined  populations  of  Cleveland 

and    Akron. 

| 

pOPULATlO^ 
Of    all    TV    stations 
in    the    fabulous 

Puget   Sound   area, 

only    KTNT-TV covers   all    5"   cities 
in  its  "A"  contour. 'Seattle,  Jacoma, 

Everett,  Bremer- 
ton, Olympia 

More  than  half  the  population  of  Washington  State  is  confined  within 
a  relatively  small  area  bordering  on  Puget  Sound.  This  area  .  .  .  the 
fabulous  Puget  Sound  area  .  .  .  also  accounts  for  more  than  half  the 

state's  spendable  income.  And  the  "A"  Contour  of  KTNT-TV 
encompasses  this  rich  area.  KTNT-TV  reaches  over  1,200,000  people 

in  its  "A"  Contour,  plus  800.000  more  living  in  the  station's 
INFLUENCE  AREA  outside  its  "A"  Contour.  Average  incomes  in  this 
area  are  greater  than  the  national  average,  and  the  entire  Puget 
Sound  country  is  constantly  growing. 

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

mm, 
CHANNEL    ELEVEN 

316,000  WATTS 

Antenna    Height 

1000    FT.    ABOVE    SEA    LEVEL 

CBS  Television   for  Pugct  Sound 

Represented    Nationally    by    Weed    Television 

KTNT-TV,  TACOMA  5,  WASHINGTON 

The  Word  Gets  Around. ..Buy  Puget  Sound' 

40  E.  49TH 
{Continued  from  page  12) 

MEDIA  STUDY 

Through  the  kindness  of  the  David 
W.  Evans  Agency  I  have  just  seen  your 

"All  Media  Evaluation  Study/'  I  want 
to  congratulate  you  on  it!  As  a  teacher 
of  advertising  I  receive  tremendous 
amounts  of  material  on  media  research 

— but  yours  is  the  only  one  Eve  seen 
that  could  he  considered  truly  honest 

and  objective.  I  feel  it  should  be  re- 
quired reading  in  all  advertising 

classes. 

1  have  asked  our  library  to  order  a 

copy   for   the   use   of   the   students.     I 
also  want  a  copy  for  myself.    I   hope 

you  will  be  able  to  send  it  to  me  very 

soon,  and  if  there  is  a  charge  for  the 

publication  please  bill  me  personally. 
Margaret   Walker 

College  of  Business 
University  of  Utah Salt  Lake  City 

•  SPONSOR'S  "All  Media  Evaluation  Study" 
<n^l~  SI  ;,  single  copy;  83.50  each  for  10-50 

copies;  S.'l.OO  each  for  5O-10O  copies;  S2.SO  each for    over    100    copies. 

CRIDER-SEYDEL  MIXUP 

I  appreciate  having  been  invited  to 
take  part  in  your  recent  panel  discus- 

sion on  "shows  with  intense  audience 

appeal"   1 16  May  1955,  page  110). 

Mr.    Crider 

Seydel 

However,  I  was  quite  amazed  when 
I  -aw  how  m\  face  had  changed  I  con- 
siderabl)  Eoi  the  better,  I  might  add  I 

in  the  photo  accompany  ing  mj  state- 
ment. I  understand  that  the  picture 

was  that  of  Wickliffe  Crider  of  Km- 

yon  &  Eckhanlt.  I  can  onh  hope  that 
he  agrees  with  im  statement,  seeing  as 

how,  b)  error,  he  shared  credit  for 
same. 

\  k  tor  Seydel 

/  ./'.    Charge   Radio-Tv 
lutlrrson  &  Cairns.  N.  Y. 

(Please  turn  to  page  122) 
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FIREMAN  FRANK 

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

for  details 

You  Get  Me, 

Dah-ling!" 
A  ravishing  dame,  even  on  TV,  doesn't  get  a 

second  look— if  you  can't  see  her  because  she's 

got  shadows  under  her  eyes ...  Our  darling  is 

1480  feet  above  sea  level,  and  the  important 

thing  is  that  she's  in  direct  line  of  sight  of 

1,382,000  families,  who  get  shadow-free  re- 

ception in  the  Bay  Area's  greatest  concentration 

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

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

just  like  September  Morn!  ...Give  your  sales 

message  shadow-free  reception,  for  maximum 

sales  impact,  with  KRON-TV. 

^^      u,.tH  THE  S  F   CHRONICLE    A 

Represented  Nationally  by  Free  &  Peters,  Inc. 

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

13  JUNE  1955 
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NOW 

from  the  pen  of  one  of  the  most  inspiring  writers  of  \ 

LLOYD  C.  DC 

DR.  HUDSON'S  SECI 

LLOYD  CD 



first  time  on  television 

it/ « •  • 

JGLAS 
T  JOURNAL 

9WARD 
Dr.  Wayne  Hudson 

Produced  by  Eugene  Soloio 
and  Brewster  Morgan 

AMERICA 

Made  expressly  for 

local  and  regional 

Sponsors— a  brilliant, 
new  series  of  dramas 

taken  from  the 

best  seller  by 

Lloyd  C.  Douglas, 

famed  author  of 

"Magnificent  Obsession" 

and  "The  Robe"  (2nd  highest 

gross  in  film  history). 

39 
half-hour  films 
to  enthrall  the 

tens  of  millions  of 

Douglas  fans  everywhere. 

Immediately  available  from 

S  N 

Rf,  PHONE  OR  WRITE  YOUR  NEAREST  MCA-TV  OFFICE  TODAY 

ERLY    HILLS:    9370    Santa    Monica    Blvd.,    CRestview    6-2001 

ANTA  •  BOSTON  •  BUFFALO  •  CHICAGO  •  CINCINNATI  •  CLEVELAND  •  DALLAS   •  DETROIT  •  HOUSTON  •  INDIANAPOLIS  •  KANSAS  CITY,  MO.  •  MINNEAPOLIS  •  NEW  ORLEANS 
I  YORK  •  PHILADELPHIA  •  PITTSBURGH  •  ROANOKE    •  ST.  LOUIS  •  SALT  LAKE  CITY  •  SAN  FRANCISCO  •  SEATTLE  •  TORONTO  •  LONDON  •  PARIS 



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

AUDIENCE  THE  NO.  1   STATION   IS 

HERE    IS   THE WHB    LEADERSHIP LINE-UP 

FIRST    PLACE- 
—  HOOPER 

Average    share 

Apr.-May,    1955 

of   audience    7 a.m. 6 

p.m., 

Mon. 

■Sat., 

FIRST    PLACE- 
—PULSE 

Average   share   of   audience,   6 

March-April,    1955 a.m 

■6 

p.m., 

Mon. 

•Sat., 

FIRST    PLACE- 
— TRENDEX 

Average    share 

Jan.-Feb.,    1955 

of   audience,    8 a.m 

•6 

p.m. 

Mon 

-Fri., 

10,000   WATTS,   710   KC 

This  is  what  Mid-Continent  programming,  ideas  and  excitement 

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

HOOPER,  TRENDEX  give  WHB  the  top  daytime  spot 

with  all-day  average  ratings  as  h'gh  as  48.8  (Hooper).  So  no 

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

WHB.  Talk  to  the  man  from  Blair  or  WHB  General  Manager 

George  W.  Armstrong. 

*w CONTINENT  BROADCASTING  COMPANY 
President:   Todd   Storz 

KOWH,  Omaha  WTIX,  New  Orleans 
Represented  by  Represented  by 

H-R,  Reps,  Inc.  Adam  J.  Young,  Jr. 

WHB,  Kansas  City 

Represented  by 
John  Blair  &  Co. 
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New  and  renew 
W1IMI 
13      JUNE      1955 

1.    New  on  Television  Networks 

SPONSOR 

Armour,    Chi 

Associated  Products.  White  Plains,  for 
5-Day    Deodorant,    Kaywoodie    Pipes 

Borden  Co.,    NY 

Brown    &    Williamson,    Louisville.    Ky, 
for   Raleigh   Cigarettes  &   tobacco 

Chrysler  Corp,   Dodge    Div     Det 
Colgate,   Jersey  City 

Farm    State    Insurance   Cos 

Cencral    Dynamics   Corp.,    NY 

General  Foods  Corp.  Post  Cereals  Div, 
White   Plains 

Ceneral    Foods,   White   Plains 

Cerber    Products,    Fremont.    Mich 

Criffin   Shoe    Polish.    Bklyn 

Lewis  Howe  Co  for  Turns,  St  Louis 

International    Cellucotton,    Chi,    for 
Kleenex 

Johnson    &    Johnson.    New    Brunswick 

Kellogg  Co,   Battle   Creek,   Mich 

Lee   Ltd,   Beverly   Hills 

Liggett  &  Myers,  for  Chesterfield,  NY 

Miles   Laboratories.    Elkhart,    Ind,    for 
Onc-A-Day    Vitamins 

Nestle  Co.  White   Plains 

Procter    &    Camble.    Cinn 

Reynolds    Metals,    Louisville,    Ky 

W.  A.  Sheaffcr,  Ft  Madison,  for  fine- 
line    pens 

Scott   Paper   Co,    Chester,    Pa 

Scott  Paper  Co.  Chester.  Pa 

S.O.S.,   Chi 

Toni    Co,    Chi 

AGENCY STATIONS 

Tatham-Laird.  Chi 
CBS   45 

Crey  Adv,    NY 

NBC 

Y&R,    NY 
NBC 

Russcl  M.  Seeds,  Chi 
ABC  55 

Crant  Adv,  Chi 
Wm.    Esty,    NY 

ABC 

NBC 

Necdham,    Louis  &    Brorby, 
Chi 

NBC  59 

Morey,    Humm    &    John- 
stone,   NY 

Benton    &    Bowles.    NY 

NBC  25 

CBS    70 

Y&R,    NY CBS    150 

D'Arcy,    NY CBS    60 

Bermingham.  Castleman  & 
Pierce,    NY D-F-S,   NY 

NBC 
NBC 

Foote,  Cone  &  Belding,  Chi NBC 

Y&R,    NY NBC 

Leo   Burnett,  Chi CBS 

Milton    Weinberg   Adv,    LA NBC  82 

Cunningham   &   Walsh,    NY CBS 

Ceoffrey   Wade,   Chi ABC  33 

Bryan    Houston,    NY CBS    130 

Compton    Adv,    NY CBS    130 

Clinton    E.    Frank,    Chi 
Buchanan,    NY 
Russel    M.    Seeds,    Chi 

NBC  65 

ABC  55 

JWT,    NY 
CBS    50 

JWT,    NY 

CBS    50 

McCann-Erickson,    SF NBC 

Tatham-Laird,  Chi 
NBC 

PROGRAM,   time,   start,   duration 

Captain     Midnight;    alt    Sat    11:30-12    noon;     11 

June;   12  wks Arthur    Munay    Party;   alt   T   8:30-9   pm;   28   June; 
12    wks 

Make    the    Connection;    summer    replacement     for 

Justice;  Th   8:30-9   pm;    7    July 
Penny    to    a    million;    Wed    9:30-10    pm;    4    May; 

39   wks 
The    Lawrence    Wclk    Show;    Sat    9-10    pm;    2    July 
Colgate  Variety  Hour;  Sun  8-9  pm;  12  June;  55-56 

season 
The    Red    Barber    Show;    F    following    boxing    tele- 

cast;   13   May;   50   wks    (summer   hiatus:    1    July- 26   Aug) 

Youth   Wants   to   Know;   Sun    2:30-3    pm;    15    May; 
16  wks 

Pantomime   Quiz;    summer   replacement   for    Mama; 
F   8-8:30   pm;   8    July;    8   wks 

Those    Whiting    Cirls;    alt    M    9-9:30    pm;    1    July, 
52  wks    (after   3   Oct    I    Love   Lucy* 

The   Bob   Crosby   Show;   alt   F    3:30-4   pm;   6    May; 
52  wks 

Musical    Chairs;    summer   replacement    for    Imogene 
Coca;   Sat  9-9:30   pm;  9   July;  8  wks 

Musical    Chairs;    summer    replacement    for    Imogene 
Coca;   Sat  9-9:30  pm;   9   July;  8   wks 

Midwestern    Hayride;    3    out    of    4    F    8-8:30    pm; 
8    July 

Musical   Chairs;    summer    replacement   for    Imogene 
Coca;  Sat  9-9:30  pm:  9  July;  8  wks 

Wild   Bill   Hickok:  Sun   U:30-am-12  noon;   5   June; 
52  wks 

Caesar    Presents;    3    out   of    4   wks;    M    8-9    pm;    4 

July;   8   wks The    Julius    La    Rosa    Show;    Sat    10-10:30    pm;    9 

July;    13   wks John    Daly   &    the    News;    M.    W,    F   7:15-7:30    pm. 
4  July 

America's  Greatest  Bands;  summer  replacement  for 
Clcason;  8-9  pm;  Sat;  25   June;  8  wks 

America's  Greatest  Bands;  summer  replacement  for 
Gleason;  8-9  pm;   Sat;  25   June;  8  wks 

Do-lt-Yourself ;    Sun    7:30-8    pm;    summer    replace- 
ment for    Mister    Peepers;   26   June;    13   wks 

Penny    to    a    Million;    Wed    9:30-10    pm;    4    May; 
39   wks 

Garry    Moore    Show;    Th    1 0- 10:15    am;    9    June;    F 
10:15-10:30  am;    10   |une;   52  wks 

Bob    Crosby    Show;    Th    3:45-4    pm;    23    June;    and 
T  3:45-4  pm;   June  7,   14;   52  wks 

Musical   Chairs;    summer    replacement    for    Imogene 
Coca;    Sat   9-9:30   pm;   9   July 

Arthur   Murray    Party;    alt   T   8:30-9   pm;   28   June: 
12   wks 

Byron   S. Snowdcn    (4) 

N.    Dale 

Johnson    (4) 

2.     Renewed  on  Television  Networks 

SPONSOR AGENCY STATIONS 

American   Tobacco,   NY SSC&B,    NY 
CBS   87 

Colgate-Palmolive.    Jersey   City Wm.    Esty,    NY CBS    84 

Frigidairc,    Dayton Foote,   Cone,    Belding,   Chi CBS    54 

General   Mills,   Mnnpls Wm.    Esty,   NY CBS  43,  42 

Ceneral   Mills,   Mnnpls 
Ceneral   Mills,   Mnnpls 
Pill-ibury,    Mnnpls 

Knox-Reeves,    Mnnpls D-F-S.    Chi 

Leo   Burnett,  Chi 

CBS    82 
CBS    52 
CBS    54 

Pillsbury,   Mnnpls Leo   Burnett,  Chi CBS    97 

SOS.,   Chi 
Simoniz    Co,    Chi 

McCann-Erickson,  Chi 
Tatham-Laird,    Chi 

CBS    60 
CBS  68 

PROGRAM,  time,  start,  duration 

Douglas  Edwards  with  the  News-  T.  Th  7:30-7:45 
pm;  27  June,  after  27  Sept  at  7:15-7:30  pm; 

52    wks Strike    It    Rich;    M-F    11:30-12   noon;    27    June;    52 

Arthur    Codfrcy    Time;    T,    Th    10:30-10:45    am;    7 

June;   52   wks Barker   Bill   Cartoon   Show;  W  5-5:15   pm:    1    June; 
19  wks;  F  5-5:15  pm:  3  June;  52  wks 

Bob  Crosby;   M,  W,   F  3:45-4  pm:   1    June;   52  wks 
Lone   Ranger;   Sat   1-1:30  pm;   4   June;  52  wks 
Arthur    Godfrey    Time;    M-Th    11:15-11:30    am;    1 

June;    52   wks Arthur  Codfrey  &   His   Friends;  alt  W  8:30-9   pm: 

1   June;  53  wks 
Bob  Crosby;  alt  F  3:30-3:45  pm;  8  July;  52  wks 
Gary   Moore:  W    10-10:15  am;    1    June;   26  wks 

In  next  issue:  /Veto  «»ic7  Renewed  on  Radio  Network*}  Broadcast  Industry  Executives; 

IVeie  Firms.   Vew  Offices.  Changes  of  Address:  Station  Chances:   'Sen-    tgencj     Ippointmentt 

Howard    M. 

Packard    (4) 

Stanley 

Rcdpath    (3) 
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13      JUNE      1955 

Wew  and  renew 

Lester 
Krugman    (4) 

Walter   C. 
Willie    (4) 

Joseph   C. 
Lieb    (3) 

3.    Advertising  Agency  Personnel  Changes 

Don    R.    Cun- 
ningham    (3) 

NAME FORMER  AFFILIATION NEW  AFFILIATION 

Maidie     Alexander Ruth   Lundgrcn   Co,    NY,  acct  exec 
BBDO.    NY,    publ   rels   dept Donald    Anderson Colgate-Palmolive,    Jersey    City,    brand    adv    mgr JWT,    NY,    acct    rep Harold  W.   Arthur Acme    Feeds,    Forest    Park,    III,    sis    mgr 
Erwin,    Wasey,    LA,   sr   acct   exec 

Julian    P.    Brodie Lewin,    Williams  &    Saylor,    NY,    vp 
Same,    also    creative    dir 

Alfred    J.    Blake Own   publ   rels  agency 
Emil    Mogul,    NY,    dir    of    publ    rels   dept Edward    F.   Chase Harold   Cabot   Adv,    Boston,   vp Same,   exec  vp 

Richard   Confer General    Mills,    Mnnpls,    sis    prom    mgr McCann-Erickson,  LA,  acct  exec  &  mktg  services 

specialist 
Don     R.     Cunningham Stockton,    West,    Burkhart,    Cin,    acct    sup vr 

Earle    Ludgin,    Chi,    acct    exec Paul   A.    Danielson,    Jr. Better    Living    magazine,    NY,    dir    of    res Haroid    Cabot    Adv,    Boston,    dir    of    res 
Willis    David Wilding   Pictures,   Chi,   script  visualization 

Ncedham,    Louis    &    Brorby,    Chi,    tv-art    visualizer Cerald    P.    Dcppe Krupnick   &  Assoc,   St   Louis,   acct  exec Weintraub   &    Assoc,    St    Louis,   exec   vp 
Robert  M.   Dore Society   of    Former    Special    Agents,    FBI, 

pres 

Weiss   &   Celler,    NY,    exec Brooks   Elms McCann-Erickson,   NY 
Bermingham,    Castleman    &    Pierce,    NY,    r-tv   dir T.    Cordon    Ferris Assoc   of   Canadian    Advertisers,    vp Robert    Otto,    NY.    vp    &    dir    of   Canadian    opers 

Robert    E.    Franklin T.   W.    Moss,    Det,    acct   opers   &    creative 

dir 

McCann-Erickson.    Clev,    acct    exec Blaisdell    Cates Bernard    B.    Schnitzer,    SF 
Same,    vp    &    gen    mgr Ben   Cedalecia BBDO,    NY,    supvr    of    res 
Same,    dir    of    res Robert    E.    Crove Ketchum.    MacLeod    &    Crove,    Pittsburgh, 

exec    vp 

Same,    chmn    of    the    bd Cornelius    W.    Hauck Cucnther,    Brown   &   Berne,   Cin,   dir  of  m edia Same,    also    vp 
Irving    Smith    Kogan Maubert    St.    Georges,    NY,    publ    dir 

McCarthy  Co.   Adv.    NY,  dir  of  publ 
Stanley  J.    Leifer Vitamin   Corp  of  America,    Newark,   adv  mgr Fiore  &   Fio-e  Adv,   Jersey  City,   dir  of   mktg   &   mdsg 
Joseph    C.    Lieb Biow-Bcirn-Toigo,    NY,    acct    exec 

Same,   vp   &   acct   supvr Mowry    Lowe WEAN,    Prov,   mgr 
Bo  Bernstein   Adv,    Prov,   vp   in   chg  of  r-tv Thomas  F.    M3schlcr H.    R.    Basford,   SF,    mdsg  &  adv   mgr 
Earle    Ludgin.    Chi,    acct    exec A.    E.   McDaniel WBAP-TV,    Ft    Worth,    Tex,    acct   exec Clenn    Adv,    Ft    Worth,    acct    exec 

Douglas     Meservey J.    Walter    Thompson Y&R,   SF,   acct   exec 
Lloyd    Miller Dancer-Fitzgerald-Sample,    NY,    res    project    dir Same,    res    dept    mgr 
Thomas   D.    Murray Coca-Cola,    NY,    vp   in   chg  adv   &   prom The  Cetschal  Co,   NY,  vp  &  mdsg  dir 
Edward    T.    Noll 

WXEL,   Clev,    prodcr-dir Lang.   Fisher  &    Stashower,  Clev.   tv  dept 
Edward    T.    Parrack Ketchum,    MacLeod    &    Crove,    Pittsburgh 

vp 

Same,    exec    vp 
Robert    C.    Pearson Pearson    Adv,    Pittsburgh,    owner Van   Sant-Dugdale,    Bait,    copy   supvr 
Murray    Platte Norman    D.   Waters,   NY,  media  dir 

Same,   gen   mgr 
M.    J.    Pulver Calkins    &    Holden,    Chi.    acct    exec 

Earle    Ludgin,    Chi,    creative   staff W.   Stanley   Redpath Ketchum,    MacLeod   &   Crove,    Pittsburgh, 

vp 

Same,    exec    vp 

John    J.    Schneider Biow-Beirn-Toigo,    NY,    acct    exec 
Same,   vp  &   acct   supvr Donald    A.    Smith Benton    &    Bowles,    NY The  Lynn  Organization,  Wilkes  Barre,  creative  dir  & 

acct   exec William  H.   Steele Foote,    Cone    &    Bclding,    NY,    acct    exec Same,    also    vp 
Robert    M.    Stevens Servcl,     Evansville,    Ind,    gen    adv    mgr McCann-Erickson,    Clev,    acct    exec 
James    E.    Swift MCA,   NY,   publ  dept BBDO     NY,   publ   rels  dept 
Charles    R.    Tanton French   6    Preston,    NY,   exec  vp McCann-Erickson,    NY,   asst   dir   of   mktg 
Robert    C.    Urban Colgate-Palmolive,     Jersey     City,     gen     m 

articles  div 
dsg     mgr,     toilet J.    Walter    Thomoson,    NY,    vp    &    markets    dir 

Lee   Wardrip Ross    Roy,    Dct McCann-Erickson,   Clev,    sis   prom   &   display   mgr 
Marion    Welborn The    Caples    Co.    Adv,    LA,    mgr 
Bliss    Woodward No-man    D.    Waters,    NY,    sec Same,    vp 

4.    Sponsor  Personnel  Changes 

Douglas    L. 
Smith     (4) 

Edward    T 
Parrack     (  3  > 

NAME FORMER  AFFILIATION 

Richard    Berggren Stiller-Rouse  &   Assoc,   Beverly  Hills,   gen   mgr 
R.    M.    Blough 
Homer   H.   Evans,   |r. James  Lees  &  Sons,  Bridgeport,  Pa,  dir  of  adv  &  sis  prom 
Allen    D.   Gage 

Chester   C.   Cifford Schick,    Stamford,    pres 

Walter    Jeffrey 

N.    Dale    Johnson Bristol-Myeis,    NY,   W   Va    slsman 
Michael   Kory Fmerson    Radio   &    Phonograph,    Jersey   City,   dir   of   sis 

Lester    Krugman Bulova    Watch,    Flushing,    adv    dir 

George    A.    Lee B'istol-Myers.   NY,   LA  slsman 

Joseph    H     McConncll Colgate-Palmolive,    Jersey    City,    pres 
R.    James    Molloy 
Milton    C.    Mumford Lever   Bros,    NY,   vp 
Dave    Murray WENS.    Pittsburgh,    prog    dir 
Howard     M      Packard S.    C.    Johnson    6    Son,    Racine,    internatl    vp 
Maxwell    Silvcrsfrin 

Douglas    L.    Smith 

Byron   S.  Snowden Dodge    Div,    Chrysler,    Dct,      dir   of   adv   &    mdsg,    truck' W     C     Sugg 
Upjohn   Co,    Kalamazoo.    Mich,   rcgl   sis  mgr 

Homer    L.    Travis 
Leonard    C.    Truesdcll 
I'mcs   W.    Vccder Chicopec    Mills,    NY.    adv-sls    prom    mgr 
Walter    C.    Willie Toni    Div,    Cillettc   Co,   Chi,   W   rcgl   mgr 

NEW  AFFILIATION 

Hoffman    Radio,    LA,    natl   adv   mgr 

U.S.    Steel,    NY,   Chmn   &   chf  exec  officer 
Ceneral    Dynamics   Corp,    NY,    adv    mgr 
Nash    Motors.    Dct.    natl    adv    supvr 

Avco,    Crosley    &    Bcndix    Home    Appliances    Div,    NY, 

pres 

Kclvinator    Div.    Dct.    vp    in    chg    sis 

Same,    Phila,    mid    Atlantic    div    mgr 

Same,    vp    in    chg   of   sis 
Emerson    Radio.    Jersey   City,   vp   in   chg   mktg 

Same,    E    central    div   mgr 
Reynolds    Metals.    NY.    dir   &   gen    counsel 
Nash    Motors.    Det,    sis   prom    mgr 
Same,    dir 

Duquesnc    Brewing.    Pittsburgh,    asst    adv    mgr 
Same,    exec    vo    &    dir 
Glamorene.    NY.    adv    dir 

Johnson's  Wax.   Racine,  adv  mgr 

Same,    asst    sis    mgr — trucks 
Same,    asst    dir    of    sis 
Kclvinator    Div.    Dct,    gen    sis   mgr 

Zenith    Radio,    Chi,    vp   &    dir   sis 
Lewyt    Corp.    NY.    natl   dir   of   adv  &    sis   prom 
Same,   vp   in   chg   sis 
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You  know 

what's  happening! 

ImADIO  advertisers  and  agencies  have  known  for  many  years 

that  WHO,  Des  Moines,  is  one  of  the  nation's  greatest 

radio  stations  —  the  biggest,  most  popular,  most  productive 

station  in  Iowa  Radio. 

For  the  sake  of  all  you  successful  new  TV  people, 

that  fact  helps  explain  why  WHO-TV,  in  one  short  year, 

has  become  one  of  the  nation's  top  television  stations. 

Suggestion:  Next  time  you  talk  with  the  wisest  "old  hand" 

you  know  in  radio  or  television  —  ask  about  WHO-TV. 

Better  still,  ask  Free  &  Peters! 

■A\ 

WHO- 
WHO- 

WHO- 
WHO- 
WHO- 
WHO- 
WHO- 
WHO- 
WHO- 
WHO- 
WHO- 

WHO- 
WHO- 
WHO- 
WHO- 
WHO- 
WHO- 
WHO 
IWHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 

'WHO 

WHO 
WHO 

WHO-TV 
Channel  13  •  Des  Moines  •  nbc 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

Free  &  Peters,  Int. 

National  Representatives 

I 
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Famous  on  the  local  scene . . . 

yet  known  throughout  the  nation 

% 



#**'
 

'iagara's  mighty  cataract  is  familiar  to  thousands  of  sightseers. 

I  However,  it  is  more  important 
 locally,  for  it 

supplies  power  to  nearby  communities. 

So  with  the  Storer  Stations.  The  power  they  project  in 

ign  makes  real  the  slogan  "for  sales  success  — ■ 

sell  it  on  a  Storer  Station/' 

"A  Storer  Station  is  a  Local  Station/' 

STORER   BROADCASTING   COMPA 
.  NATIONAL  SALES  HEADQUARTERS: 

%  TOM    HARKER,    National   Sales   Director  •  118  E.   57th  St.,   New  York   22,   ELdorado   5-7690 

M  BOB  WOOD,  Midwest  National  Sales  Mgr.  •  230   N.   Michigan   Ave.,   Chicago    1,    FRanklin    2-6498 
P  GAYLE  V.  GRUBB,  Pac.  Coast  Natl  Sales  Mgr.        •         111  Sutter  Bldg.,  San  Francisco  4,  Calif.,  WEst  1-2093 



This  is 
San  Francisco... 

where  women  slims  no 

inclination  to  change  their  minds 

aboul  our  tiling.  JancTodd 
has  been  their  favorite  local 

women  commentator  since  her 

first  rating  in  L950.  Todaj 
her  audience  is  almost  double 

hei  nearest  competitor. 

50,000      WATTS 

Represented  63  (  BS  Radio 

^/xil  Salrs 

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

■faint's  Rayen 

Advertising    Manager 

Minute    Maid    Corp.,    New    Yorlc 

\\  hen  Bing  Crosby  first  bought  Minute  Maid  stork  eight  years 

ago,  he  paid  10c  a  share  for  it.  Today  his  $2,000  investment  is 

worth  close  to  a  quarter  million.  These  figures  are  just  one  indi- 
cation of  the  growth  enjoyed  by  the  leader  in  the  frozen  juice 

business.  From  a  sales  gross  of  less  than  S3  million  in  1948,  the 

firm  zoomed  to  $50  million  in  l(J54.  From  December  1954  onward. 

Snow  Crop  sales  (as  an  owned  division  of  Minute  Maid  I  will  have 
to  be  added  to  the  over-all  sales. 

"Our  advertising  has  been  an  important  factor  in  the  firms 

growth,"  sa\s  Jim  Ra\en,  Minute  Maid  ad  manager  since  1949. 
"The  big  share  of  our  budget  this  year  is  in  spot  tv.  However,  with 
the  addition  of  the  Snow  Crop  line,  we  may  some  day  find  it  eco- 

nomical to  sponsor  a  network  show  and  rotate  commercials  on  it." 
At  the  moment,  Rayen  is  supervising  three  distinct  advertising 

campaigns:  one  for  Snow  Crop  orange  juice  and  frozen  vegetables, 

one  for  Minute  Maid  1  through  Ted  Rate- 1  and  one  for  Hi-C 
1  via  J.  R.  Pershall,  Chicago).    His  1955  ad  budget:  $3  million. 

"'Though  it's  a  little  unusual  in  the  food  business  for  one  com- 

pany to  have  competing  brands."'  Raven  told  sponsor,  "in  practice 
it  works  out  no  differentl)  than  cigarette  company  advertising.  K\en 

before  we  fought  Snow  Crop,  we  used  to  make  a  check  on  them 
once  a  year.  \l  that  time  we  asked  a  panel  of  2.000  women  what 

they  thought  of  Minute  Maid  and  of  Snow   Crop." 
Both  juices  relj  principalis  upon  20-second  film  commercials  and 

magazine  advertising  for  sales.  Roth  juices  stress  identification  of 
the  trademark  *  Mi--  Minute  Maid  and  Teddy  Snow  Crop)  rather 

1I1. in  personality  -riling  of  the  products  on  t\.  Roth  appeal  pre- 
dominantl)  to  \oting  hou-ewives  with  children.  The  main  difference 
in  the  copy  approach  i-  tli.it  Snow  drop  i-  -old  as  the  pulpy  juice. 
whereas    Minute    Maid    stresses   a    thicker,   smoother   texture. 

"Frozen  foods  have  jusl  begun  to  boom."  says  Raven.  1  For  de- 
tails  about  Golden  <-ifl  chilled  orange  juice  and  a  new  development 

in  food  packing  see  30  Maj  1955  sponsor. I  "Todaj  -till  onl) 
35  to  1"',  of  th»-  public  are  regular  users  of  frozen  orange  juice. 
Rut  the  American  hou-ewife  has  increasingly  favored  the  frozen 

(   Is  industry    l>e< -au-e  of  convenience."  *  *  * 
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Narragansett  Lager  Beer,  brewed  in  one  of  America's  great  breweries  and  largest  purchaser 

of  New  England  TV  time,  is  "sold"  on  WJAR-TV,  Channel  10.  In  addition  to  sponsoring  a 
home-and-away  schedule  of  Boston  Red  Sox  major  league  baseball  games,  Narragansett 

has  pioneered  in  spot  video  by  maintaining  across-the-board  adjacencies  to  key  network 
and  live  local  programming. 

The  first  King-Size  bottle,  originated  by  Narragansett,  was  introduced  in  the  Southern  New 

England  market  on  Channel  1 0  and  from  then  on  'Gansett  sales  have  been  just  that  —  King-Size ! 

Client:  Narragansett  Brewing  Company 

Agency:  Cunningham  &  Walsh,  New  York  City 

Represented   Nationally   by  WEED 

Powerful  10 
Providence, 
Rhode  Island 



Is  a  Matter  of 

Comparison    .    .    . 

In  New  York  Harbor  you  need 

the  tug,  not  the  liner!  And  who 

would  you  rather  be,  David  or 

Goliath?  It's  pretty  much  the 
same  with  KSBW-TV.  We  are 

not  the  largest  market  in  Amer- 

ica, hut  when  it  gets  down  to 

"Cost  per  Thousand",  Channel  8, 

with  all  four  networks  and  a  cap- 

tive  audience  of  102,840  sets 

(plus  a  large  fringe  audience), 

can  certainly  slay  the  giants  and 

nudur  the  largest  liner  into  her 

berth,  \-k  \  our  I  lollingbei  5  rep- 

resentative about  our  rich  Cen- 

lial  Coast  of  California,  noted 

for  its  agricultural  output  and 

ih<  enl    plaj  grounds. 

CBS,    NBC,    ABC,    DuMONT 

by  Joe  Csida 

NARTB  Conventions:  you  can't  affonl  to  miss  'em 

I  threatened,  last  time  out,  to  indulge  in  further  wordage 

on  the  10th  annual  reunion  of  the  American  Broadcasters' 
Mission  to  Europe.  1  hereby  withdraw  that  threat.  The  meet- 

ing convinced  me  that  there  is  very  little  a  guy  can  write  about 
occasions  like  this,  which  would  truly  interest  any  large  group 
of  readers.  For  a  fact,  those  sessions  are  highly  personalized, 

heavily  sentimental  get-togethers  which  doubtless  have  small 
significance  to  any  but  the  parties  concerned. 

As  long  as  I  did  start  it  however,  just  for  the  record:  Every- 
body showed  up  excepting  Martin  Campbell  from  Dallas. 

Morrie  Novik  from  New  York  and  Jack  Alieoate.  Hope 

they'll  be  with  us  next  time  around. 
One  remark  made  at  the  luncheon  struck  me  as  particu- 

larly interesting,  and  worth  passing  on  to  this  section's  steady 
customers:  Clair  McCollough,  who  had  just  returned  from  a 

whirl  around  Europe,  told  us  that  the  commercial  tv  fran- 
chise holders  in  England  were  doing  a  rushing  business.  It 

was  Clair's  guess  that  if  this  kept  up,  it  would  just  be  a  ques- 
tion of  time  before  all  broadcasting,  radio  and  tv.  throughout 

Europe,  would  be  able  to  come  out  from  under  government 
domination,  and  operate  on  the  free  basis,  with  which  we  have 

been  so  long  blessed.  It  was  Clair's  observation,  and  a  proper 
one  in  my  book,  that  such  a  development  could  not  fail, 
eventually,  to  ease  world  conditions  generally.  Quite  a  guy  is 
that  McCollough.  In  the  most  perpetual!)  relaxed,  pleasant 

manner  he  manages  to  accomplish  more  than  a  dozen  more 

openly  earnest  and  frantic  gents.  As  witness  the  job  he,  as 

co-chairman  with  Henry  Clay  did  in  putting  together  what 
was  probably  one  oi  the  most  exciting  and  eventful  conclaves 

in  broadcasting  history  in  Washington  last  week  (as  llii-  is 
w  ritten  ) . 

I  noted  in  the  30  Ma\  issue  of  sponsor  thai  a  number  of 

agenc)  ladies  and  lads  had  raised  their  hands  and  voiced  their 
I  elief  thai  attendance  al  these  confabs  is  well  worth  an  agency 

man"-  time.  Over  more  than  a  decade  I  have  certainly  found 
them  to  be  worth  the  while  of  an)  thinking  man  in  the  indus- 

try, in  whatever  phase  he  operate-.  I  would  consider  it  more 

wasteful  than  I  can  reallj  afford  to  be.  it  1  didn'l  toss  oul 
some  observations  of  nrj  own  on  the  recent  Convention. 

For  one  ihing  the  '55  meeting  demonstrated  dramatically 
the  aggressive,  progressive  trade  press  which  serves  the  broad- 

casting business,     sponsor  sponsored  the  second  annual  Tv 
1  Please  turn  t<>  page  70  1 
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For  The    Birds 

We  see  by  The  Carrier  Pigeon  Digest  that  a 

movement  is  on  wing,  underwritten  by  the  Car- 

rier  Pigeon  Association,  to  challenge  tv.  A  pub- 
lic relations  campaign  is  to  promote  the  use  of 

pigeons  for  delivery  of  commercials,  on  the  basis 

of  (1)   lower  cost,  and   (2)   pinker  eyes. 

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

"Figured  this  up  Army  Signal  Corps'  alley.  Sought 
cost  data.  Contacted  Commanding  Officer  (a 

bird  colonel)  in  Charge  of  Coops,  Signal  Corps 

Br.,  2d  Sv  Comd.,  who  refd  me  to  Transportation 

Officer,  who  refd  me  to  Message  Center  Mainte- 
nance Officer  who  refd  me  to  Public  Relations 

Officer  of  QM  Depot  who  refd  me  to  CO.  in 

chg  of  Coops,  Sig  C  Br.  (same  bird) .  Started 

over.  Got  to  Air  Force  Hq.,  Pentagon;  told  info, 

classified.  Wrote  Congressman.  Invited  me  to 

lunch,  next  visit  to  Washington.  Wrote  Ed.,  Car- 

rier Pigeon  Digest.  Had  figs  finger-tips.  He 

quotes  Sig  C.  on  what  it  costs  to  keep  one  pigeon 
one  day: 

Feed               .23 
Straw        03 
Loft  rent      .10 
Identification  bands     .008 
Coop  maintenance     .75 
Overhead    (maintain  army)    .  ...254.75 

Depreciation  (birds  that  don't  make  it)        .382 
Bird  maintenance  (ground  crew,  bathing, 

clipping,  worrying  about  stragglers)  _        4.73 
Recruiting  program  for  pigeons  __  .13 
Message  containers    _               .01 

"Throw  out  the  overhead  item  (gotta  have  an 
army  anyway)  and  the  maintenance  item  (ditto) 

and  its  costs  $1.64  per  pigeon  per  diem. 

"A  pigeon  can  do  200  miles  daily,  properly  mo- 
tivated. Got  to  be  chauffeured  to  point  of  re- 

lease, got  to  eat  and  drink  en  route,  and  needs  a 

night  off  once  in  awhile.  Assume  he  works  25 

days  a  month  and  he's  good  for  5000  miles  top  a 
month.  Allow  10c  a  working  day  for  carfare  and 

it  works  out  to  about  83c  per  thousand  miles 

worked,  give  or  take  an  army."  — Bruce 

The  cost  per  thousand  for  WMT-TV  can  be 

shown  to  be  as  low  as  72c*  It's  true  that  on 

\\'\ IT-TV  you  reach  people,  instead  of  travel 

miles,  but  what's  a  Research  Dept.  for,  anyway? 

What  about  {linker  eyes? — Ed. 

Eve)   set' oik  <>|  oui  announce!  \  r\cs  on  a  Mondax   morning? 

W  JVL  1  -  1  V    Channel  2  100.000  traits 

CBS  for  Eastern  loioa 
Mail  address :  Cedar  Rapids 

National   Rrps:    Thr    Katz    Agent  | 

261.12 
"There  are  about  ss  many  ways  of  figuring  cost  per  thousand  as 
there  are  pigeons  and  tv  stations  combined.  Be  glad  to  explain  this 

one  to  any,   like  they  say,   interested   party. 
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A. 

a  good  question 

needs  a  good  answer 

KGUL-TV   USED  EXCLUSIVELY 

I 

GULF  TELEVISION  COMPANY         GALVESTON,  TEXAS 

REPRESENTED    NATIONALLY    BY 

CBS    TELEVISION    SPOT    SALES 
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13     JUNE      1955 

Battle  of  the  tv  titans 
Nighttime  network  lineups  will  undergo  drastic  revamping 

in  programing  next  fall.    At  least  50  show  changes  set 

re  movie  promotion  will  be  seen  on 
in  coming  season.  Above,  showing 

'Disneyland''  underwater  movie-making 

90-minute  shows  will  go  on  CBS  TV. 
To  be  shown  on  Saturday  nights,  they  will 
feature  Bing  Crosby,  Noel  Coward,  others 

Heavy  auto  spending  this  season  will 
continue  during  next  with  Chevrolet  and 
Ford    making    new    big    show    purchases 

13  JUNE  1955 

M t  looks  like  the  battle  of  the  century  as  the  tv  networks  line  up  for  the  fall  nighttime 

programing  sweepstakes. 

The  drastic  show  changes  set  for  the  fall  testify  not  only  to  the  fierceness  of  the 

competition  among  the  network  titans  hut  to  a  continuation  of  the  tv  network  programing 
revolution  which  began  this  season. 

With  Du  Mont  assuming  the  form  of  a  film  production  outfit,  the  prime  contenders 

have  narrowed  to  three  —  ABC.  CBS  and  NBC.  The  former,  while  making  no  preten- 
sions to  copping  No.  One  place  during  1955-56,  has  gained  a  place  in  the  sun  and  intends 

to  keep  itself  under  the  warm  rays. 

Though  program  lineups  are  still  incomplete,  there  are  already  about  50  show 

changes  in  the  three-network  picture.  This  include-  new  shows  —  there  are  about  35  of 

them — -as  well  as  changes  in  time  slotting  and  program  switching  from  one  network  to 
another.    (See  chart  on  next  two  pages.) 

Included  in  these  calculations  arc  -how  changes  made  late  this  season.  Not  included 

are  the  daytime  change-,  plans  for  CBS  mid-week  spectaculars,  the  possibility  of  NBC's 
Wide  Wide  World  becoming  that  network's  fourth  nighttime  spectacular  and  ABC's 
Saturday  night  lineup,  which  is  completely  up  in  the  air  at  the  moment.  Further  revi- 

sions among  showrs  that  now  seem  set  cannot  be  discounted,  either. 

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

Fall  nighttime  network  tv  lineup  next  page 
► 



BATTLE     OF THE     TITANS      fci mtinued  > For  exampl 
e,  sweeping  upsets  are  in 

From  the 
point  of  view 

of  all  three 

store  for  CBS'  Tuesday  and  Saturday networks,    the    biggest    face-lifting    in 
leader   in   billings.     The  fact  that  the      night   lineups.     The   only   shows   that programing  will  take  place  on  Tuesdav 
laurel    of    victory     sits    uneasil)     upon       reinajn   in   tne  same  slots   during  the 

nights.    Like  CBS,  ABC  is  doing  it  up 

the     winner's     head     is     dramatical!)       former  time  are  the  Red  Skelton  show big.     1  ndaunted    by    the    loss    of   the 
pointed  up  bj    (lie  Fact  that  CBS  TV,      and  See  It  Now  and  Skelt.m  is  in  for U.   S.   Steel   and   Elgin   alternate   dra- 

No.  One   in   sales,   has   blueprinted  as      changes  in  format  (for  a  change) .   On matic    hours,    ABC    is   determined    to 

»ian>    changes  as  ABC  TV  and  NBC      Saturday    night   Beat   the   Clock    and make  Tuesday  one  of  its  best  nights, 

1  \    put  together.                                             Two  for  the  Money  remain  in  place. is    throwing    in    some    of    its    choicest 

morsels,    notably    Warner    Bros.    Pre- wnue ine  uatnon  ixunyon  1  neat  re  also 

TA  1  1 Tl  /    1   IMT i  in    ir\rr stays  put  but  will  be  pre-empted  one 
sents,  the  second  half  of  which  will  be 

FALL TV  LINE P:  1955- week    in    four    by    Jubilee,    the    Ford opposite   the    Berle-Raye-Hope    parlay- 
dealers'  hour-and-a-half  extravaganza. on  NBC.   Aside  from  its  two  15-minute 

There's  big  crop  of  new  shows  com- Jubilee, incidentally,  marks  the  first shows  before  7:30,  the  only  ABC  show* 

ing  on  the  networks  at  night.  Here's 
time  .1.  Walter  Thompson  will  gets  its which  remains  pat  is  Make  Room  for 

the  picture  at  SPONSOR'S  presstime               ̂ _ 
feet  wet  in  a  spectacular.   The  agency, 
in   its  duiet  wav.  had  been  in  the  fore- 

Daddy,   the   Danny   Thomas   situation comedy. 

NBC's  new   plans  for  Tuesday  night 

^m 

^^^^^        ̂ ^^^^^                                            ol  those  resisting  the  bidding  up 
of  talent  prices  by  the  big  show-. are  not   as  extensive   as   those   of   the 

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

SUNDAY MONDAY TUESDAY 

.51 

ABC             CBS             MM ABC             CBS             NBC ABC             CBS              MM 1 I 7 : 

pm 7:15 

7:30 

7:45 

8 

You    Asked 
r..i    it 

>kii>pv     Peanut 
Btr.    Dlv..   Best 

Foods 

Ouild.    Bascom 
■      ll'.nfigll 

n5  l&f 

Lassie 
Campbi  li  Soup 

li.   B          BBnO 

It's    a    Great 

Life' 

Chrysler- Plymouth  Dealers 

McCann- Hy-F        Erickson 

Kukla.    Fran   & 
OIlie coop 

Ch-L John  Daly.  News 
Miles    Labs 

NY-L            Wade 

Kukla.  Fran 

a    oilie 

co-op 

Ch-L 

Doug     Edwards 

News' 

Amer.    Tobacco 
NY-L           SSCB 

Name    That 

Tune' 

Amer.    Home Prods. 

BB&T 

Kuk  sj 

0 

Ch-I.     ; 

Doug     Edwards 

News* 

Amrr  Home  Prods 
NY-L          BB&T 

Robin   Hood* 
Johnson     & 

Johnson:  Wlldroot 
Y&R;    BBDO 

John    Dalv    News 

Tide    Water    Oil 

NY-L     Buchanan 

John  Dj 

Me 

NY  1 

Am.  '. 

Am.  ra 

Deri)! 

11,  1  ,' 

* 
1 

Pine-Thomas 

Feature    Films* (Participations; 
sales     plan     not 

completed) 

730-9 
NY-F 

.lark   Benny 

Bit       Willi 

Private    S.-c'y 
\tii.T       T.'l.aoru 

\Y   B"         BBDO 

Frontiers* 
(3  weeks  In  4) 
Reynolds     Metals 
NY-F            Seeds 

Kid  film  shovr* (tentatively 

lungle    Jim    or 
Shrena.  Queen  of 

the    Jungle) 

Martin 

Assoc.    Prods.  ; 

Webstor-  Chicago 
Hv-L             rir.-\  ; 

1      \V     Shaw 

News    Caravan It     .1     Reynolds 
NY-L               Esty 

Warner    Brothers 

Presents* 

(7:30-8:30) 

Liggett  &  Myers; 

GE;     Monsanto 
C&W:  Maxon. 
Y&R;  NL&B. 

Hy-F         Gardner 

Dinah   Shore 

Chevrolet    Dlrs 

Campbell - 

Hv-L            Kw  aid 

News   Caravan 
H     .1.    Reynolds 
NY  I,              Esty 

1 

1 

8:15 

8:30 

8: 15 

Pine-Thomas 

Feature    Films' 
7:30-9 

(cont'd) 

Toasi  of  the 
'!  I   H  r. 

Lincoln  Mercury 
Dealer! 

NY    1, 

Colgate    Sunday 

li. 

(3    weeks    in    1> r«.ij;  .palmollve 
II Y    I.M 

Millars 

7:30  :' 
I      Ul'.  k      ill      1) 

Sunt. Maybelllne ; 

Loul      ii 
Perrln  Pans; 

Gordon    Bet ' : 
\Y    I.         D-V-S 

TV   Reader's Digest 

Studebaker- Packard 
NY  1.             B&B 

Volco    of 

Firestone 

trlrestono    Tire n  *.    i.      Sweeney 

ili    &  James 

Burns  &  Allen 
Carnation; 

Goodrich Erwln,    Wasey; ii     i            BBDO 

si,i    Caesai 
:.  wks  In  4) 

Amor.    Chicle; 

RCA:     Spcidel 11    F  S  ;    KM 

on  i.        sscb 

Producer's 

Showcase 

(Spectaculars) 

8-9:30 

(1    week    in  4) 

Ford;   RCA NY    I.              KttX 

Warner    Brothers 

Presents" 

7:30-8:30 

(cont'd) 

Navy     Log* 

Sheaflor  Pen; 
Maytag 

Seeds;  McCann- 
NY-F       Erickson 

Milton  Boris 

(9-18  shows) 

Mariha     Raye 1 18  ihosral 

v  g 

Sunbeam :     RCA ; 

Whirlpool 
I'errln-Psus: 

NY-L            K&B Bob   Hope 

(6-8     shows) 

Dinah  Shore 
(8    shows) 

Cherroief 

Campboll- 

N\    I,           Ewald 

■  ; 

' 

Em 
i  r. 

Annr. 

DeleS 

>5 

Talent    Scouts niA  Columbia; 

Upton 

Bales; 

NY    1.               YMl Wyatt    Earn' 

Parker    Pen; 

General   Mills 

Tath.im-L3ird  : 

NY-F           D-F-S 

Y  on'  1 1    N  ever 

Get   Rich' 

(Phil     Silvers') 
R.  J.   Reynolds; 
Amana    Refrig. 

Esty;    Maury. 

Lee  &  Marshall 

9 

9:15 

9:30 

9:45 

Chance  of  a 

Lifetime" 
Emerson   Drug; 

Lentherlc 
NY-L             L4.N; 

CiW 

Club 

\)     1. 

( a.    r 

Oenei S)    l,M      BBDO 

TV    Playhouse 

Phlleo 

(alt.    spun  o 1  Ml : 

ny    I.     Elutchlni 

i   Lore  Lacy 

l'r.»  li'i  ACiiinl.l.-; 
General    Poods 

BB&T; 
YMl 

\1.  Ill 

i3    creeks    in    I) 

Dow    Chemical 
Hy-L   MacManus 

JOOn    &    Adams 

Make     Room     for 

Daddj 

\.u.i     Tobacco; 

1>.»I»:.' 

SSCB; 
m  v         Gram 

Miss    Pepper- 
dine'   or 

Joe    &     Mabel' 
(Sponsorship to  be   set) 

Fireside    Theatre 
\  G  amble 

NY    F       fomplon 
Ul 

1 Kni    is 

Phsirn 

NY-1. 
Peril 

■li 

Sheaf 

Brown 

NY-l 

Alfred      Hitch- 

cock* 

Bristol-Myers 
Y&R 

For     Doctors 

Only" 

Ciba    Pharm. 

Kiesewe
tter. 

Baker.  
  
Haqe- dorn    &    Smith 

NY-L&
F 

i ..  ■  embei   1 

Genera]    Pi 
ny    I.            BAB 

Robert    Mont- 

gomery Presents 

<   

s    c    Johnson; 

Schick 

NI.Mi  . 

NY     1.                 K.N.K 

DuPont    Theatre' 
DuPont 

BBDO 

Bad    Skelton 

I'.i    Milk; 

s     0.    Johnson 
Gardner ! ii\   I           NL&B 

Armstrong    Circle 
Theatre:  alt.  with 

Pontiac     Hour* 

9:30-10:30 Armstrong    Cork; 
Pontiac 

BBDO;  MacM. 
NY-L              J&A 

10 
Wedrnt 

1  0: 1  5 

10:30 

Bank 

\)    1.           <!rant 

Show    not 

decided' 
P     l.i. ill. .hi 

NY-F               Y&R 

Loretti    Young 

Bhon 

I'i.him  a  Oimble 

NY      I'                  ll.MI 
sin. lli>   One 

WYstlnghouso 

MrCalin- 

NY    L        Bl  i 

Boherl    Hon) 

Roiuory  l*re*.ents 

10:30 

(cont'd) 

Name's     the 

Same" 

Ralston-Purlna 

Guild,    Bascom 
&    Bonflgli 

NY-L 

The   $64,000 

Question' 

Revlon      Prods. 
NY-L    Welntraub 

Armstrong    Circle 
Theatre;  alt.  with 

Pontiac     Hour* 

9  JO- 10  30 

(cont'd) 

i 

Pabu  ' 

1. 

10      Pill 

* 

Lcglii 

Var-1 

10:15 
Whit'.  My  Lino* 11'   lllll.l't'rt.      11   lli.l 
■lulvs       M'intenler 

YAK.    Karle 
NY    1.           i. 

Bob    Cummlnfi 
BhOW 

ii    i    Reynolds NY     1 

See   It    Not 

(Sponsorship to   bo   sot) 

NY    Ul" 

Big    Town" 

Lever   Bros  ; 

A.C.   Spark   Plug 

SSCB.    MeC-E. 

OBM:    Brother 

NY-F 

H.nr 

I..II.  .1 

1,1 

I. 

11 

s.    also  shows   which 
chang. 

lot  » M.ik      lnolu.il 
tg    new    shows    an.l    < 

liar.ccs    starting    lal 

1    Ilils    season.      \\'h 

■ro   shows   have    mul lple   sponsors,    age 

nil's     S  S| 



other  two  networks  but  about  half  of 

the  lineup  will  be  changed  in  one  way 

or  another.  Armstrong  and  Pontiac 

will  sponsor  alternate  dramatic  hours, 

leplacing  the  former's  half-hour  drama 
show  and  Truth  or  Consequences, 

which  is  being  moved  to  Friday.  Fol- 

lowing the  Armstrong-Pontiac  hour, 
NBC  will  bring  in  Big  Town  from 

Wednesday.  Preceding  the  new  dra- 
matic hour  will  be  Fireside  Theatre, 

which  will  be  given  a  shot  in  the  arm 

by  the  addition  of  movie  star  Jane 
Wyman.  While  Fireside  Theatre  has 

not  been  doing  badly — its  ratings  have 

been  running  in  the  30's — P&G  is  de- 
termined to  build  the  show  to  top  rank 

and  has  lavished  a  lot  of  time  and  care 
on  it  in  recent  weeks. 

Other  nights  which  will  see  serious 

alteration  are  Wednesday  and  Friday. 

On  each  of  these  nights  the  number  of 

changes  in  programing  total  no  less 
than   eight  on   all  networks. 

The  broad  pivturi>:  Two  notable 

developments  took  place  this  season : 
the  introduction  of  the  lavish  hour- 

and-a-half  show  on  a  more  or  less  reg- 
ular basis  and  the  tentative  romance 

between  video  and  Hollywood,  a  la 

Disneyland.  Next  season  will  see  not 
so  much  a  consolidation  of  these  trends 

as  a  continuation  for  they  may  have 

started  a  programing  revolution  the 
end  of  which  is  not  yet  in  sight. 

The  spectaculars  appear  here  to  stay. 
(Please  turn  to  page  124) 

DllMONT  fall  evening  lineup 
at    present    comprises 

three   sponsored   shows 

In  the  midsl  of  a  revamping  of  it* 

network  operation  Du  Mont  is  seeking 

to  sell  sponsors  on  converting  their 

shows  to  film  ria  the  video-film  earn- 

er;!, tlie  Klcrtronit  am.  If  successful, 

Du  Mont  shows  would  tend  to  be 

placed  on  a  spot  basis  and  its  net- 
work character  would  he  changed.  In 

addition  t<»  the  nighttime  *h<»w*  listed 
below,  Du  Mont  reports  it  haa  hopes 

»l     idling     four    to     six    more. 

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

to     conclusion 
Co-op,     origination:    NT,     live 
At  Ringside.  Mondays,   following  boxing 
Co-op,  origination:  NY,   live 

Studio    57,    Tuesdays,    8:30-9:00 
Sponsor,    Heinz;   Agency,    Maxon 
Origination:    NT,    live 

What's   the   Story?,    Wednesdays,    8-8:30 
Sponsor,  Du  Mont  Labs;  Agency,  direct 
Origination:   NY.    live 
Professional  Football,  Saturday  evenings 
Sponsorship   not   set 
Origination:    various,    live 

SDAY 

CS  MM 

awards 
s* 

Mfg. 
Ludgln 

,    tht 
Chief 
jrshlp 
set) 

ft  His 
nds 
9 
Co.: 
Motors; 
>ury 
Iambi* 

Oeller: 
Burnett; 

Bates 

Coke  Time 
Coca-Cola 

NT-L        D'Arcy 

News     Caravan 
Plymouth 

NT-L  Ayer 

Screen   Directors' 
Playhouse* Eastman- Kodak 

NY-F  JWT 

Father     Knows 

Best* 
P.     Lorillard 

NY-F  Y&R 

llonalre 
ate 

Esty 

t  Secret 
teynolds 

Esty 

ew  Cen- 
t  with 
sel  Hr.* 
Cleetrlc; 
Steel 

.    BBDO 

Kraft    Tv 
Theatre 

Krart  Foods 
NT-L  JWT 

This   Is    Your 
Life 

Hazel    Bishop ; 
Procter  &  Gamble 

Spec  tor: 
Hy-L,       Coropton 

THURSDAY 

ABC  CBS  MM 

Kukla.  Fran  * 
Ollle 
co-op 

Cb-L 

John  Daly,  News 
Tide  Water  Oil 
NT-L     Buchanan 

Lone  Banger 
General  Mills 

(alt.    sponsorship 
to  be  set) 

NT-F         D-F-3 

Bishop    Sheen* Admiral Erwln, 

NY-L  Wasey 

Stop   the    Music* 
Quality    Jewlrs 

Nocchi 
NY-L  Grey 

Star  Tonight 
Brlllo   Mfg. 

NTT,  JWT 

Doug 
Edwards 

News* 

Amer. 
Tobacco 

NY-L SSCB 

Sgt.   Preston 

of   the    Yukon* Quaker  Oats 
Wherry,    Baker 

NY-F      &  Tllden 

Wanted* 
(sponsorship 
to   be   set) 

Climax 
(3    weeks    In    4) 
Shower  of  Stars 
(1    week    In    4) 

8:30-9:30 
Chrysler 

McCann- 
Hy-L       Erlckson 

Climax; 
Shower    of    Stars 

8:30-9:30 

(cont'd) 

Dinah   Shore 
Chevrolet    Dlrs. 

Campbell- 
Hy-L  Ewald 

News  Caravan 
R.  J.  Reynolds 
NT-L  Esty 

Tou   Bet  Tour Life 

DeSoto  Motor 
Dtv.,     Chrysler 

NT-F         BBDO 

Justice 
(tentative) 

Borden    Co. 
NY-L  T&R 

Dragnet 
Liggett  &  Myers 
NT-F  CAW 

Four- Star  _     ,  _ 

Playhouse  Ford  Theatre 
Singer   Sewing;  Fo'd   Motor 
Bristol-Myers  NT-F  JWT NT-F  T&R 

Johnny    Carson 

Show* 

Rev  I  on; 
General     Foods 

Welntraub: 
Y&R 

Lux    Video 
Theatre 
10- 11 

Lever   Bros. 

Hy-L 
JWT 

FRIDAY 

ABC  CBS 

Eukla,  Fran 
ft  Ollle co-op 

Ch-L 
   Doug     Edwards 

John  Daly.  News  „     News* 
Miles    Labs  Pharmaceuticals 

NT-L           Wade  NY-L         Kletter 

Rln     Tin     Tin 
National    Biscuit 
Hy-F  K&E 

Ozzle  ft  Harriet 
Hotpoint     (alt. 

sponsorship 
to  be   set) 

NT-F         Maxon 

Treasury   Men  In 

Action* 

Chevrolet 

Cambell- 
NY-F  Ewald 

Dollar    a    Second 

Mogen  David 
Wine Weiss   ft NT-L  Geller 

The    Vise 
Sterling   Drug 

NT-F         D-F-S 

Down  You  Go* Western  Union 
(alt.  sponsor) 

HY-L Albert-Frank- 
Guenther-Law 

My    Friend 

Flicks* 

(sponsorship fb  be  set) 

Mama 
General  Foods 
NT-L  B&B 

Our    Miss 

Brooks* 

General    Foods 

Hy-F  Y&R 

Crusaders* 

R.    J.    Reynolds NY-F  Esty 

Schlltz    Play- 

house* 

Schlltz  Brewing 
NY-F  L&N 

Tho   Lineup 
Brown   &   vYOlsul 

Procter  &  Gamblo 

Bates : Hy-F  Y&n 

Person  to  Person 
Amer.     Oil    Co. : 

Elgin  Wstch Katz; 

NT-L  YA.ll 

NBC 

Coke  Time 
Coca-Cola 

NT-L        D'Arcy 

News  Caravan 

Plymouth NT-L        .    Ayer 

Truth    or 

Consequences* 
P.    Lorillard 

Hy-L  L&N 

Life    of    Riley 
Gulf    Oil 

NT-L  T&R 

Big   Story 
Amer.  Tobacco; 

Slmonlz 
NT-L&F     SSCB 

New    program* 

Campbell    Soup 

BBDO 

Cavalcade     of 
Sports 

10  pro  to  concl 
Gillette NY-L  Maxon 

Red    Barber's 

Corner* 

(10:45  or  at concl    of   fight) 

State    Farm    Ins. 
NY-L  NL&B 

SATURDAY 

ABC  CBS  MM 

Beat    the   Clock 

Sylvan!  a NY-L  JWT 

Stago  Show* 

Nestle; 

P&G 

Bryan 

Houston; 

NY-L       Compton 

Tho  Honey- 

mooners* 

Bulck 
NY-F         Kudner 

Two  for  the Money 

P.     Lorillard NT-L  L&N 

It's   Always  Jan* 
(3    wks    In    4) 

930-10 

Procter  &  Gamble 
Compton 

Jubilee* 

tl    wk    In  4) 

9J0-II 

Ford   Dlrs. 

JWT 

Gunsmoko* 

10-1030 

(3    weeks    In    4) 

Liggett  &    Myers 

C&W 

Damon  Runyon 
Theatre 

(3    weeks    In    4) 

Anheuser-Busch 

NT-F        D'Arcy 

New    program* 

Swift 

JWT 

Perry     Como* 

Dormeyer: 

Int'l  Cellucotton: 

Nox2ema   Chern. 

J.    W.    Shaw; FC&B: 
NY-L  SSCB 

People    Are 

Funny* 

•  -9:30:3  wks  In  4 

Tonl;  Paper-Mate Burnett: 
Hy-F  FC&B 

Jimmy   Durante 

Show 
9:30-10;    3     wks 
In  i       Texas  Co. 
Hy-L         Kudner 

Spectaculars 

9-10:30 

(1  wk   In   4) 
Oldsmoblle 

NY-L        Brother 

Grorce  Gobel 
13    necks    In    4) 

armour;  Pot  if  Ilk 

rOftB; 

Ily  T,        Gardner 

Your  Hit  Psxsde 

Amer.  Tobsceo; 

Warner-Hudnut 
BBDO; 

NT-L  K&E 

ler    as    clients.     Originations:    NY    means    New    York,    Hy    means    Hollywood,    CI)   means    Chicago.     L   means    live,    F    means    film.     All    times    are   Eastern    Standard. 



Part  three 'fill1 
of  four  parts llll; 

4m* 

v 

On  these  pages  sponsor  presents  the  third  in  a  major 

series  on  the  world's  largest  advertiser  and  number  one  air 
media  client,  sponsor  had  long  sought  the  opportunity  to 

analyze  Procter  &  Gamble's  radio-tv  approach  and  was 
able  to  prepare  the  present  series  with  the  aid  of  interviews 

with  company  executives,  key  people  in  P&G  agencies  and 

other  veteran  observers  of  the  broadcast  scene.  This  is  the 

first  comprehensive  treatment  to  appear  in  print  of  the 

current  air  media  thinking  of  a  company  which  is  frequent- 
ly talked  about  in  advertising  circles  but  which  is  rarely 

quoted  on  its  own  philosophy. 

by  Herman  Land 

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

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

The  king  of  the  serial  field  is  dropping  seven  soap 

operas  —  five  on  radio,  two  on  tv.  In  addition.  P&G 

dropped  a  video  serial  in  March. 
At  mid-season  P&G  still  boasted  12  daytime  radio 

strips.  With  the  planned  cut.  this  will  be  reduced  to  seven, 

five  on  CBS,  two  on  NBC.  The  winter  of  1954-55  that 
saw  six  tv  serials  going  on  tv  gives  way  to  a  summer  with 
three. 

Of  the  five  remaining  daytime  tv  shows,  two  are  not 

serials.  And  the  non-serial  category  ma\  loom  larger  in 
the  P&G  picture  for  the  soap  firm  seems  to  be  reacting 

favorably  to  NBC  TV's  efforts  to  push  its  new  daytime 
personality  shows. 

Serials  dwindling:  Tragic  mien  at  heroine  in   \H(.  7  1  's  Concern- 
ing \Ii~-*  Marlowe,  {to  left)  could  symbolize  what  may  be  beginning 

<>i  the  end  oj  mi  era.    This  is  third  tv  serial  dropped  6)    P&G  this 
spring;  others  are  Road  <>l   Life,  CBS  11  .  Golden  Windows,   \  Bt 
7/  .   leaving   onlx    three.     In    addition,    soap    firm    has    (tit    its    radio 
sciitil  lineup   Irom    12  to  seven 

ISon-seriais :  l'&(i  ma)   Inn   NBC  TV's  Tennessee  Ernie   (left)    is 
now    sponsoring    On    Your    Account    with    Dennis    James    on    CBS 

SPONSOR 
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P&G's  network  decisions  in  both  daytime  radio  and  tele- 
\  ision  are  being  watched  carefully.  But  industry  prophets 
have  not  been  centering  their  attention  on  soap  operas  as 

such.    Rather,  guesses  have  revolved  around  media  values. 

These  prophets  have  been  predicting  for  some  time  that 
P&G  would  exit  shortly  from  daytime  radio  because  of  tv 

competition  and  regard  the  new7  cuts  as  corroboration  of 
this  theory.  And  the  forthcoming  tv  slashes  as  well  have 

been  viewed  by  some  as  evidence  that  P&G  is  getting  ready 
to  depart  from  daytime  tv  owing  to  high  costs  and  the 

pressure  of  nighttime  tv  on  P&G  ad  budgets. 

What's  the  real  story?  At  P&G  headquarters  in  Cincin- 

nati, y  ou  won't  get  direct  media  comparisons  —  or  pre- 
dictions. But  general  conversations  with  P&G  executives, 

as  well  as  talks  with  P&G  agencies  and  the  networks,  lead 

to  the  following  conclusions: 

1.  You  just  can't  sum  up  P&G's  actions  with  a  simple 
explanation.  P&G  is  big  and  complicated,  and  so  is  media 

buying.  (Complications  involved  will  be  made  clear  later,  i 
2.  The  dropping  of  Concerning  Miss  Marlowe  and 

Golden  Windows  on  NBC  TV,  and  of  Road  of  Life  on 

CBS  TV  is  not  a  sign  of  retreat  from  daytime  television, 
but  of  dissatisfaction  with  specific  shows.  It  is  further 

evidence  that  the  firm  reputed  to  know  more  about  broad- 
casting than  an\one  else  has  not  yet  found  itself  so  far  as 

daytime  programing  is  concerned.  For  all  the  vast  media 

knowledge  reposing  in  the  experienced  minds  and  copious 
files  on  the  eighth  floor  at  Sixth  &  Main  in  Cincinnati,  the 

soap  company  is  to  a  large  extent  groping  its  way,  hoping 

in  time  to  find  a  programing  key  that  will  do  for  it  in  tv 

what  the  daytime  serial  did  for  it  in  radio.  Whether  it's 
soap  opera  which  will  be  the  major  programing  fare  in  tv 
onl)   time  and  the  taste  of  the  public  will  tell. 

3.  Radio  is  looked  at  today  for  the  effect  it  provides 

in  combination  with  tv.  Tv  delivers  the  "basic''  audience. 

Radio  "extends"  that  audience,  not  only  geographically 
and  to  radio-only  homes,  but  through  the  tv-home  audi- 

ence as  well  which  is  not  then  tuning  to  tv.  The  new 

schedules  simply  reflect  what  is  primarily  a  budget  adjust- 

ment to  the  priority  needs  of  the  company's  new7  major 
medium.  Soap  operas  as  a  programing  form  will  probably 
remain  basic  with  P&G  on  radio  despite  the  cutback. 

Daytime  tv's  future:  To  P&G's  representatives  the 

question,  "Are  you  going  to  drop  daytime  tv?"  seems  to 
come  as  a  surprise.  The  company  regards  itself  as  pri- 

marily a  daytime  advertiser.  And  a  company  spokesman 

explains  why.  "First,  daytime  tv  compared  with  radio 
has  taken  the  number  one  media  position,  as  everyone  yyill 
agree.  Second,  yve  need  daytime  advertising  for  the 

tremendous  values  it   offers." 

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

{Please  turn  to  page  118) 

in   in   n   mi   iiiiiiiiiiimiiniiiiiiii   mm.  mini   iiimiiiim; 

P&G  SERIES  IN  BRIEF 

PART  ^"''e  reas0"s  behind  P&G's  hem  > plunge  into  nighttime  television 
16   Mar 

PART        *^        H°w  P^G  buys  spot,  plus  analysis of  spot's  marketing  role 

30  May 

P4RT         *{       ̂''"'    ",",'""e   question — P&G's   tr -*       problems,  and  function   of  radio 
13  June 

PART  How  P&G  gets  the  most  out  of  its ^*       seven  agencies  by  careful  planning 
27  June 

  I   Illllllll   Nil 

HOW  P&G  DAYTIME  STRIPS  ON 

CBS  RADIO  EXTEND  THE  FOUR-WEEK 

REACH  OF  DAYTIME  STRIPS  ON  CBS  TV 

In  U.S.  tv  homes 

MlQHTER  DAY 

CSS -TELEVISION 

■     29  3  .  OF  US  TV  HONES 

3  3  wp.kodo 

&UIOINO  LIGHT 

CSS-RADtO 
■    is  9-.  or  US  TV  HOMES 

>.    l  Ml  M-1W-.* 
NET  REACH 2  STRIPS  COMBINED 

■      >«  0  '    Of  US.  TV  HOMES 

41  (ptfrfxtu; 

In  total  U.S.  radio  homes 

SRIGMTER    DAY 
■     »»•    OTtuuS  RADIO  HOMES 

CSS-TlLtvlS«>y 
3  3  iimmm! 

..    v    .- 

GUIOINO  L'Ght 

I     14.2 '.  Of  ALL  Ul  RADIO  HOMES 

CSS  RADIO 

.  3  i  ■anoan 

NET  REACH I     3 J  1  ■■  Or  ALL  US  RADIO  HOMES 
2  STRIPS  COMSWEO 4  6  *pMOd*« 

SOURCE:    CBS    Bad  n    special   Nielsen   data, 
covering    four  1951 

Radio    serial   reached    ]'■',.<>',     of   all   tv    homes,    extending 
fvor\    Hakes'  tv  reach   "•  1.(1  Total  ti    homes  rem  lied  in- 

creased  from    29.39?    lo   39.0%.     Combination    extended 

radio's  reach  66.89!  •  to  total  of  33.2' r    of  all  radio  homes 

13  JUNE  1955 

35 



MORNING    SQUEEZE 

Morning   i-  -pot   radio's 
niii-i  popular  lime  pe- 

rio.l    because    many 

clients    feel    il    is 

"tv   proof."'    But 

rush  to  mornings 

ignores  some  ex<  i  I- 
lent    buys    al    other 

times  of  ilay.    Latest 

trend:    a    re-examina- 

tion   "l    non-morning 

spol   radio  oppoi  tunitii  - 

morning-minded 
or  open-minded  ? 

Typical  spot  radio  buy  in  non-morning  lime 

delivers  10%  more  ho   s.  28%  lower  eosl-per-M 

Radio's  weekly  audience:   Nielsen  cliari  belov   shows  thai  cumulative  audience  totals  in 
I  .S.  r.olio  an   highest  in  afternoons.    Evening  home  figure  i^  90%  as  tn><"l  a-  morning  level 

HOMES    REACHED 

TOTAL  HOMES    '000 

TOTAL     DAY 

MORNING 

16  AM-NOON) 

AFTERNOON 

iNOON-A  PM) 

NIGHT 

(6  I'M    MID 

M.I,  HOMES 

90.6', 
11,527 

AVG   HRS.  LIS- 
TENED PER  HOME 

PER  WEEK 

17:32 

7:02 Al  I.  HOMES  77.K  35,678 
T\    HOMES  -75.4   .  !4,580 
R  \lilo   0N1  >  .83.7    .  11,098 

ALL  HOMES  79.0  36.217 
T\    IIONi  I  -  75.1  24,483 
I!  VDI0    0N1  N  88.:>  11,734 

\l.l.  HOMES  70.0  32.116 

•!  T\    MUM  I  -  62.4  20342                          1:42 
i;  \Dlo  o\i  i 

6:30 8:17 

7:3.", 

6:20 10:12 
6:16 

88.8 11,774  .10:43 

^-M  re   morning   >lot>   the    onl)    "best 
bin "  in  spot  radio? 

If  you'd  asked  that  question  of  many 

leading  -pot  radio  advertisers  last 
year,  chances  arc  the)  d  have  answered 

yes. 

But  in  the  first  half  of  1955,  "innrn- 
ing-itis"  has  been  giving  wa\  to  a 
more  flexible  approach.    Symptoms: 

•  I'all  Mall  used  to  have  a  blanket 

ruling  for  its  agency,  SSCB:  "No  ra- 
dio  after  9:00  a.m."'  This  edict  is  being 
quietl)  dropped;  Pall  Mall  is  current!) 

edging  into  late-afternoon  and  eve- 
ning spol  radio.  Uthough  SSCB  is 

keeping  the  move  under  wraps,  one 

media   man   admitted:   "We  -howed  the 
latesl  evening  cost-per-1,000  figures  to 

the  client.    The  re-l  was  easy." 
•  Pal  Blades,  which  seeks  a  male 

audience  in  it>  stead)  spol  radio  cam- 

paigns, has  also  scrapped  a  "mornings- 
only"  yardstick.    Pal,  through  BBDO, 
has  started  to  add  schedules  of  ̂ [ i< >t 

radio  announcements  adjacent  t<>  news 
and    sportscasts    after    5:00    p.m.,    and 

before  7:30  p.m.,  in  a  dozen  major 
markets. 

•  Sun  Oil  Co.,  another  male- 

audience-seeking  advertiser,  has  been 
switching  its  spot  radio  tactics.  The 
newest    Sunoco    buvs.    unlike    those   of 

36 
SPONSOR 



last  year,  have  been  between  4:30  and 

7:00  p.m.  in  large  Eastern  markets, 

through  Ruthraufi  &  Ryan.  Reason: 
the  large  male  audience,  in  and  out  of 

home,  during  this  time  period. 

•  Maxwell  House  CofTee,  one  of  the 

first  major  advertisers  to  move  from 

afternoon  and  evening  radio  into 

morning  slots,  has  quietly  started  to 
move  back.  Though  Benton  &  Bowles, 

Maxwell  House  is  currently  picking  up 
choice  afternoon  availabilities  in  a 

a  number  of  leading  cities.  As  one 

B&B  Inner  explained  it.  "It  just 
wouldn  t  make  sense  to  pass  up  these 

buys."' 
•  Luft  Co..  whose  "Tangee"  brand 

is  one  of  the  best-known  in  the  cos- 

metic field,  is  virtually  avoiding  morn- 
ing radio,  except  on  Saturdays  and 

Sundays.  Aiming  its  campaign  at 

teen-age  girls.  Luft  has  begun  buying 
afternoon  participations  in  well-rated 
d.j.  shows  between  3:00  and  7:00  p.m. 
The  campaign,  through  Warwick  & 
Legler,  covers  some  12  markets. 

•  There  are  others.  Winston  Cig- 
arettes, through  William  Esty,  has 

been  scouting  for  non-morning  slots 
with  a  big  out-of-home  audience. 

\\  hitehall  Pharmacal.  long  a  mornings- 

only  client,  has  been  scouting  night- 
time availabilities.  The  big  auto  mak- 

ers who  use  spot  radio — Ford,  Chev- 
rolet. Pontiac,  Dodge,  Nash,  DeSoto— 

now  hop  around  all  over  the  dav  with 

saturation  spot  campaigns.  Herbert 

Tareyton  now  buys  spot  radio  "be- 

tween 6:00  a.m.  and  11:00  p.m."  Le- 
ver's Surf  will  soon  be  sold  via  after- 
noon participation  programs,  as  well 

as  with  mid-niorning  spot  schedules. 
Bromo-Seltzer.  after  an  18-month 
hiatus,  has  returned  to  afternoon  and 

evening  radio. 
Wh\    the  suitch? 

By  checking  closely  with  a  number 

of  top  agency  buyers,  sponsor  quickly- 
found  the  real  reason. 

Its  not  a  sudden  change,  either  in 

buying  philosopln  or  in  the  -tatus  of 

radio,  buyers  report.  Rather,  it's  a 
gradual  realization  on  the  part  of  ad- 
\ei  Users  and  agencies  that  spot  radio 
availabilities  must  be  evaluated  in 

terms  of  what  they  are  delivering  for 

how  much  money — not  just  looking  to 
see  if  the  slot  is  opposite  a  big  tv  show. 

"IVon-tnorning"  rallies:  That  non- 

morning  spot  radio  often  offers  plenty 
of  value  for  the  advertising  dollar  is 
no  secret  to  most  timebuvers. 

"In  radio  toda)  \oure  dealing  with 
more  specalized  audience  segments.  If 

you  buy  early-morning  radio,  you're 
getting  an  audience  loyal  to  the  early- 

morning  personalities  —  a  'fan"  audi- 
ence," said  J.  Walter  Thompson's 

Vnne  \\  right.  "In  order  to  reach  a 

broader  listenership,  it's  sometimes 

wise  to  consider  other  personalities." 
Added  Foote,  Cone  &  Belding  media 

strategist  Art  Pardoll:  "We've  found 
that  nighttime  radio  can  be  a  terrific 

buy,  either  on  a  saturation  plan  or 

even  with  a  half-hour  program.  There 
are  too  many  variables  in  advertising 

to  generalize  about  stations  or  times." 
On  the  other  side  of  the  buyer-seller 

fence,  reps  share  the  same  view. 

"It's  been  tough  to  sell  non-morning 
radio  for  the  past  three  or  four  years, 

said  a  Blair  v. p.  "A  client  looks  at 
radio.  He  >ee>  plenty  of  t\  competition 

at  night,  practical!)  no  t\  rivalrj  in 
the  morning.  Therefore,  he  feels, 

morning  is  the  only  buy.  And  his 

thinking   can   easily  stop  right   then. 

"\\  hen  you're  up  against  'the  morn- 

ing mind'  there's  very  little  you  can  do 
—  except  to  keep  hammering  awa) 

with  facts,"  added  Free  &  Peter's Frank  Woodruff. 

I!\      spot-checking      reps,      SPONSOR 
came  up  with  a  sample  of  the  kind  of 
factual  values  that  are  being  offered  to 

clients  in  non-morning  radio  today. 

(Please  turn  to  page  !!2i 

AUDIENCE  COMPOSITION  BY  HOURS  OF  THE  RADIO  DAY 

Bars  in  chart  below  show  how  many  listeners  there  are  for  every  100  listening  homes. 
Divisions  in  bars  show  how  audience  is  divided  between  men,  women,  teenager-  and 
children.  Prepared  by  Blair  rep  firm  from  Pulse  winter  1954  data,  chart  reveal-  thai 
advertisers  can  often  pinpoint  an  important  audience  segment  at  lower  cost  outside  of 
client-crowded  morning  radio  hours.  Nearly  twice  as  many  men  are  listening  to  radio 
at  6:00  p.m.  as  compared  to  8:00  a.m.,  for  instance:  level  of  women  listening  at  8:00  p.m. 
is  90%  as  good  as  level  of  women  dialing  al   9:00  a.m.    Sets-ih-use   are   below    chart   bars. 
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Radio  Gets  Results  contest  provides  portrait  of 

local-level  radio's  ability  to  sell  range  of  products 

One  of  the  best  indications  "I   where  radio  stands  today  in  its  ability  to 
sell  tin-  American  consumer  i-  provided  in  RAB's  Radio  Gets  Results  contest. 

President   Kevin  Sweeney's  hard-hitting   R  \Ii  has  amassed  documentation 
of  r.uliu  impact  in  the  form  of  local-level  case  histories  covering  13 
categories  of  advertisers,    sponsor  presents  condensed  versions  of  the 

13  first-pri/e  winning  entries  in  this  article,  six  starting  on  these  pages  and 
n    to   follow    next    issue    (27  June).    The   contest    was   under   the 

supervision  of  R.  David  Kimble  as  director  of  the  local  promotion  department 
(he  now   directs  the   newly-created  local  sales  and  service  department). 

hi  \  IN     SWKKNFY 
/.'  t  /(    president 

R.    DAVID    KIMBLE 

h'AB    local   sales   director 

PART  ONE 
OF    TWO     PAKTS 

Local  radio's  strength: 
the  cash-register  proof 

Want  an  answer  to  the  man  who  says  "the  dealers 

demand  tv"?    These  ease  histories  show  what  radio  ean  do  loeallv 

M  here's  one  thing  and  one  thing 
only  that  makes  an  advertising  medium 

glamorous,"  the  owner  of  a  New  York 
radio-tv  appliance  store  recentl)  told 

SPONSOR.  "Sales,  sales  and  more 

sales!" Case  histories  from  local  dealers  all 

over  the  countr)  submitted  lo  the  third 
annual  RAB  Radio  Gets  Result-  contesl 

indicate  that  radio  is  definitely  con- 

sidered  a  "glamorous"  medium  at  the 
retailer  level  b)  those  who  know  how 
to  use  it.  Each  year  RAB  awards 

prizes  to  local-level  advertisers  who 
use  the  facilities  oi  its  various  member 

stations  throughout  the  country.  The 

yardstick:  sales  success.  This  year  well 
over  300  entries  poured  in,  a  large 
numbei  since  each  entry  had  to  be 
fully  documented. 

rhese  RAB  contest  entries  analyze 

the  radio  techniques  used  b)  local  re- 
tailer-,   to    sell     Mich     \\i(lel\     divergent 

proilie  i-  as  $8,500  homes;  electrical 
appliances;  shoes;  banking  services; 
furniture        in     short,     virtuall)     ever) 

i\  pe  of  mi  \  i.  e  .Hid  product  people  buj 
from  local  dealei  -. 

<  end  all) .  the  \\  inning  sponsoi  -  had 

i  ■■!  tain  basic  strategies  in  common : 
i  I  i  The)  used  higher  frequenc)  sched- 

ules than  winners  when  the  <  ontest  be- 

three  yeai  -  ago.  I  2  I  I  etters  From 
the  local  dealers  Bhowed  thai  the)  re- 

lied greatl)  upon  station  management 
to  advise  them  on  effective  schedules. 
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(3)  Usually,  station  personalities  or 

announcers  ad-libbed  the  sponsor's 
message;  frequently  the  commercial 
was  written  by  the  station  staff. 

There  were  13  first  prize  winners, 
one  each  in  13  business  classifications: 

apparel — Cy's  Campus  Sport  Shop. 
which  used  KOFE,  Pullman.  Wash.: 

appliances — Caprino  Television  &  Ap- 
pliance Co.,  WJTN,  Jamestown,  N.  Y.; 

amusements  -  -  Super  Music  Enter- 
prises, WWDC,  Washington.  I).  (  .: 

automotive— Gardner  Buick,  WEMP, 
Milwaukee;  department,  dry  goods 

and  variety  stores  —  Linn  &  Scruggs 
Department  Store.  WDZ,  Decatur.  III.: 

drug  stores  and  products — Cohen  Drug 
Stores,  WCHS,  Charleston,  \\  .  Va.; 

furniture  and  floor  covering  dealers — 
Standard  Furniture  Co.,  WROW,  Al- 

bans. N.  Y.:  financial — Shelby  Street 
Federal  and  Loan  Association.  \\  I  BM, 

Indianapolis;  grocery  stores — Zink's 
Supermarket,  WSLM,  Salem.  Ind.; 

grocer)  products  B.  E.  Click  &  Son-. 
WCAU,  Philadelphia;  bousing  mate- 

rials and  supplies  George  T.  McLean 
Industries,  \\  VVY,  Norfolk,  Va.;  spe 
i  i alized  set  \  ices  Standard  Radio  and 

Record  Co.,  KXA,  Seattle.  \\  ash.:  mis- 
cellaneous John  \\ .  Black,  KDK  \. 

Pittsburgh. 

It  \l!  had  a  team  oi  three  men.  rep- 

resenting specialized  fields  of  retail 

business  judging  the  contest  entries: 
Louis  ( ,eodenou"li.  managing  editoi  "I 

Retailing  Daily;  Ro)  Miller,  editor  of 
Food  Field  Reporter;  Edward  Krus- 
pak.  advertising  manager,  tutomotive News. 

One  of  the  most  significant  uses  to 
which  the  RAB  case  histories  can  be 

put  is  in  demonstrating  the  impact  and 
standing  radio  achieves  on  the  local 

level.  A  frequent  statement  b)  time- 
bin  ers  and  account  men  who  would 
like  to  see  advertisers  increase  their 

spot  radio  spending  is:  •"The  dealers 
are  hypnotized  by  the  glamor  of  tele- vision.   What  can  we  sa)  ? 

The  case  histories  starting  below 

provide  a  well  documented  answer. 
They  are  doubly  significant  because 

the)  arc  local.  While  man)  a  national 
advertiser  (as  was  pointed  out  in  SPON- 

SOR'S     Ill-Media    Evaluation     Study) 

cannot  trul)  measure  results  from  ad- 

vertising, this  is  seldom  the  case  lo- 
eallv. \  retailer  sees  the  advertising 

nionev   come  back  quicklv       or  else. 

Six  case  histories  appear  this  issue; 

seven  more  will  appear  in  the  next  is- 
sue   i  27   June  I. 

Homes:  George T.  McLean  Industries. 

Portsmouth,  Va.,  scored  with  an  an- 
nouncement schedule  over  \\  \\V 

Norfolk,  Va. 

Mel  ean  dev  elops  housing  and  COm- 

miinitv  plop*  |s.  builds  homes  in  a 

market  saturated  with  competition.  In 
Fa<  t.    this    corporation    estimates    that 
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Clothing 

C.  J.   (Cy)   Jacobs   (center)    owner  of  Cy'a  Campus  Sporl   Shop, 
Pullman,  Wash.,  shows  some  ol   his  besl   sellers  to  two  prospects: 
J.  Ronald  Bayton   (left),  partner-manager  of  KOFE,  ami  John 
Puckett  right),  commercial   manage]    of   prize-winning    KOFI 

Homes Records 
Richard   I)a\i»,  v. p.  and  general  manager  of  George  T.   McLean, 
shown  checking  shipment  of  material  for  a  new  housing  development, 
credits    WAVY,   Norfolk,   \  a.,   with   selling   more   than   25 
homes  at   $8,500  each   after    17  weeks  of  advertising   at   $3,300 

Millard  Smith,  owner  of  Standard   Radio 
ami  Record  Co.,  Seattle,  Wash,  (below), 

listens  to  his  own  advertising  and  "Good 
Music"   on   KXA,   .Seattle.    His   hoiu 
announcements  dailj   throughout   the  yeai 
hi  ought  him  a  30%  sales  increase  and 
a   first-prize    award    in    the   specialized 

services    category    of    RAB's   cont<  -' 

Coy 

r. 

Food Tv  sets 
WCAU,   Philadelphia's   John    Trent    (fourth   from   left)    reads   a 
fir-t-prize   plaque   awarded    for    the    B.    E.   Click   &    Sons   campaign 

on  WCAU,  as  members  of  Glick's  Philadelphia  distributors,  the 
George  S.  Washington  Co.,  look  on.    Left   to  right:    W.   E.   V  roe, 
partner;  J.  Best;  R.  E.  Herbster;  Trent;  II.  A.  Washington,  partner; 
M.  L.  Root;  W.  dell.  Washington,  also  paitner  in  Washington  Co. 

Si  Goldman,  preside   I  W  I  1  \ 
and  WJTN-I  M,  I  imi  stown,  V  Y. 
1 1  i-lit  i .    i.ll-    Joe    <  aprino, 

owner  of   I  apt  ino's    I  v   8    \p- 
pliance  Co.,  tliat  <  iaprino  earned 

first    prize   in    RAB's  contest for   results    from    it-   50 
ii.  hi-    weeklj 

there  are  some  75  other  builders  in  its 

area.  The  $6,000  budget  allotted  to 

advertising  70  new  houses  in  their 

South  Loxley  Place  development  did 

not  seem  like  an  extravagant  sum.  At 

first,  the  client  planned  to  buj  the  tra- 

ditional print  advertising  to  sell  the 
houses. 

As  McLean  Industries'  Richard  Da- 

vis told  radio  station  WAVY:  "When 
you  first  approached  us  on  using  radio. 

\  ou  knew  how  skeptical  we  were  that 

your  medium  could  sell  an  expensive 
commodity  like  an  $8,500  house  in  a 
real  estate  field  as  highl)  competitive 

as  ours.  After  17  weeks,  South  Loxle) 
Place  is  all  sold  out.  .  . 

McLean  invested  sonic  >'>..'500  on 
\\  \VY  and  got  $212,500  in  bousing 

sales  as  a  return.  Davis  credits  \K  \\  ̂  

with  selling  more  than  2">  of  the  7') homes  that  were  eventually  sold,  and 

in  less  time  than  had  been  anticipated 

l  Please  turn  to  page  110) 
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TV  commercial  demonstrates  what  firm  couldn't  get  across  in  its 
print  campaigns:  with  5-Day  pads  you  can  put  on  deodorant  without 

getting  clothes  messy,  fingers  sticky.    On  a  glass  pane,  girl  spreads 

"greasy"   cream,   "watery"   spray    deodorants,    then    dabs   on   5-Day 

Brand  with  5  strikes  against  it 
100%  tv  hudg'ct  lias  infused  life  into  5-Day  Deodorant  which  had  at 

least  five  major  ohstaclcs  to  success,  including  a  name 

that  discourages  frequent  repeat  sales 

rmn 

J.    ill   two   summer-   ago   •">  Day   Deo- 
doranl    was  one  of  those  drug  prod- 
u<  ts  in  the  limbo  stage:  alive  but  not 

lively.     The   deodorant    industry    was 

booming  bul  5-Da)   was  sweating   jusl 

to  inch  up.    What's  more  the  company 
•  ouldn  i     relate    its    advertising,     pri- 
maiiK    magazine,  to  whatever  growth 
there    wa-. 

I  lien  in  the  summei  <>f  l'1  ■  I    >-Da\ 

ii/nk    a     flyer     in     network     television. 

dumping  its  whole  budget   into  Break 
the  Banl  on  NBC  TV.  Though  the  pro 

gram  was  hardl)    a   high-powered   ve- 

40 

hide  with  ils  summer-replacement 

rating  in  the  under-20  bracket,  5-Day 
siiddenK   came  awake.    It  has  been  put- 

ting  all  of  it-   budget   into  television 
ever  since. 

.VDa\     Deodorant    Tail-    -tailed    out 

with  al   least    li\e  strikes  against   it: 

1.  It  was  one  of  a  Dumber  of  prod- 
i J •  I-  owned   |>\     \s-im  ialed  Products,  all 

of  which  were  suffering  su<h  serious 
financial  difficulties  that  a  new  man- 

agement bought  them  out  For  $750,000. 
2.  The    new     management,    namelj 

president    of    the    present     Associated 

Products,  Morris  Levinson,  had  had  no 

prior  experience  with  drug  items.  (A 
former  Wall  Street  lawyer,  Levinson 

had  been  a  v.p.  at  Chicago's  Consoli- 
dated Foods  just  prior  to  buying  Chen 

Yu.l 

3.  Associated  Products  was  a  small 

firm,  with  comparative!)  few  resources, 

in  a  field  of  competitors  whose  parent 

companies  were  spending  millions  to 

promote  deodorants  as  part  of  a  com- 

plete drug  line:  For  example.  Carter 

Products"  \rrid  and  Bristol-Myers' 
Mum    plowed    back   large   percentages 
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of  sales  into  advertising. 

4.  Several  years  on  tin-  market  had 
done  little  to  popularize  the  pad  deo- 

dorant. There  seemed  no  reason  to 

suppose  that  demand  for  such  a  prod- 
uct eould  be  built. 

5.  The  very  name.  5-Day  Deodor- 

ant Pads,  implied  long-lasting  proper- 
ties for  the  product  that  the  firm 

neither  could   nor  wanted   to  back   up. 

Despite  these  handicaps.  5-Day  Deo- 
dorant Pads  sales  increased  240% 

since  1948,  or  11")',  more  than  the 
growth  rate  of  the  deodorant  industn 

as  a  whole.  In  1954,  5-Day  had  sales 

totalling  $3.4  million  against  $1  mil- 
lion in  1948.  The  bulk  of  the  increase, 

however,  came  after  network  tv  was 

used.  Sales  then  went  from  $2.3  mil- 
lion in  1952  to  the  current  rate  of 

about  $4  million. 

"Tv  has  had  more  to  do  with  our 
sales  increases  than  any  other  single 

factor,"  Morris  Levinson,  5-Day's 

youthful  president,  told  SPONSOR.  "Be- 
yond contributing  to  our  sales  in- 

creases, the  medium  also  takes  the 

place  of  a  sales  force  in  our  company." 
Although  it  had  been  on  the  mar- 

ket for  some  15  years,  5-Day  never 
cut  a  mark  in  the  deodorant  busi- 

ness, until  5-Day's  agency.  Grey  Ad- 
vertising, put  the  entire  advertising 

budget  of  the  firm  into  a  short  run  on 
network  tv.  At  that  time,  summer 

1953,  the  firm  put  its  entire  $355,000 

budget  into  13  weeks  of  Break  the 
Bank,  NBC  TV. 

The  firm  saw  an  immediate  correla- 
tion between  sales  increases  and  tv  ad- 

vertising. Prior  to  1953,  5-Day  bad 

advertised  primarily  in  national  maga- 
zines. In  1951.  for  example,  the  firm 

spent  $230,000  for  advertising— $155,- 
000  in  magazines,  $41,000  for  tar- 
cards,  $34,000  for  spot  tv.  In  1952, 

5-Day's  entire  $195,000  budget  was  in 
national  magazines.  Sales  were  climb- 

ing steadily,  but  not  sufficiently  in 
proportion  to  the  increased  deodorant 
market  as  a  whole.  Nor  was  it  possible 

to  trace  sales  to  the  advertising  expen- 
diture. When  5-Day  changed  its 

strategy  and  switched  to  network  tv, 

there  was  a  definite  upward  curve  in 

tv  cities  compared  to  markets  without 
network  tv  coverage. 

5-Day  was  so  satisfied  with  the  re- 

sponse the  first  13-week  network  tv 
campaign  brought  from  dealers  and 

retailers  that  the  entire  $675,000  ad- 
vertising budget  for  1954  went  right 

back  into  network  tv.    Again  the  firm 

Pad* 

Special    promotions,    like    combination    5- 
Day  and  Lentheric  offer,  arc   pitched  on   i\ 

concentrated  on  the  summer  months, 

bought  half  of  the  Milton  Berle  time 

on  NBC  TV  and  put  in  The  Arthur 

Murray  Party  on  Tuesday  evenings. 

The  results  were  good,  and  5-Day  ex- 
tended its  sponsorship  into  the  fall. 

"In  the  deodorant  business,  late 

spring  and  summer  are  the  promo- 

tional seasons,"  explains  Wallace  T. 
Drew,  5-Day  account  executive  at  Grey 

Advertising.  "Actually,  sales  remain 
fairly  stable  throughout  the  year.  You 

might  say  that  60r<  of  the  sales  are 

made  during  the  summer  months,  40'  { 

during  the  cold  season." 
Drew  is  well  versed  in  the  idiosyn- 

cracies  of  the  deodorant  business.  Be- 

fore coming  to  Grey  Advertising  in 

August  1954,  he  was  product  manager 

for  Bristol-Myers'  Mum,  one  of  5-Day's 
top  -  spending     competitors     (with     a 

budge!     estimated     at     $800,000     Eoi 
IT,  |,. 

Ibis  year,  5-Day  is  spending  ;il  the 
rate  of  $1.1  million  for  advertising — 
again,  all  of  it  in  television.  On  17 

Januarj  L955,  the  firm  began  sponsor- 
ing The  Tony  Martin  Show,  NBC  TV, 

\Ionda\  -  7:30-7:  15  p.m.,  on  a  t\  pe  "I 

alternating  deal  with  the  Torn  Co.  Ac- 
tually,  it  s  worked  out  in  such  a  waj 

that  each  sponsor  gets  a  minute  of 
commercial  time  one  week,  a  minute 
and  a  half  the  next. 

Except  for  Break  the  Bank  (which 

had  previously  been  sponsored  by 

Mum),  5-Day's  network  tv  buys  have 

been  relatively  economical  "fringe" 
buys.  In  the  case  of  The  Arthur  Mur- 

ray Party,  Murray  himself  pays  most 
of  the  talent  costs,  leaving  the  bill  for 

time  to  the  sponsor.  The  show  had  a 

peak  Nielsen  rating  of  25. 

Tlie  Tony  Martin  Show,  right  at  the 

edge  of  station-option  time  like  the 
other  15-minute  song  shows,  has  had  a 

top  Nielsen  of  18  to  date.  The  co- 
sponsorship  deal  makes  this  network 

buy  equally  economical  for  5-Day. 
Come  summer  1955.  the  firm  intends 

to  keep  The  Tony  Martin  Shotc.  add 
The  Arthur  Murray  Party  as  well. 

5-Da\"s  aim  is  clearly  for  spread  and 

coverage  at  the  lowest  possible  expen- diture. 

At  the  beginning  of  5-Day's  t\  ven- 
ture the  commercial  format  presented 

something  of  a  problem  to  the  agency. 

It  was  felt  that  5-Day  commercials 
(Please  turn  to  page  78  I 

Morris   Levinson,   5-Day   president    (left),   and    Heilierl    Slran  — .   C.re\    an.nini    -upcrx  i-oi 

irif;lii).  chat  with  girls  who  sell  5-Day  in  (inn's  new  film  commercials  on  two  NB(     I  \   shows 
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Monitor:  network  radio's  f ill  ut 
40-hour  weekend  show  on  NBC  Radio  presents  neu  network  formula  of  multi-lit 

cumulative  rating's  at  low  eost.  offer  maxim 

(  OMMI  Ml    \  lOIS-IVCIIIKI 

JIM    FLEMING 

CASUAL    COMMUNICATOR 

DAVE    GARKOWAY 

NEWSMAN    COMMUNICATOR 

JOHN   CAMERON   sWAV/i: 

III  MORIST   COMMUNICATOR 

HENRT   MORG \\ 

J ̂  i-lening    homes — for    as    little    as 
29c  a  thousand. 

\ n< I.  maximum  advertising  flexibil- 
ity. 

Ili.it.  in  an  advertising  nutshell,  is 

the  basic  pitch  for  NBC  Radio's  new 
marathon  program.  Monitor,  which 
started  yesterday  (12  June)  with  a 

simulcast  send-off  after  one  of  the  big- 

gest promotional  build-ups  in  recent 
years  including  a  heav)  schedule  of 
NBC  TV  tune-in  announcements. 

Tlic  |u i p.-ram.  which  will  jump  to  its 

lull  40-hour  length  on  1<°>  June,  carried 
a  near-selloul  crop  of  blue-chip  air  cli- 

ents: Chevrolet,  Philip  Morris,  Chese- 
brough,  Gruen,  Western  I  nion.  I><  \ 

Nash,  Carter  Products,  Morton's  Salt, 
«   drich.    Nearl)  $1,750,000  worth  of 

-    I >u-i ■■« —    i-   on    Monitor's  books. 
Listeners  who  dialed  Monitor  quick- 

I)  realized  ihey  were  tuning  something 
new  in  the  waj  of  network  radio  en- 
tertainment;  ii  ma)  well  set  a  new 

sales-and  program  pattern  for  netwoi  k 
radio     if  the  public  lake-  to  it. 

i  Jone  w  .i-  the  old  concept  "f  quarter 

and  half-houi  segments,  each  compart- 
mented  with  its  own  advertiser.  In  its 

place  was  a  new  pattern,  hour  after 
hour,    ol    commercials    in    Bemi-fixed 
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by  Charles  Sinclair 

"positions"  of  minutes,  breaks  and  six- 
second  billboards. 

Gone  too  was  the  network  program 

philosophy  of  "specific  program  types 

in  specific  slots." Monitor's  microphones  (and,  yester- 
day, cameras)  ranged  freely  around 

the  world,  freed  of  the  clock,  pausing 

for  pickups  at  San  Quentin  Prison,  a 
jazz  concert  at  Hermosa  beach,  an  in- 

terview with  Martin  \  Lewis  in  the 

Catskill  "Borscht  Circuit,"  news  re- 
motes from  European  and  Asian  capi- 

tals, live  dance  music  from  Chicago, 
drama  at  the  Bucks  Count)  Playhouse, 

sportscasts  from  the  nation's  hall 
park-,  ami  taped  "'Monitor  Snapshots" 
such  as  a  Madagascar  earthquake  and 
the  growls  of  feeding  alligators. 

Interspersing  this  potpourri  were 

capsule  newscasts,  weathercasts  sports 
results  and  a  series  of  the  quick  pre- 
\iews  ol  upcoming  Monitor  events  thai 

\ISC  President  Pal  Weaver  calls  "for- 

ward  indexing.' Monitoi  listeners,  hour  after  hour. 

were  everywhere — in  homes,  driving 
cars,  al  the  bea<  h,  in  roadside  restau- 

rants, at  picnic  grounds,  in  boats  and 
even  in  the  air.  According  to  a  pre- 

liminarj  guesstimate  "I  NBC  Radio  re- 

searchers, as  many  as  10,000,000  peo- 
ple were  reached  at  one  time  or  other 

during  the  premiere  show. 

"No  getting  auav  from  it,"  said 
Monitor's  Director  of  Operations,  Al 
Stern,  "there's  something  for  everyone 

in  Monitor." Something  for  admen:  Monitor  com- 

bines a  number  of  advertising  appeals, 

just  as  it  blends  diverse  program  ele- 

ments, i  ou'll  get  as  many  reasons 
why  Monitor  was  purchased  as  there 
are  clients  in  the  show . 

sponsor  checked  the  program's  lead- 
ing clients  and  agencies,  learned: 

•  Philip  Morris  likes  principally  the 
fact  that  MonitOl  \-  a  long,  long  pro- 

gram (the  portion  in  NBC  option  time 
runs  14  hours:  the  total  show  is  ID 

hours).  Radio-t\  ad  executive  Tom 

Christensen  put  it  this  way:  "We 
needed  a  radio  vehicle  that  was  so  long 

we  don  t  have  to  worrv  about  conflict- 

ing sponsor  identifications  when  we 
sell    two    brands.'"      Mreadv.    the    two 

principal  Philip  Morris  products — PM 
and     Marlboro    cigarettes      have    been 

scheduled,  using  30-second  participa- 
tions. Other  Philip  Morris  tobacco 

products    mav    be   slutted    later.      Con- 

SPONSOR 



ten? 
s  that  build  big 

\t  flexibility 

I. 

2. 

3. 

"MONITOR"  AT  A   GLANCE 

Time:  "Monitor"  had  .1  simulcast  "shakedown"  on  L2  June,  goes  to 
full  40-hours-conlinuous  length  on  18  June.  Program  will  be  heard 
on  IKO  outlets,  between  8:(M)  a.m.  Saturday  and  midnight  on  Sunday. 

Rates:  Minnie  announcements  are  $1,000  each  during  II  "network 
option"  hours.  30-second  -lots  are  $3,000  for  a  block  oi  foui 
per    weekend;    6-second    billboards    are    $3,000    for    a    block    of    10. 

Discounts:  Maximum  weekly  discount  is  10$  ofi  for  10  minutes  of 
commercials  per  weekend.  Maximum  volume  discount:  20$  "If  for 
250  minutes  a  year.  NBC  Radio  is  offering  what  amount-  to  extra 

33%     discount,     giving     "three-for-price-of-two"     before     1    October. 

CULTURE    COMMUNICATOR 

CLIFTON    KAIUMAN 

PARTS    COMMUNICATEE 

ART    Bl  >  HWAI.Ii 

M1!H»  li\l  I     (IIMMI  Ml    \  IOU- 

BOB    &    KAY 

traits  are  through  Biow-Beirn-Toigo 
for  P\I  and  Leo  Burnett,  Chicago,  for 
Marlboro. 

o  Western  I  nion,  pioneer  Monitor 
advertiser,  has  its  eye  on  both  the  in- 
home  and  out-of-home  audience  to 

Monitor.  WU  is  using  a  mixture  of 
live  and  transcribed  minute  announce- 

ments to  plug  such  summertime  tele- 

graph services  as  vacation  money  or- 
ders, wiring  ahead  for  reservations, 

and  sending  WU  wires  to  the  folks 

back  home.  The  order  was  placed 

through  Albert  Frank — Guenther  Law. 
•  Goodrich  Tire  &  Rubber  Co., 

through  BBDO,  is  also  attracted  by 

Monitor's  out-of-home  potential,  but  is 
slotting  most  of  its  tire  commercials 

at  times  when  weekend  motoring  i<  at 

its  peak — Saturday  and  Sunday  after- 

noon. "A  motorisl  is  very  conscious  of 
the  qualih  and  safety  of  his  tires  while 

driving.  That's  the  time  to  sell  him," said  a  BBDO  Goodrich  account   man. 

•  Gruen  It  atch  Co.  is  another  adver- 

tiser attracted  by  the  length  of  Moni- 
tor. The  watch  firm  intends  to  sell  its 

full  line  of  time  pieces — high  and  low- 

priced,  mens  and  women's  models — 

with  a  schedule  of  "quickie  "  six-second 
1  Please  turn  to  page  104) 

First  sale:  A.  Frank-G.  Law  agency  bought  "Monitor"  for  Western   I  nion.    Heir     \l',(  \ 
Bob  Pauley,  Al  Stern  (outer  pair)  pitch  to  F-L  Clunn.  II on  aid  Calkins,  r-tv  v.p.  Boh  Daj 
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B&M  TV  TEST:   HOW  IT  LOOKS  THROUGH  THE  EYES  OF  THE  COMPANY'S  SALES  Y.P. 

SPONSOR  asked  E.  R.  Elwell,  Burnham  &  Mor- 
rill's sales  vice  president,  for  his  analy- 

sis of  the  tv  test  in  the  Green  Bay,  Wis. 
area.  Excerpts  from  his  comments  follow. 
"The  products  involved  are  of  two  character- 

istics, actually  requiring  powerful  adver- 
tising to  increase  consumer  acceptance.  B&M 

brick  oven-baked  beans  are  the  most  expensive 
canned  beans  on  the  market  today,  and  neces- 

sarily so  in  view  of  the  character  of  the 
process  and  the  ingredients  involved. 

Now  as  for  actual  results,  ...  we  consider 

them  outstanding  ..."  (Full  statement  in 
text . ) 

I Burnham  & 'Morrill  Co. Pufixf ooo  Ps ■:•      - 

isf. 

B&M  sales  gain  hits 
after  IS  tv  weeks 

Sales  accelerate  with  last  hall'  May  up  328% 

/•'or  the  first  time  in  television  and  trade  paper  history,  SPONSOR  is  able  to 
report  results  of  n  t\  test  campaign  as  the)  happen,  sponsor  recently  revealed 
that  Burnham  &  Morrill  Co.  had  launched  a  campaign  using  n  onl)  in  a  market 

where  it  had  never  advertised  before  and  where  sales  o)  its  oven-baked  beans 

and  brown  bread  were  low.    Objective:  to  see  ij  t\   alone  could  boost  .suits. 

This  is  sponsor's  second  majoi  series  on  media.  The  first  mis  sponsor's  two- 
yeai  Ill-Media  Evaluation  Stud)  {recently  published  in  bool  form).  The  All- 

Media  Stud)  explored  the  role  oj  each  majoi  advertising  medium,  urged  adver- 
tisers in  test  media.  The  present  li&YI  campaign  is  one  case  of  an  advertise} 

turning  to  "  media  lest  in  the  effort  to  solve  n  marketing  problem. 

xmfter  1<>  weeks  of  television,  Burn- 
ham &  Morrill  sales  in  the  Green  Bay. 

\\  i-..  area  have  hit  a  KM)'  ',  gain  over 
the  same  period  in  1954  when  no  tele- 
\  i^ion  was  used.  These  are  the  cam- 

paign highlights  in  tv  weeks  17  and  1H 
(the  last  half  of  Ma\  I. 

|.     CURRENT    SALES:    The    lasl 
half  of  Ma\  saw  -ales  of  B&M  o\en- 
haked  beans  and  brown  bread  take  a 

tremendous  leap  oxer  the  same  period 

lasl  year.  Where  B&M  sold  110  dozen 

cans  last  year,  this  year's  sales  were 
1,755  dozen  01  o\er  four  limes  as 

many.  This  put  the  percentage  in- 

crease For  the  pei  iod  al  328*  < .    The 
onl\  pre\  ions  period  when  -ales  in- 
creased  al  a  faster  clip  was  durina  the 
lit-l  half  of  \pril  when  sales  were 

370'  i     up   ovei    the    pre\  ions    \ear. 
i  Sales  1>\    dozens  the   first   half  ol 

\pi  il  this  \eai  were  1.6T1  compared 
with  350  dozen  cans  in  1954.) 

In  dollars  Burnham  &  Morrill  took 

in  an  estimated  $4,500  from  its  sec- 
ond half  Ma\  sales  this  year  compared 

with  SI. 150  last  year  (in  the  televi- 
sion test  area  I . 

SPONSOR 



It's  again  the  brown  bread  which 
has  made  the  greatest  record  of  in- 

crease. In  the  latter  half  of  May  last 
year  B&M  moved  no  brown  bread  at 

all  into  wholesale  channels.  This  year 

it  sold  2.")l)  dozen  cans  through  the broker,  Otto  L.  Kuehn  Co.  of  Milwau- 

kee. (All  sales  figures  referred  to  are 
on  the  wholesale  le\  el.  indicating  move- 

ment  to  jobbers.) 

If  you  study  the  sales  figures  shown 
for  the  second  half  of  Ma\  in  the  box 

at  right,  you'll  note  that  the  18-oz.  size 
of  B&M  beans  is  accelerating  more 
rapidly  than  the  27-oz.  size.  This  is 
probably  a  reflection  of  the  high  price 
of  the  product;  housewives  are  condi- 

tioned to  paying  as  little  as  10c  for  a 
small  can  of  beans  whereas  the  18-oz. 
B&M  beans  sells  for  about  25c  retail 

and  the  27-oz.  is  a  35c  item  I  or  higher 
in  smaller  stores). 

2.  TOTAL  SALES:  For  the  entire 

18-week  period  of  television  advertis- 
ing (starting  24  January  and  running 

through  the  end  of  May),  B&M  sales 
are  ahead  100.2';.  Sales  in  1955  to- 

taled 12,454  dozen  cans  of  all  test 
products.  Sales  last  year  were  6,220 
dozen. 

The  only  change  in  marketing  tac- 
tics introduced  to  the  area  this  year 

has  been  the  television  campaign  which 
represents  a  $12,500  expenditure  over 
a  26-week  period.  The  station  used  is 
WBAY-TV,  Green  Bay.  a  Channel  2 
CBS  TV  affiliate,  and  the  campaign 
consists  of  six  one-minute  announce- 

ments weekly:  these  are  mainly  aired 
during  afternoon  time. 

No  extra  merchandising  or  other  ab- 
normal effort  is  being  exerted  at  the 

point-of-sale.  The  campaign  was  de- 
signed to  stand  or  fall  on  the  basis  of 

demand  created  by  television  commer- 
cials alone.  The  commercials  are  pre- 
pared by  WBAY-TV,  using  copy  points 

supplied  bv  B&M  and  its  agency, 
BBDO,  Boston. 

3.  CLIENT'S  OPINION:  As  pre- viously reported.  Burnham  &  Morrill 
executives  at  its  Portland,  Me.,  head- 

quarters feel  that  results  of  the  televi- 
sion test  thus  far  have  exceeded  their 

expectations,  sponsor  asked  the  com- 

pany to  prepare  its  own  analysis  of  the 

test's  significance  and  E.  R.  Elwell, vice  president  and  general  sales  man- 
ager, responded  with  the  memorandum 

which  follows: 

"At  this  time,  somewhat  be\  ond  the 
half-way  mark  in  the  above  test.  I  feel 
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that  readers  of  sponsor  would  be  in- 

terested in  our  appraisal  ol  results  to 
date.   .   .   . 

"This  test  was  undertaken  For  the 
obvious  purpose  of  determining  the 
actual  results  of  tv  advertising  under 
known  circumstances  of  existing  dis- 

tribution, and  estimated  appraisal  ol 

sales  possibilities,  with  adequate  ad- 
vertising to  the  consumer  of  the  char- 

acter involved.  The  test  obviousl)  will 
suppl)  the  basis  for  appraisal  of  the 
power  of  tv  generallj  in  circumstances 
similar  to  those  surrounding  the  cur- 

rent test. 

"As  of  this  date,  readers  are  of 
course  familiar  with  actual  results  ob- 

tained, in  actual  volume  and  percent- 
agewise. And  they  would  be  justified 

in  assuming  our  complete  satisfaction 
with  the  results  obtained,  justifying 
our  advance  appraisal  of  possibilities. 

"The  products  involved  are  of  two 
characteristics,  actually  requiring  pow- 

erful advertising  to  increase  consumer 
acceptance.  B&M  brick  oven-baked 
beans  are  the  most  expensive  canned 
beans  on  the  market  today,  and  neces- 

sarily so  in  view  of  the  character  of 

the  process  and  ingredients  involved. 
Yet  full  list  prices  have  been  in  effect 

1955  SALES  AFTER   IK 

WEEKS  OF  TV:    12,454  DOZEN 

1954  SALES  FOR  SAME 

PERIOD  (NO  TV):  6,220  DOZEN 

GAIN:  100,2% 

throughout  the  period  of  the  test,  to 

date,  in  spite  of  lower  prices  and  vari- 
ous 'deals'  on  competitive  brands. 

"The  other  product — B&M  brown 

bread — is  a  product  little  known  to  the 
consumer,  of  distinctive  character  and 

special  serving  methods,  with  which 
the  average  consumer,  in  the  territory 
involved,  would  not  be  familiar.  These 

(Please  turn  to  page  92) 

Burnham  &  Morrill  sales  15-31   May  '54  vs.  '55 
Sales  of  two  sizes  of  B&M  be ins  and 

lolesale 
one 

18  oz. 
2 7  oz. 

br 

'54 

own  bread 

level    (by   dozens   of   canslt 

'54 

vs.     '55 

'54     vs.     '55 

vs.      '55 AREA  A   (50-mile 
rad 

ius of   fireen   I 

'»!!) 

1.    Manitowoc,   Wis. 20 20 15 15 0 0 

2.    Oshkosh,    Wis. 0 60 0 15 0 0 

3.    Appleton,  Wis. 

7(1 

250 35 60 0 

60 

4.    Gillett,  Wis. 0 50 0 50 0 

30 

5.    Green    Bay,    Wis. 20 L50 85 150 0 100 

6.    Menominee,  Mich. 0 150 0 

25 

0 

20 

Totals A 
7  70 

680 
735 

375 

0 

270 

AREA  R   (50-100  mile radius of  dree 
ti  Bo 

•/) 

7.    Fond  Du  Lac,  Wis. 0 30 

25 25 

0 0 

8.    Stevens  Point,  Wis. 0 130 0 50 0 0 

9.    Wausau,   Wis. 70 

80 

0 0 

10.    Norway,  Mich. 0 0 0 0 0 0 

7  7.    Sheboygan,  Wis. 

lo 

50 

30 

50 0 20 

72.    Wisconsin  Rapids,   W'n 
0 30 0 0 0 

Totals B 
770 

320 55 

790 

0 40 

Totals  A & B 
220 

7,000 

90 

505 0 

250 

TOTAL  ALL  PRODUCTS    '54 — 470  dozen  cons 

(Television   eampatirn   beKan   24   January.    1955 

'55—7,755  dozen 
45 



MICHAELS  IS  NEWS  VETERAN 

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

How  to  scoop  the  field  with  radio 
Little  station  in  California  arouses  auclienee  excitement  with  tabloid 

approach  which  drives  for  exclusives.  throws  out  radio  taboos 

"FLYING   SAUCER"   SCOOP 
I  In  v  said  I h i-  experimental  plane 
would  nevi  i  il\ .  Before  am  one 

could  >hip  them,  Michaels  and  in- 
ventoi  took  off.  Resulting  storj 
cleared  inventor  of  charges  he 
misled  investors,  made  exciting 
listening    on    KWIZ,    Santa    Ana 

ATOMIC    TESTS    SCOOP 

\1  ii  h.i.  I-  believes  othei  i epoj tei -  assumed 

Nav)  would  turn  them  down,  therefore  did 
ii.. i  ask  to  covei  recent  atomic  exercises 

ofl  v  <  alifoi  nia  coast.  I  te  was  only  news- 
man ^11  board.    \i  left,  Michai  I-  and  his  tape 

i   lei  i  ide  line  between  two  ships,    Mbove, 

he's  safely  back  on  deck  of  another  ship 
afti  i    helicopti  i    he    rode    became    disabled 



Admen  who  must  study  local  radio  programing  carefully  in  order  to  appraise  its 

values  will  find  the  article  starting  belou  fascinating  reading.  It  shows  how 

radio  news,  when  gathered  with  initiative  and  impact-creation  aforethought, 

can  build  excitement  among  listeners.  The  article,  written  by  I'm  Michaels 
news  director  at  KW1Z,  Santa  Ana,  Cal.,  reflects  the  increasing  importance 

news  is  acquiring  for  stations  large  and  small  throughout  the  I  nited  States. 

(sponsor's  Buyers'  Guide  to  Radio  and  Tv  Station  Programing,  recently 
published,  shows  that  '>'>'>'<  o)  all  radio  stations  responding  have  daily  news- 

casts now.    In   1954  92'  <    of  respondents   reported  daily  newscasts.) 
sponsor  believes  many  more  stations  can  profit  from  the  experience  oj  out- 

lets like  KIVIZ  which  have  been  using  news  as  a  major  audience  attraction. 

It  is  for  this  reason  that  this  article,  giving  tips  on  radio  newsgalhering,  is 

being  published.  Admen  can  aid  in  the  process  of  stimulating  radio  stations 

to  cover  news,  particularly  local,  with  imagination  and  initiative,  by  indicating 

to  stations  that  they  are  aware  of  the  impact  such  a  news  approach  can  attain. 

SPONSOR  is  eager  to  get  and  print  reactions  of  admen  and  station  executives 

to  news  policies  like  those  at  KWIZ  which  seek  to  give  radio  the  excitement 

of  a  Chicago  newspaper  school  tabloid. 

Mj  ittle  more  than  a  year  ago,  radio 
k\\  IZ  had  but  one  of  its  18  hourlv 

newscasts  sponsored.  Our  news  de- 
partment was  almost  non-existant.  Our 

newscasts  consisted  of  90' c  wire  ser- 

vice copy  and  10%  rewrites  of  news- 
paper accounts. 

Boy  !    How  times  have  changed  ! 

Today,  there  is  only  one  five-minute 
period  that  remains  unsponsored.  Our 

newscasts  are  comprised  of  80 Jc  local 

news   with   20',    wire  service. 
How  did  we  do  it?  What  was  the 

magic  formula?  The  answer  is  easy. 

Tabloid  journalism!  And  to  accom- 
plish it.  we  threw  away  the  book! 

KWIZ  has  broken  practically  every 

rule  for  modern  radio  reporting.  A 

year  ago  we  became  competition,  and 

we  set  out  to  lick,  news-wise  the  34 
competitors  who  drew  advertising 
mone)  and  news  blood  from  our  lush 
Los  Angeles  fringe  area.   We  took  our 

Award  went  to  Michael-  for  his  broadcasts. 

Vera  Stephens,  George  Chula  (above)  give 

Pat    Michaels   "outstanding    citizen"    plaque 

one-man  news  staff  and  pitted  him 
against  12  powerful  daily  newspapers, 
16  radio  stations  and  seven  television 

outlets — all  of  whom  considered  our 

fast-growing  county  as  part  of  their 
primary  coverage  area.  And,  if  I  look 

a  little  battered,  it's  only  because  I 
was  that  single  newsman. 

There  was  only  one  way  a  lone 
newsman  could  handle  a  situation  like 

that — break  a  few  rules.  Our  rule- 

breaking  approach  to  radio  news  to- 
day would  probably  greatly  upset  the 

equilibrium  of  the  staid  minions  of 
the  Columbia  University  journalism 

school.  But  it  works!  It's  a  formula 
for  success  any  station  in  a  competi- 

tive market  can  follow — and  win! 

But.  first  of  all,  you'll  have  to  lose 
your  dignity. 

Only  recently,  the  renowned  Jona- 
than Daniels,  editor  of  the  Raleigh, 

N.  C.  News  and  Observer  told  the 

American  Society  of  Newspaper  Edi- 
tors that  he  detested  the  editorial 

"tendency  toward  dignity."  of  news- 
papers today.  Radio  stations,  too.  can 

learn  from  Daniels'  remarks.  Aren't 
we  considered  members  of  the  press? 

"I  doubt."  he  said,  "that  the  Ameri- 
can press  or  the  press  of  an\  other 

country  should  ever  grow  dignified. 
I  know  that  it  cannot  fulfill  it-  func- 

tion and  ever  be  docile.  It  is  not  a 

trade  designed  for  dignity." 
Amen. 

Veteran  journalists  who  remember 

the  days  of  Chicago's  fierce  tabloid 
battles  during  the  "roaring  Twenties" 
will  recall  the  blazing  headlines  that 

competed  daily.  Each  paper  was  much 
the  same  in  content,  but  varied   onlj 

in  that  one,  big  lead  story  that  almost 
invariably  was  exclusive.  The  paper 

with  the  most  imagination-capturing 
headline  and  story,  natural!)  sold 

more  newspapers.  \ml  it  was  a  neces- 

sity of  newspaper  economic  life  in 
that  era  to  get  that  daily  big  exclusive. 

Our  new-  department  set  as  its  goal 
at  least  one,  big  splash)  exclusive  a 

da)  :  something  no  one  else  had,  some- 

thing we  could  "play"  for  hours  be- 
fore it  was  picked  up,  printed  or 

broadcast  by  any  of  our  competitors. 
This  would  be  our  story.  And  we, 

alone,  would  find  it.  We  didn't  care 
if  it  was  a  national  or  extremely  local 

story — as  long  as  it  affected  the  peo- 
ple of  our  coverage  area,  and  as  long 

as  it  captured  the  imagination  of  our 
listeners  and  made  them  tell  their 

neighbors,  "Did  vou  hear  what  Radio 

KWIZ  said  today?" 
In  order  to  free  myself  to  hunt  down 

these  exclusives  we  threw  out  one  of 

the  oldest  rules  in  the  radio  journal- 
ist's handbook.  We  later  found  that 

rule  to  be  a  complete  fallacy. 
The  United  Press  Radio  News  Style 

book  states,  "A  really  good  story  must" be  rehandled  several  times  during  the 

day  and  it  is  his  (the  news  writer's) 
job  to  dig  up  an  angle  which  can  be 
dressed  up  as  the  lead  on  successive 
stories  without  distorting  the  essence 

of  the  story  itself." 
We  didn't  take  the  advice.  Instead, 

we  gave  up  rewriting,  although  some 
stories  are  used  hourly  and  as  many 

as  18  times  in  succession.  The  onl) 

time  we  rewrite  a  stor\  is  when  new- 
facts  or  developments  are  brought  to 

light.  Otherwise  it  stays  the  same. 

And  we've  never  had  a  complaint.  The 
repetition  of  the  ston .  as  a  mailer  of 
fact,  has  had  the  same  listener  rea< 

tion  success  as  the  Pepsi-Cola  ad.  It 

gives  the  story  import — drives  it  home! 
We  decided  to  use  ever)  stor)  we 

could  lay  our  hands  on  locally — rape, 
scandal  and  other  items  ordinarily 
considered  taboo  in  radio  new-. 

And,  as  if  this  polic)  weren't  enough 
to  give  deep-throated  radio  news 
know-it-alls  heart  spasms,  we  set  a 

polic)  r>|  using  the  "flashiest,"  mosl 
dramatic  leads,  or  opening  sentem 

possible,  on  each  of  the  news  stories 

we  would  air,  regardless  "I  impor- 
tance. 1  hus.  almost  ever)  stor)  could 

be  -u  itched  at  ound  in  position  on  sue- 
i  eeding  new  »  asts,  gh  tng  the  appi 
an<  e  that  the  newscasl  had  been 

changed,  but  still  mainatining  the  aura 
i  Please  turn  to  page  88  I 
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ST 
Ways 

Channel WHBQ-TV 

Memphis,  Tcnn. 

A  General  Teleradio  Owned  Station 

The  Mid-South's 
Most  Powerful 

Station 

Leads 

Competition 

In  These 

Six  Verified  Market 

Measurements: 

43 
SPONSOR 



in  nighttime  competitively  rated  quarter  hours  from  6:00 

P.M.  to  sign  off.  A.R.B.  Report  of  March,  1955. 

Telepulse  Report  February  1-7,  1955. 

in  daytime  audience.  A.R.B.  Report  of  March,  1955. 

Telepulse  Report  February  1-7,  1955. 

in  national  spot  advertising.  Rorabaugh  Report,  1st  quarter, 

1955,  released  April  25,  1955. 

in  local  spot  advertising.  Local  Air  Survey  conducted  week  of 

April  3,  1955. 

in  merchandising  promotion.  Billboard  Survey  published  April 

9,  1955. 

in    servicing    film    commercials.    Billboard    Survey    published 

February  19,  1955. 

Choose  your  rating  service  .  .  .  cheek  .  .  .  measure  and  compare, 

and  you  will  recognize  the  certified  leadership  H'HBQ-TV  has 
attained  in  less  than  two  years  of  operation. 

Channel 15 WHBQ-TV 
Memphis,  Tennessee 

CBS  and  ABC  Programs 

Represented  by  Blair  TV,  Inc. 
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Those  trawling  stars:  The  tv  film 

industrj  continues  to  update  the  old 

vaudeville  line  about  "Have  tuxedo, 

will  travel."  There's  hardlv  a  major 

tv  film  personality  who  doesn't  try  to 
squeeze  in  as  man)  personal  appear- 

ances as  possible  between  shooting 
schedules. 

\Ian\  (it  these  "p. a.  s  follow  the 
Hollywood  pattern  of  a  star  touring  to 
boost  a  show    with  the  trade.    A  good 

sample  of  this  came  last  month  at  the 
\  \  III  I!  i  ,.n\  ention  in  \\  a-liiii'jt.iii. 

where  many  film  personalities — ABC 

Film's  Sheena,  Guild's  Liberace,  MCA 

TV's  Guy  Lombardo  and  others — were 
on  hand. 

But  the  more  important  side  of  per- 
sonal visits  is  concerned  with  advertis- 

ers tie-ins,  particularly  at  the  local  and 

regional  level. 
One  of  the  most  active  in  this  area  is 

Ziv,  whose  film  stars — Richard  Carl- 

son. Adolphe  Menjou,  Leo  Carillo.  Da- 
vid Brian.  Ann  Baker — are  constantly 

on  the  road,  and  have  made  several 
hundred  appearances. 

A  typical  schedule  during  a  personal 
appearance  includes  press  interviews, 

guest  tv  and  radio  appearances,  motor- 
cades identifying  the  star  with  sponsoi 

and  product,  tie-ins  with  civic  groups, 
schools,  hospitals,  local  charitv  drives 

and  community  projects,  and  in-store 

appearance-. 
Typical  of  such  whirlwind  \i>it>  i> 

the  one  made  last  month  by  Adolphe 

Menjou  [Favorite  Story)  to  Columbus, 
Ohio,  where  lor  three  days  he  was 

hailed  as  the  "best-dressed  beer  sale-- 
man  in  town.       I  he  occasion:  the  .iDth 

film  shows  recently  made  available  for  syndication 
New  or  first-tv-run  programs  released,  or  shown  in  pilot  form,  since   1   Jan.,    7955 

Show  name 
Syndicator Producer Length No.  in  series Show  name 

Syndicator 

Producer 
Length        No.  in  series 

ADVENTURE DRAMA.    MYSTERY 

Adventures  of 
Robin    Hood 

Adventures   of 

Scarlet    Pimper- 
nel 

Captain    Gallant I    Spy 

Jungle   Jim 
New   Adventures 

of    China    Smith 
Passport    to    Danger 

Rln   Tin  Tin' 
Sheena.    Queen 

the   Jungle 
Soldiers    of 

Fortune" Tropic    Hazard 

of 

IlllM.,1 

TPA 
Guild 
Screen    Gems 
NTA 

ABC   Film   Synd. 
Screen   Gems 

ABC    Film   Synd. 

Sterling 

Available   In   markets    not   currently 

Sapphire    Films 

Towers  of   London 

Sterling 

bnughl    by   Nabisco. 

30    min 

30    min 

Frantel  30   min 
Guild  30  min. 
Screen    Gems  30   min 
Bernard     Tabakin  30   min. 

Hal     Roach.     Jr.  30  min. 
Screen   Gems  30   min 

Sharpe-Nassour  30   min. 

In  production 

In  production 

39 

In  production I  (Pilot) 
26 

39 
39 
26 

In  production 

In  production 

•Sponsored   by   7-l'p   In    120    markets,    but    mai  on   alternate  week 

New    Orleans Minot    TV Minot    TV 30  min. 

26 

Police    Dept. 

Paris   Precinct MPTV Etolle 
30  min. 

39 
Police    Call NTA Procter 

30  min. 

26 

Sherlock    Holmes  MPTV 

Bandstand    Revue 

Bobby    Breen    Show 

Stars   of    the 
Grand    Ole    Opry 

Ina   Ray   Hutton 

Story    Behind 
Your   Music 

This    Is   Your 

Music 

KTLA 

Bell 

Flamingo 

Guild 

Sheldon    Reynolds        30  min. 

MUSIC 

KTLA 

Bell 

Flamingo 

Guild 
Randall-Song    Ad 

Jack    Denove 

30  min 
15  min. 

30   min. 

30  min. 

30  min 

6 

I   (Pilot) 
39 

I    (pilot) 
I    (Pilot) 

26 

COMEDY SPORTS 

The   Goldbergs 
Great   Gildersleeve 
Little     Rascals 

("Our   Gang") 
Looney   Tunes 

You  Can't  Take  It 
With   You 

Guild 
NBC    Film    Div. 
Interstate 

Guild 

Screen     Gems 

Guild NBC    TV 
Roach 

Warner's Screen    Gems 

30  min. 
30  min 
10  min. 

20  min. 
15  min.  to 

one  hour 30  min. 

DOCUMENTARY 

DRAMA,    GENERAL 

Or       Hudson's Journal 

Celebrity    Theatre' Confidential    File 
Brother    Mark 
Hli    Honor. 

Homer    Bell 
Science    Fiction 

Theatre 

Wrong   Numbir! 

MCA    TV 

Guild 
Guild 
NBC    Film    Div. 

Ziv 

John    Christian 

Morgan    &    Solow         30  min. 

Screen    Gems 

Guild 

Galahad 

Ziv 
John  Christian 

30  min. 

30  min. 

ii  mlit 

30  min. 

30  min. 

• Mint    uni 

In  production I   (Pilot) 

22—1  reel 
70—2  reel Library 

I   (Pilot) 

Award 

15  min. In  production 

Key   to   the    City Hollywood     Tv 
Prod. 

Hollywood     Tv 
Prod. 

15  min. 7 

Living    Past Film    Classics Film    Classics 15  min. 7 
Mr.    President Stuart    Reynolds Stuart    Reynolds 

30  min. 
3 

in    Action TPA 
Calif.     Academy 

Of     Sf  1'  in  ' 

30  min. 
52 

Uncommon     Valor 

Gi  1,.    .,i 1     idio 
1  l  1-  radio 30  min. 

26 

In  production 

None in  produi  Hon 
in  production 

in  produi ' ii  ii 

In   proportion 

I    i pilot i 

Jimmy    Demaret  Award Show 

Mad    Whirl  NTA  Leo   Seltzer  30  min.  52 

Touchdown"  MCA    TV  Tel-Ra  30  min.  Approx.    13 
a. .mi. ii.!.    nitli   -'.in  "i  t.ii.  V'w   tiini  each  week,    No  rerun*. 

VARIETY 

Eddie     Cantor  Ziv 

Comedy    Theatre" 

Ziv  30  min.  In  production 

Show   is  I       i  i  i       ii..    Is    aired    In   total   of   201   markets. 

WESTERNS 

Gene    Autry— Roy  MCA-TV 

Rogers 
Buffalo     Bill,     Jr.       CBS    TV 

Republic 

Steve   Donovan. 

W.  stern    Mii'iiil 

Flying    "A" 

NBC    Film    Div.       Vlbar 

I    hour  123 

30  mln.  In  production 
30  min.  39 

WOMEN'S 

Hollywood   Preview 

It's   Fun   To 

Reduce 

Life  Can   Be 

Beautiful 

I  l.iniingo 

Guild 

ABC   TV   Films 

Balsan     Produc- tions 

Guild 

Trans-American 

30  min.  In  production 
15  mln.  156 

15  mln.  5   (pilots) 

50 SPONSOR 



Anniversary  of  August  Wagner  Brew- 

eries, the  show's  local  sponsor. 
Menjou  was  met  at  the  airport  by 

AWB  President  James  Amento, 

whisked  to  the  tv  studios  of  WBNS-TV 
to  do  a  live  commercial  for  Gambrinus 

and  Augustiner  Beers,  presented  with  a 

gold  bottle  of  the  former,  later  enter- 
tained at  a  compan)  anniversary  party. 

Next  day,  he  met  the  press,  was  in- 
terviewed on  radio,  attended  an  out- 

door party,  visited  the  Lockbourne  Air 

Base  where  he  m.c.'d  a  show,  returned 
to  town  to  do  a  tv  guest  shot  on  a  tv 
news  show. 

The  following  morning  Menjou 

guested  on  a  tv  cooking  show  where 
he  demonstrated  howr  to  make  a  Cheese 

Fondue  I  with  the  sponsor's  product), 
attended  a  style  show,  toured  the  fa- 

mous Columbus  Zoo  (donated  by  the 

brewery's  founder),  dined  at  a  party 
in  his  honor,  later  crowned  Miss  Ohio 

Press  Photographer  at  Memorial  Hall. 
Wherever  he  went,  Menjou  sprinkled 

charm,  sartorial  splendor,  and  plugs 

for  Gambrinus  Beer.  Said  Byer  &  Bow- 

man, the  brewery's  ad  agency: 
"Mr.  Menjou's  appearance  created  a 

tremendous  impact.  We  are  confident 

that  his  visit  will  pay  off  in  increased 

good-will  and  better  public  relations 

for  our  client,  August  Wagner  Brew- 

eries." 

Quick  eloseups:  Bulova  Watch  deal- 

ers can  have  a  Bob  Hope  film  for  free 
this  month.  The  famed  funnyman  has 
made  a  set  of  dealer  tv  commercials 

for  the  watch  firms  retailers  to  use  in 

local  co-op  advertising.  The  films  are 
a  set  of  three:  a  two-minute  sketch;  a 
one-minute  announcement;  a  20-sec- 
ond  break.  Additional  promotional 
material,  to  be  used  in  dealer  tie-ins 

with  theatres  showing  Bob's  newest 
movie,  Seven  Little  Foys,  is  available. 

Dealer  requests  for  the  free  commer- 
cials must  be  made  by  30  June. 

«        *        * 

The  newest  tv  film  feature  packages 

are  becoming  quite  competitive  with 
theatrical  showings.  Late  last  month. 

WOR-TV,  New  York  took  the  pick  of 

the  NTA  "Fabulous  Fort}"  package, 
walked  off  with  11  features.  Price: 

$102,000-plus.  The  films  have  an  av- 

erage "age"  of  about  two  years.  The 
oldest  (Three  Husbands)  was  first  re- 

leased in  1950;  the  newest  (The  True 

and  the  False)  has  yet  to  go  into  its 
theatrical  release.  The  films  will  be 

seen  in  Million  Dollar  Movie,  the  sta- 

tion's successful  multi-play  cinema 
series.  *  *  * 

Lake 

Michigan Michigan 
If  you  want  to  reach  the  television 
viewers  of  the  South  Bend  Market 

there's  only  one  way  to  do  it.  Buy 
WSBT-TV.  This  station  gives  you 
more  viewers  than  all  the  others  put 

together!  No  other  station,  UHF  or 

VHF,  whose  signal  reaches  the  South 
Bend  Market,  even  comes  close  to 

WSBT-TV  in  share-of-audience.  Fur- 

thermore, when  you  use  this  station, 

your  sales  story  is  presented  with  a 

clear,  interference-free  picture. 

*  TV  Hooperatings,  Nov.,  1954  for  South 
Bend-Mishawaka,  Ind. 

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

and  Kosciusko. 

A    BIG    MARKET...  A    PROSPEROUS    MARKET 

The  primary  coverage  area  of  WSBT-TV  embraces  a  prosperous  9-county 
market  in  Northern  Indiana  and  Southern  Michigan.  The  following  in- 

come and  sales  figures  show  clearly  the  sales  potential  of  this  great  market : 

Effective  Buying  Income  .  .  $1,165,620,000.     Food  Soles  .  .  $182,091,000. 

Total  Retail  Sales   $783,927,000.     Drug  Sales  .  .  .  $22,930,000. 

Source:  Sales  Management  Surrey  uf  Buying  Power    1955. 

WSBT-TV 

PRIMARY    COVERAGE 
AREA 

Indiana 

A     CBS     BASIC     OPTIONAL     STATION 

ASK     PAUL     H.     RAYMER     COMPANY*    NATIONAL     REPRESENTATIVES 
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MOVIE CRACKERS                             II 

SPONSOR:   Radio  City  Theatre                         VGENCY:   Direci 

1    \PS\  II    1    W.   HISTORY:        /.  P.  Patches,  WTCN-TI    s 

clown,  made  two  live  one-minute  pilches  on   his  9-9:30 
a.m.   Monday   through   Friday  show,   offering   12   j)asses 

to  the  Martin  &  Lewis  movie,  "Three  Ring  Circus."    To 
i  the  pusses,   viewers  had  to  name  the  stars  shown  in 

a  clip  from  the  movie.    Over  1.100  pieces  oj  mail  were 

received  in    response.     The   cost   for   the   two   announce- 
ments:  $80. 

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

SPONSOR:  Ralston  Purina                AGENCY:  Guild,  Bascom  &■ Bonfigli,  S.F.I 

CAPSULE  CASE  HISTORY:        Guild,  Bascom    &   BonfiglM 

ran  a  test  program  in  the  L.A.  market  for  their  Ralston  f 

Purina  account.    Starting  in  June  1954  the  only  adver-  jj 

tising    for    Rx    Krisp    in    Los    Angeles    was    Bandstand  1 

Revue,  screened  Sunday  evenings  over  KTLA.   At  the  end    i 

of  eight  months     Ry  Krisp  sales  showed  an  increase  ojm 

90'v .    The  program    was   deemed  so  effective.   10  othei  P 
markets  throughout  the  country  are  now  being  serviced. u 

KTLA,   Hollywood                           PROGRAM:   Bandstand   Revui  1 

► 

RECORDS 

TV 
results 

SPONSOR:  Whitehouse  Co.          AGENCY:  Parker  Adv..  YY.C 

CAPSULE  CASE  HISTORY:        Following  a  series  of  par-M 

ticipating  announcements,  the  Whitehouse  Co.  received  a  1 

total  of  413  leads  the  first  week  of  their  tv  campaign  foi  1 

"18  Top  Hits."   The  second  week  they  received  406,  them 
third  week  466  and  the  fourth  week  389.    The  total  num-M 
her  of  leads:   1.674.    The  cost  of  their  campaign:   $3251 

per  week. 
WCIA-TV,   Champaign.    111.                PROGRAM:     Announcements! 

CARS GROCERY  STORE 

SPONSOR:  Maywood-Bell                  VGENCY:  Carmona  &   Ml.  n. 
Hollywood 

'   VPS1  II    CAS1    HISTORY  :        The  agency    writes:   "It   is 

axiomatic  in  the  retail  automotive  field  thai  "spots"  will 
not  sell  cms.    Fortunately,  we  did  not  discover  this  until 

it   was   too   late.    .    .    .    The  client   hasn't   fount/  out   to   this 
dale  that  spots   won't   noil..    Probably    because  he  has 

been    too   busy   counting    his   profits."     1  sing    only   an- 
nouncements on  Kill  .  the    \layu  ood-liell  Ford  Dealers 

climbed    from    X\id    in    sales    in    Southern    California    to 

cond.    The  cost  for  the  nighttime  participation  is  $180 

per    nee/,  . 

KTTV,   1    is    \ngeles                              PROGRAM:    Announcements 

SPONSOR:    Diamond's   Dept.  Store                     \OE\<  'i  :    Dim- 

i    \PSI  IK   CASE   HISTORY:         Diamond's  hud  used  tv  foil 

special  promotions,  only  recently  assumed  regular  span-  1 

sorship   of   Ringo-Bingo   at   9:00   p.m.   on    If  ednesdays.  ! 

Tlnce  games  are  played  on  each  show  and  three  winner* 
selected,   two    by    mail   and   one    by   phone.     In    order  tv  A 

play,  new  cards  are   needed  eae/i    nee/,.     These   are  free  I 

for  the  asking   at   Diamond's  stores,  hut  are  onh    given   '' 
on  request.    Each  week  9,000  to   L2.0DO  cards  have  been  1 

given   out.     The  cost   of   the   show   is    S\2~t    ivee/Jy.   jilus    ! 
prizes.     They   give   an  ay   a   minimum    of   $60    in    prizes* 
each  week. 

KCJB  l'\ .  Minot,  V  Dak.                       PROGR  \M:   Kin-..  Min«<.  1 

CARPETING CARS 

SPONSOR      Vlontgomerj    Ward                            VG1  N(  1  :    Dire< 

1  VPSI  M    CAS1    HISTORY  :        Having    had    success    will 

television  on  a  special  offer  of   screwdrivei    sets,    Mont 

gomery  Ward  used  ir  this   yeai   foi   then   annual  carpi 

side.    I.asi  tear's  side  was  promoted  with  broadsides  am 
considerable  newspapei  display  spine.  Montgomery  Wart 
stores    in    the    men    this     \>ai     sold    met     five    limes    lli 

amount   of   the   previous    year's   side.     The  cost    foi    ill 
announcements            8650. 

KHSL-1                   I    >]■).                       PROGR  \M:    Vnnouncemenl 

i 

t 

/ 

/ 
• 
< 

SPONSOR:    Mill   levrol  I    1  i                          ̂ GI  N(  \  :   Direci  ' 
<   VPSULI    <   VS1    HISTORY:        Live  commercials  on   theii    j 

Friday    night    Vmos   'n'     \ml\    show   brings   the    \lilnei 
Chevrolet  Co.  heavy    sales.    The]    display    two  or  three 

ems.   used  mid  neu.  during   emh   commercial.     One  Sat     i 

urday   they   sold  all  the  cars  shown  the  previous  night. 
In  u  tuii-ieeel.   period  they    made  sales  totaling   SI 0.000    I 

as  a  direct  result   of  the  television   advertising.    Theii 

i  ns/   is   $]  98   for  each   slum  . 



We're  topping  'em  al 
li»»HireH3i«E1 

San  Diego  has  more  TV  homes  than 

Denver,  San  Antonio  or  Portland,  Ore.*! 

We  dominate  this  vast  audience 
day  and  night,  month  after  month  (after  month)! 

lake  Pulse- 1955:  Out  of  458  quarter-hour  periods, 
KFMB-TV  scores  32 1  wins !  Tops  7 1  c(  of  all  the  time  ! 

Television  Magazine,  Feb.  1955 

KFMB 
UK  \IIIIR-\I  VAREZ  HHOAlk  \si  IN 

KH-KKSKNTKI)  I1V   I'Kiln 

America's  more  market 



That's  what  a  growing  number  I 

these  days.  And  the  place  they)' 

Dollar  for  dollar,  it  turns  up  81%  biggi 

medium.  Where  else  is  it  possible  fi\ 

much  of  his  market  for  so  UtA 

Jm 



the  icing  and  more  of  the  cake, 

'ople  seem  to  want  from  their  advertising 

dering  it  is  the  CBS  Radio  Network, 

idiences  than  the  next  most  efficient 

national  advertiser  to  reach  so 

i  dollar's  worth  of  your  advertising,  and  see  where  it's  noticed  ̂ ^^^^^the  most:  If  you  tell  your  story  in 
tpers,  210  people  will  see  it.  If  you  put  it  in  magazines,  277  will  see  it.  If  you  art  it  out  for  the  television  cameras, 

•ople  will  watch.  But  tell  it  on  CBS  Radio,  and  043  people  will  listen...  j£    ̂ ^Jbecause  dollar  for  dollar, 

:t  for  prospect,  the  biggest  buys  in  all  advertising  are  the  programs  on  I  f//ie  (IIS  RADIO  NETWORK. 

Dttailid  fourtM  on  nmtui 



In  the 

SOUTH'S 

fastest  frffl/nq 
market/ 

POPULATION 

1940         88,415 
1953        197,000 

RETAIL  SALES 

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

FIGURES 

RANKS  92nd  IN  EFFEC- 
TIVE BUYING  INCOME 

HIGHEST  PER  CAPITA 
INCOME  IN  LOUISI- 
ANA 
WORLDS  MOST  COM 
PLETE  OIL  CENTER 

CHEMICAL  CENTER  OF  THE  SOUTH 
DEEP  WATER  PORT 

I  ii  see  youi  sales  reach 
iheii  greatest  heights  in 
iliis  rich  petrochemical 
market,   s<  led    WAFB-TV, 

Baton  Rouge's  just  I  V 
station,  with  highly  rated 
network  and  local  shows 

from  6:55  am  to  midnight. 

Tom   E.  Gibbens 

PRESIDENT  &   Gen.   Manager 

Adam    J.    Young,    Jr.,    Inc. 

National     Representative 

*EjsI  Baton  Rouge  Pariih,  Survey 

oj  Buying  Power,  19)4 

{Continued  from  page  10) 

be  proud  that  they  are  in  it.  I  have  never  been  able  to  figure 
cut  where  the  dissenters  come  from  or  who  listens  to  them.  I 
realize  of  course  that  not  all  tv  is  on  an  aesthetic  level  with 

the  Elizabethan  theater  nor  is  the  commercial  copy  you  see 

completely  free  of  the  blatant  or  the  phony.  Hut  by  and 

large  I  think  those  who  have  had  anything  at  all  to  contribute 

to  television  in  the  past  five  or  six  years  can  take  pride  in  its 

achievements.  Television  has  given  our  country  the  fastest, 

most  absorbing  and  widely  available  entertainment — plus- 
information  in  the  history  of  mankind. 

It  has  provided  us  with  works  of  art.  It  has  opened  new 

avenues  of  enjoyment.  It  has  made  familiar  to  millions  many 

things  offered  previously  only  to  the  few.  It  can  be  exciting 
and  stimulating  and  relaxing  in  the  very  same  evening. 

Moreover  it  is  part  of  the  great  scheme  of  things — unparal- 

leled scheme  I  should  say — that  has  helped  create  what  we 
call  the  American  Way. 

Whether  your  tastes  run  to  the  "Saint  of  Bleeker  Street," 
the  ballet,  the  news,  a  quiz  or  a  whodunit,  tv  provides  a 

variety  of  matter  unequaled  in  the  annals  of  show  business  or 
of  publishing. 

The  quality  of  its  drama  improves  daily.  The  criteria  its 
advertising  men  impose  upon  both  its  programing  and  its 

copy  are  constantly  being  upgraded.  (Have  you  seen  recently 
any  kines  of  shows  of  1950?  Or  of  film  commercials  of 
1950?    I  have!) 

I  doirt  mean  that  we  should  sit  back  in  the  belief  that  we 

have  already  fashioned  a  Television  Utopia.  How  could  we? 

It-  competitors  alone  are  forcing  tv  to  get  better  and  better. 
Nevertheless,  I  wish  I  would  read  or  hear  a  little  more  often 

that  it's  a  heck  ol  a  fine  thing  to  have  around  the  house.   It  is. *  •  • 

inciters  to  Hob  Foreman  arc  welcomed 

Do  you,  always  agree  with  the  opinions  Bob  Foreman  ex- 

presses in  "Agency  Ad  Libs?"  Bob  ami  the  editors  of  sponsor 
tumid  be  happy  to  receive  and  print  comments  from  readers. 

Address  Bob  Foreman,  c/o  SPONSOR,  40  E.  49  St. 
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T.  \.  story  board 
A  column  sponsored  by  one  of  the  leading  film   producers  in  television 

SABRA 

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

Here  is  a  new  series  of  90,  20  and  10-seconcI  commercials  for  Drewrys  Beer.  Subtle 
selling  is  the  continuity  keynote  as  a  slim,  trim  trio — that  really  looks  the  part — 

sings  of  the  product's  brewing  process  .  .  .  the  process  that  produces  the  brew  of 
fine,  full  flavor  and  rare  enjoyment,  but  without  even  a  trace  of  that  "full  feeling." 
A  singing,  dancing  series  that  makes  friends  for  Drewrys.  Created  by  SARRA  for 
Drewrys  Limited  U.  S.  A.,  Inc.  through  MacFarland,  Aveyard  k  Company. 

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

Chicago:    16  East  Ontario  Street 

Camera  magic  in  a  simultaneous  combination  of  live  ait  ion  and  animation  gives 

striking  emphasis  to  the  sales  features  of  the  new  '55  Dodge  in  this  new  commercial. 
Headlights,  cowl,  full  vision  windshield  flash  successively  into  view  until  the  entire 

car  is  "materialized,"  seemingly  at  the  announcer's  command.  Combined  camera 
techniques  skillfully  and  dramatically  present  these  features,  and  the  convincing 
voice-over  sales  message  by  Rex  Marshall  completes  the  sell.  Produced  by  SARRA 
for  the  Dodge  Division,  Chrysler  Corporation  through  Grant  Advertising,   Inc. 

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

Chicago:    16  East  Ontario  Street 

Cartoon  animation,  live  action  and  mechanical  animation  are  smooth!)  combined 
in  a  new  series  for  Fineline  Pencils.  The  special  lead  and  eraser  features  of  the  pencil 

"with  the  white  pearl  center"  are  simply  explained  in  an  easy  appeal  to  make  viewers 
buyers.  Produced  by  SARRA  for  the  W.  A.  Shaeffer  Pen  Company  through  Russel 
M.  Seeds  Co.,  Inc. 

SARRA,  Inc. 
New  York:  200  East  5(hh  Street 

Chicago:    16  East  Ontario  Street 

The  proof  of  a  TV  commercial  is  not  how  the  master  prim  looks  in  the  projection 
room,  but  how  it  gets  across  on  home  screens.  To  make  sure  ol  brilliant  home 
reception  from  every  print  made  of  its  TV  productions,  SARRA  lias  its  own  especially 

equipped  and  staffed  laboratory  for  processing  TV  film.  Here  SARRA's  \  11)1  ()- 
RIGfNAL  prints  are  custom-made.  These  duplicates  faithfully  reproduce  the  sparkle 
and  clarity  which  twenty  years  of  experience  in  advertising  production  put  into  the 
original  film.  Thus  the  advertiser  is  assured  that  ever)  time,  on  ever)  screen,  his 
commercial  will  give  a  fine  performance 

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

Chicago:    16  East  Ontario  Street 

13  JUNE  1955 
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CAPITAL  TYPES  =3 

THE  TOP  BRASS 

Misses  the  Old  Outfit, 

especially  when  the  Old 
Hip  Wound  stiffens  up  on 

rainy  days.  Hates  civil- 
ian red  tape;  fights  back 

with  requisitions. 

In  the  Washington  area, 
advertisers  commanding 
the  biggest  audiences 
use  WTOP  Radio.  WTOP  has 

(li  the  largest  average 
share  of  audience  (2) the 

most  quarter-hour  wins 

(  3 )  Washington's  most  pop- 
ular local  personalities 

and  (4)  ten  times  the 

power  of  any  other  radio 
station.  You  too  can  get 
top  sales  results  with 

Washington's  top  station. 

WTOP  RADIO 
Represented  by  CBS  Radio  Spot  Sales 

See:  "Why  I'm  through  with  big  tv  shows" 

Issue:  2  May   19o5,  page  31 

^UDJCCI!     Spectaculars:  rlo  tkej   sell? 

NBC  President  Pat  Weaver  told  the  Advertising  Club  of  New- 
Jersey  recently  that  advertisers  who  evaluate  spectaculars  in  terms 

of  cost-per-1,000  have  missed  the  point  completely.  Says  Weaver: 

"Spectaculars  were  created   for   different   purposes   and   goals." 
As  an  indication  of  the  success  of  the  spectaculars.  Weaver  point- 

ed to  the  high  ratings  thev  had  achieved  i  average  Nielsen  41.6 1 

and  the  fact  that  four  out  of  five  of  this  season's  regular  sponsors 
have  renewed  their  contracts  for  the  fall.  Going  on  to  outline  the 

varietv  of  uses  sponsors  had  fur  them,  the  NBC  president  asserted 

that  sponsors  used  spectaculars  for  their:  (1)  power  to  cause  talk 

in  million  of  the  nation's  homes.  1 2)  ability  to  provide  the  pres- 
tige factor  among  opinion-forming  groups.  (3)  merchandising 

power  that  is  useful  in  galvanizing  a  dealer  organization. 
Sales  power  of  the  spectaculars  was  pointed  up  by  reference  to 

Sunbeam's  sale  of  one  million  electric  frying  pans  at  $25  each, 
largely  because  of  spectacular  advertising.  The  prestige  factor,  he 

continued,  was  amply  demonstrated  by  the  reaction  to  the  Oldsmo- 

bile-sponsored  Babes  in  Toyland  show.  "The  company  received  an 
avalanche  of  mail  from  viewers  .  .  .  with  whom  Oldsmobile  were 

sure  they  could   do   business,"   he  noted. 
Looking  ahead.  Weaver  listed  these  three  trends  of  importance  in 

manufacturing  and  marketing:  (1)  The  Incentive  System — ever 
higher  standards  of  living  and  increase  in  leisure  time  for  all  Amer- 

icans, (2)  The  Distribution  System — further  growth  of  the  self- 
service  element,  with  the  attendant  rise  in  the  need  of  pre-selling 

the  consumer,  (3)  The  Production  System — the  development  of 
automation,  calling  for  a  new  concept  of  production  which  would 
do  away  with  seasonal  cycles. 

As  far  as  the  future  of  spectaculars  is  concerned,  NBC  has  an- 

nounced plans  for  four  90-minute  black-and-white  summer  "spe- 
cials," as  replacements  for  the  color  spectaculars.  The  first  will  be 

Remember — 1938  on  Sunday.    19  June. 

Kadio-tv  farm  director*  he's  th<-  rural air  -tar 
See: 

Issue:  I  November  1954,  page  46 

SulllCCt:    ImPortance     of     farm    directors     in rural  air  media 

\  behiml-tlH'-i em's  operation  of  the  National  Association  of  Tele- 

vision &  Radio  Farm  Directors,  their  Professional  Guidance  Com- 

mittee, benefits  advertisers  by  helping  to  fill  the  ranks  of  the  nation- 
farm  broadcasters.  The  committee:  handles  requests  from  both  man- 

agement and  farm  broadcasters  in  securing  jol>-:  aids  in  tlie  coun- 
seling of  \oimg  people  on  opportunities  in  the  field  of  farm  broad- 

casting;  intends  to — compile  a  list  of  colleges  offering  radio  courses 
and  help  students  and  instructors  contact  NATRFD  members  for 
advice  and  information.  The  committee  mav  also  act  as  a  speakers 

bureau  to  provide  informed  speakers  on  rural  problems. 
The  members  of  the  committee  are  Chairman  Donald  A.  Turtle, 

WGY,  Schenectady;  Ed  Mason.  KXXX,  Colby,  Kan.:  Walk  Erick- 
-iiii.  KKIxK.  Fresno;  Norm  Ceron.  \\  IZF.  Springfield,  O.;  Homer 

Quann.  \\  S\  \.  Harrisonburg,  Va.:  Herman  Harney,  KFAB.  Lin- 

coln, Neb.;  Dick  Passage,  KYAK,  Yakima,  Wash.:  Robert  Parker. 

formerly  of  the  University  of  Connecticut,  now  moving  into  RFD 

work  in  Wisconsin.  *  *  + 
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Nighttime  Sock  in  the  Daytime   * 

...on  UUUUJ-TU,  of  course! 

* 

HOUR  OF  SHOWS 
WITH 

JOHN  CONNOLLY 

12:30  to  1:30  P.M. 

•  Monday  through  Friday 

Chalk  up  another  powerful  sales-maker  for  Michigan's 
First  Television  Station! 

"Hour  of  Shows"  presents  two  outstanding  productions 

back  to  back  .  .  .  features  Dane  Clark,  Melvyn  Douglas, 

Ann  Rutherford,  Cesar  Romero,  Marjorie  Reynolds 

and  other  headliners.  To  add  still  more  glamor,  the 

"Hour  of  Shows"  host  is  matinee  idol  John  Connolly 

who  has  sung  his  way  into  the  hearts  of  hundreds  of 

thousands  of  Detroit-area  women. 

Here's  the  quality,  the  appeal,  the  salesmaking  sock  of 

nighttime  programming  at  daytime  rates.  Here's  where 

your  Detroit  participation  budget  belongs.  For  availa- 

bilities on  "Hour  of  Shows,"  phone,  wire  or  write  your 

nearest  Hollingbery  office  or  WWJ-TV  direct. 

In  Detroit  .  .  .  You  Sell  More  on  channel 

FIRST  IN  MICHIGAN   •   Owned  and  Operated  by  THE  DETROIT  NEWS 

•   National  Representatives:  THE  GEORGE  P.  HOLLINGBERY  COMPANY 

13  JUNE  1955 

WWJ-TV NBC  Ttleviiion  Network 

DETROIT 

Associolo  AM-FM  Station  WWj 
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CHRIS   LYNCH 

Time   Buyer 

Ted    Bates,    Inc. 

says   .   .   . 

With  the  average  family 

income  figure  at  $7,321, 

according  to  SM  1955, 

that's  3rd  in  the  country, 

WNHC-TV,  is  unique  in 

the  New  England  TV 

market.  Converted  to 

total  purchasing  power 

WNHC-TV  is  in  the  cen- 

ter of  a  6  billion  dollar 

market.  These  facts,  and 

there  are  many  more, 

are  the  reasons  I  choose 

WNHC-TV  for  results 

every  time. 

Compare   these  facts! 

15  County  Service  Area 

Population        3,564,150 

Households       1,043,795 

TV  Homes  934,448 

See  Your  KATZ  Man 
Serving  Hartford  &   New  Hoven  orcot 

agency  profile 
Robert  S.  Nyburg 

Nyburg    Advertising,    Baltimore,    Md. 
President 

Most  of  Bob  Nyburg's  business  revolves  around  Americas  move 
to  suburbia.  His  agency,  Nyburg  Advertising  in  Baltimore,  special- 

izes in  promoting  shopping  centers. 

"One  of  the  trickiest  problems  in  shopping  center  advertising  is 
devising  ways  to  use  tv  and  radio  to  produce  the  maximum  traffic  for 

the  center,"  says  Nyburg.  (He  feels  that  one  of  his  promotions  is  a 
success  when  150,000  customers  crowd  a  new  shopping  center  in  the 

first  two  days  of  an  opening  planned  and  advertised  by  him.) 

"In  tv  we  frequently  use  fashion  shows,"  he  told  sponsor.  "It 
may  seem  strange,  but  the  stores  in  the  center  which  have  nothing  to 
do  with  fashions  use  these  shows  for  mention  of  their  services  or 

products  with  great  success.  And  the  cost's  low,  because  the  station's fashion  commentator  coordinates  the  show. 

"On  radio  we've  used  bingo-type  programs,  with  each  store  in  the 
center  providing  one  bingo  card.  No  one  medium  alone  builds  store 
traffic,  but  tv  and  radio  coupled  with  a  newspaper  campaign  have 

always  produced  gratifying  sales  increases." 
It's  difficult  to  give  a  formula  for  the  combination  of  media  that 

will  successfully  increase  shopping  center  traffic,  but  Nyburg  has 

found  that  his  promotions  average  this  t\pe  of  budget  split:  news- 
papers, 30%;  outdoor,  11%;  tv,  35%;  radio,  24%.  That  is,  59% 

for  the  air  media,  41%  for  newspapers  and  outdoor. 

"One  of  the  most  interesting  phenomena  of  the  shopping  centers  is 
the  fact  that  it  unites  qroups  of  competing  advertisers  in  one  over- 

all promotion.  In  that  sense,  these  promotions  bear  a  resemblance 

to  such  coordinated  retailers'  efforts  as  the  Chicago  State  Street  pro- 
motions or  the  New  York  Fifth  Avenue  Association's  efforts.  One 

retailer  alone  is  generally  too  small  to  afford  all  the  advertising  me- 
dia, but  a  group  together  can  spend  enough  to  increase  store  traffic 

for  all." 

Nyburg,  who  began  working  in  advertising  at  the  Katz  Agency  in 
Baltimore,  has  been  an  agencyman  for  nearly  three  decades,  except 

for  five  years  he  spent  as  a  Lt.  Colonel  in  Europe  and  Africa.  One 

thing  he  learned  in  the  Army  he's  kept  up  with:  photography. 
"It's  my  only  claim  to  art,"  says  he  self-deprecatingly.  "I  guess 

were  doomed  to  having  just  one  artist  in  the  family." 

(Nyburg's  referring  to  his  father,  Sidney  Lauer  Nyburg,  listed 
in  Who's  Who  as  author  of  five  novels  )  *  *  * 
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THE   R PARTS 

WE  WATCH 

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

WHDH  believes  in  continuing  research  for 

facts  about  the  listening  habits  of  the  ra- 

dio homes  in  this  four-state  area,  and  this 

third  area  survey  conducted  by  Pulse,  Inc., 

brings  to  24,600  the  number  of  homes  in- 
terviewed in  this  series  of  surveys.  As  each 

survey  has  been  made,  we  have  learned 

from  it  many  hitherto  unknown  points  of 
information  about  the  radio  audience. 

In  the  past,  many  advertisers  have  been 

content  to  accept  a  city  at-home  rating  as 

a  measure  of  audience.  Since  the  original 

survey —January  1953,— advertisers  have 
come  to  know  that  the  out-of-home  listener 

is  an  important  factor  in  the  overall  radio 

audience.  New  Englanders  do  a  great  deal 

of  their  radio  listening  out  of  home;  driv- 

ing to  work,  to  winter  resorts  and  summer 

resorts,  for  a  day  at  the  beach  or  the  lake, 

or  on  a  picnic.  Where  they  go,  they  take 
radio  with  them. 

In  this  survey  conducted  by  Pulse  in  Jan- 

uary 1955,  WHDH  has  confirmed  the  fact 

that  the  listening  audience  comprises  the 

greatest  circulation  of  any  media.  As  ex- 

plained on  the  inside  pages,  the  new  Cumu- 
lative Pulse  Audience  (CPA)  percentage 

of  radio  listening  in  the  course  of  a  week 

shows  that  there  are  few  people  not  ex- 

posed to  radio. 
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In  the  first  two  reports  it  was  proved  that: 

Listening  habits  of  people  in  the  outside  counties 

differed  from  those  of  people  in  the  5  county  city  area. 

WHDH's  city  ratings  were  directly  projectable  to 
the  total  area  while  those  of  network  affiliates  were  not. 

Audience  composition  varies  when  the  total  audi- 

ence is  counted  because  of  the  difference  between  at- 

home  and  out-of-home  audience  composition. 

The  cumulative  weekly  audience  of  individual  pro- 

grams on  WHDH  and  other  radio  stations  is  from  2.0 

to  8.16  times  larger  than  the  average  daily  quarter 

hour  rating. 

note:  This  information  is  available  in  Surveys  1  and  2. 

This  1955  report  shows  that  WHDH  has  become 

even  more  dominant  in  the  area.  The  average  quarter 

hour  "homes-using-radio"  has  increased,  and  the  actual 
number  of  radio  homes  in  the  area  has  grown  from 

1,440,080  in  1954  to  1,490,690  homes  in  1955.  This 

i-  an  increase  of  3.5%  or  50,610  homes  in  one  year. 

Among  the  new  fixtures  of  this  report  are  the  Cumula- 

tive Pulse  Audience  (CPA) — showing  the  wide  scope 

of  radio  listening.  Further,  the  program  preferences 

are  shown — indicating  the  trend  of  radio  listening. 

Additionally, area  figures  lor  the  12  midnight  to  6  a.m. 

audience  are  available  for  the  first  time. 

The  list  of  counties  below 

are  those  in  the  WHDH  cov- 

erage area.  Those  which  are 

asterisked  are  in  the  Boston 

City  area  which  is  part  of  the 

total  area.  The  total  area  con- 

tains  1,490,690   radio   homes. 

This  total  25  county  area 

is  the  most  important  area  of 

the  four  New  England  states 

of  Maine,  New  Hampshire, 

Massachusetts  and  Rhode  Is- 

land. It  represents  71%  of 

the  population  of  the  four 

states,  according  to  the  1950 

U.  S.  Census.  It  represents 

81%  of  the  retail  sales  of 

those  four  states  according  to 

Standard  Rate  and  Data  Con- 

sumer Markets,  1954. 

We  believe  that  the  follow- 

ing information  concerning 

this  area  is  of  importance  to 

all  buyers  of  radio  time. 

COUNTY                %    OF    INTERVIEWS 
&   POPULATION 

MAINE 

Cumberland 3 
Knox 

V- 

Lincoln % 

Sagadahoc 
% 

York 
2 

MASSACHUSETTS 

Barnstable 1 
Bristol 

.  8 

Dukes % 
Essex 

10 

Middlesex 21 
Nantucket Mi 
Norfolk 8 

Plymouth 
4 

Suffolk 18 
Worcester 2 

NEW  HAMPSHIRE 
Belknap 

% 
Hillsboro 3 
Merrimack 1 
Rockingham 1 

Strafford 1 

RHODE  ISLAND 
Bristol 

l/2 

Kent 1 

Newport 
1 

Providence 11 
Washington % 

TOTAL    lOO 
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936  out  of  every  1,000  homes  in  New  England  listen  to*radio  in 

the  course  of  a  week.    In  the  2nd  survey  of  the  WHDH  area — January 

V^UMULATIVE  1954,  WHDH  had  Pulse  count  the  cumulative  audience  of  individual 
radio  programs  on  WHDH  and  other  stations. 

The  figures  were  so 'significant  that  in  this  3rd  Survey — January 
1955,  WHDH  had  Pulse  count  the  cumulative  audience  on  a  daily 

and  weekly  basis  for  eight  Boston  stations  and  for  all  radio.  In  the 

course  of  a  24  hour  day,  radio  reaches  72.4%  of  the  homes.  In  the 

course  of  a  week,  radio  reaches  93.6%  of  the  homes  in  the  25 

county  area. 

In  comparison  with  other  media,  radio  suffers  when  judged  only 

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

quarter  hour  "homes  using  radio"  figure  is  24.4;  but  the  total  weekly  cumulative  audience  listening  to 

radio  is  almost  4  times  that  figure  or  93.6.  WHDH's  average  quarter  hour  rating  is  4.3  (the  highest 
of  any  station)   but  its  unduplicated  audience  rating  for  the  week  is  71.2. 

This  CPA  study  is  proof  that  radio  time  if  sold  and  bought  wisely  can  give  almost  complete  satura- 
tion of  an  area. 

UDIENCE 

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

REACH  EO     PER     W 

1,061,400 

997,300 
493,400 

1,056,900 
769,200 

243,000 

116,200 
682,700 

1,395,300 

STAT  1  ON 
J*    OF    TOTAL 

HOMES      PER      WEEK 

WHDH 
71.2% 

WBZ 

66.9% 

WCOP 

33.1% 

WEEI 
70.9%« 

WNAC 

51.6% 

WORL 

16.3% 

WTAO 

7.8% 

WVDA 

45.8% 

All  Radio 
93.6% 

Television  has  an  89.3%  penetration  of  the 

area,  which  means  there  are  1,331,186  tele- 
vision homes.  The  cumulative  Television 

penetration  of  the  total  1,490,690  homes  in 
the  area  is  as  follows: 

HOMES 10    OF     TOTAL 

REACHED     PER     WEEK 
STATION HOMES      PER      WEEK 

1,283,300 
All  TV 

86.0  % 

1,395,300 
AH  Radio 

93.6% 

VY 

WHDH  vs.  NETWORK  STATIONS 

PULSE  OF  AREA  7  DAYS  — SUNDAY  THROUGH  SATURDAY 

6.00  AM* — 12  Midnight — January   1955.     By  Quarter  Hour   Total  Ratings. 

'(Sunday  7:00  AM — 12:00  Midnight) 
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PULSE 

OF  THE 

TTTI 
A m 

AREA 

JANUARY 

1955 

MONDAY  THROUGH    FRID, 

MORNING 

6:00  AM  TO 

12:00  NOON 

WHOH 

VVEE1 

2     WHOH     16      whdh    2.1     WHDH    2.2      WHOH    39     WHOH    4  1      WHOH     SO     WHOH    5.3      WHOt 

7     WBZ       0  »     WBZ        1  9     WBZ       2  2     WEEI      3  2     WEEI      3  5     WEEI      I  1      WEEI      11     \>  I  ki 

wbz      n  <; 
WVDA     0  1 
WNAC 

wow, 

0  3 WEEI  0  9 
WVDA  0  7 
WNAC 
WOKL 

II    I 

02 

WEEI  l.S  WEEI  l»  WBZ  3  0  WBZ  3  1  WBZ  10  WBZ  3  8  V  H/. 

WVDA  0  9  WNAC  0  9  WNAC  2  3  WNAC  2  8  WNAC  2  3  WNAC  2  5  WNAC     I 

WNAC  or,  WVDA  OH  WVDA  111  WVDA  1.3  WVDA  12  WORL  1.3  WMH 

WORL  0  2  WOKl.  0  3  WOKL  0  8  WOKL  II  8  WOKL  1  I)  WVDA  1  2  WOKL    I 

12  13     PM 

AFTERNOON 

12:00   NOON   TO 

6:00    PM 

WEEI      S  5      WEEI       5  5      WEEI      5  1      WEEI       5  1      WEEI       5  3      WEEI       5  1      WEEI       S  6      WEEI       f>  5      WEEI 

WHOH    39      WHDH    36     WHDH    32      WHOH    33      WHDH    35      WHDH    36      WHOH    37     WHOM WHDH     41 

WBZ  2  3 

WNAC  2  0 
WVDA  1 5 

WOBI.  1  4 

6  00     I'M 

WBZ  2  2 

WNAC  l 8 

WVDA  1 1 
WOKL      1  1 

WBZ  2  3  WBZ  2  1 

WNAC  1  8  WNAC  2  0 

WVDA      1  7      WVDA      1  5 

WNAC      2  2      WBZ         19      WBZ         18      WNAC      2  1       WN  \C  | 

WBZ         2  0       WNAC      17      WNAC      18      WBZ         2  0      WB/. 

WVDA      11       WVDA      I    I       WVDA     11       WVDA      14      WVDA  I 

WOKL      1  3      WOKL      1  3      WOKL      1  2      WOKL      1  2      WOKL      1  2      WOKl.      1    I      WOKL' 

6  30     PM 7  30     PM         7  45     PM 

EVENING 

6:00   PM   TO 

MIDNIGHT 

WHDH    6  0      WHDH    60      WHDH    6  0       WHDH    5.7      WHOH    4  4     WHDH    4.5      WHDH    4.7     WEEI       18      WEEI  ■ 

WBZ  WBZ  WBZ  WEE  WEEI  (      WEEI       3  3       WBZ         3  2     WHOH     4.3       WHO 

WEEI       3  8      WEEI      3  6      WBZ 1  II      WNAC     3  1       WNAC 

WNAC     3  3       WNAC      2  9       WNAC     3  1      WNAC     3  0      WBZ         '2  3      WBZ         2  1       WEEI       3  II      WNAC      25      WKaI 

WVDA     1.5      WVDA      17       WVDA     2  2      WVDA     2  2      WVDA     2.0      WVDA     2.1      WVDA     2  2      WVDA     2  1       V.  \  1 1 

SATURDAY  6:00  A  12 

( 

MORNING 

6:00  AM   TO    < 

12:00  NOON 

WHPH     I.I       WHOH     1.5      WHDH     1.8      WHDH     2.1 

WNAC     0  8     WNAC     1  3      WEEI 

WBZ 

WEEI 

WEEI      0  8     WBZ 

1  6      WBZ 

0  S      WEEI 

WBZ         2  6 

WNAC     2 6      WNAC     3  0 

WHOH    3.3      WHDH    3.8      WHOH    4.0      WHDI 

0  3      WBZ        0.5      WNAC     0  8      WNAC     1  U      WEEI 

WBZ 

1  li      WEEI 

3  II     WEEI 

!  8      WNAC 
2.8     WEEI      2.8      WBZ 

2.0      WNAC     2  8      WNAC     2.6      WBZ 

WVDA     0  3      WVDA     0  3      WVDA     0  5      WOKL      II  5      WOKL      11       WORL      13      WVDA      lit      WOKL      13      WVD* 

V       WOKL           WOKL 
WORL 

0  3      WVDA     0  5      WVDA     U8      WVDA     0  8      WOKL      13       WVDA     1.3      WOKL 

AFTERNOON 

12:00  NOON  TO 

6:00   PM 

WHDH  6.3   WHDH  6.3   WHDH  6.1   WHDH-  5.8   WHDH  5.0   WHOH  4.5   WHDH  4.3   WHOH  4.0  WHO 

3  3      WEEI      3  3      WEEI      3  3      WEEI       3  li      WEEI 

2  3      WBZ 

WBZ 

WEEI       3  1       WBZ         2  8      WBZ         2  S       WBZ 

WORL      10      WVDA     18      WNAC     2  0      WNAC 

2-8      WEEI 

2  3      WBZ 

3  1       WEEI 

2  0      WBZ 

!0       WNAC     2  0      WNAC      18      WVDA 

3  1  WEEI  2  8  WEK1 

2  3  WBZ  2  fi  WBZ 

1  8      WNAC     2  0      WNAtf 

WVDA     1  «       WORL      1  li      WVDA     1  8      WVDA     1  Ij       WORL      1  8      WOKL      1  li      WNAC      I  li      WVDA     16      WVD/ 

V.       WNAC      13      WNAC      13      WORL      13      WORL      15       WVDA     15      WVDA     13      WOKL      13      WORL      10      WOKI 

( 
EVENING 

6:00   PM    TO    ; 

MIDNIGHT 

WHDH  5.3   WHOH  5.5  WHDH  5.5   WHDH  5.6  WHOH  5.1   WHDH  5.3  WHOH  5.3   WHOH  4.8 

X  l"l 

WFEll 

WEEI       3  8      WEEI      3  6     WEEI      3  6      WBZ        2  8      WBZ        2  1      WBZ        2.1      WEEI       4  1      WEEI 

WBZ        8  0      WNAC     2  6     WBZ        2  0     WEEI      2.8     WEEI      2  0     WEEI      2  3     WBZ        2.3      WNAC     2  3      WNA 

WNAC     3  0       WBZ         2.3      WNAC      15      WNAC      1.3      WVDA     18      WNAC      18      WNAC     2.8      WBZ         2.0       WBZ 

\^       WVDA      1  8       WVDA     1  6      WVDA     15      WVDA      1  3      WNAC      15      WVDA      1  8      WVDA      1  3      WVDA      1  3       WVD 

SUNDAY  7:00  > 
7:00    AM         7:15     AM         7:30    AM         7  45    AM         8 

MORNING 

7:00  AM  TO 

12:00  NOON 

WUZ  1  Jj      WBZ  18  WBZ  16  WBZ  IJ  WMOI 

WHDH  0.3      WHOH  0.3  WEEI  1    1  WEEI  I    I  UtU 

WEBI  WEEI  n  3  WHDH  0  6  WHDH  O.f  WNAI 

WNAC WNAC  WNAC  WNAC    .  WBZ 

WORL  WORL            WORL  WORL    .    .       WOH1 

WVDA  WVDA  WVDA  WVDA           WVD 

AFTERNOON 

12:00   NOON   TO 

6:00   PM 

WEEI       2  l>  WER1       2.3  WEEI       2  5  WEEI       2  »  WEEI       2  1  WEEI       2.1  WEE!       2.0  WEEI       2  I  win 

WBZ         1  8  WBZ         1  8  WNAC      I  6  WNAC      1  8  WNAC      1  3  WVDA      I  6  WVDA      I  6  WOKL      1  H  WNAI 

WOKI.      13  WOKL      13  WVDA     16  WVDA      16  WOKL      1.1  WNAC      15  WBZ         13  WVDA     16  WO  IB 

WNAI       118  WNAC      II  WOKL      11  WOKL      11  WVDA     13  WORL      13  WNAC      13  WBZ         13  WBZ 

WVDA     n  8  WVDA      11  WBZ          III  WBZ         10  WBZ         0  8  WBZ         118  WOKL      IS  WNAC     10  WVD 

li:00     PM  li   15     PM           6:30     PM  6  45     PM  7  00      PM           7    15     I'M           7  30     I'M  7  45     PM  8 

EVENING 

6:00    PM   TO 

MIDNIGHT 

WHDH    4.5      WHDH     5.1       WHDH    4.8      WHDH    48      WEEI      66      WEEI       68      WEEI       6  1      WEEI      56      WIS 

\\s\C  4  1  WNAC  4  3  WEEI  4  3  WEEI  13  WHDH  3  1  WHOH  2.8  WBZ  2.6  WNAC  2  8  WB/. 

WEEI  3  8  WEEI  4  1  WNAC  S3  WNAC  3  3  WBZ  2  3  WBZ  2  1  WNAC  2  5  WBZ  2  6  WNAj 

WBZ  2  8  WBZ  2  5  WBZ  2  8  WBZ  2  1  WVDA  2  3  WNAC  2  1  WHOH  1.8  WVDA  18  WM 

WVDA  18  WVDA  2  0  WVDA  10  WVDA  10  WNAC  2  1  WVDA  2  0  WVDA  18  WHOH  1.1  WVD. 



)Q  AM  TO    12:00  MIDNIGHT 
10  30     AM  III    IS     AM  11   00     AM  11    1*     AM 

II   45    AM" 

4  9 WHDH    47 WHDH    4  6 WHDH     44 WHDH 

4  8 

WHDH 

4  8 
WHDH 

4  4 

WEEl 

■>  '1 

WEEl      a  1 

WEEl     o  > 

WKEI 

8  ii 

WEKI 

-,  7 

WEKI        5  5 
WEEl 

5   1 

WKEI 

5  1 

4  1 WEEl       3  7 WEEl      3  7 WEEl      3  7 WEKI 

:i  a 

\\  KKI 

3  n 

WEKI 

.1  1 

WHDH 

4  5 

WHDH     48 WHDH     49 
WHDH 

5  0 

WHDH 

4.3 

WHDH     48 WHDH 

4  S 

WHDH 

4  8 

3  2  WKZ  3.1  WBZ  ill  WNAC  3  0  WNAC  2  7  WNAC  2K  WNAC  21  WBZ  2  r.  WBZ  2  1  WBZ  2  4  WBZ  2  7  WBZ  2.8  WBZ  2  7  WBZ  .'J  WNAI 
2.6  WNAC  2  4  WNAC  2  4  WVDA  2«  WVDA  2  4  WVDA  2.5  WVDA  ?7  WNAC  2  4  WVDA  2  1  WVDA  2  0  VITDA  2  1  WVDA  III  WNAC  17  WNAC  LI  WBZ  2  1 

2  1  WOHI.  2  4  WORL  2  1  WBZ  2".  WBZ  2.1  WBZ  22  WBZ  20  WVDA  1.1  WNAC  20  WNAC  I  !l  WNAC  1.8  WNAC  1.0  WVDA  17  WVDA  I  <i  WVDA  1.7 
I  6  WVDA  1  3  WVDA  1  3  WORL  I  6  WOHI.  1  7  WOHI.  I  7  WORK  I  9  WOHI.  1  5  WOHL  1   I  WOIU  1  5  WOHI.  1  4  WOHI.  I    I  WOHI.  14  WOKL  I  .1  WORL  1  3 

,  2      WEKI WHDH     43       WHDH     46       WHDH     47       WHDH     48       WHDH     48       WHDH     5  1       WHDH     54       WHOH     56       WHDH     58       WHOH     57 

4  I       WHDH     4  3       WHDH     4  6      WEE 

2  2      WBZ         2  3       WBZ         2  2      WBZ 

3.9       WEEl       .1  8      WKEI       3  7      WBZ 

2  4      WBZ         2  7       WBZ         3.2      WEEl 

3  5      WBZ        3  7      WBZ        3  8      WBZ 

3  I 

WBZ 

WBZ I   1       WBZ i  : 

3.5  WEKI  2  7  WEKI       2  7  WEEl       2  7  WEEl       2  7  WEEl       2  7  WEEl        2.8 

2  0      WNAC      IK      WNAC      17      WNAC      I  5      WORL      IS      WNAC      15      WOHI.      1.8  WNAC  15  WNAC      IC  WNAC      10  WNAC      IS  WNAC      2  0  WNAC     2.3 

1  2      WOHI.      I   I       WOHI.      1  4      WOHL      I  4       WNAC      1   I      WORL      I  5      WNAC      1  4  WOHI.  1  2  WVDA     1.3  WVDA     I  5  WVDA      I  8  WVDA     1.5  WVDA     1.6 

12      WVDA      13      WVDA     IS      WVDA      13      WVDA      13      WA'DA      13      WVDA      1.3  WVDA  12  WOHI.      117 

M          8  30     I'M          8  45     PM          9  00     KM          8:15     PM          9  30     I'M          9  45     I'M  10  00  I'M  10.15    I'M  10  30    I'M  10  45    I'M  1 1  00    PM  11:15    PM 

WHDH    60 

WKEI        I   1 

WBZ  3  8 WNAC  2  I 

WVDA     1 8 

WHDH  60 WKZ  4.1 

WEEl  38 

WNAC  2.3 

W\  DA  1.8 

II   .10    PM         II   45    PM 

4  4 

3. 
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WHDH AUDIENCE  COMPOSITION 

PULSE OF WHDH  AREA— JANUARY 
1955 

NUMBER  OF  PERSONS  PER ioo HOMES  LISTENING  BY HALF  HOUR PERJODS 

MONDAY THROUGH FRIDAY SATURDAY SUNDAY 
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In  the  course  of  the  survey,  Pulse,  Inc.,  had  a  special  set  of  questions:  "What  is  your  favorite 

station  for— Music — Sports — News — and  Drama?" The  results  of  this  questionnaire  are  illustrated  in 
the  following  bar  graphs.  o.   what  is  your  favorite  station  for: 

_ 
NEWS 

21.4 
23.2 

18.9 

DRAMA 

WBZ     WEEI   WNACWVDA WBZ     WEEI   WNAC  WVDA 

10.3 

WBZ     WEEI    WNAC  WVDA 

14.9    17.2 

WBZ     WEEI   WNAC  WVDA 

In  three  of  tin-  four  categories,  all  2,000  or  100%  of  the  respondents  stated  a  preference.  In  response  to 

i  In-  i|in-iion  on  drama,  only  T>1.H','  slated  that  they  had  a  favorite  station.  This  could  indicate  a  declining 
interest  in  this  type  of  programing,  a  result  possibly  of  the  extensive  competitive  aspect  of  television  pro- 
graming  in  this  field.  It  would  appear  that  in  dramatic  programs,  sight  and  sound  are  preferable  to  sound ordy. 

Programing  of  music,  news  and  spoils  sustains  interest.  Music  appears  to  be  most  competitive  to  TV 

programing;  radio  news  iv  mine  immediate  and  affords  beltei  local  (overage;  and  the  limitations  of  TV 
time  and  costs  have  kept  sports  coverage  a  major  radio  feature. 



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

AND   COST    PER  THOUSAND    PER   SPOT  ANNOUNCEMENTS  AS   INDICATED 

^^  ̂ *  ■*" 
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PULSE  OF  THE  AREA 

7  DAYS-SUNDAY  THROUGH  SATURDAY 

January     l').~i.~i 
12    Midnight    to    6    AM 

12:15    AM 

WHDH 
WEE! 
WBZ 
WNAC 
WVDA 

2.1 

2.0 
1.7 
[.5 
1.1 

1  :00     AM 

WHDH    1.2 

WEEI        0.6 
WBZ  0.3 

1    110      \M 

WHDH    0.8 

WEEI        0.3 
WBZ  0.1 

4:00     AM 

WHDH    0.7 
Will         0.3 
WBZ  0.1 

I      10      \M 

WHDH  0.7 

WEEI  0.3 
W  BZ  0.1 

5:00    AM 

WHDH 
Will 
\\  BZ 

0.9 
0.4 

0.2 

WHDH 
WEEI 
W  I!/ 
WNAC 

WVDA 

2.0 
1.7 
1.6 
1.4 
1.0 

WHDH    1.0 
WEEI        0.4 
WBZ  0.3 

3:15    AM 

WHDH    0.8 

WEE]        0.3 
\\  BZ         0.1 

4:15     AM 

WHDH    0.7 
Will         0.3 

WBZ         0.1 

I    IS    AM 

WHDH    0.7 

WEEI        0.3 
W  BZ  0.1 

.-.     15      \M 

WHDH  0.9 

WEEI  0.4 
WBZ  0.2 

WHDH 
WEEI 
WBZ 

\VN-\C 
WVDA 

1.9 

13 1.4 
1.4 

l.n 

WHDH    1.7 
WEEI         1.2 
WBZ  0.9 

1  :.'»<>     AM 

WHDH    1.6 
WEEI         1.0 
WBZ  0.5 

2:30      \M 

WHDH    1.0 
WEEI        0.4 
WBZ  0.2 

.1:30    AM 

WHDH    0.8 
WEEI        0.3 
WBZ         0.1 

5:30    AM 

WHDH    0.9 

WEEI        0.4 

WBZ  0.2 

WHDH 

12:45  AM 

WHDH  1.8 
WEEI  1.5 
WBZ  1.2 
WVDA  1.0 

1  :15    AM 

WHDH    1.6 

WEEI         1.0 
WBZ  0.7 

WHDH    1.4 
WEEI        0.8 
WBZ  0.5 

2:45    AM 

WHDH    0.8 
WEEI        0.3 

WBZ  0.2 

WHDH    0.8 
WEEI        0.3 
WBZ  0.1 

5:45    AM 

WHDH    0.9 

WEEI        0.4 
W  BZ  0.2 

OWNED    AND 
OPERATED    BY 

BOSTON 

HERALD -TRAVELER 

CORP. 

REPRESENTED 

NATIONALLY    BY 

I 

50,000  WATTS  •  BOSTON  •  850  KC      andTo^'ny 

With  each  successive  report  and  survey  of 
its  area,  WHDH  has  striven  to  discover 

new  factors  of  radio's  listening  informa- 
tion which  will  he  of  assistance  to  adver- 

tisers in  the  allocation  of  their  advertising dollars. 

When  television  first  came  into  the  area, 

listening  hahits  changed,  but  not  as  dras- 
tically as  some  predicted.  We  feel  that  the 

CPA  figure  of  93.6%  of  the  homes  in  the 
area  listening  to  radio  in  the  course  of  a 

week  indicates  that  radio  is  in  a  very  domi- 
nant position.  With  television  penetration 

almost  equalling  that  of  radio  in  this 

twenty-five  county  area,  it  is  evident  that 
both  media  can  exist  together. 

Listening  hahits  have  changed,  and  the 

change  has  benefited  the  independent  radio 

station.  No  longer  do  the  once-a-week  net- 
work shows  dominate  the  radio  audience. 

For  example,  the  WHDH  two-hour  pro- 

grams from  ten  to  twelve  noon  on  Satur- 
day and  Sunday  have  the  highest  ratings 

of  any  program  on  radio — night  or  day.* 
The  radio  audience  has  become  more  even- 

ly divided  in  its  attention. 
The  tremendous  number  of  automobile  and 

portable  radios  still  make  out-of-home  lis- 
tening count  for  20%  of  the  total  radio 

audience,  a  most  important  factor  in  ra- 
dio's total  circulation. 

Last  year  we  predicted  that  the  wrist  radio 
would  be  worn  on  the  opposite  arm  from 

the  wrist  watch.  In  this  past  year,  we  have 

seen  several  tiny  pocket  radio  models  with 
just  a  small  button  earphone;  and  only  the 

other  day  we  were  approached  with  an  eye- 

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

glasses  with  one  of  the  ear  pieces  acting 

as  an  earphone.  Truly,  radio  can  go  any- 

where, and  in  these  days  of  nuclear  ten- 
sion the  portable  radio  is  as  important  in 

a  home  as  a  fire  extinguisher  and  a  flash- 

light. •This   is  indeed  a  revelation  of  the  changing 
concepts  of  radio  programing. 
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CBS 
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%£/___                                              *W>    -£►> 

HAS  MOVED 

CHANNEL  10 

PHOENIX 
June  15th  was  'M  Day"  in  Phoenix.  On 
that  day  all  CBS  Television  programs 
moved  to  KOOL-TV.  Smart  Advertisers 

Moving,  Too!  In  order  to  obtain  maxi- 
mum coverage  .  .  .  top  adjacencies  .  .  . 

local  and  national  advertisers  are  also 

moving  to  KOOL-TV.  For  information, 
contact   your   nearest    Hollingbery   office. 

KOOL-TV 
Channel  10 

511  W.ADAMS   PHOENIX,  ARIZ. 
BASIC  CBS 

YfV}    RADIO  and  TELEVISION 
^^    for  CENTRAL  ARIZONA 

NATIONAL  REPRESENTATIVES 
TV  -  GEORGE  P.  HOLLINGBERY 
RADIO-AM  RADIO  SALES  COMPANY 
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I  Continued  from  jxige  2V>  i 

Pioneers*  dinner,  at  which  an  award  was  made  to  Presidential 
press  secretary  Jim  Hagerty,  and  at  which  George  Abrams, 
advertising  vice  president  of  Block  Drugs,  delivered  a  most 

meaty  message  on  one  major  advertisers'  views  of  tv.  Broad- 
casting-Telecasting ran  a  cocktail  party  to  end  all  same  at 

the  National  Press  Club.  And  The  Billboard  picked  up 

the  tab  for  a  Tv  Film  Panel,  which  was  attended  by  close  to 

300  people  in  spite  of  the  fact  that  it  was  scheduled  for  8  a.m. 

of  a  Monday  morning.  There  aren't  many  industries  in  which 
the  trade  press  contributes  so  actively  and  effectively  to  indus- 

try welfare. 

One  boat  the  NARTBers  really  missed,  incidentally,  was 

that  carrying  a  large  list  of  tv  film  producer-syndicator  pas- 
sengers. It  seems  to  me  that  with  the  tremendous  amount  of 

airtime  filled  with  film  these  days,  with  the  huge  amount  of 

advertising  dollars  spent  on  tv  film  properties,  the  NARTB 

should  take  special  pains  to  set  up  one  or  more  substantial 

sessions  to  help  shed  light  on  the  many  vexing  problems  faced 
by  this  segment  of  the  industry. 

On  the  other  hand  I  was  happy  to  not*'  the  continuing  ef- 
forts to  organize  a  tv  film  industry  association.  The  distribu- 

tors seem  to  be  making  real  progress  in  this  direction,  and 

I'm  still  hopeful,  as  I  wrote  more  than  six  months  ago.  that 
agencies,  advertisers,  stations  and  networks  will  see  fit  to 

participate  in  whatever  ways  are  feasible  in  such  an  organiza- 

tion's activities.  Surely  this  segment  of  the  business  can  u-e 
all  the  stabilization  it  can  get. 

In  the  fuss  and  furore  of  the  Convention  not  too  many  folks 
knew  that  on  Wednesday,  the  third  day  of  the  meetings,  one 

of  radio's  hardest  fighters  had  a  heart  attack.  I'm  talking,  of 
course,  about  John  Patt  of  W  JR.  Detroit.  Johnny  was  taken 

to  the  hospital  Thursday,  and  I  hope  by  the  time  this  sees 

print,  he's  back  in  fine  shape  again. 

Presidenl  Eisenhower,  it  has  been  noted  previously,  was 

the  first  of  the  nation's  chief  executives  ever  to  address  ;i 

broadcasters'  convention.  Ike  said  he  hoped  future  Presidents 
would  do  likewise,  and  we  think  the)  will.  All  the  dynamism 
and  force  of  this  industry  is  concentrated  into  a  fast  few  days 

at  these  meeting-,  and  il  mhi'ic  in  any  part  of  this  business 
you  should  make  'em.  \\  h\  not  make  a  note  now  to  be  at  next 

year's  Convention?  * 

SPONSOR 

. 



MEREDITH 

STATIONS 

KANSAS  CITY:  KCMO  Radio  &  KCMO-TV  *,„.,./>*«, 

SYRACUSE:  WHEN  Radio  &  WHEN-TV  n,  K.„  «„„„ 

PHOENIX:  KPHO  Radio  &  KPHO-TV  *  ,„,  *,«,„ 

OMAHA:         WOW  Radio  &  WOW-TV  iKS,} ( 

Affiliated  With    Betl«r  HOmeS   and    fe$fUl  Mogozi and  Gardens  rOTming gazines 
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a   forum   on  questions  of  current  interest 

to  air  advertisers  and  their  agencies 

Can  the  negative  approach  in  advertising,  long  strictly 

taboo,  be  effective  in  selling  a  sponsor's  product 

NEGATIVE  OFTEN  A  "GIMMICK" 

By  Peter  S.  Cardoso 
Creative  Supervisor,  Radio  &  Tv 
Fuller  &  Smith  &  Ross,  /V.y. 

In  the  old  Ver- 
mont i  s  m ,  one 

man  at  a  politi- 
cal harangue  asks 

another:  "What's 

he  t  a  1  k  i  n ' 
about?"  The  an- 

swer is:  "He 
don't  say."  And 

|L  H       this  is  the  way  I 

feel  about  the  negative  approach  in 
advertising:  main  times  the  advertiser 

don't  say  what  he's  talking  about. 
No  doubt  there  are  instances  when 

the  negative  approach  can  pay  off 

handsomely.  But  when  banner  head- 

line- shout.  " " I  )< •  1 1 " t  read  this  ad,  un- 
less .  .  ."  or  "Don't  buy  this  product, 

unless  you  want  the  best"  they  may 
well  attract  momentary  attention,  but 

it  takes  more  than  a  skyrocket  in  the 

sky  to  sell  a  sponsor's  product. 
The  negative  approach  fast  becomes 

"a  gimmick"  for  the  sake  of  "a  gim- 
mick." It  can  hardly  be  the  basis  for 

a  long-range  campaign  of  selling  ships 

or  sealing  wax.  The  skyrocket's  flare 
dissolv es  and  the  public  feels  cheated. 

W  lien    Mr.    <  ' -ii-MiiM-i    Inn  -   a    |   bid. 

based  on  this  type  of  negative  advertis- 

ing, and  after  trying  it  comments:  "I 
don  t  think  this  sealing  wax  is  better 

than  any  other  kind,"  he  feels  like  a 
1' nil  ball  player  who  has  been  "sucked 
in  on  an  end-around  reverse  play  .  .  . 
he  doesn  t  like  it. 

I  am  sure  there  are  exceptions,  like 
B  rer  Babbit  pleading  not  to  be  thrown 

into  the  briar  patch  which  was  just 
when:  he  wanted  to  be  thrown,  but  I 

am  definitely  a  believer  in  "accentuate 

the  positive." 
In  \merica.  we  grow  up  believing. 

By  experience  we  learn  to  take  some 

teaching   with  a  grain  of  salt,  but   for 

11 

that  teacher  (advertiser)  who  can 

produce  an  infectious  excitement  about 
bis  subject  (product),  we  have  open 
minds  (and  open  pocketbooks) . 

"Time  now  for  the  commercial" 
means  time  now  for  the  advertiser  to 

convince  not  con  the  public. 

YES,  IF  FRESH  AND  ORIGINAL 

By  Harry  R.  Bender 
Copy  Chief 

Ketchum,  MacLeod  &  Grove,  Pittsburgh 

Almost  any  ap- 

proach can  be 
used  effectively  if 

it  is  handled  with 
freshness  and 

originality.  So 

the  question  of 

whether  the  neg- 
ative approach 

i\>Ji  can  be  used  ef- 

fectively in  advertising  is  one  that  ad- 

vertising people  should  be  less  con- 
cerned about. 

I  think  that,  generally,  there  should 

be  little  doubt  as  to  whether  the  nega- 
tive or  positive  approach  should  be 

used.  In  most  cases,  the  positive  ap- 
proach is  obviously  stronger.  In  other 

cases,  as  least  as  good  a  job  can  be 
done  positiv  el\    as  negativ  el\ . 

Actually,  I'm  not  always  sure  what 

people  mean  by  a  "negative"  approach. 
It's  so  often  a  matter  of  degree.  Much 
of  our  so-called  "fear"  advertising 

halitosis.  B.O.,  five  o'clock  shadow — 
has  a  decided  negative  flavor  to  it  even 
though  it  holds  out  decidedly  positive 
benefits.  And  it  seems  to  be  pretty 

powerful  at  the  cash  register.  The 

question  of  whether  positive  ap- 
proaches could  have  done  even  better 

seems  academic  to  me. 

However,  there  is  an  area  where  the 

question  of  negative  VS.  positive  is 

verj  much  to  the  point.  The  primary 
function  of  some  products  and  services 

is  to  do  away  with  something  dial  peo- 

ple don't  want.  For  instance,  if  you 
bad  to  do  an  ad  on  the  Salk  vaccine, 

"avoid  polio"  would  be  a  mighty- 
strong  approach. 

By  the  way.   would   you  consider  it 
positive  or  negative? 

NEGATIVE  NOTHING  NEW 

By  Bob  Kirschbaum 
Radio  Tv  Copy  Supervisor 

Grey  Advertising,  /V.y. 

The  negative  ap- 

proach as  an  ad- vertising formula 
has  been  used  for 

years.    It   is  best 
known  and  rec- ognized as  copy 

that  de-empha- 
sizes the  consum- er benefit  and 

plays  up  the  consequences  of  not  using 
the  product. 

Today,  a  new  kind  of  "negative" 
approach  has  appeared  on  the  scene. 
Perhaps  one  of  the  most  outstanding 

examples  of  this  modern  negative  ap- 
peal is  the  current  campaign  prepared 

by  the  Grey  account  group  for  Chock 

full  o'Nuts  coffee:  "Don't  spend  the 
extra  money  for  this  coffee — unless 

you're  just  plain  crazy  about  good 

coffee!" 

\eivv.  stark,  daring,  presumptuous, 
with  more  than  a  touch  of  snob  appeal, 

it  hits  with  the  impact  of  a  scream  in  a 
reading  room.  Here  is  a  campaign 

that  dares  to  tell  potential  customers 

.  .  .  "Hands  olf  this  product,  unless  you 
have  the  sensitivitv  and  appreciation 

for  the  liner  things  in  life.  Everyone 

doesn't,  you  know!" Even  when  tempered  by  the  gentle 

jingle,  "('hock  full  o'Nuts  is  the  heav- 

enlj  coffee,"  this  "negative'  little  devil charges  in  w  here  angels  fea]  to  tread 

and  gets  remembered  to  the  hilt.  Re- 
call of  the  jingle  is  excellent,  as  is  the 

provocative   headline. 

SPONSOR 



Is  this  new  kind  of  "negative  "  ap- 
proach to  set  a  trend?  If  success  is  the 

measure,  the  answer  may  well  be  a  re- 

sounding "yes."  This  is  by  no  means 
an  unqualified  endorsement  of  the 
negative  approach  in  advertising.  Few 

techniques  are  more  delicately  bal- 
anced in  terms  of  public  acceptance. 

Few  require  a  more  intimate  knowl- 
edge of  product,  media,  market  and 

basic  human  nature. 

Unquestionably,  the  negative  has  its 
place  .  .  .  but  let  the  user  beware. 

Don't  spend  the  extra  time  on  it — un- 
less you're  just  plain  smart  and  daring. 

NO  APPROACH  TABOO 

By  Arthur  Bellnire 
V.P.  Charge  of  Radio  &  Tv  Commercial 

Copy,  BBDO,  N.Y. 

No  approach 
should  ever  be 

taboo  in  adver- 

tising, so  long  as 

it's  clean  and 
honest,  but  I  still 
think  you  can  go 

wrong  more  of- 
ten being  nega- 

tive than  positive. 

This  is  not  to  say  many  great  cam- 
paigns have  not  been  built  on  the  neg- 

ative approach.  '"B.O."  was  a  nega- 
tive idea.  And  the  prize  of  them  all — 

a  very,  very  negative  line — is  the  fa- 
mously successful  M.J.B.  coffee  line, 

familiar  for  years  in  many  parts  of 

this  country:  "You  can't  make  a  bad 

cup  of  M.J.B." 

The  presence  of  a  "don't"  in  a  copy 
line  doesn't  necessarily  make  the  ap- 

proach negative.  Chock  full  o'Nuts' 
"Don't  spend  the  extra  money  for  this 
coffee — unless  you're  just  plain  crazy 

about  good  coffee"  is  about  as  positive 
as  you  can  get  in  my  estimation.  Any- 

time you  can  call  the  public  crazy  for 

not  trying  your  product — and  get  away 
with  it — more  power  to  you. 

Negatives  which,  10  me,  are  most 
dangerous  are  statements  of  what  a 

product  will  not  do,  including  those 
aimed  at  the  emotion  of  fear.  For  it 

is  entirely  possible  for  the  negative 
thought  to  turn  against  the  advertiser 

using  it  and  work  not  only  to  his  detri- 

ment but  to  an  industry's  detriment  as well. 

Good  products  do  good  things  and, 
to  me,  the  public  is  more  receptive 
generally  to  benefits  than  to  fear  of 
the  consequences. 

WHAT  MAKES  A 
TV  SHOW  GREAT? 

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

these  result  in  a  child's  faithful  belief  that  "Aunt  Fran's  OK."  .  .  . 

that's  what  makes  wbns-lv's   "Aunt  Fran  Show"  great. 
Mothers  too,  share  this  same  belief  in  Aunt  Fran.  They  heartily 

approve  of  her  "instruction  through  entertainment"  show  methods. 
These  young  homemakers,  representing  America's  most  potent  family 
buying  group,  become  familiar  with  the  products  Aunt  Fran  ad- 

vertises, while  their  youngsters  enjoy  wbns-h  on-the-spot  visits  with 
the  butcher,  baker  and  candlestick  maker. 

These  combined  ingredients  of  fact  and  fancy  make  wbns-lv's 
"Aunt  Fran  Show"  great. 

uibns-tv •  •  * 

COLUMBUS,  OHIO 

CHANNEL  10 

CBS-TV  NETWORK  —  Affiliated  with  Columbus 

Dispatch  and  W'BNSAM  •  General  Sales  Office: 
33  North  High  St. 

REPRESENTED  BY  BLAIR  TV 
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Department  store  sale  sparked  by  tv  gains  $10,000 

When  the  Diebel  Co.  decided  to  try 
tv  for  the  first  time  in  their  Annual 

Spring  Carnival  Housewares  Sale. 

WKNX-TV,  Saginaw,  Mich.,  set  to 

work.  With  only  one-third  of  a  sale 
ad  budget  that  itself  had  been  reduced 
this  year  by  nearly  one  quarter,  the 

tv  station  helped  boost  sales  $10,000 
over  a  1954  event  which  was  pushed 
solely  in  newspapers. 
The  reaction  of  the  department 

store's  general  manager:  '"There  defi- 
nitely is  a  place  in  department  store 

advertising  for  television  (and)  .  .  . 
radio  and  television  are  stronger  than 

newspaper."'  I  Radio  is  a  regular  part  of 

the  department  store's  advertising  plan, 
was  not  upped  for  the  sale  period.) 

Despite  increased  store  competition 
during  the  sale  period,  tv  proved  its 
worth  by  substantially  boosting  sales 

in  the  departments  that  were  featured 
in  tv  announcements.  To  check  this 

trend,  some  items  were  advertised 

solely  on  tv.  The  two  largest  sales 

days  of  the  week.  Monday  and  Satur- 
day, were  each  boosted  over  $1,000 

higher  than  the  corresponding  days 
last  year. 

As  a  result  of  the  sales  increases, 

Diebel  signed  up  for  a  year's  contract 
of  400  announcements  on  WKNX-TV. 

Station  Manager  Howard  H.  Wolfe 

described  the  largest  department  store 

contract  for  tv  in  Saginaw  as  a  "mu- 

tually happy"  event.  *  *  * 

flit  Mont  tv  begins  new  late-night  flint  short  format 

A  in  u  t\pe  of  late-evening  program- 
ing has  been  begun  by  WABD,  Du 

Mont  l\  outlet  in  New  ̂ oik.  Designed 
to  accommodate  the  late  night  viewer 
who  does  not  want  to  sit  through  a 
full  feature  movie,  Featurama  consists 
(  I  a  selection  of  short  films  much  like 
those  in  the  newsreel  theatres. 

The  features  vary  in  length,  though 

none  exceed  12  minutes.  The  types 
\.n\  too.  from  cartoons  to  shorts  to 

news  clips.  Each  film  is  preceded  by 
an  announcement  of  its  length,  so  the 
viewer  can  decide  if  he  can  afford  to 

staj   up  to  watch  ii  thai  night  <>r  wail 

II  VOX,  Knoxville  holds 
open   house  weekend  fete 

WNOX,  Knoxville,  recently  opened 
its  new  broadcasting  facilities  in  a 

burst  'if  civic  pride.  The  radio  station 
buill  an  auditorium-studio  that  seats 

1,250,  onl)  to  have  more  than  6,500 

people  -how  up  for  their  open  house 
broadcast  night.  \  crowd  ol  1.550 
Idled  the  auditorium  which  was  de- 

signed  with  a  sound  system  on  pai 
with  that  of  the  Earned  Radio  <  ii\ 

Musi<  II. ill  in  New  York,  according 
to  the  station. 

I  he  othei  studios  are  housed  in  the 

70,000-square     fool     former     Whittle 

for  its  rescheduling  later  in  the  week. 
The  program  is  aired  seven  nights  a 

week  from  11:10  to  midnight  week- 

days and  from  11  :00  to  midnight  Sat- 
urdays and  Sundays.  A  fresh  show  is 

oflered  Monda\s  and  Thursdays,  and 

the  rest  of  the  time  the  order  ol  the  fea- 
tures is  altered  to  allow  early  exposure 

of  each.  News  clips  are  changed  daily. 

Ted  Cott.  director  of  Du  Mont's 
owned  and  operated  stations,  con- 

ceded the  idea  of  Featurama  which 

started  on  WABD.  New  York,  23  May. 

Du  Mont  expects  to  start  Featurama 

later  on  \\  TTG,  W  ashington.       *  *  * 

Springs  Hotel  and  the  auditorium- 
studio  is  claimed  as  a  first  in  several 

dimensions  b)  WNOX:  a<  the  « ml \ 
radio   broadcast    building   ol    it-   kind 

WNOX 's     new    auditorium-studio    seats     1,250 

in  the  world,  and  the  largest  radio 
-tudio  in  this  country. 

The  open  house  lasted  all  weekend 

and  featured  station  personalities,  re- 
cording stars  of  countrj  music  and  the 

Knoxville  Symphony  Orchestra.  When 

the  symphony  orchestra  performed, 
admissions  were  charged  and  the  en- 

tire amount  turned  over  to  the  Knox- 
ville S\  mphonv  Fund. 

In  addition  to  these  activities,  a 
week  was  set  aside  h\  the  proclama- 

tion of  the  mayor,  George  Dempster, 
who  named  the  week  "Greater  WNOX 

Week."  •  •  • 

Briefly  .  .  . 

WEOK,  Poughkeepsie,  has  an- 
nounced a  gain  of  75%  in  national 

spot  revenues  for  the  year  ending  31 
March.  The  formula  the  station  and 

its  rep,  Everett-McKinney,  found  suc- 
cessful was  first  to  sell  the  local  dealer 

and  distributor,  then  to  dilligently 
follow  through  with  the  agency  and 
client. 

Color  t\  pulled  over  5,000  Texan-. 
to  a  five-hour  colorcast  by  WBAP-TY. 
Fort  Worth.  With  no  attraction  other 

than  the  color  show-  itself,  just  big- 
screen  color  t\  sets,  the  station  crowd- 

ed the  Will  Rogers  Memorial  Coliseum in  that  city. 

\\  BAP-TV  regularly  programs  six 
hours  weekl)  of  color,  hut  to  promote 
the  big  event,  they  began  an  all-da} 

color  broadcast  with  a  children's  show in  the  morning. 

*        #       » 

A  t\  station  turned  to  a  spot  radio 

campaign  to  promote  its  uhf  conver- 
sion and  programing.  WXIX,  Mil- 

waukee, bought  2.000  radio  announce- 
ments ovei  two  local  radio  stations  in 

Milwaukee.  Consisting  mostl]  of  20- 
second  and  one-minute  announcements 

during  daytime  shows,  the  announce- 
ments featured  sound  tracks  of  CBS 

I  \  personalities  plugging  their  shows. •»       *       « 

\  Radio  Commercials  Contest  is  be- 

ing held  by  the  Advertising  Associa- 
tion of  the  West.  Commercials  created 

and  broadcast  between  1  Ma\  1().">1 
and    I    Max    I  ').">.")  are  being  considered. 
Prizes  are  to  be  awarded  at  the  con- 
\ eiiiinii  <>|  the  organization  to  be  held 

in  I'm  Hand.  Oregon.  26.  27  June  1955. 
I  here  are  two  main  categories  of  judg- 

ing in  the  contest  programs  and  an- 
nouncements      and     each    category     is 
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classified    for   cities    of    over    100,UUU 

population  and  for  smaller  cities. 

Entries  are  judged  for  originality, 
information,  effectiveness,  listenability. 

credibility,  good  taste  and  results.  A 

perpetual  trophy  is  to  be  awarded  to 

the  agency,  advertiser,  station  or  in- 
dividual having  done  the  best  over-all 

job,  and  will  be  held  by  him  until  the 

next  year's  contest. 
»        *        * 

Programing  to  entertain  women  is 
not  new,  nor  is  programing  to  inform 
them  but  WJNO-TV.  Palm  Beach,  has 

a  program  that  does  both,  and  they 
think  that  is  new.  Women  Want  to 
Know  is  a  show  on  which  there  is  a 

guest  who  is  questioned  by  the  panel 
ladies  about  topical  issues  of  the  day. 
The  first  guest  put  to  the  test  by  the 

ladies  was  actress  Faye  Emerson. 

After  the  first  show,  Producer  Fred 

Granik  received  many  queries  about 

the  possibility  of  running  a  Women 
Want  to  Know  column  in  national 

magazines  in  conjunction  with  the 
show.  Granik  plans  to  move  the  show 

all  over  the  U.S.  and  have  representa- 
tive cross-sections  of  the  various  cit- 

ies on  his  panels  for  each  show. 
»  *  * 

An  anthology  of  top  tv  scripts  has 
been  published  by  Hastings  House. 

I'nder  the  title  of  "Top  Tv  Shows  of 
the  Year."  Irving  Settel  compiled  a 
group  of  shows  that  represent  the  top 

scripts  actually  produced  over  tv,  com- 
plete with  all  stage  directions.  The 

scripts  were  selected  for  reading  qual- 
ity as  well  as  for  their  contribution 

to  the  visual  medium. 

Settel  is  an  instructor  in  tv  at  Pace 

College,  New  York,  as  well  as  tv  edi- 
tor of  Compact  magazine  and  creator 

of  the  ABC  TV  show  Who's  the  Boss? 
He  is  co-editor,  with  sponsor  Publish- 

er Norman  Glenn,  of  Television  and 

Advertising  Handbook. 

»        *        * 

Another  foreign  language  network 
has  come  into  the  radio  picture  on  the 

West  Coast.  The  Portuguese  Spot  Net- 
work is  programing  to  the  more  than 

100,000  Portuguese-speaking  people  in 
the  San  Francisco  Bay  area. 

Thus  far,  the  network  consists  of 

six  stations,  with  KTIM,  San  Bafael, 

as  the  key  station  in  the  package  mer- 

chandising plan  for  regional  and  na- 
tional advertising.  Louis  R.  La  Fon- 

teese  Associates  are  the  reps. 
(Please  turn  to  page  124) 

BIG  AGGIE   LAND 
Where    80%    of    the 
homes  hear 

WNAX-570  from 
?  to  7   times  a  week. 

in  the  land  where  radio  reigns 

It  won't  be  easy,  even  for  Big  Aggie 

(our  alter  ego)  to  count  all  the 

money  in  Big  Aggie  Land.    For  this 

vast    and    prosperous    land    is 

inhabited  by  more  than  2Vi  million 

people   with   effective    buying 

income  of  better  than   $2.8 

billion    annually. 

MONEY,  MONEY,  MONEY,  all  over  the  place 

The  citizens  of  Big  Aggie  Land 

come  by  their  money  through 

agriculture  and  the  great  industries 
that  derive  from   it.     And 

WNAX-570,  the  Big  Aggie  Station, 

strides  the  length  and  breadth  of 

Big    Aggie    Land   telling    them    how 
to  spend  it.    They  listen,  too,  as 

our  fabulous  mail   count   proves 

year    after   year.* 

So  just  remember  this  —  whatever 

media   you   buy   in   other   lands, 

there    is    only    one    low-cost, 

high-return  way  to  sell  the  670,000 
families  in  the  Great   Upper 

Missouri   Valley.    WNAX-570. 

'Ask   your  Katz  man  for  data  on 
that   fabulous    mail    count. 

WNAX-570 
Yankton,  South  Dakota 

A  Cowles  itotion.  Under  the 

tame  management  oi  KVTV 
Channel  9.  Sioux  City,  lowo 

Don    D.    Sullivan, 

Advertning   Director 

CBS  Roajo 
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f.     \<»ir  stations  on  air* 

OITY  4   STATE 

LAFAYETTE,    LA. 

RAPID   CITY,   S.    D. 

NORFOLK,    VA. 

CALL  (CHANNEL 
LETTERS  NO 

ON-AIR DATE 

ERP  (kw)« 
I       Visual 

Antenna 

(ft)"' 

NET 
AFFILIATION 

STNS. 

ON  AIR 

SETS  IN MARKETt '0001 
PERMITEE.    MANAGER.    REP 

KLFY-TV 

10 23    May 

KOTA-TV  3  29   May 

WTOV-TV         27  25   May 

28.2 

1.48 

166 

450 

260 

380 

None 

None 

NFA 

NFA 

WTAR-TV    356,492 

WVEC-TV 

Camilla     Best?     Co. 

Paul     H.     DeClouct.     pres. 
Thomas    A.    DiCluu-t.    vp 
Harold    J.    Dilhommer,    vp 

Black    Hills   Bcstg    Co 
Helen    S     Duhamel,    pres 
Peter    A.    Uuhamrl.    vp 

Commonwealth    Bcstg    Co. 
E.    L.    Scott,    pres. 
Robert    Wasdon,    exec,    vp 
Joseph    B.    Matthews,    vp 
Wm.    B.    Carpenter,    vp 

Head  ley- Reed 

If.    !%ew  construction  permits* 

CITY    4    STATE CALL 
LETTERS 

CHANNEL 

NO. 
DATE  OF  GRANT 

ERP    (kw)1 

Visual Antenna 

(ft)'" 

STATIONS 

ON  AIR 

SETS  IN MARKETt 
(000) 

PERMITEE.     MANAGER.     RADIO     REP* 

SHREVEPORT,    LA. 

BISMARCK,    N.    D. 

MEMPHIS,    TENN. 

WAILUKU,   MAUI, 

HAWAII- 

12 

12 

3 

12 

19  May 

18  May 

26  May 

25    May 

316 

13.2 

100 

30.2 

1206 

310 

978 

5940 

KSLA 

KFYR 

80,250 

27,750 

WHBQ-TV  349,034 WMCT 

Shrtveport    Tv    Co. 

Don    George,    gen    partner   *.    nrjr 
Een    Beckham,    gen    partner 

North    Dakota    Bcstg    Co. 

(Same     ownership     as     KXJB-TV.     Valley 
City   and    KCJBTV.    Minot) 

WREC    Bcstg    Service. 
Hoyt    B.    Wooten.    owner,    pres. 

None MFA Maui     Publ     Co. 

I.     Walter    Cameron,    pr^s 

Iff.     Veic    applications 

CITY    4    STATE CHANNEL  DATE 
NO.  FILED 

ERP  (kw)  •■  Antenna 
Visual  it 

ESTIMATED 

COST 

ESTIMATED 
1ST  YEAR 

OP    EXPENSE 
TV  STATIONS 
IN   MARKET APPLICANT,   AM   AFFILIATE 

OWENSBORC,    KY. 

LAS   VEGAS,    NEV. 

CARLSBAD,    N.    M. 

LAREDO,    TEXAS 

14  9    May 

13  20   May 

6  20   May 

8  2    May 

20.9  275 $77,550 $84,000 
None 

12.72 

1.43 

28.2 

98 

382 

963 

$74,000         $200,000 

$79,218         $168,000 

$105,450  $77,380 

Aircast    Inc. 

Stephen    P.    Bellingor.    pres. 
Ben.     H.    Townsend.    vp 

Morris    E      Kemper,    treas Joel    W     Townsend.    secy 

Mi. til/    ZtnofT.    ownir 

(Publishes     Boulder     City     Ni 

KLRJ-TV  City.      Nov.      owns      KBMI. 

Nov.! 

KLAS-TV 

s,      Boulder 
Henderson. 

None 

None 

Carlsbad  Bcstg  fen 
Val  Lawrence,  pres. 
Norman    R.    Loose,   vp   &    treas 

Edward    P.     Tallinn      .«» 

Vidlcon    Industries    of    Am 
H.    C.    Avery      David    H      Cole,    owners 

RflY    SPflRF DUA     OlrUff  L 

'  .    >.    stations    on    air 
405 

Markets   ■ 2.11 

U.  S.  t\   sets   '  1    l/'M   '."»:>  i 
35,809,000 

/  .  S.  /;  homes   <  1    l/'/i 33,900,000 

ind    stations    EoinK    en    the    air    listed    here    are    those    which    occurred    between 
and    -'   Jul   i    on   which   Information   could    be   obtained    In    that   period. 

considered   to  be  on  the  air  when  commercial  operation  startc.     "I    '  I  I  Mated  power.   Aural 
[I     the    visual    powej       ''"Antenna    height    above    average    terrain    (not 

ground),     tlnformation  on   the  number  of  sets   In   market-  designated   as  bouts 

es  from  the  stations  or  reps  ami  must  bo  deemed  approil- 
'-in   Nile-   Research   and  -.   the  representatives  of  a  radio 

station   which   Is   bti  31nce  al    pret   time  It  li 

■   early   to  ronflrm   tv   representatives   of   most   grantees,    SPONSOR   lists   the  reps  of 

the  radio  stations  In  this  column    (when   a  radio  station  has  ben  Klven   the  Iv  grant).   NFA:  No 
ii.  markel      'P  lib     t   KXJB  n 

l.riN  \      I  \  Mm.     i  ilu         IStAtlOn     ""Hi  ' 

without  icllltlos,   use    mm    and    Iocs  i    'Mtuallv   hopes    t«   opei 

por  day   vvith   Blm   t"   i"    repeati  i   t""t    times   within    in   hrs. 
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WNBQ  famous  "Chicago  School"  of  television  has  a 

bright  new  honor  pupil  on  its  roster— the  BOB  &:  KAY 
WITH  EDDIE  DOUCETTE  show. 

Every  weekday,  12:45  to  2:00  p.m.,  these  three  Chicago 

favorites  turn  the  pages  of  their  TV  Magazine  of  the  Air. 

Women  are  making  a  pleasant  daily  habit  of  Bob  &  Kay's 

interviews  with  fascinating  people,  Eddie  Doucette's  cooking 
demonstrations,  and  musical  features  by  the  Art  Van  Damme 

Quintet  and  Joe  Gallicchio's  orchestra. 

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

by  an  active  promotion  and  merchandising  service,  it's  well 
embarked  on  a  career  of  making  sure  for  advertisers  that 

THE  PAY-OFF  IS  AT  THE  POINT  OF  SALE! 

A  few  weeks  after  its  premiere,  BOB  &:  KAY  WITH 

EDDIE  DOUCETTE  invited  its  viewers  to  send  in  their 

names,  addresses  and  telephone  numbers,  to  qualify  for 

attractive  prizes.  For  four  weeks  running,  the  mail  stacked 

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

pieces  of  mail— and  the  show's  just  getting  going! 

For  stirring  audiences  to  action,  there's  nothing  likr  a 

"Chicago  School"  television  program  on  WNBQ.  That's 
how  things  stack  up  in  the  Midwest. 

WNBQ  |3B TELEVISION  IN CHICAGO a  service  of  (kefl) 

represented  by  NBC  SPOT  SALES 



Sell  the  Nation's 
14-th   Largest  Market! 

.  .  .  use  WGR's 
Salesmen  of  the   Air 

MUSICAL    CLOCK 
Starring  John  lascelles 

6:30  -   9:15   AM   -   Mon.   thru    Sat. 

Buffalo's    oldest    service-type    wake-up 
program     Music,    time,    weather. 

Helen   Neville   Show 
2:10   -   2:30   PM    Mon.   -   Fri. 

Hints   and    News   for   women   from 

Buffalo's  outstanding  homemalcer's 
counselor.  Live  audience. 

PLUS 

Outstanding  5  and   10  minute 
News  and  Weather  Spots 

iuMalo'8   FIRST    RADIO   Station 

Hotel   Lafayette  B 

^fl        Buffalo,  hi.  V.       B^ 

NBC  Basic   Affiliate 

Representatives  : 
FREE   AND   PETERS 

5-DAY  DEODORANT 
{Continued  from  \xige  41) 

should  stress  the  method  of  using  the 
deodorant,  since  this  is  its  most  dem- 

onstrable feature.  Last  winter,  the 
firm  made  some  new  film  commercials 

through  Universal  Films  in  California, 
featuring  three  starlets,  Joan  Vohs, 

Rochelle  Hudson  and  Coleen  Gray.  In 

each  instance,  the  stress  of  the  com- 

mercial  is  on  "ease  of  using  5-Day." 
The  girl  in  the  commercial  sits  be- 

hind a  glass.  She  sprays  the  deodorant 
of  an  unidentified  competitor  onto  the 

glass.  The  deodorant  runs  down.  Then 
she  puts  cream  from  a  competing 

cream  jar  on  the  glass.  This  deodor- 
ant is  greasy.  At  last,  she  takes  a  pad 

of  5-Day  and  dabs  it  on  the  precise 
spot  on  the  glass  she  wants  to  put  it 

on.  It  doesn't  run;  isn't  greasy.  Says 

the  girl:  ".  .  .  With  5-Day  Deodorant 
pads  you  press  fully  active  deodorant 
right  through  that  oily  film.  It  does  not 

run  off.  It  checks  perspiration  in- 
stantly and  dries  fast  .  .  .  because  you 

rub  it  in.  .  .  .  Switch  to  5-Da\  Deodor- 

ant pads  tomorrow.  .  .  ." 
Actually,  5-Day  has  a  dual  purpose 

in  advertising,  as  its  commercial  ap- 

proach shows:  (1)  to  sell  the  deodor- 
ant market  as  a  whole;  (2)  to  take 

customers  from  the  spray  and  cream 
deodorants. 

"We  originallv  switched  over  to  tv 
because  we  felt  that  newspapers  and 

magazines  hadn't  clearly  told  people 

what  our  product  was  all  about,"  Lev- 
inson  told  sponsor.  "The  copv  wasn't 
getting  over.  Sure,  our  sales  were  in- 

creasing. Bui  there  was  no  appreciable 
difference  between  the  cities  thai  used 

advertising  and  those  that  didn't.  When 
we  went  on  tv,  we  got  visual  demon- 

stration of  the  difference  between  our 

product  and  other  deodorants.  From 

thai   point   on.  sales  shot   up." 
There's  no  age  limit  in  5-Day 's  ap- 

peal, hence  the  firms  choice  of  l\  pro- 

graming.  "\\  ith  Arthur  Murray  we  got 

females  from  age  1 5  upward,"  Fevin- 
son  added.  "And  possibl)  some  men. 
loo.  Our  commercials  occasionally 

said.  'Your  husband  will  like  it  also.'' 
However,  men  are  still  nol  the  im- 

portant pari  of  the  deodorant   market. 

In  fact,  TV.  of  men  who  use  a  deo- 
doranl   use  the  same  kind  as  their  wife. 

In  the  past  five  wars  the  percentage  of 
men  using  deodorants  has  risen  from 

1°  io  11'..  Nonetheless,  tin-  grow- 
ing importance  of  male-appeal  <  os- 

metics  has   nol   escaped    Levinson    nor 

the  agencv  (which,  incidentally,  han- 
dles parts  of  the  Meiinen  Co.  account 

— a  firm  that  leads  in  male  cosmetics). 

Tony  Martin  now  gives  the  live  lead-in 
to  the  commercial  because  the  agency 

feels  that  this  will  give  the  deodorant 
more  male  appeal. 

5- Day  uses  its  tv  advertising  to  sub- 
stitute for  a  sales  force.  Besides  Mor- 

ris Fevinson,  the  company  has  a  v.p. 

of  sales.  Bernard  Gould,  but  no  sales- 

men. Gould,  formerly  with  Toni,  and 

prior  to  that  with  Gillette  for  16  years, 

joined  5-Day  in  1951.  He  gives 
wholesale  salesmen  an  interest  in 

selling  5-Day  by  offering  such  sales 

incentives  as  "30  pounds  of  canned 
goods"  for  selling  a  certain  quota  of 

5-Daj    to    retailers. 
The  firm  makes  efforts  to  tie  the 

wholesalers  and  retailers  into  the  ad- 

vertising effort  with  ofTers  like  free 
dance  lessons  for  wholesalers  and  re- 

tailers from  their  neighboring  Arthur 

Murray  studios.  Some  60.000  people 
from  wholesalers  and  retailers  actually 

took  advantage  of  this  offer. 

In  a  booklet  addressed  to  its  whole- 

salers, 5-l)av  stresses  the  extra  profits 

wholesalers  can  derive  from  5-Day 's 
unusual  distribution  and  sales  set-up: 

"70%  of  5-Day  sales  move  through 
wholesalers!  (Some  major  deodorants 

sell  as  little  as  30' ;  of  their  sales 

through   wholesalers.) 
"No  large  direct-selling  organiza- 

tion to  'skim  the  cream  from  your 

men's  territories." 
"No  chiseling  into  your  profits  with 

big  shelf  discounts. 
The  firm  then  enumerates  some  of 

the  incentives  for  the  wholesaler  >ale>- 
men.  such  as  the  Heid-Monarch  Food 

Deal  which  provides  that  salesmen  who 

exceed  a  certain  quota  gel  a  bonus  of 
17  to  33  pounds  of  canned  food  which 

5-Da\    bought    from    Heid-Monarch. 

5-Day  keeps  a  close  check  on  results 
of  it >  network  tv  advertising  in  a  sam- 

ple area.  It  keeps  a  man  on  its  payroll 

whose  sole  job  it  i-  io  check  the  inven- 

tory of  00  stores  in  the  New  x  mk.  New 
Jerse)  and  Philadelphia  area  each 
week  as  a  gauge  of  l\  s  sales  pull. 

In  fall  1954  Grey  Advertising  began 

testing  spot  i\  in  the  Indianapolis  area 

for  5-Day.  The  lots  weren't  conclu- sive and  were  extended  through  spring. 

CurrentK  5-Da\  i>  testing  six  cities: 
two  with  network  t\.  two  with  spot  tv. 

and  two  that  have  no  advertising  at  all. 

Each  week  a  man  from  5-Day  audits 
lo  stores  in  each  cih.  Six-week  figures 

have  been  compiled  b\    now   and  show 
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The  maze  —  of  details  involved  in  expert  film  processing  presents  no  problem  at  Preci- 
sion. Skilled  technicians,  exclusive  equipment,  and  expert  research  groups  team  up  constantly 

to  keep  performance  at  the  highest  possible  level.  Precision-processed  film  is  recognized  by 

industry  leaders— producers,  directors,  cameramen— as  the  finest  in  the  field. 

Jxist  one  example  of  advanced  film  printing  methods  is  the  individual  Printing  Control  Strip 

technique— available  only  at  Precision.  This  Strip  permits  complete  printing  control  ivithout 

notching  or  altering  the  original  film  in  any  ivay—and  may  be  filed  for  later  precise  duplication. 

In  everything  there  is  one  best . . .  in  film  processing,  it's  Precision. 

P\R\I\C  I ION 
_  9JMM  J?##*- FILM  LABORA 

21  WEST  A    e    T    H  STREE 
|      I       H      U      P»V*o  f  ,      N 
T.'         NEW         YORK         36  N. 
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Mmiuh'& "rftCKofioid 

31/2  hours  per  week 
Muncie  is  1st 

in  the  nation  in 
HOURS  PER  WEEK 
SPENT  VIEWING  TV 

WLBC-TV  is  1st 
choice  in 
MUNCIE  FOR 

TV  VIEWING 

They  really  go  for  TV  in  Mun- 
cie as  proven  in  a  recent  na- 

tion-wide survey  made  in  34 
cities  by  the  American  Research 
Bureau.  The  average  Muncie 

family  spends  31 V2  hours  per 
week  watching  television  .  .  . 

more  hours  per  week  than  any 

other  city  I  WLBC-TV  leads  in 
Muncie  according  to  the  No- 

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

CBS-NBC-DUMONT-ABC  NETWORKS 

CHANNEL 

49 

MUNCIE,      INDIANA 

80 

the  tv  areas  well  ahead  of  the  cities 

not  advertising.  Findings  will  deter- 
mine what  5-Da)   will  do  in  fall  1955. 

Besides  advertising  the  product. 

5-Day  also  samples  it  heavily.  Com- 
pany research  has  shown  that  seven 

out  of  every  10  samples  produce  repeat 
sales,  so  that  this  expensive  way  of 

opening  up  new  markets  has  paid  off. 
Sampling  has  increased  over  the  last 
few  years  from  92,600  in  1951  to 
500,000  in  1954. 

Several  new  products  helped  to  in- 
crease the  over-all  deodorant  business 

during  the  past  few  years.  Since  the 
Korean  War  particularly,  Americans 
seem  to  have  become  so  scent-conscious 
as  to  invest  twice  as  much  in  deodor- 

ants of  all  types  as  they  had  before 

1950.  Part  of  5-Day's  success  story  is 
the  story  of  a  rapidly  expanding  de- 

odorant market.  In  short,  the  deodor- 

ant industry  increased  its  over-all 
sales  from  $18.71  million  in  1948  to 
$46.6  million  in  1954. 

Some  of  the  new  products  that  con- 
tributed to  these  sales  increases  include 

the  spray  deodorants,  which  began 

selling  in  a  big  way  in  1950,  following 
introduction  of  Stopette  a  couple  of 

years  earlier.  These  spray  deodorants 

represented  a  plus  business,  and  con- 
tributed particularly  toward  making 

men  more  deodorant-conscious.  By 
1953  stick  deodorants  were  adding  to 
over-all  sales  volume.  Most  recent  1  v. 

in  February  1955,  Bristol-Myers  in- 
lrodu<  ed  Han.  still  anothei  type  of 

deodorant.  This  latest  entrj  works  on 

the  principle  of  an  enlarged  ball-point 
pen.  which  releases  a  deodorant  lotion 

when  pressed  against  the  skin. 

Industry  sources  place  sales  of  the 

various  types  of  deodorants  in  the  fol- 

lowing order:  Carter  Products'  Arrid. 
,1  cream  deodorant  advertised  through 

SS(  B,  claims  the  number  one  position 
in  overall  deodorant  sales.  Its  sales 

volume  1-  expected  t«i  reach  the  $6  mil- 
lion mark  in  1955.  according  to  the 

drug  trade. 
\ni.l  sponsors  Meet  Willie,  CBS 

l'\  :  ii  has  also  sponsored  CBS  TV's 
Same  That  Tun,-,  which  the  firm  plans 

i"  replace  \\  ith  anothei  netw  ork  prop- 
erty. \l-o.  \11i1l  sponsors  Zh  -  \fr. 

I).  /..  .1  -\  ndicated  half-houi  show . 

covei  ing  90^t    of  the  I  .S.  i\   markets. 

The  lii  m  uses  some  radio,  new-papers 

and  some  Negro  magazines,  but  t\  is 

unquestionably  the  backbone  of  it- 
imilii  million  dollai  advertising  effort. 

Anion-      cream      deodorant-.      Mum 

rates  second,  with  sales  under  S4  mil- 
lion. Among  the  spray  deodorants 

Stopette  is  Number  One.  Mennen 
ranks  second.  The  stick  deodorants 

have  been  gaining  rapidly  in  the  past 

two  years,  but  so  main  firms  have  in- 
troduced stick  deodorants  that  no  one 

brand  dominates. 

Lotions  had  never  taken  more  than 

2%  of  the  deodorant  market  collec- 

tively until  recently.  With  the  intro- 

duction of  Bristol-Myers'  new  Ban. 
Bristol-Myers'  product  manager.  R.  K. 
Van  Nostrand.  expects  to  see  lotions 

assume  new  importance.  Introduced 

in  February  1955.  Ban  began  adver- 

tising once  weekly  on  Arthur  God- 

frey's morning  simulcast.  Ban  puts 
some  50  to  60%  of  its  budget  into 

radio-tv.  splits  the  remainder  between 
magazines  and  Sunday  supplements. 
Mum.  the  cream  deodorant,  and 

Mum    Mist.    Bristol-Myers'    spray    de- 

"A  study  of  radio  commercials  and 
their  effectiveness  made  by  Horace 
Schwerin,  the  researcher.  established 
that  when  a  beauty  expert  delivered  a 
testimonial  on  cosmetics,  17^  of  the 
women  listeners  believed  and  remem- 

bered ii.  When  an  actress  pave  the  same 
testimonial,  the  belie*  ability  rose  to 

2.>'r  .  A  professional  woman  raised  this 
to  42'r.  but  xiii  ordinary  housewife  suc- 

ceeded in  convincing  45%  of  the  femi- 
nine audience  that  she  was  telling  the 

truth.   .   .59 
JULES   ALBERTI 

President 

Endorsements,  Inc. 

odorant,  rotate  commercials  on  Bristol- 

Myers'  Stage  Seven,  (To  I  \  Sunday 
evenings.  Arrid  Spra\  Deodorant 

1  through  Ted  Bates  1  is  a  relative  new- 
comer in  the  spraj  market,  having 

been  introduced  two  years  ago.  \rrid 

Spray  uses  most!)  spot  i\. 
In  the  race  among  deodorants. 

5-l)a\  has  emerged  as  a  fast  comer. 

It's  been  bucking  still  competition 
in  term-  of  advertising  dollar-  from 
-111  Ii  giants  as  Arrid.  Mum  and  Stop- 

ette. but    it-  -ales  continue  rising.     I  lie 

latest  5-Daj  promotion  is  a  double 
offer  of  Lentheric  and  5-Da)  in  special 
low-priced  package. 

Savs  the  1\  commercial:  "'Right  now 
you  <an  tr\  5-Da]  Deodorant  Pads 
and  Bave  5(10  in  the  bargain.  Simply 

bin    a   full-sized    jar  of  5-Da\    for   59# 

and  gel  absolutely  FREE  a  bottle  of 
Miracle  1>\  Lentheric,  known  through- 

out the  world  for  fine  perfumes.  5-Day 

Deodorant     Bad-.    Lentheric'-    enchant- 
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91.7%  of  the  rural  families 

in  our  41  counties -  ■ 

listen  MOST  to 

*      WDAY  ■ 

E 
jVERY  survey  that's  ever  been  made  around 

these  parts  has  shown  the  tremendous  prefer- 

ence for  WDAY.  The  latest,  conducted  by  the 

Northwest  Audit  Company  of  Fargo,  gives 

WDAY  a  lead  of  32  to  1  over  the  next-best  sta- 

tion and  11  to  1  over  all  other  stations  combined! 

A  double  postcard  was  mailed  to  3,200  rural 

families  living;  within  ISO  miles  of  Far<:o,  in  all 

THE  CITY  FAVORITE,  TOO! 

November,  1954,  Hoopers  for  Forgo- 
Moorhead  show  that  WDAY  gets 

more  than  three  times  as  many  day- 
time    listeners    as    the    next   slationl 

directions.   Each  was  asked,  "To  what  one  radio 

station  does  your  family  listen  the  most?" 

Of  the  1,681  replies,  1,541  said  WDAY! 

The  survey  covered  41  counties  in  North 

Dakota,  Minnesota  and  South  Dakota,  and  gives 

you  a  good  idea  of  the  reception  \\  DA^  <ic\-  in 

this  area.    Get  the  facts  from  Free  \  I'eters. 

WDAY 
FARGO,  N.  D. 

NBC  •  5000  WATTS  •  970  KILOCYCLES 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 



for  the 

I0P  tower 

IQP  power 
in 

Milwaukee 

it's 

channel 

Now  under  construction 

by  WTVW  Channel  12  in 
Milwaukee  is  a  Giant 
1105  foot  Tower.  When 

completed  this  structure 

will  be  the  tallest  in  Wis- 

consin and  will  give  Chan- 
nel 1  2  comparable  cov- 

erage to  any  television 

station  in  the  country.  Yes, 
and  no  converters  are 

needed  for  VHF  Channel 
1  2   in  Milwaukee. 

316,000  watts 

channel  \ 

Represented   Nationally   by 

Edward  Petry  &  Co.,  Inc. 

82 

m 

I 
■v> 

«  ■_.., 

ing  fragrance,  Miracle,  a  $1.09  value, 

yours  now  for  only  590." 
Levinson  first  got  into  the  deodorant 

business  in  1947,  when  he  bought  out 
Associated  Products,  owners  of  Chen 

Yu  cosmetics,  5-Day  and  several  other 

products,  which  jointly  owed  his  part- 
ner some  $750,000.  Levinson,  then  a 

v.p.  in  Chicago's  Consolidated  Foods 
Co.,  raised  the  money  to  buy  out  Asso- 

ciated Products,  in  turn  sold  most  of 

the  line  except  5-Day  which  he  decided 

to  promote. 
One  of  the  last  lines  Associated 

Products  sold  was  its  pipe  business,  the 

Kaywoodie  and  Yellow-Bole  pipe  trade- 
marks. Levinson  intends  to  concentrate 

on  drug  items,  has  several  in  his  lab- 
oratories right  now  in  various  stages 

of  development. 

Besides  supervising  his  multi-million 
corporation,  Levinson  finds  time  to  be 

an  active  member  of  The  Young  Presi- 

dents Club  (he's  41),  and  to  shop 
around  for  possible  additions  to  his 
drug  line  that  he  might  buy  out  in  the 

future.  ■*■*•*• 

MORNING-MINDED 
(Continued  from  page  37) 

•  In  Cleveland,  WTAM  offers  a 

5:30  p.m.  newscast  which  reaches  14% 

more  homes  at  a  30%  lower  cost-per- 
1 .000  than  a  well-rated  news  strip  on 
the  same  station  at  8:30  in  the  morn- ing. 

•  In  New  York,  Columbia's  flag- 
ship WCBS  is  currently  sold  out  dur- 

ing the  popular  6:00-9:00  a.m.  period, 

during  which  it  reaches,  on  the  aver- 

age, some  272,580  listeners  at  a  cost- 
per-1,000  of  550.  But  WCBS  has 

availabilities  in  the  4:00-0:00  p.m. 
period  reaching  an  average  of  251.110 
listeners  at  a  cost-per-1,000  of  500. 

It's  almost  a  mathematical  balance  of 
'>n\  ,,f  morning  listening  level  for 

90'  i   of  morning  costs. 

•  In  San  Francisco.  k\BC's  popu- 
lar Doug  Pledger  morning  show,  7:00- 

9:30  a.m..  i-  virtual!)  sold  out.  Bui 
KNBC  has  anothei  ace  up  its  sleeve; 

in  the  afternoons  Joe  Gillespie's  d.j. 
show,  3:00-5:15  p.m.,  delivers  lt»\ 
more  homes  al  a  cost-pei  -1,000  thai  is .'::■.    lower. 

Wore  people;  l*'ss  cost:  Vdmen 

who  examine  the  week-long  cumulative 
audiences  of  radio  shown  in  the  Niel- 

sen charl  "ii  page  36  will  quickly  see 

thai   the  "homes-reached"   figures  for 

non-morning  radio  hold  up  strongly 

against  the  popular  wake-up  slots. 
But  there  are  two  other  important 

research  factors,  apart  from  sheer 

'"homes-reached,"  which  work  for  non- 

morning  radio's  benefit: 
1.  More  people:  The  number  of 

listeners-per-set  —  a  simple  concept 
which  advertisers  nevertheless  often 

forget — rises  as  the  day  grows  older. 
According  to  Pulse,  between  9:00  a.m. 
and  noon  there  are  some  118  listeners 

in  every  100  listening  homes.  Between 
noon  and  6:00  p.m.,  the  figure  rises  to 

127  listeners.  Evenings,  between  6:00 

p.m.  and  midnight,  it  again  rises,  this 
time  to  164  listeners.  Identical  ratings 

in  morning  and  evening  radio,  in  other 

words,  do  not  mean  identical  audi- 
ences; the  evening  audiences  will  be 

nearly  40' <  larger  for  the  same 
"homes-using-radio"  level. 

2.  Audience  composition:  The  chart 

on  page  37  will  give  you  a  good  idea 
of  what  radio  audience  composition  is 

like  in  large  radio-tv  markets  during 
the  entire  day.  It  contradicts  a  number 

of  popular  beliefs,  however.  If  you  ap- 
ply male  audience  composition  figures 

against  sets-in-use  levels,  for  example, 

you'll  find  there  are  just  as  many — 
and  often  more — men  listening  to  ra- 

dio in  the  early  evening  and  at  night. 

Eventually,  researchers  predict,  anal- 
ysis of  out-of-home  radio  listening  will 

-how  that  there's  a  huge  bonus  audi- 
ence of  men  listening  to  radio  in  autos 

during  the  afternoon  commuting 
hours. 

The  cost  factors  of  non-morning  ra- 
dio have  been  working  in  favor  of  the 

advertiser  for  several  seasons  now. 

According  to  the  Station  Represen- 
tatives Association,  more  than  half  of 

the  stations  in  the  country  have  equal- 

ized day  and  night  radio  spot  rates — 

one  reason  why  it's  often  possible  to 
reach  more  homes  at  a  lower  cost-per- 
1,000  in  afternoons  and  evenings. 

Networks  have  taken  their  cue  from 

these  moves,  too.  In  some  cast's,  net- 

works have  been  most  active  in  bring- 

ing <la\  and  night  prices  in  line  to  re- 

popularize  radio.  As  SPONSOR  wciil  to 
pre--.  CBS  Radio  was  proposing  adop- 

tion of  equalized  day-night  rates,  with 

weekend  rates  to  go  up  5%.  This 
would  In-  CBS  Radio's  first  new  rate 
.aid  since  1951  I  although  discount 

-Inn  lures  have  been  revised  to  give 

heavv  reductions  on  nighttime  gross 

charges).  Stations  are  being  offered, 
in    return    for   ibis   deal.    70-second    (a 

SPONSOR 
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minute  plus  a  10-second  i.d.  spot) 

station  breaks,  and  extra  co-op  pro- 
graming. 

A  telephone  survey  of  reps  produced 

tlii—  non-morning  cost  consensus: 

Afternoon  and  early-evening  costs 

arc.  today,  about  10-20'  {  loner  on  a 
net-after-discount  basis  than  the  costs 

of  spot  radio  morning  time. 

On  most  of  the  high-powered 

(5,000  watts  and  up)  radio  outlet-, 
nighttime  costs  are  generally  about  the 

same  as  morning.  In  some  cases,  run- 
of-station  nightime  spot  schedules  can 
be    had    at   attracthe   discounts    which 

make  the  campaign  cheaper  than 

morning  schedules,  sometimes  by  as 

much  as  30'  <  . 

I  in-   pinpointed   audience:    In   the 

pa-t  season  or  so.  main  an  otherwise- 

good  non-morning  spot  radio  availa- 
bility has  been  passed  up  by  clients 

because  the  rating  was  topped  b\  those 

in  the  popular  7:00-9:00  a.m.  period. 
But.  as  RBDO  timebu\er  George 

Polk  pointed  out : 

"In  buying  time,  the  highest-rated 
slot  isn't  alwavs  the  best.  The  besl 
buy    is    really   the    time    that   has   the 

HERE'S BUYING 
POWER! 
WIBW-TV's  coverage  area  is  a  vast, 
booming,  #1,300,000,000  market  with 

#223  million  in  food  sales,  #79  mil- 

lion in  drug  sales,  and  #233  million 

in  sales  of  general  merchandise.* 

Here's  big  buying  power  for  your 
prod  net  I 
'^Consumer  Markets,   1955 

HERE'S SELLING 
POWER! 
WIBW-TV  .  .  .  Topeka's  only  TV 
station  .  .  .  delivers  top  coverage  in 
44  counties  in  3  states  .  .  .  153,744 

big-buying  TV  homes  .  .  .  71%  satu- 
ration!* WIBW-TV  gets  RESULTS 

for  advertisers  because  we've  mas- 
tered the  personalized,  local  ap- 

proach that  turns  viewers  into  buy- 
ers ...  a  trick  we  learned  years  ago 

on  WIBW  radio.    See  your  Capper 
man  for  real  TV  selling  powerl 
"3/1  .  .  .  excluding  urbanized  Kansas  City  and 

St    Joseph.  CBS— DuMONT— ABC 

The  Kanoaa  View  Ffcinl 

TOPEKA,  KANSAS 
Ben    Ludy,   Gen.   Mgr. 

WIBW  *  WIBW-TV  in  Topeka 
KCKN  in   Kansas  City 

greatest  number  of  potential  customers 

for  your  client's  product   or  service." 1  he  more  creative  radio  salesmen 

have  lately  been  hammering  awa\  on 

this  point,  often  with  real  success. 

A  good  case  in  point  is  the  brand- 
new  campaign  of  George  W  .  Luft  Co. 

through  \\  arwick  &  Legler  mentioned 
earlier  in  this  report. 

For  \ears.  Luft  had  been  using  print 

campaigns  in  women's  service  maga- 
zines, Life,  movie  magazines  and  other 

print  media.    No  air  media  was  used. 

Then,  in  February,  RAB's  Jerry 

Danford  called  on  Warwick  &  Legler's 
media  department,  and  showed  an 

RAB-compiled  set  of  figures  to  Luft 

A/E  John  Welsh,  Media  Director  Har- 
r\  Way  and  Timebuyer  Jerr\  \Iol- 
fese.  In  turn,  the  agency  applied  the 

figures  to  Luffs  marketing  problems, 

added  figures  of  its  own.  and  made  a 

pitch  to  the  client. 
The  client  bought  it.   Since  the  cam- 

•  ••••••• 
MWe  who  know  how  to  move  people  to 

laughter  and  to  tears.  Mho  know  about 
human  frailties  and  fears  and  frustra- 

tions, seem  to  have  acquired  this  insight 
for  use  exclusively  on  the  consumer,  the 
audience,  the  puhlic.  .  .  For  we.  who 
make  it  our  business  to  learn  about  the 

conflicts  and  anxieties,  the  motives  and 
emotions  of  other  people,  too  often  are 
guilty  of  treating  our  fellow  human 
beings  as  though  they  were  somewhat 
less   than   human." 

BEA  ADAMS 
Vice  President 

Gardner   Advertising 
•  ••••••• 

paign  was  just  beginning  as  SPONSOR 
went  to  press,  it  was  too  early  to  judge 

results.  But,  as  Warwick  \  Leiilei 

pointed  out:  "We  feel  this  < 'am paign  is 
an  excellent  buy,  and  delivers  just  the 

audience  the  client  wants  to  reach.  Get- 

ting L'ood  a\  ailabilities  was  no  prob- 

lem at  all." 
These  are  the  figures  thai  R  \!'> 

pitched  to  Warwick  &  Legler.  The) 

represent  a  good  example  of  how  radio 
can  be  used  at  other-than-morning 

times  to  reach  a  pinpointed  audience: 

"1.     In    metropolitan    markets,    more 
than  ()~' i    of  teen-age  girls    (13-17) 

listen  to  radio  during  the  week. 

"2.  76.39?  have  their  own  radios 

for  personal  use. 
"3.  50.995  listen  ever)  day.  71.395 

listen  five  days  or  more  each  week. 
"4.    They  listen  an  average  2  hours 

and  2'i  minutes  each  weekday,  and  2 
hours  and  20  minutes  each  weekend 

day. 

i  Please  turn  to  page  88) 
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What  happened  in  Amarillo^    Texas 
when   KGNC-AM  &  TV    went  to  bat 

for  the  Cancer  Fund 
(Excerpts  from  the  Amarillo  Daily  News.  April  18,   1955) 

Telethon  Tops  Cancer  Crusade  Goal  1 

i 

I 
m 
m 
&gi  The  famed  creator  of  the 
*£■  Polio  vaccine.  Dr.  Jonas  Salk, 

j^was  given  a  1955  Oldsmobiler- 

'"^i'  and  th*  Cancer  Crusade  gained ;&r  $22,244.29  as  the  result  of  the 

|tf£<6H-hour  telethon  from  KGNC- 

g$.i  TV  and  KGNC-Radio  yesterday. 
<£&£  Jn  a  triple  play— from  auto 
jgj  dealer  to  Cancer  Crusade  to  the 

famed  scientist— the  big  car. 
with  air  conditioning  to  be 
added,  was  paid  for  by  the  gifts 
of  enthusiastic  West  Texans. 

To  the  young  scientist  who 
will  receive  no  remuneration 

.*SS  for  his  long  work  on  perfecting 
s|2j  the  vaccine  that  may  eliminate 
gfe  polio  from  the  world,  other 

.&>  severs  "dded  a  gold  key.  a 

'£&  license  plate,  in  fact,  every- 
*£r-  thing  including  an  expense  paid 

M-2-'  trip  to  Texas  to  accept  the 

HI   car. 
.'^  Late  last  night  Dr.  Salk  had 
'/?£'■  not  yet  been  reached  for  a 
i*5j£:  statement  at  his  home  near 
£^  the  University  of  Pittsburgh 
f?Z:  where  he  is  a  staff  membei  of 
}{V  the  medical  department.  Al- 
*£  though  he  has  steadfastly  re- 
Hg  fused  any  gifta  from  indivld- 

'gt.  uajs.  it  was  thought  by  some  of 
>.';  his  co-workers  in  Pittsburgh 
£r'i:  that  he  would  take  the  car 
&&  since  it  was  purchased  with 
.?>£;  dollars  that  will  go  to  search 

'-',%  to:  a  cure  for  another  dreaded 
jjsfl  disease — cancer. 
££;.  Originally  KGNC-TV  planned 

i£iJ  to  auction  off  dozens  of  items 
|p  contributed  from  Amarillo 

y-i'  mercbants  (with  one  big  re- 
^  frigerator  from  a  Happy  mer- 

'">£  cnant  ar|d  the  Happy  Lions 
;i£  Club).  And  until  around  4 

gp'p.m.  the  auction  went  off  as 
£%>_  scheduled  with  more  than  $8.- 
SS£000  raised  by  the  sale  of  mer- 

'^t'chandlse. 
&$?  Then  a  Chevrolet  truck  was 

ft»:  brought  on.  and  a  bid  came 
%*••  from  New  Mexico  for  $1750  on 
*hS  the  valued  $2064.25.  Sam  Fen- 

&•£  oerg  called  in: 

fcv  'Lets  put  up  the  money  and 
~?:i  buy  that  truck  for  Boys  Ranch, 

ggg  111  g.ve  $300." 
idea caught    on.    The 

been    going    well §§     The 
%£j  auction    had 
^£>    enough  when  people  were  bid 
iQ    ding  for  merchandise  for  their 

jfgjj  own   use.   with   the   knowledge 
f£   that  all  monies  would  g<,  to  the 
f$    Cancer  Crusade.  But  with  the 

f'j>v   chance  to  simply  give  without 
?fc>'   *ny  hope  of  having  something 
§£'    to   show   for   it,    the   telephone 
JS*i   lines  clogged. 

Before  you  could  sa.,  jack- 
rabbit,  the  value  of  the  truck 
had  been  met— and  passed.  In 
fact,  a  Graham-Hoemc  plow 
was  being  brought  up  into  the 
background,  with  a  price  tag 
of  $419.  and  someone  yelled 
"Let's  give  the  plow  to  tht 

Boy's  Ranch,  too." 
The  Oldsmoblle  had  been  dis- 

played, m  had  some  other  ex- 
pensive appliances  to  the  tele- 

viewer*.   But  no  bids  had  been 
received  on  I*,  yet. 

Then  came  a  call.    Jim   Pear- 

son. 1606  Lipscomb,  was  making 
another  attempt   to  give  an   ap- 

preciative gift  to  Dr.  Salk.  Earlier 
he   had    sent    a    check    for   $5   to 
the  Amarillo  Daily  News,  asking 
that  it  be  given  to  Salk.    His  let- 

ter had   been  used   In  Letters  to 
the    Editor    and    the    check    sent 

back   with   a    suggestion    that   it 
be  given  to  the  National  Founda- 

tion for  Infantile  Paralysis,  which 

had   raised   the   funds    that   pro- 
vided   the    research    teami    for 

polio. "Why  don't  we  give  that  auto- 

mobile to  Dr.  Salk."  he  said. 
"Come  and  get  my  $5." 

It  was  like  hitting  the  Jackpot. 
In  less  than  an  hour,  $6.53R50 
had  been  donated  toward  the 

value  of  that  car— and  with  every 
cent  of  It  going  Into  the  Cancer 
Crusade   funds! 
One  of  the  first  donors  to  the 

fund  was  Ken  Randall,  whose 

firm  of  Garner-Randall  Motors, 
Inc..  had  donated  the  car  In  the 

first  place.  His  was  one  of  many 
$100  gifts.  (In  fact,  a  few  of  the 
contributions  came  in  addressed 

to  the  polio  fund,  but  these  would 
be  separated  and  sent  to  that 
organization.  The  team  of  auc- 

tioneers, headed  by  Johnnie  Linn, 
and  formed  of  Pappy  Watson  and 
Bob  Izzard,  explained  carefully 

what  was  going  on— but  on  any 
triple  play,  the  onlookers  are  apt 
to  be  confused!) 

The  telethon  waa  a  runaway 

■  by  that  time.  With  a  dosen  fine 
•ppllancea  awaiting  homes,  the 

"gift  for  Dr.  Salk"  kept  eight 
telephone  llnea  In  conntant  one. 
It  waa  after  •  p.m.  before 
Johnnie  Linn  could  get  the 

camerma  back  on  the  appli- 
ance*. 

Between  rimes  the  Amarillo 

Chamber  of  Commerce  had  of- 

fered to  pay  Dr.  Salk'a  expense* 
to  Texas  to  pick  up  the  ear. 
Several  Individuals  had  offered 

to   take   the  rar  to  him   without 

cost.  Mrs.  Warren  Freeman  said 

*he'd  buy  ihc  license  plates,  and 
Huhcrt  Cole.  Potter  County  tax 

collector,  who  has  worked  with 
the  Cancer  Crusade  for  years, 

said  he'd  guarantee  anv  license 
number  Dr.  Salk  wanted.  Some- 

one offered  a  gold  key.  And  the 
cost  of  airconditionlng  the  car 

was  added  by  inspiration  of  one 
caller. 

Then  W.  A.  Graham  called  to 

say  he  could  stand  the  gift  of 

another  plow.  "Auction  It  off  so 
Dr.  Salk  can  have  one  if  he'*  got 
a  farm."  he  said.  No  one  knows 
yet  whether  Dr.  Salk  has  a  farm 

or  not.    He's  got  a  plow! 
The  generosity  of  the  Plains 

people     was     truly     a     Golden 
S  p  r  e  a  d   yesterday   afternoon. 
Frank  Parsley  of  Miami  bought 
a  *400  defense   bond   for  1001. 
Even  after  waiting  10  years  to 

get  his  tSOO,  he'll  still  be  short 
of  what  he  paid  for  It. 
Other  Items  sold  at  well  over 

retail  price  at  Plainsmen  bid  to 

give  the  Cancer  Crusade  assist- 
ance. Exhorted  by  Johnnie  Linn 

to  remember  what  research  had 
done  toward  stamping  out  polio, 

the  money  came  a-bouncing. 

"We  can  give  our  time  and  our 
money  to  defend  our  country  in 

war  times.  Why  can't  we  give 
both  to  wipe  out  the  shameful 
death  rate  of  cancer  —  one  of 
every  seven  deaths  in  the  U.S.A. 

was  caused  by  cancer  last  year," 
he  said.  "At  least  265,000  Ameri- 

cans will  die  from  cancer  this 

year.  Our  dollars  can  help  to 

fight  this  battle,  too." 
Not  all  of  the  $22,000  fund 

raised  in  the  telethon  will  be 

credited  to  the  Potter  County 
goal  (which  already  had  more 
than  $3,000  in  earlier  donations). 

All  of  the  donations  made  by  resi- 
dents of  other  counties  will  be 

credited  to  their  countle*.  The 
breakdown  of  contribuitons  will 

be  given  Monday  by  Calvin 
Handy,  head  of  the  accounting 
department  of  KGNC,  who  kept 

the  books  on  the  telethon  yester- day. 

To  try  to  give  full  credit  to 
all  the  people  who  made  the 
telethon  a  success  was  like 

trying  to  sweep  up  the  ocean, 

said  Pappy  Watson  as  he  scur- 
ried from  television  studio  to 

radio  rooms,  keeping  the  simul- 
cast under  way  for  an  extra  two 

hours. 
First,  there  waa  Tom  Kritaer, 

who    conceived    the    Idea    after 

watching  a  similar  auction  In 
Cleveland.  Krltser  personally 

took  on  the  task  of  Intcrestlng 
merchanta  In  contributing  the 
Items  to  be  auctioned. 

There   were   the   staff    mem- 
bers of  the  radio  and  television 

station  who  boilt  the  show,  staff 

It   throngh    the    long    afternoon. 
With   no   lunch   and   a   long  de- 

layed   dinner    hour,    they    were 
fed  by  Bamberger*  from  Stan- 

ley's,   and   fried   chicken    from 
Jones.  Dell's  Ranch  Rouse  told 
the  tired,  hot  crew  to  come  oat 
for  a  steak  dinner. 
Armstrong  Transfer  Co.  hauled 

the  heavy  auction   Item*   to  the 

studios.    Dub   Trotter   offered    to 
deliver  to  the  buyers  any  items 

purchased. 
And  of  course  there  were  thou- 

sands who  bought  auctioned 

items,  or  made  contributions  — 
many  of  them  anonymous.  For 
example,  there  was  the  lady  who 
paid  $139  for  a  chair  she  could 
buy  for  $100.  or  Sam  Fenbcrg. 
who  after  giving  $300  to  the  truck 

for  Boys  Ranch  added  another 

$100  to  the  Cancer  Crusade  by 

contributing  $100  to  Dr.  Salk's car. 

"The  Only  Bargain  Here  May 

Be  Your  Life!" That  sign  dominated  the  cam- 
era picture.  No  one  tried  to  buy 

any  bargains. 
And  they  gave  in  gratitude  to 

a  young  man  who  had  saved  their 
children  from  polio— and  to  win 
the  battle  against  cancer  which 

another  young  scientist,  God  will- 
ing, will  do  in  some  not  too  far 

off  future. 
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now . . .  new  adventu 



This  week's  big  news  from  the 
Kingfish  and  his  Mystic  Knights 

is  that  there  are  now  thirteen 

brand-new  half-hours  in  the  can  .  .  . 
thirteen  fabulous  and  wonderful 

new  adventures  of  Amos  'n'  Andy, 
Kingfish,  Sapphire  and  Mother, 

Lawyer  Calhoun,  Lightnin'  and  the 

other  Amos  'n'  Andy  charactt.-s. 

With  this  series  of  13  new  films, 

there  are  now  78  half-hours  of 

Amos  'n'  Andy  -  broadcasting's 
longest-running  hit  -  available 

for  local  or  regional  sponsorship  .  . . 

ready  to  go  to  work  selling  for  you 

as  they  are  currently  selling  for 

Sears  Roebuck,  Rexall,  Safeway. 
Food  Fair,  Piggly  Wiggly,  Kroger, 
Westinghouse  and  others. 

Amos  'n'  Andy  wins  the  biggest 
audiences  in  its  time  periods 

in  large  markets  and  small  .  .  . 

North  and  South  ...  in  Detroit 

and  Tulsa,  Rochester  and  Little 

Rock  .  .  .  drawing  bigger  audiences 

than  many  of  television's  most 
famous  network  programs.  Look 

at  these  ratings:  Syracuse  ."56.9, 
Fort  Wayne  41.1.  New  Orleans  50.3, 

Little  Rock  58.1,  Columbia  45.7, 

Evansville  56.4.* 
For  more  information  and  a  list 

of  markets  where  yon  can  spur 

America's  most  enduringly-famous 
comedy  team,  call  or  wire . . . 

NBW  YORK,  CHICAGO,  LOS    INGXLB8,  DRROI 
SAN  I  oris.   ATLANTA.   BO- 
DALLAS.   IN  CANADA:   s.  W.  CALDWELL.  LTD 

•ARU.  la 



MORNING-MINDED 
(Continued  from  page  84) 

"5.  1  hex  listen  ever)  part  of  the 
da)  : Morning 

Weekdays  47.(1'. 
Weekend  days  l\..V  , 

Afternoon 
Weeluhns  43.2', 

//  eekend  days  35.:!', Evening 

Weekdays  42.5',' Weekend  days  44.0'  , 
"6.      \nd  here's  their  favorite  listen- 

in- : 

Popular  music   [d.j.'s)  65.69< 
Evening  plays  ....  8.1', 
Popular  music  {live)            8.3% 

/  ariety  shows  .     5.3% 
Classical   music  ._   4.3% 

Special  teen-age  shows  ...     2.3% 

Complete  daytime  plays  1.8', 

"7.  The  -linU  was  made  by  Pulse. 
Inc.,  for  RAB  during  April  1954.  in 

Boston,  Chicago,  San  Francisco,  Bir- 
mingham. Ft.  Worth  and  Kansas 

City." As  far  as  Luft  executives  could  see, 

the  evidence  in  favor  of  disk  jockey 

shows  as  a  means  of  reaching  teen-age 

girls  was  overwhelming.  And,  after- 
noon and  evening  d.j.  shows  produced 

')]'  i  of  the  level  of  listening  done  by 
teen-age  girls  to  morning  d.j.  shows — 
and  often  at  a  lower  cost-per-1,000. 

Thus,  the  current  Tangee  campaign 

is  confined  to  afternoon  and  evening 

reconl  -pinning  "personalities"  that 
appeal  to  the  high  school  set.  So  far, 
about  a  dozen  markets  are  being  used. 

But  if  the  campaign  pulls  well,  it  is 
due  to  expand. 

A  Y&R  media  buyer  summed  the 
situation  up  in  these  words: 

"There's  always  a  certain  amount 

of  psychological  pressure  behind  me- 
dia buying.  In  the  past  three  years, 

clients  have  headed  for  morning  radio, 

because  they  felt  it  was  a  'secure'  buy. 
Besides,  it  had  an  advantage  of  being 

popular  with  so  many  other  clients. 

"But  this  year,  with  the  jam-packed 
situation  in  morning  radio  resembling 

the  nighttime  spot  tv  situation,  the  bal- 
ance is  swinging  the  other  way.  We 

find  advertising  managers  and  account 

group  people  far  more  willing  to  talk 
about   non-morning  radio. 

"It  looks  like  afternoon  and  evening 
radio  is  about  to  be  rediscovered.  *** 

=jp 

*    BUYS 
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CHATTANOOGA 

105,200  Watts 

260  Time  Rate 

20  second  or  1  minute 

Average  Class  A  Rating 

TELEPULSE    Dec.  '54 

Interconnected  NBC  •  CBS  •  ABC  •  DuMont 

..Pr.„n,.d  THE  BRAN  HAM  COMPANY 

TABLOID  RADIO 

i  Continued  from  page  47) 

of  the  dramatic  opening,  or  lead  story, 

that  has  become  synonymous  with  ra- 
dio news. 

We  called  this  opening  lead.  "The 
hook.  It  was  designed  to  fire  the 

imagination  of  the  listener.  And  in 
itself,  it  broke  another  staid  rule  of 

radio  journalism. 
Radio  news  textbooks  say  opening 

sentences  should  carry  the  entire  storj 
idea  across  to  the  listener.  But  wh\ 

let  the  listener  get  away?  Magazine 

articles  use  a  "hook"  to  make  the 
reader  continue  through  the  piece. 

Newspapers  never  tell  the  whole  storj 
in  the  beginning  paragraph.  Why 
should  radio?  We  decided  onl\  to 

arouse  the  curiosity  of  the  listener — 
make  him  listen  to  the  whole  story, 

and  thus  the  whole  newscast — giving 

him  the  fads  little-by-little. 

However,  we  recognized  immediate- 
ly, that  this  hook,  or  flashy  lead  had 

to  be  accurate  and  truthful,  as  well  as 

dramatic.  With  the  new-found  time  I 

gave  myself  by  dropping  rewriting, 
we  found  that  I  had  also  more  time 

for  checking  stories  and  articles. 

Radio  is  notorious  among  news- 

papermen as  a  result  of  the  main  in- 
accurate  accounts  aired  by  stations 

across  the  country.  We  wanted  to 

build  a  reputation  for  accuracy,  be- 
cause we  knew  our  dramatic  leads  and 

exclusive  stories  would  cause  a  rash 

of  red-faced  jealousy  among  our  "dig- 
nified" competitors  —  and  the  easiest 

and  most-used  old  saw  of  professional 
journalists  is  to  point  their  Angers 

and  say,  "Don't  believe  it.  Not  a  word 
of  truth  in  it.  Can't  be.  It  was  <>n 

radio." 

We  checked  and  double-checked 
each  item  for  accuracy . 

During  one  particular!}  long  stretch 

of  dail)  exclusions  on  a  marathon 

grand  jurj  meeting  (where  we  di- 
vulged testimony  offered  before  the 

top-secret  sessions  and  startled  even 

the  jiiand  jurors  I  our  closest  news- 

paper competitor  became  almost  fran- 

tic. Almost  daily  it  "jazzed"  its  front 
page  accounts  of  jur\  happenings  with 

speculation  in  order  to  keep  pace.  But 

each  day,  there  also  was  usualK  a 
boxed  retraction  of  the  previous  da\  > 
st<u  \.  Radio  K\\  IZ  has  not  been 

asked  to  retract  am  item  used  on  the 

air  during  the  past  year!  We  check 
first,  air  later. 

If  accuracy   and  exclusives  were  im- 
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portant  to  the  success  of  our  opera- 
tion, then  there  is  one  other  point  that 

must  be  regarded  as  of  equal,  if  not 

more,  consequence.  That  factor.  I  can 

onl\  term  as  "guts."  And  this  factor 
is  one  that  needs  whole-hearted  co- 

operation of  management  if  it  is  to 
succeed. 

Fortunately,  owner  Ernest  Spencer 
and  Manager  Hal  Davis  gave  me  free 
reign  in  the  news  department.  When 

grand  jury  investigators  announced  to 
the  press  one  day  that  they  would 
subpoena  me  to  tell  how  I  managed  to 

get  transcripts  of  jury  testimony  before 
they  were  released,  Davis  glanced 

through  the  newspaper  accounts  and 

smiled  "damn  good  publicity."  Other 
station  managers  would  have  been 
quaking  in  their  boots.  (Needless  to 

say,  the  jury  did  not  subpoena  me, 
because  I  informed  the  investigators 
on  the  air  that  as  an  ethical  journalist 
ni\  sources  of  information  would  al- 

ways be  secret.) 

One  thing  we  learned,  as  a  result  of 

this  incident,  was  that  the  people — 
our  listeners — are  smart.  It  became 

a  common  local  joke  that  the  news- 

papers felt  "outraged"  and  carried  the 

investigator's  announcement  only  be- 
cause they  had  been  scooped  by  the 

radio  station.  As  Davis  said,  it  turned 

out  to  be  good  publicity,  and  we 
picked  up  listeners  by  the  score. 

Guts,  of  course,  plays  an  important 
part  in  getting  a  story.  It  took  a  lot 

of  guts — or  maybe  sheer  audacity — 
to  hunt  down  William  G.  Bonelli. 

Bonelli  was  a  state  official  who  gov- 

erned Southern  California  liquor  li- 
censes. He  disappeared  shortly  after 

the  attorney  general's  office  announced 
an  investigation  of  his  domain. 

One  newspaper,  in  particular,  the 
Los  Angeles  Times,  had  in  effect 

brought  about  the  liquor  probe  h\ 
repeatedly  attacking  Bonelli.  The 

"Liquor  Czar,"  as  he  was  called,  coun- 
tered by  publishing  a  book  called 

''Billion  Dollar  Blackjack"  wherein  he 
charged  the  newspaper  with  attempt- 

ing to  "run"  Southern  California. 
Other  area  papers,  wishing  to  catch 

the  ball  from  the  Times  and  run  a\\a\ 

with  the  story  assigned  a  battery  of 
veteran  journalists  to  track  the  for- 

mer liquor  chief  down.  Conservative 
estimates  on  the  number  of  newsmen 

hunting  Bonelli  placed  the  figure  at 

50 — all  with  lush  expense  accounts. 
The  former  official,  however,  was  not 

heard  from  for  four  months.  The  onlj 
reports  as  to  his  whereabouts  were  the 

almost  dail)  front-page  items  in  the 
bev)  of  newspapers  that  said  Bonelli 
was  in  South  America.  Mexico  Cit\. 

I. a-  \  egas.  oi    the  I  tench   l!i\  iera. 
All  reason  would  dictate  that  it 

would  he  impossible  for  the  one-man 
stall  of  radio  KWIZ  to  hunt  down  the 

former  liquor  chief,  but  we  decided  to 

try.  I  had  only  a  hunch  and  a  hope. 

The  hunch  was  that  Bonelli  was  staj  - 
ing  at  his  ancestral  ranch  in  the  middle 
of  the  Arizona  desert  near  Kingman. 
I  wrote  him  a  letter,  addressed  to  the 

ranch,  explaining  that  I  would  like  to 
interview  him — to  find  out  if  he  was 

really  hiding,  to  learn  his  views  on  the 

liquor  probe. 

I  didn't  expect  an  answer.  And  I 

didn't  get  one.  But  I  knew  if  Bonelli 
were  not  at  the  ranch  the  letter  would 

probably  be  returned.  If  he  were 
there,  the  former  liquor  chief  now 
knew  my  name,  knew  what  I  wanted, 
knew  I  was  not  affiliated  with  the 

newspapers  he  considered  his  enemies. 
He  would  have  no  reason  to  fear  an 

interview.  He  couldn't  be  extradited 
from  another  state  on  a  mere  sub- 

poena. "I  want  $60  for  expenses,  to  look 
for  Bonelli."  I  told  Hal  Davis  that 
week. 

His  onlj  comment  as  he  authorized 

the  (heck  was  "You're  crazy." 
But  the  hunch  paid  off.  At  the  ranch 

house,  I  met  William  G.  Bonelli.  He 

stood  in  the  doorway,  holding  a  stack 
of  almost  one  hundred  letters  similar 

to  mine.  "You're  the  first  reporter  to 

have  guts  enough  to  come  out  here." 
he  said  with  a  welcoming  smile.  "Tin- 
rest  just  wrote  letters  and  waited  for 

me  to  answer.    I  never  answer  letters." 
Our  later  handling  of  the  Bonelli 

exclusive  was  typical  of  the  polk)  we 
have  set.  We  decided  not  to  lav  all 

our  eggs  in  one  basket.  I  split  m\ 
story  of  the  interview  into  five  parts 

— revealing  only  one-fifth  of  the  in- 
formation learned  in  each.  We  re- 

leased each  installment  at  12  noon, 

giving  us  the  longest  play  before  the 
evening  newspapers  could  pick  up  our 

story  and  run  it  under  the  banner 
headlines  they  gave  to  the  account. 
We  had  newspaper  reporters  coming 
out  of  our  ears.  Newsmen  from  Sacra- 

mento to  San  Diego  dailv  telephoned 
our  news  department  at  12:15  to  get 

a  review7  of  the  story  we  had  just 
aired.  Los  Angeles  and  local  papers 

apparently  scrambled  to  tune  us  in  at 

noon  in  order  to  get  the  tid-bit  offered that  dav. 
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\\  e  allowed  each  of  the  almost  200 

newspapers  that  carried  accounts  of 

our  stories  to  repeat  them  after  the) 

were  aired  on  K\\  [Z — with  the  proviso 
that  our  station  be  mentioned. 

The     resulting     publicity      focussed 
more  interest  on  our  news  department 
than    am     other    single    item    we   have 

broadcast.    We   feel    it   brought   us   a 

-iderahle  number  of  sponsors,  too. 
However,  just  as  in  the  Bonelli  ease, 

we  have  found  in  our  hunt  for  exclu- 

sives  thai  modern  news  reporters  are 

all  too  fearful  of  taking  a  gamble — 
they  overlook  the  big  stories  primarih 

because  they  don't  think  they  could 
get  them  if  they  tried.  So  the)  don't 
try. 

That's  how  we  happened  to  be  the 
only  news  medium  represented  when 

I  a-k  Force  11  went  through  its  atomic 
maneuvers  off  the  coast  of  Southern 
California  last  \ear.  We  were  the  onlv 

ones  who  had  asked  to  go  along.  Oth- 

ers apparent!)  felt  the  Navy  consid- 
ered the  tests  too  top  secret  to  allow 

news  <o\ erage. 

Again,  we  were  quoted  in  news- 

papers, not  only  in  Southern  Cali- 
fornia, but  throughout  the  country. 

Building  Material  & 
Hardware  Store  Sales 

21 

22 

^
)
 24 

25 

DENVER 

CINCINNATI 

PHOENIX 

SEATTLE 

YOUNGSTOWN 

Millions 

53.4  : 

48.7 

45.9 

SRD  Consumer  Markets  '55 

IN  BUILDING  MATERIAL- 
HARDWARE  STORE  SALES 

Building  Material  and  Hardware  sales  are 
UP  because  more  people  .  .  .  with  more 
money  ...  are  building  and  buying  more 
factories,  more  warehouses,  more  homes 
in  the  Phoenix  area.  The  city  is  growing 

steadily,  attracting  substantial  and  diver- 
sified industries,  becoming  more  and  more 

a  significant  distribution  center  for  the 
Rocky  Mountain  States. 
Are  you  getting  your  share  of  this  rich 
market?  You  WILL,  if  you  sell  your  product 

through  KPHO,  and  KPHO-TV!  You'll  find 
their  persuasive,  penetrating,  coverage 
can  be  your  best  advertising  program,  too! 

SOLD 
r&ttfed  most  effectively  through  .  .  . 

KPHO-TV"- KPHO Channel  5 

First  in  Arizona  since  '49 

Dial  910  •  ABC  Basic 
Hi  Fidelity  Voice  of  Arizona 1W» 

AFFILIATED  WITH  BETTER  HOMES  and  GARDENS     •     REPRESENTED  BY  KATZ 

We  have  found,  too,  that  the  "twist" 
is  something  few  reporters  attempt  in 
order  to  get  an  exclusive  stor\ .  Much 

of  our  news  is  based  on  these  "tw  i-t>" 
on  major  item-. Such  was  the  case  of  the  Horton 
Wingless  —  a  saucer-shaped  airplane 
developed  1>\  a  local  inventor.  The 

government  charged,  and  area  news- 
papers made  headlines  out  of  the  fact, 

that  the  Horton  W  inn  less  could  not 
fly.  The  government  took  the  inventor 
to  court.  But  before  they  did,  this  re- 

porter and  the  builder-designer  spent 
;|1   st  one  hour  in  the  air  aboard  the 
radical  craft — zooming  over  Southern 
California  cities,  proving  that  the  ship 

could  and  did  fl>  and  was  a  great  avi- 
ation advancement.  The  charge-  weie 

thrown  out  of  court  when  our  news 
accounts  of  the  thrilling  ride  were  pre- 

sented to  the  judge.  Not  only  did  we 
make  headlines,  but  we  feel  that  the 
Horton  Wingless  will  win  its  place  in 
the  aviation  field,  as  the  result  of  our ride. 

******** 
"Advertising  is  the  counterpart  in  dis- 

tribution of  the  machine  in  production. 
By  the  use  of  machines,  our  production 
of  goods  and  services  has  been  multi- 

plied. By  the  use  of  mass  media,  adver- 

tising multiplies  the  selling  effort.** FREDEBIC  B.  GAMBLE 
President 

AAAA 
******** 

rhese  and  a  thousand  oilier  similar 

stories  we  have  handled  during  the 

past  year.  They  brought  a  lot  of  at- 
tention to  our  station.  But  it  was  onl\ 

one  stor)  an  exclusive — that  brought 
about  the  regiment  of  help  we  now 
have  through  Orange  County  News 
Service. 

When  we  captured  a  particularly 

exciting  local  scoop  last  year  I  had  the 

item  mimeographed  and  we  mailed  it 
to  the  smaller,  community  newspapers 

in  our  coverage  area.  Along  with  the 
mimeographed  storj  umi  a  personal 
nole  to  (he  publisher,  explaining  our 

new  polic)  ami  <  ailing  attention  to 
the  big,  powerful  competitors  thai 

faced  each  of  us.  "Maybe,  we  could 

work  out  an  exchange  of  new-."  I -aid  in  the  nole.  "In  hettei  enable  all 

ol   us  to  meet  the  competition  of  the 

bigger    mediums'.
''"' 

It  wasn't  long  before  Edgar  F.  Elfs- 
Irom.  publisher  of  the  Fullerton  Dail) 
\ews  Tribune  came  into  our  office 

and  said  he  had  been  thinking  simi- 
larh  lor  the  past  few  days.  And.  he 

said,   lie  knew  of  some  other  publish- 
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YOU  MIGHT   CATCH   A    2372-LB.    SHARK*~ 

BIT . . 

AMERICAN    RESEARCH    BUREAU 

February,    1955    Report 

GRAND   RAPIDS— KALAMAZOO 

Number  of  Quarter  Hours 

With  Higher  Rating 

MONDAY   THRU    FRIDAY 

7  a.m. —  5   p.m. 

5   p.m. —  1  1    p.m. 

WKZO-TV 
144 

83 

Station   B 

56 

37 

SATURDAY  &  SUNDAY 

10  a.m. —  1  1    p.m. 

80 

24 

NOTE:  Survey  based  on  sampling  in  the  following  propor- 
tions— Grand  Rapids  i  15%),  Kalamazoo  (19%), 

Battle  Creek    (19%),    Muskegon    (17%). 

<jJ/h>  SJ'e/wt  Ufa /w hi 
WKZO—  KALAMAZOO 
WKZO-TV  —  GRAND  RAPIDSKALAHAZOO 
WJEF  — GRAND  RAPIDS 
WJEFFM  — GRAND  RAPIDS-KALAMAZOO 
KOLN  — LINCOLN.  NEBRASKA 
KOLN.TV  —  LINCOLN.  NEBRASKA 

Associated   with 

WMBD  — PEORIA.  ILLINOIS 

YOU  NEED  WKZO-TV 
TO  LAND  SALES 

IN  WESTERN  MICHIGAN! 

The  February,  1955  American  Research  Bureau  Report  for 

Grand  Rapids-Kalamazoo  show?  that  WKZO-TV  is  the  top- 
audience  TV  station  in  Grand  Rapids  and  Battle  Creek,  as 
well  as  in  Kalamazoo. 

WKZO-TV  is  the  Official  Basic  CBS  Television  Outlet  for 

this  area.    With   100,000  watts  on  Channel  3,   WKZO-TV 

delivers   a   brilliant   picture   to   one   of   America  s   "top-25 
television    markets — over  half   a   million    TV    homes    in    29 

Western  Michigan   and    Northern    Indiana  counties.' 

Let  Avery-Knodel  give  \<>u  the  whole   WKZO-TN    story. 

100,000  WATTS  O  CHANNEL  3   •    1000   TOWER 

w 
Kalamazoo  -  Grand    Rapids 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
*A.  Dean  caught  a  15'  man-eater  neighing  this  much  at  Streaky  Hay,  Australia,  in  January.   1953. 
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ers  in  the  area  who  felt  the  same  way. 

As  a  result  of  this  meeting,  six  com- 
munit)  newspapers  and  KWIZ  formed 

the  unique  news  service  that  has  been 

labeled  "I  he  most  amazing  journal- 
istic   endeavor  of  the  decade." 

We  call  it  OCNS — Orange  County 

News  Service.  It's  strictly  a  co-op. 
Teletype  machines  are  installed  in  the 
<it\  rooms  of  each  of  the  newspapers 
and  in  our  radio  KWIZ  newsroom. 

We  operate  much  on  the  principal  of 

an)  wire  service.  Copy  is  fded  from 

each  point  to  the  other  six  points  on 

a   '"split"   schedule — certain   times   be- 

ing allotted  to  each  office.  The  news- 

papers ring  our  coverage  area,  with 
ladio  KWIZ  in  the  center.  At  our  dis- 

posal to  cover  stories  in  the  area  of 

each  of  the  six  communities  repre- 

sented, are  the  reporters  of  each  news- 

paper's staff.  Similarly,  the  radio 
k\\  IZ  news  department  is  at  the  di>- 
posal  of  each  of  the  newspapers  to 
cover  stories  in  our  home  town  of 

Santa  Ana.  However,  in  order  to  han- 
dle the  many  affairs  of  this  principal 

community,  the  newspapers  also  have 
hired  two  persons  to  work  out  of  our 
office.    Heretofore,  each   of  the   news- 

Obviously 
OUTSTANDING 

MORE  LISTENERS  THAN 

THE  NEXT  THREE  PEORIA 

RADIO  STATIONS  COMBINED*! 

See 
Ffec     &     Peters 

papers  had  to  maintain  one  full-time 
man  on  our  community  for  coverage 
of  community  happenings.  Now.  the) 

only  pay  a  small  portion  of  the  previ- 
ini>  cost  and  receive  the  news  by  tele- 

type — increasing  the  efficiency  of  their 
coverage  many-fold,  but  at  far  less 
cost. 

OCNS,  just  like  the  deletion  of  re- 
writing, offered  us  increased  oppor- 

tunity to  track  down  the  big  exclu- 
sives.  Instead  of  one  a  da\ .  we  now 

concentrate  on  at  least  three  a  da\ . 

And  we're  getting  them. 

Often,  we  billboard  our  scoops — 

give  them  advance  billing  with  an- 
nouncements—  before  we  air  them. 

Other  times,  we  lay  our  blockbusters 
in  the  middle  of  music  shows  in  an 

effort  to  keep  our  listeners  glued  to 
their  radio  at  all  times. 

There's  no  doubt  we've  broken  a 

lot  of  radio's  journalism  rules.  Hut 
as  we  look  at  our  monthU  billing  for 

news  sponsorship,  as  we  read  our  call 
letters  on  the  front  pages  of  important 

newspapers,  we  don't  care. Tabloid  journalism  in  radio  may  be 

"Undignified."  but  it  pays!  And  it 

gets  listeners,  too!  *  *  * 

B&M  TV  TEST 

[Continued  jrom  page   1~>  i 
characteristics  of  the  two  products 

really  set  a  hard  test  for  the  advertis- 
ing medium  employed. 

"Now:  as  for  actual  results,  under 
the  conditions  described,  let  me  sa\ 

that  we  consider  them  outstanding  on 

the  item  in  largest   initial  distribution 
Ik\M  brick  oven-baked  beans — and 

almost  astounding  in  connection  with 

the  lesser-known  product,  B\M  brown 
bread. 

"The  conclusion?  Well,  the  test  is 

not  yet  over,  yet  I  am  told  that  it  is 
gaining  in  momentum,  and  showing 
larger  percentage  Increases  on  larger 

bases  an  extremel)  favorable  sign. 
We   have  every    expectation   that   the 
eventual  rate  of  sale  will  be  beyond 

our   initial  expectations. 
"Now  of  course  all  te-i>  have  a  pui- 

l>u>e.  and  the  purpose  being  demon- 
-I  i. ilcd.  action  based  on  results  is  nat- 

ural to  assume  It  is  <>li\  iouslj  natu- 

ral, therefore,  thai  the  results  of  this 
t\  tesl  should  have  a  definite,  and  even- 

tual, effeel  upon  future  advertising 

programs — dependent,  of  course,  upon 
final  results,  circumstances  at  the  lime. 

and  the  general  budget.   The  extent  of 
I  Please  I  in  n   In  page    L02) 
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More  than  eight  of  every  10  homes  in  Iowa  are  equipped  with  telephones,  and 
the  ratio  is  increasing. 

In  the  center  of  Iowa,  where  farm  and  industry  meet,  the  television  set  count  is 

going  up,  too.  Now,  in  more  than  315,000  Iowa  homes,  TV  dials  consistently  turn 

to  WOI-TV,  the  area's  pioneer  telecasting  service. 

MAXIMUM    POWER 

WOI-TV 
AMES-DES  MOINES 

IOWA    STATE     COLLEGE 
CHANNELED 

ABC     CBS      DUMONT 

REPRESENTED   BY  WEED   TELEVISION 



Advertisement 

The  South  Is  Different! 

Have  you  heard  that  selling  the 
South  takes  a  different  formula — a 

special  effort?  Wondered  about  stories 

of  "a  changing  South?"  All  right, 
here  -  a  wa\  to  -ell  the  South,  in  terms 

of  it's  own  individual  structure. 

Let  us  get  over  one  point  at  the  out- 
set. ^  ou  can  make  sales  in  the  South. 

Ii  is  being  done  right  now.  There  is 

one  formula  that's  different.  And  suc- 
cess i-  not  so  much  a  matter  of  special 

effort,  as  special  choice.  To  get  the 
best  and  quickest  results  you  never 

peck  awaj  with  a  hairpin,  \ou  go  get 
a  tool  designed  Foi  the  job.  ̂   ou  never 
wade  through  the  final  detail-,  hut  find 

a  spa  ialized  assistant,  agent  or  sales- 
man whom  \ou  ran  rely  on  to  under- 

stand \  "in  problems  and  interpret 
them.  In  radio  station  \\  D]  \.  Mem- 

phis, you  have  at  hand  a  medium 

shaped  b)  the  South's  own  character, 
ready  to  be  fitted  to  your  organiza- 

tion -  needs. 

They  listen  to  it:  Ten  percent  ol  the 

Negro  population  in  the  I  nited  Stale- 
live  inside  the  WDIA  coverage  area. 

I  In-  in  itself  i-  a  heavy-spending  mar- 
ket bigger  than  the  Negro  populations 
hicago  plus  Philadelphia  plus  I  os 

\ngeles:  the  biggest  market  "I  its  kind 
there  is. 

In  the  Memphis  area  alone,  the  bus- 

tling and  prosperous  centei  "I  this  mar- 
ket,  40   percent    of   the   population    is 

\inl   these   people   had    never 
reallv    been    appi  oa<  hed    until    WDIA 

94 

Bv    Harold   Walker 

started  programming  for  them.  There 
i-  -till  no  medium,  even  those  designed 
for  the  Negro  readers  in  metropolitan 
sections  of  the  North,  which  attains  a 

fraction  of  WDIA's  coverage  and  ac- 
ceptance here. 

For  WDIA  uses  Negro  voices  and 

Negro  music.  \ou  hear  it  as  you  drive 
past  a  barbershop  or  lunch  stand,  or 

when  you  turn  the  dial  on  your  own 

set — and  you  can't  mistake  its  rich 
flavor.  This  was  a  wondrous  and  joy- 

ful thing  to  these  folks  from  the  start. 

Their  pride  and  happy  sense  of  owner- 
ship— their  habit  of  keeping  WDI  \ 

tuned  in  day  and  night — their  whole- 
hearted welcome  to  the  way  WDIA 

came  to  them  with  their  rhythms  and 

accents  have  had  preth  fabulous  re- 
sults and  still  do. 

Just  one  result  is  the  fact  that  with 

WDIA  you  get  the  top  audience  rat- 
in--,  on  all  surveys,  day  and  night,  in 

a  city  that  has  seven  other  stations — 
some  of  them  on  the  air  twenty-five 

years.  The  WDIA  listeners  don't  shift 
around.  They're  listeners  for  good. 
Good  results,  too. 

It  was  this  feeling  about  \\  1)1  A.  too, 

that  pushed  WDIA  from  2.~i()  watts  up 
to  50,000  watts  in  one  great  move. 

WDIA  i-  -till  the  only  50,000-watt  sta- 
tion  in   Memphis. 

Willing  to  spend:  Yet  there's  still 

another  aspect  of  this  "Golden  Mar- 
ket." in  addition  to  it-  proven  devo- 

tion to  \\  Dl  \:  and  that's  the  fact  that 
ii  consists  of  a  group  of  people  who 

aetualK  bin  more  things  than  the  a\- 
i  rage,  and  often  better.  They  are  eager 

<  ustoniers.  The\  know  qualih  and  na- 
tional brands. 

The  Negro  40  percent  ol  Memphis 

buys  56.6  percent  of  all  the  laundr) 
bleach.  The\  bu\  00  percent  of  all 

deodorants.  1 1.5  percent  of  the  girls1 
dresses,  64.8  percent  ol  the  Hour.  That 
will  jji\e  Mm  some  idea  of  the  Favor- 

able situation  alread)  there  when  \  mi 

start  advertising  o\<-r  WDIA.  These 
people  are  eai  nin»  o\  ei  a  quarter  bil- 

lion dollars  this  year.     I  he\  are  spend- 

ing 80  percent  of  what  they  make,  on 
consumer  goods  and  services.  They 

spend  what  they  make.  Their  families, 
homes  and  friends  are  the  most  im- 

portant elements  in  their  life.  And 

they  are  100  percent  sold  on  WDIA. 

Only  One  in  America:  In  short. 

WDIA's  Memphis  and  Mid-South  op- 
portunities are  these.  A  market  of 

1.230.724  Negroes,  more  than  in  any 

other  one  place  in  America.  A  market 

of  80  percent  spenders  who  buy  quan- 

tity and  quality.  A  market  in  which 
nothing  else  comes  near  the  coverage, 

much  less  the  special  appeal  of  \\  Dl  \. 
which  hits  them  where  thev  live.  A 

market  whose  loyalty  has  lifted  WDI  \ 

to  the  top — and  kept  it  at  the  top — of 
power  and  audience  measurements.  \ 

market  where — to  borrow  the  legend- 
ary remark  Gen.  Forrest  may  never 

have  uttered 

the  fustest. 
you  get  the  mostest  with 

Just  how  much  weight  is  carried  by 

a  solid  40  percent  can  be  seen  in  suc- 
<  e-s  -toi  ies  of  such  accounts  as 

tl  rigley"*'  t.iiin.  Breast  O' (  hit •/.•«•!•  fiiiiii.  f'tui-  tin  (ins 

«nd  Oil.  Calumet  Ba Icing  Pou*- 
tlt'r.  .Wilier"*-  High  Life  Kwr. 

\ml  there's  a  good  record  made  by 
\\  Dl  \  in  the  line  that  interests  you 

most.  Would  you  write  and  let  u- 
know  the  kind  of  product  on  which 

you'd  like  to  see  some  eloquent  fig- 

ures? We  believe  they'll  add  up  to  the 
one  formula  for  selling  "a  changing 
South"  which  would  be  «>f  real  advan- 

WDIA    i-    represented   national!)    by 

the  John  I ■"..  Pearson  <  lompanj . 

Bl  R  I   I  I  It'-'  VON,  General  Manager 

//  \ROLD  WALKER,  Commercial  Manager 

SPONSOR 
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WKHM  Gets  the 

Lion's  Share 

SAVE 
0. 
0 

BUY  ANY  2  OR  MORE 

OF  THESE  POWERFUL 

STATIONS  AND  SAVE 

10%  FROM  RATE  CARD 

WKMH-Dearborn-Detroit 

WKMF-Flint,  Mich. 

WKHM-Jackson,  Mich. 

WSAM-Saginaw,  Mich. 

Represented  by  Headley-Reed 

13  JUNE  1955 

The  biggest  department  stores,  super  markets, 

car  dealers,  appliance  dealers,  oil  companies, 

banks,  dairies  and  beverage  distributors  in 

Jackson  place  60%  to  100%*  of  their  radio 

advertising  budgets  with  WKHM.  And  that's 
smart  spending,  too,  because  WKHM  is 

FIRST  in  JACKSON  for  Power  ...  for  Ratings 

.  .  .  for  National  Programs!  Folks  count  on 

WKHM  for  the  best  Disc  Jockeys  .  .  .  News 

every  hour  on  the  hour  .  .  .  and  top  Sports 

Events  including  the  play  by  play  of  all  Detroit 

Tiger  Baseball  Games  night  and  day,  at  home 
and  away. 

You,    too,     can    get    more   Jack    out    of 

Jackson  if  you  put  WKHM  to  work  for  you! 

'Names  and  figures  on  request. 

Jackson,  Michigan 

FREDERICK  A.  KNORR,  President 

JOHN  O.  GILBERT,  Mg.  Director 

^#W^8ttf^ 

KNORR  BmdsMwq  C O R P. 
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B&M  TV  TEST 
{Continued  from  page  92) 

our  action  will  of  course  be  determined 

by  these  factors.  yet  it  is  particulars 
obvious  that  major  consideration 

should  he  given  to  maintenance  of  re- 
sult- actualh  obtained  through  the  test 

in  tin-  territory  involved,  geared  to 
then-existing  distribution  and  poten- 

tial as  we  then  see  it:  that  is.  with 

proper  relationship  of  cost  to  sales 
volume. 

"In  passing  along  the  above  com- 
ments to  readers  please  emphasize  our 

keen  interest  in  the  test  still  under- 

way, our  determination  to  profit  by  it 

in  our  future  operations,  and  our  ap- 
preciation of  the  cooperation  extended 

l'\  station  WBAY-TV.  sponsor  and 

all  involved  in  the  staging  of  this  verj 

revealing   and   convincing   test."' 
W.  G.  Northgraves,  B&M  advertis- 

ing manager,  whose  own  reactions  to 
the  B&B  tv  test  appeared  last  issue  (30 

May   1955),  had  this  comment: 

'"sponsor's  periodic  reports  on  sales 
in  the  WBAY-TV  area  have  been  read 

and  carefully  studied  by  all  of  our  re- 
gional sales  managers  since,  in  their 

individual  sales  areas  the)    have  mar- 

kets which,  sales-wise,  have  man) 
characteristics  of  the  area  in  which 

the  present  test  is  being  conducted. 
Of  course,  various  factors  such  as 

competition,  deals,  price,  as  well  as 
distribution,  olniousb  enter  into  each 

individual  market  picture;  but.  it  is 

surprising  to  note  the  similar  charac- 
teristics of  the  Green  l!a\  Market  and 

other  sales  areas. 

"Personally,  I  feel  much  of  the  Sim- 

ilarity" is  traceable  to  the  products  in- 
volved— New-  England  brick  oven- 

I' iked  beans  and  New  England  brown 

bread — products  that  are  really  'spe- 
cialties', when  cue  compares  them  with 

ordinal)  canned  beans  with  pork 

which,  as  you  know,  are  sold  nation- 

wide and  are  in  no  sense  a  'premium' 

product. "And,  of  course,  as  Ned  Elwell  has 
indicated  in  his  memorandum,  brown 

bread  is  a  specialty,  specialty.  Al- 
though the  custom  of  eating  brown 

bread  w  ith  baked  beans  is  as  common- 

place in  New  England  as  New  Eng- 
land itself — in  most  areas  to  the  West 

and  South  of  New  England  this  par- 
ticular product  is  practically  unknown. 

It  is  my  feeling  that  the  WBAY-TV 
commercials  in   which   both   items  arc 

CKLW-TV  penetrates  a  popu- 

lation grand  total  area  of 

5,295,700  in  which  85%  of  all 
families  own  TV  jets. 

Channel    9 
325,000  Watts 

National  Rep. 

Adam  J.  Young,  Jr.,  Inc. 

CKLW  radio  covers  a  15,000,000 

population  area  in  5  important 
states.  The  lowest  cost  major 

station   buy   in   the   Detroit   area. 

800  kc.  Radio 
50,000  Watts 

J.  E.  Campeou,  Pres. 

Guardian  Bldg .,  Dttroit 

featured  as  a  team  has  been  respon- 
sible, for  the  unusual  increase  in  sales 

of  B&M  brown  bread.  Brown  bread 

really  complements  baked  beans  and 
vice  versa,  so  that  once  tried,  and  the 
consumer  has  discovered  the  unusual 

flavor  combination,  repeat  combina- 

tion sales  are  bound  to  follow." 

4.  BACKGROUND:  The  memos 

from  Ned  Elwell  and  W.  G.  North- 

graves  indicate  clearly  that  B&M  s 

problem  is  selling  the  Cadillac  of  the 
bean  family  (as  Otto  L.  Kuebn  Ad 

Manager  Marvin  Bower  terms  the 

product  I  in  a  market  where  most  peo- 
ple are  more  accustomed  to  buying 

low-priced  beans.  B&M  beans  had  been 
long  established  in  the  Green  Bay 
area  before  television  was  begun  as  a 
test  this  year. 

Also  long  established  was  the  fact 
that  sales  were  on  a  steady,  but  low 

plane.  The  B&M  tv  test  is  not  a  case 

of  a  company  getting  a  tremendous 
boost  out  of  tv  simply  by  establishing 
distribution.      The    company    had    for 

•  •*••••• 
•  •We  are  communicators,  like  news- 

papers and  radio  at  its  best.  For  adver- 
tising support,  we  must  provide  use!  til 

television   selling  to  every   national  ad* 
1  vertiser.  For  circulation  vitality,  »e 
mn>t  provide  program*  of  sufficiently 
varied  interest  to  reach  every  home  and 
ever;  person  in  that  home  over  our 
schedule.  \\  «■  must  gamble  on  shows, 
on  talent,  on  projects;  and  we  will  lose 
in  doing  this  all  too  often.  Hut  onlj 
a  groat  network  can  afford  the  risk, 
and  that  i>  essentially  why  the  great 
network  service  is  so  important  to  tlii- 
country." SYLVESTER   L.  WEAVER.  JR. 

President    NBC 

*••••••• 

some  years  attained  near  100'  <  bean distribution  in  the  area.  The  brown 

bread,  on  the  other  hand,  had  limited 

distribution  and  it  is  therefore  show- 
ing the  most  spectacular  increases. 

An  indication  of  the  problem  high 

price  represents  to  B&M  can  be  found 
in  the  facl  that  the  compan)  has  come 
out  with  a  new  size  can  intermediate 

between  the  18  and  27-o/.  bean  sizes. 
h  will  be  priced  at  about  29c,  making 

It  easiei  to  compete  with  other  lower- 

priced  beans.  The  27-o/.  bean  pot 

sell-    for    about    .'5.V. The  22-o/.  size  has  not  been  intro- 

duced into  the  Green  Ba\  area  to  avoid 

confusing  results  of  the  test.  Marvin 
Bowel  pointed  out  there  might  be  a 
tendenc)  for  consumers  to  flock  away 
from  the  27-oz.  to  the  new  22.  It 

Would  then  be  difficult  to  judge  results 

compared  with  la^t  year  when  there 

was  no  22-oz,  size.  *  •  * 
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KCMC-TV  Dominates 

the  ARK-LA-TEX 

with  Power  &  Programs! 

On  the  air  110  hours 

per  week  with  Maximum   Power 

Repreiented  by  VENARD.   RINTOUL  ft  McCONNELL 

WALTER  M.  WINDSOR.  General  Manager 
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MONITOR 
(Continued  from  page  43) 

billboards.  But  Gruen  was  also  at- 

tracted 1>\  the  fact  that  Monitor's  cum- 
ulative potential  is  likeh  to  include  a 

full  cross-section  of  listeners.  "Circu- 

lation like  this  is  certainly  the  'newest 

look'  in  network  broadcasting,"  said 
Bill  Lucas.  Grej  Agencj  assistant  A/E. 

Monitor,  incidentally,  marks  Gruen's 
return  to  national  radio  advertising, 

after  a  lapse  ol  several  seasons. 

•  Carter  Products,  for  Carter's  Little 

Liver  Pills.  likes  Monitor's  coverage, and  the  fact  that  NBC  Radio  delivers 

a  good  audience  in  the  smaller,  "C" 
and  "D  I  .S.  counties.  "We're  hoping 
to  reach  a  large  audience  of  older  folk, 

on  a  cumulative  basis,  with  the  pro- 

gram. '  said  Norman  L.  Peterzell,  prod- 

uct group  ad  manager.  "That's  why 
we  re  slotting  our  minute  participa- 

tions, for  the  most  part,  on  Saturday 

and  Sunday  nights.  Mso,  stations  reach 
out  further  at  night,  and  will  give  us 

deeper  penetration  into  rural  areas." 
•  Chesebrough  Manufacturing  Co., 

through  McCann-Li  ickson.  likes  Moni- 

tm  s  commercial  flexibility.  "Some  of 
our  commercials  will  he  live,  using  the 

show's  personalities.  Others  will  be 
transcribed.  Part  of  the  scheduling 
will  be  done  next  to  news  and  sports 

segments.  But,  to  reach  the  maximum 
audience,  we  will  also  scatter  our  shots 

throughout  the  day  in  other  program 

segments,"  said  ad  manager  Albert 
Richardson.  During  the  summertime 
run,  Chesebrough  will  be  pushing 
Vaseline  Hair  Tonic,  stressing  the  fact 

that  sun.  wind  and  water  are  rough  on 

the  nation's  scalps  and  that  VHT  is 
the  answer.  "The  out-of-home  audi- 

ence, at  all  hours,  is  particular!)  im- 

portant to  us,"  Richardson  added. 
Summed  up,  admen  buying  the  show 

feel  that  Monitor  delivers  a  national 

radio  audience  at  a  low  cost,  and  an 

excellent  chance  to  spread  commer- 
cials around  to  take  advantage  of  the 

cumulative  pile-up  of  radio  listeners 
over  a  long  program  stretch. 

Says  NBC's  Al  Stern: 
"Monitor  is  going  to  be  'primary' 

radio  listening.  You  can  relax  and 
listen.  You  can  drive  and  listen.  You 

can  do  a  certain  amount  of  light  work 

and  listen.  But  you  won't  be  able  to 
read  a  book,  or  hold  a  cocktail  party, 

or  do  something  complicated  and  lis- 
ten to  Monitor. 

  in  Virginia  use  these 
Selling  Personalities    ***»*. 

LIDEaST  AAROE  6  to  7  A.M. 

^  Gets  out  with  the  farmers  and  talks 
«&      their  language. 

■jf  Mondays  thru 
Friday* 

No  Premium 
Rates 

JARL  S'l'UTZ  9  to  10  A.M. 

Knows  his  music.  Co-author  "Little 

Things  Mean  a  Lot." 

"UTSTSHUSTE  SUE 
I        5:30  to  5:45   P.M.  Sweet  talking 

I        mistress  of  ceremonies  and  selling. 

For  29  years  a 

Virginia  institution 

50,000  Watts 

Richmond,  Va. 

REPRESENTED  BY 

CBS  RADIO  SPOT  SALES 
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"Monitor's  commercials  won't  just 
slide  ofT  the  listener;  his  attention  will 

be  on  the  show." 
Industry  reactions  Monitor  is  the 

latest  link  in  the  chain  of  multiple- 

client  participation  shows  that  NBC 

toppers  Weaver  and  Sarnoff  have  been 
building  for  several  seasons  on  NBC. 

It  follows  in  the  footsteps  of  the 

"Tandem  Plan"'  in  radio,  and  later  the 

"spectaculars"  on  NBC  T\  . 
But  so  far  Monitor  has  met  with  few 

of  the  blasts  once  heard  from  reps  who 

felt  that  NBC  land  other  national  net- 

works! was  making  a  grab  for  nation- 

al spot  business. 

Admittedly,  Monitor  may  attract  a 
certain  amount  of  revenue  into  its  net- 

work option  periods  that  might  other- 
wise wind  up  in  regular  weekend  na- 

tional spot  radio.  And  reps  feel  the 

show  is  "nothing  stations  couldn't  do 

as  well  for  themselves." 
But  Monitor  has  something  for  the 

stations  and  reps,  too.  Unlike  the 
earlier  network  participation  shows, 

the  program  will  be  fed  to  stations, 

gratis,  during  26  non-network-option 
hours.  Stations,  in  turn,  can  take  the 

program  from  the  network  line,  and 
offer  its  availabilities  for  sale  through 

reps  and  salesmen. 

Thus.  Monitor'*  40-hour  length  will 
be  occupied  by  clients  from  three 
sources:  network  sales,  national  spot 

sales,  local  sales  by  NBC  Radio 
affiliates. 

The  idea  is  already  catching  on 

among  the  networks.  As  sponsor  went 

to  press,  Mutual  was  putting  a  some- 
what similar  plan  into  the  works,  and 

ABC  Radio  was  eyeing  the  Monitor 
operation  closeh. 

Streamlined  pririiijr:  States  the  of- 

ficial NBC  presentation  on   Monitor: 

"Your  advertising  schedule  can  be 
tailored  precisel]  I"  meet  your  particu- 

lar merchandising  requirements. 

"It  is  productive  and  economical  for 
all  whether  \oiir  product  has  a  brief 

selling  season,  whether  \  on  need  low- 
cosl  circulation,  continuous  repetition, 

whether  you  need  to  \ai\  the  intensity 
mI  \our  advertising  or  the  length  of 

your  cop)   from  week  to  week." Mere's  the  commercial  set-up  on 
Monitor  : 

1.  Time  slots:  Uthough  Monitor 

will  go  up  to  its  full  40-hour  length 
nexl  week,  not  all  of  its  is  available  to 

NBC  network  advertisers.   Of  the  total 
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WORKING? 

OHIO 

This  is  WAVE-TV's  coveroge 
oreo,  based  on  engineering 
studies    and    mail     response. 

KENTUCKY 

G ive  your  nose  a  brief  respite  from  the 
grindstone.  You  can  find  what  station 

has  the  biggest  TV  audience  in 

Kentucky  and  Southern  Indiana 

in  ten  easy  minutes!  — 

BY  CALLING  YOUR  REGIONAL  DISTRIBUTORS! 

Ask  each,  "What  Louisville  TV  station  do  you 

and  your  friends  prefer?" 

A  simple  question— and  you'll  get  an  equally 
simple  answer  .  .  .  WAVE-TV. 

Try  it  and  see. 

WAVE-TV 
CHANNEL 3 LOUISVILLE 
FIRST  IN  KENTUCKY 

Affiliated  with  NBC,  ABC,  DUMONT 

I  SPOT   SALES 
Exclusive  National  Representatives 
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Cal    Douglas 

Star  of 

"WAPI  NEWS" 
6:30   a.m.,    8    a.m.,    6:30    p.m.,    Monday-Friday 

"NOON  EDITION" 
WABT    12    to    12:30,    Monday-Friday 

Now  News  Director 
for  the  3  stations 

WABT,  WAPI,  WAFM 

Cal  Douglas  has  proved  so  able  as  a  news- 

caster that  he  has  been  placed  in  charge  of  all 

news  programs.  In  his  new  position  he  will 

integrate  national  and  world  news  and  provide 

a  broader  coverage  of  local  news.  He  will 

continue  on  the  air  in  addition  to  his  work 

behind    the    scenes. 

Stars  Sell  on 

Alabama's 
greatest  RADIO  station 

Birmingham 

Represented  by  John  Blair  &  Co. 

Southeast,   Harry  Cummings 

greatest  TV  station 

Represented  by  BLAIR-TV 

show,  I  I  hours  only  are  considered 

"network  option  time.  It  is  in  these 
times — and  onlj  these  times  that  net- 

work, clients'  commercials  will  be  aired. 

I  hese  are  the  network's  time  periods 
in  Monitor: 

{  10:00  a.m.  to  noon,  NYT 
Saturda)      j    3:00  p.m.  to  6:00  p.m. 

I    7:30  p.m.  to  10:30  p.m. 

SW„v  3:00  p.m.,  to  6:00  p.m.,  NYT Sunday         I     7:00  p.m.,  to  10:30  p.m. 

\\  ithin  these  periods,  advertisers 

can't  pin  their  slots  down  within  a  few 
sei  ends.  But  they  can  pick  the  half- 
hours  in  which  they  want  their  an- 

nouncements to  be  aired.  And,  to 

some  extent,  adjacencies  (news,  sports, 
entertainment)   can  be  worked  out. 

Other  time  periods  of  Monitor — the 
remaining  26  hours  of  the  total  40 — 
are  reserved  for  local  stations  to  sell 

in  regular  spot  channels  or  for  local 
shows  which  are  not  being  pre-empted 
by  the  network  program.  During  these 
hours,  NBC  feeds  the  program,  but 

can't  sell  national  advertising  in  it. 
2.  Rates:  One  of  Monitor's  best 

come-ons  is  its  low  price. 
Minute  announcements  in  the  show 

are  regularly  priced  at  $1,000  apiece, 

gross  before  commissions  and  dis- <  limits. 

Thirty-second  announcements  are 
told  in  blocks  of  four  per  weekend. 
Price:  $3,000  for  the  unit  of  four, 

gross. 

Six-second  announcements  are  sold 

in  lots  of  10  per  weekend,  again  at  a 

gross  price  of  $3,000. 
Contracts  are  very  flexible.  Vdver- 

tisers  can  jump  in  for  a  short-term  sat- 
uration drive  of  a  few  weeks,  or  they 

can  staj  in  For  52  weeks. 
3.  Discounts:  There  is  a  week  I,  dis- 

count structure,  scaled  to  the  number 

of  minutes  per  weekend  you  buy.  Max- 

imum :  I0(/o  off  for  10  minutes  per 
weekend. 

There's  also  a  volume  discount, 
sraled  to  the  number  of  minutes  useil 

during  52  week-.  Maximum:  2l>'i  oil 
for  250  minutes  a  year. 

The  discounts  combine,  can  give  an 

advertise]  as  much  as  30^1    off. 
4.  Talent  charges:  After  I  October 

19  »5  there  II  be  a  program  announce- 
menl  charge  billed  on  a  net  basis, 

which  includes  the  cosl  "I  Monitor  tal- 
enl  on  live  commercial  copj . 

Minute  announcements  will  be 

chaiL''  (1  $.  in. mi  Thirt)  -second  an- 

nouncements, $37.50;  six-second  bill- 
board, $15.00. 

5.  Market-by-market  buying:  There's 
even   a   buy-within-a-bui    on    Monitor. 
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I  he  program  is  available,  on  an  indi- 
vidual station  basis  or  as  a  group,  on 

the  five  NBC  Radio  o&o  stations  in 
New  York,  Washington,  Chicago, 
Cleveland  (expected  to  change  soon  to 

Philadelphia  I,  and  San  Francisco.  This 

package  is  handled  h\  NBC  Spot  Sales. 
Commercials  on  this  basis,  however, 

can  be  "bumped"  if  there's  a  conflict 
with   products  of  network-level  clients. 
Spvvlal  intra  offer:  NBC  Radio  has 

a  special  "'Introductory  Dividend  Plan" 
for  advertisers  who  get  on  the  Monitor 
bandwagon  early  in  the  game. 

Clients  who  place  a  non-cancellable 
order  for  an  announcement  schedule 

I  dialing  20  commercial  minutes  or 

more,  to  be  aired  prior  to  1  October 
1955,  are  entitled  to  the  following  deal: 

1.  One  free  minute  of  commercial 

time  for  every  two  minutes  you  buy. 
I  bus.  advertisers  such  as  Western 

I  aion  and  Philip  Morris  receive  what 
amounts  to  an  additional  33%  dis- 

count. Minute  announcements  then 

cost  in  effect  a  gross  of  $667.00.  The 
offer  is  in  lieu  of  discounts. 

2.  Paid  commercial  time  bought 

under  this  introductory  plan  can  be 

combined  with  commercial  time  sched- 

uled after  the  first  of  October  for  a 
cumulative  discount.  For  example,  if 

an  advertiser  has  signed  up  for  the  20- 
plus-10-free  minutes  arrangement,  and 
then  orders  an  additional  30  minutes 

after  1  October,  he  pays  for  them  at 

the  50-minute  discount  rate — 10r/c  off. 
A.  During  the  introductorj  period, 

NBC  Radio  is  waiving  the  pro-ram  tal- 
ent fees  mentioned  earlier. 

Ifoii'    >l«Miii«>r    works:    The    man    in 

charge  ol  Monitoi  s  complex,  sprawl- 

ing program  lormat  is  a  veteran  new- man  named  Jim  Fleming,  the  original 

news  editor  of  NBC  TV's  Today. 
As  Fleming  outlined  it  to  sponsor, 

Monitor's  program  structure  will  shape 

up  something  like  this: 
"This  i>n't  really  'new'  radio  we're 

doing,"  he  said,  "even  though  it  s  cer- 
tainl)  the  worlds  longest  radio  pro- 

gram. It's  the  oldest  kind  of  radio — 
|un\  iding  the  listener  w  ith  a  steady 
How  of  interesting  entertainment  and 

information,  and  taking  radio  micro- 
phones w  here>  ei  the}  can  go. 

'"Ol  course,  we'll  ha\e  plenty  of 

newscasts,  news  events,  and  news  an- 

alysis  in  the  show.  But  we're  going  to 

try  to  present  news  in  a  'different' style — one  that  will  become  associated 
with  us.  For  example,  we  may  bring 

audiences   a    series    of   news    analyses 
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right  in  the  middle  of  capsuled  news- 

casts. Also,  our  news  won't  be  of  fixed 
length,  so  we  can  cover  a  storj  and 

get  a  'cumulative  effect'  of  news. 
"We'll  also  cover  the  feature  side  of 

news  heavily.  Shirley  Thomas  will 
cover  Hollywood.  Art  Buchwald  will 

do  features  from  Paris  and  other  Euro- 

pean cities.  Leon  Pearson  will  cover 
the  Broadway  beat  and  the  theatre. 

We'll  have  news  and  feature  reports 

from  the  world's  major  cities — Rome, 
London,  Paris,  Ankara,  Buenos  Aires, 

Hong  Kong,  Capetown  and  many  oth- 
ers. 

But  Monitor  will  not  be  a  40-hour 

news  show,  although  news  will  be  a  sta- 
ple in  its  program  diet.  According  to 

Fleming,  there  will  be  many  other  ele- 
ments as  will. 

There  will  be  music,  for  instance. 

"Half  of  our  music  will  be  live,"  he 
told  sponsor.  "We  will  have  three  or- 

chestras regularly  on  the  show,  and 

we'll  do  pickups  from  eight  dance  re- 
motes. We  don't  plan  to  air  any  full- 

length  serious  music,  although  we  may 

do  personality  interviews  with  famous 
musicians  at  music  festivals  or  at  con- 

certs." Sports  results  will  be  covered,  with 

special    outside-the-studio    pickups   ar- 

ranged from  sports  events. 
The  rest  of  the  program  is  largely 

an)  body's  guess.  Fleming  and  his  staff 
have  many  sources  to  draw  upon — live 
pickups,  taped  interviews,  pickups 

from  the  audio  of  NBC's  television 
shows,  feature  pickups  such  as  a  dive 
on  the  atomic  submarine  Nautilus. 

Material  will  be  culled  during  the 
week,  and  assembled  into  the  loose 

framework  of  the  long  Monitor  show. 

Monitor's  sheer  length  is  somewhat 
misleading;  the  program  has  a  formu- 

la, despite  its  seeming  lack  of  one. 

Each  hour  will  start  with  a  time  sig- 
nal, and  a  news  show.  This  is  turn  will 

be  followed  by  a  sports  summary  in  a 

fixed  position.  On  the  half  hour,  there 

will  be  a  wrap-up  of  local  news,  weath- 
er and  traffic  handled  by  the  local  sta- 

tions. Stations  will  sell  the  hour  and 

half-hour  breaks,  and  will  also  have 

three  non-recapturable  minutes  of  com- 
mercial time  to  sell  locally  within  the 

hour.  And,  some  of  the  network  adver- 
tisers are  already  insisting  that  their 

commercials  be  spotted  next  to  fixed 
features,  such  as  the  news. 

This  formula  holds  true  for  both  the 

network  and  non-network  portions. 
The  main  difference:  In  the  non-net- 

work portions  of  Monitor  (those  por- 

now 

in 

proof  positive 

WCUE 
FIRST 
AKRON 

latest 
Hooper 
ratings 
M;irrh-April 

SHARE  OF 
RADIO  AUDIENCE 

Mod.  thru  Fri. 

8:00  A.M. -12  Noon 

Mon.  thru  Fri. 

12  Noon-6:00  P  M 

WCUE 32.2 32.7 
Station   B 29.5 28.3 
Station    C 27.0 21.6 

Station    D 4.2 
9.3 

WCMf   •   •   ■   Akron's   only    Independent— we're   home   folks. 
TIM   ELLIOT,  President 

John   E.   Pearson    Co.,   National    Representatives 

tions  outside  of  the  14  "network  op- 
tion" hours)  the  stations  can  sell  all 

of  the  commercial  slots.  And.  they're 
not  charged  for  the  program  service, 

which  is  fed  to  them  like  a  co-op  show. 
Monitor  will  be  worked  in  shifts,  as 

far  as  the  broadcast  talent  is  con- 
cerned. The  program  will  be  split  up 

into  four-hour  blocks,  presided  over  bv 
a  "communicator" — a  Pat  Weaverism 

for  "master  of  ceremonies."  Each 

"communicator"  will  be  backed  up 
with  a  team  consisting  of  a  name  disk 

jockey,  newscasters,  sports  editor, 
writers  and  program  executives. 

The  list  of  "communicators"  con- 
tains many  familiar  names: 

Dave  Garroway,  Morgan  Beattv.  lied 

Barber,  Clifton  Fadiman,  Walter  Kier- 
nan,  Ben  Grauer,  John  Cameron  Sway- 
ze,  Frank  Blair  and  others. 

In  addition,  a  number  of  radio-tv 
personalities  who  have  appeared  on 

many  an  NBC  show — Bob  and  Ra\ . 
Allen  Funt,  Henry  Morgan,  to  name  a 

few — will  handle  regular  or  occasional 

commentary  and  entertainment  fea- tures. 

Push-button    .studio:    One    of   NBC 

Radio's  major  investments  in  Monitor 
is  the  newest  studio  in  network  radio, 
built  at  a  cost  of  some  $150,000. 

Called  "Radio  Central,"  it  is  a  wonder- 
land of  push-buttons  and  softh-lit 

broadcast  consoles  that  occupies  a 

space  just  in  front  of  NBC's  Master 
Control  on  the  fifth  floor  of  New- 
York's  RCA  Building. 

Executive  Producer  Jim  Fleming 

<  alls  the  new  studio,  home  base  for 

Monitor,  "a  listening  post  on  the 

world." 

Communicators  will  sit  at  a  control 

console  which  provides  24  different 
sources  of  monitoring,  both  foreign 

and  domestic.  Among  the  push-button 
ladio  sources:  trans- Atlantic  and  over- 

seas broadcast  circuits,  special  broad- 
i  isl  lines  and  long-distance  lines,  and 

NBC's  regular  radio  and  t\  audio lines. 

The  console  allows  for  the  handling 
of  12  individual  pickup  points  at  one 

time,  in  an\  combination.  In  addi- 
tion, the  Radio  Central  studio  will  be 

in  contact  with  roving  NBC  reporters 

operating  in  the  new.  slick  Ford  Thun- 
derbird  units  equipped  with  two-waj 
radio,  and  with  NBC  reporters  flying 

over  major  cities  to  check  on  traffic 
conditions. 

NBC's  News  Room  is  being  moved 
in  next  door  to  the  new  studio  on  the 

north  side  to  become  part  of  the  Morn- 
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A  Case  Study 

THE  AREA  OF  EFFECTIVENESS  OF 

A  SELECTED  VHF  TELEVISION 

STATION 

By 

J.  H.  Westing,  W.  D.  Knight  and  other  Faculty 
Members  of  the  School  of  Commerce  of  the 

University  of  Wisconsin,  is  now  available. 

This  Research  is  based  on  WB AY-TV,  Green  Bay, 
and  was  conducted  during  1954. 

Our  present  Research  project  for  B&M  Beans 
and  Brown  Bread  is  in  no  way  connected  with 
the  above. 

For  a  free  copy  of  the  AREA  OF  EFFECTIVENESS  OF 

A  SELECTED  VHF  TELEVISION  STATION, 

write  WB  AY-TV,  Green  Bay,  Wisconsin. 

u. 

13  JUNE  1955 
109 



tor  operations.  With  all  of  the  press 

services  available  a  few  feet  away,  bul- 
letins can  be  brought  to  the  communi- 

cator, sa\s  NBC,  in  a  matter  of  sec- 
onds. A  full  news  staff  will  be  on  con- 

tinuous duty  to  revamp  and  update  the 
news. 

"Ilonilor"  research:  With  the  pro- 
gram in  its  infancy  as  SPONSOR  went  to 

press,  there  naturally  isn't  a  rating  or 
research  case  history  to  show  whether 
or  not  Monitor  is  a  big  success  or  just 
another  show. 

NBC,  however,  lias  made  some  cau- 
tious predictions: 

1.  Audience  size:  NBC  is  pretty 
sure  the  show  will  draw  well. 

Prior  to  the  show's  -tart.  NBC  used 
105  identification  announcements  (at 

network  cue  time  I  and  52  minute  an- 
nouncements on  the  NBC  TV  network 

-  an  airtime  investment  of  $600,000. 

In  addition,  $170,000  worth  of  radio 
rues  and  announcements  were  used  to 

1m Mist  the  show  in  advance.  This,  in 

turn,  was  backed  with  a  promotion 

schedule  of  500-line  newspaper  ads  in 

20  markets  on  "M-Day,"  12  June,  and 
a  pre-broadcast  publicity  job. 

The  kick-off  simulcast  drew  plenty 

of  attention,  too.  It  was  aired  on  some 
45  stations  of  the  53  basic  outlets  of 

NBC  TV,  covering  approximately  80% 
of  all  U.S.  tv  homes.  On  radio,  the 

show  is  scheduled  on  a  lineup  of  180 

stations,  representing  coverage  of 

about  QO'/t  of  all  U.S.  radio  homes. 
Monitors  premiere  was  seen,  by 

NBC's  guesstimate,  in  some  3,000,000 
tv  homes  during  the  premiere,  and  was 
heard  in  1,600,000  radio  homes  and  an 

uncounted  number  of  out-of-home  loca- 

tion--. 
According  to  Director  of  Operations 

Al  Stern,  Monitor's  weekly  home  au- 
dience will  amount  to  "about  4,000,000 

unduplicated"  each  weekend,  now  that 
the  show  will  operate  as  a  radio-only vehicle. 

2.  Audience  vs.  costs:  Again,  guess- 
work is  in  order.  NBC  researchers 

feel  that  the  show  will  easily  draw  a 

1.5  Nielsen  radio  rating  nationally. 

This  will  produce  a  cost-per-1,000 
homes  of  96c  on  the  minute  announce- 

ments. 73c  on  the  30-second  participa- 

tions, and  29c  on  the  six-second  bill- 
board— a  set  of  figures  highly  com- 

petitive with  any  ad  medium  in  sight. •  •  • 

LOCAL  RADIOS  STRENGTH 
i  Continued  from  page  39) 

for  the  job,  that  is  17  weeks  instead  of 
-i\  months. 

This  is  the  strategy  that  produced 
those  results. 

\\  hen  WAVY  approached  McLean, 

the  station  management  had  an  idea  of 

the  type  of  schedule  that  would  reach 

potential  new  home  owners.  WAVY 
reasoned  that  the  weekend  is  the  time 

when  the  family  gets  into  the  car  and 

goes  "home  shopping"— in  fact,  this tradition  is  so  fiinih  entrenched  that 

-oiiir  families  that  have  neither  the 

need  nor  the  tnone)  lor  a  new  home 

rant  resist  the  weekend  "real  estate 
topping. 

Sai.l  \\  \VV:  "Win  not  reach  these 
people  al  a  time  ami  on  the  days  when 
iln  ii  li.il.ii  ami  mood  \\  < > u l< I  make  them 

most  receptive  to  a  sales  idea  ami  a 
house-hunting  suggestion? 

Mil. can  bought  the  idea,  and  from 

24  \pril  through  1  I  Vugusl  1954 
\\  \\  i '-  Kurt  Webster  delivered  Mc- 

Lean commercial*  in  Salnulm  Session. 

1:30-2:00  p.m.  and  Sunday  Session, 

12:00-2:00  p.m..  two  musical  pro- 
L'taiiw.     I  lie  eop\   was  ad-libbed  and  in- 

terwoven with  Webster's  comments  on 
highway  traffic  conditions,  weather  re- 

ports and  comments  about  the  music. 

Concluded  M<  Lean's  Richard  Davis: 
'"Just  as  soon  as  we  get  started  on  other 
housing  developments  which  we  plan, 

we  promise  to  return  to  WAVY." 
It's  interesting  to  note  that  McLean 

led  the  way  to  the  airways  among  local 

builders,  and  that  the  firm's  advertis- 
ing approach  has  since  been  copied 

both  on  WAVY  and  on  other  radio 

stations  by  other  local  builders  and 
real  estate  developers. 

Appliances:  Caprino  Television  & 

Appliance  Co.,  Jamestown,  N.Y.,  runs 
50  minute  announcements  weekly  over 

WJTN,  Jamestown,  N.  Y. 

Until  a  year  ago.  Caprino  had  mere- 
ly been  a  service  agency  for  television 

sets.  Today  his  name  has  become  so 
familiar  in  Jamestown  as  the  place  to 

buy  all  appliances,  that  Joe  Caprino 
now  sells  more  Sylvania  tv  sets  than 

any  other  dealer  in  Southwestern  New 
York,  is  expanding  his  line  to  include 
furniture  and  has  added  a  branch  store 

in  Sinclairville,  New  York. 

How  did  Caprino  build  his  volume? 

A  long-time  radio  user,  he  switched  to 
saturation  announcement  schedules 

over  WJTN  in  fall  1954.  He  bought 
50  one-minute  announcements  a  week 

on  a  floating  schedule  seven  days  week- 
Is .  His  objective:  both  to  sell  tv  sets, 

appliances  and  services  and  to  build 
the  store  name. 

His  agencv.  H.  J.  Weil  Advertising 
of  Buffalo,  developed  a  slogan  for  him 

("Go,  go,  go  see  Joe!")  that  was  so 
successful,  Joe  Caprino's  brother  bor- rowed it  to  advertise  his  new  barber 

shop  a  few  months  ago.  Said  his  radio 

announcements:  "Go,  go,  go  see  Joe's 

brother." 

Caprino  had  been  using  radio  for 

five  years  before  the  heavy  announce- 
ment campaign.  Through  the  \ears  his 

radio  budget  had  grown  to  the  point 
where  it  look  O.V  ,  of  over-all  adver- 

tising expenditures.  He  switched  tac- ties  ami  added  to  his  radio  dollars  last 

fall  when  lie  had  two  carloads  of  Syl- 
vania  sets  to  sell.  They  were  piled  on 

the  sidewalks  and  the)  had  to  go  fast. 

Caprino  bought  85  announcements  for 
the  first  week.  Shortly  thereafter  the 
sidewalks  were  clear  again. 

Said  Caprino  to  Si  Goldman,  presi- 

dent of  WJTN  and  WJTN-FM:  "1954 
was    the   biggest   volume   year   in   my 

history,  and  I  felt  it  was  only  proper  to 
1 1 'I  case  turn  to  page  114) 
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This  summer  big 

budgets  will  be  planned 

with  BASICS  like  these 

ALL  THESE  AND  MORE,  ARE  INCLUDED  IN  1955  FALL  FACTS  OUT  11  JULY 

"I  am  very  much  taken  with  the  section  in  your  Fall  Facts  Issue  labeled  TV  Basics.  I  would 
like  each  one  of  our  account  executives  to  have  it.  Would  you  send  me  10  copies  and  please 

bill   me  accordingly."' II.   Lyman   Hart,  pres., 
Hart-Conway  Co.,  Rochester,    V.   )  . 

"There's   onl)    i 'in-    word    fur   it:    Terrific!     I'm   referring    lo    sponsor's    Fall    Facts    Issue." 

George  J.  Abrams,  v.p.,  Block  Drug  Co.,  Jersey    (  ii\ 

"A  record  breaker  in  si/c.  bo  was  yom 
eighth  annual  Fall  Facts  Issue  a  record 
breaker  in  the  amount  of  pertinent,  pithy 
information  crammed  in  highly  readable 
form  into  its  pages.  Congratulations  to 

you  and  the  staff  <>f  sponsor  on  a  monu- 

mental task,  superblv  done." 
Sylvester  Li  Weaver  Jr.,  pres., \  H<  .  \  etc  York 

"That  268-page  behemoth  was  passed  on 
to  our  Sales  Manager  with  the  following 

message:  'Please  see  that  all  sales  per- 
sonnel read  and  initial  this  issue.  It's 

loaded ' 

Lawrrnrr   II.    Rogers    II,    V.p., 

WSAZTV,    Hunt  in  fit  on.    W.    la. 

"We  are  very  much  interested  in  passing 
on  to  our  clients  the  information  contained 
in  \'>ur  Radio  and  Television  Basics  from 

your  Fall  Facts  Issue.  We  would  appre- 

ciate receiving  100  •opies." 
Luana  K.  Lewis,  radio  &  tv  dir., 

Aylin  Adv.  Agency,  Houston 



We're  not  stretching  it.    The  Fall  Facts  Issue   (this  is  our 

ninth)    is  invaluable  to  timebuyers,   account  executives,   ad   managers, 

radio  and  tv  directors,  station  executives.     Nowhere  else   can   the} 

get  best-buying  tips,  costs,  trends,  directories.    Nowhere  else  can  they  get 

1955  Radio  Basics,  Tv  Basics,  Film  Basics,  Timebuying   Basics. 

Nowhere  else  can  they  learn   why   this   fall   and    winter   are   different 

and  how  to  cash  in  on  the  difference.    They  get  this   (and  much  more) 

while  they're  burning  midnight  oil  making  fall  and  winter  decisions. 

The  1955  Fall  Facts  is  all  meat.    It's    100%  geared   to  buyer  use. 

Anything  that  doesn't   fit   the  use  requirement   is  out.     That's 

why  your  advertising  message  should  be  in. 

Deadline 

27  June 

Publication 

11  July 

Sponsor,  40  E,  49th  Street,  New  York  17,  New  York 

Please   reserve      page(s)    in    SPONSOR'S   (>tli    annual    Fall    Facts    Basks. 
M\    position  preference(s)    is: 

Q     TV     SECTION  Q     TIMEBUVING     BASICS  Q     RADIO     BASICS 

fj    RADIO   SECTION  Q   TV   BASICS  fj    TV    FILM    BASICS 

SIGNED 

RATES:     double  spread 
full  page 

2/3  page 

FIRM 

$900 

$450 

$330 

1/2  page  $265 

1/3  page  $180 

1/6    page       $100 
(Abore   are    >IiibI»   Insertion   rates;   contract    aclvertl«eri   pay 

their  regular   earned   dleoount   rates.) 

MECHANICAL  REQUIREMENTS 
SPON80B 

exeepl    bleed  measure-  8!»" i     1214"     ixr    pic.-       Cell     Facta     1> 
•  tdo  it  Itched  ) 



IN    EVANSVILLE    INDIANA 
WISE 
BUYERS 
CHOOSE 

SALES   WITH    SHOWMANSKP 

HIGH  NOON  RANCH 
Mon.  thru  Fri.— 11:45  to  12:15 

Featuring  Doug  Oldham  and  the 
Dixie  Six,  Jeannie  Lamb  and 

I  lysses  Carlini — the  tops  in  "live 
local"    programming. 

PARTICIPATIONS  AVAILABLE 

Represented    by 

MEEKER  TV,  INC.  — ADAM  YOUNG 
ST.    LOUIS 

CHANNEL       50 

FIRST 
PUEBLO 
COLORADO 

KKIV 
CHANNEL  11 

FIRST  IN 

COLORADO 
SPRINGS,  TOO 
Covering  Colorado  Springs  and  Pueblo 

for  CBS,  ABC,  and  DuMont 

television  networks 

NATIONAL  SALES  OFFICE 

KKTV,  PUEBLO,  COLORADO 

Represented  by  GEO.  P.  HOIUNGBERY 
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send  my  formal  appreciation  to  WJTN 
[or  the  part  it  had  in  helping  me 
achieve  this  record.  As  you  know,  we 
used  WJTN  from  the  minute  I  had  a 
stock  of  television  sets  to  sell,  and  have 

used  it  consistently  since  that  day  .  .  . 
increasing  my  use  of  its  every  year  and 
my  business  has  increased  ever)   year. 

"WJTN  has  helped  me  become 
known  throughout  southwestern  New 
York  and  northwestern  Pernio  1\  ania, 

and  has  played  a  major  role  in  the  out- 

standing success  I've  had  in  selling 
Sylvania  tv  sets  and  Whirlpool  wash- 

ers and  driers  as  well  as  other  lines. 

''Go,  go,  go  see  Joe!'  has  become 
so  well  known  and  so  familiar  solely 

and  completely  through  WJTN.  .  .  ." 

Apparel:  Cy's  Campus  Sport  Shop, 
Pullman,  Wash.,  has  announcement 
schedules  over  KOFE,  Pullman,  Wash. 

When  Cy  Jacobs  bought  out  a  sports 

shop  in  February  1954,  he  decided  that 

Cy's  Campus  Sport  Shop  would  be- 
come "the"  store  where  Washington 

State  and  University  of  Idaho  students 
were  concerned.  His  medium:  an- 

nouncements in  popular  KOFE  record 
shows. 

He  started  with  a  five-a-week  sched- 

ule, stepped  up  his  advertising  to  10 
and  12  announcements  a  week  as  busi- 

ness boomed.  In  each  instance,  he  sells 

a  particular  item  of  clothing  or  en- 

semble. There's  the  story  of  the  \n- 

geles  I'eggers  (casual  denim  men's 
slacks)  for  example.  C\  Jacobs  began 

advertising  them  over  KOFF,  put  95' ; 
of  his  budget  for  advertising  them  on 
that  station.  Within  a  year  the  slacks 

have  become  de  rigeur  on  campus,  and 

an-  now  the  only  kind  young  men  in 
l lie  area  will  wear.  Pullman  clothing 
niailers  all  want  to  earn  the  line  now. 

In  April  L954,  he  introduced  "Lady 
Manhattan"  shirts  for  girls,  (in  the 
first  weekend,  and  as  a  rcsull  of  ID  an- 

nouncements oxer  KOFF  only,  more 
lli  in   100  shirts  were  sold. 

In    September     1051    he    advertised 

"Cougar  jackets"  on  KOFE.  B]  spend- 
ing $70  mi  the  station,  Cy  Jacobs  sold 

OVd     $4,500    of    these    wool    jacket-    in 
three  weeks.    From  February   through 

December   L954,  the  -lore  -old    L,200 

pairs  of  the  denim  "Angeles  Peggers 
slacks  a-  a  result  of  a  95$    KOFI  ad- 

vertising budget. 

February  L955  showed  a  50$  in- 
crease in  store  volume  over  February 

1953.  yet  the  enrollment  at  W>('  and the  University  of  Idaho  had  not 
changed  appreciably. 

Here's  a  sample  of  the  rather  un- 
likely collegiate  humor  in  the  commer- 

cials that  has  done  the  fabulous  sales 

job  (in  this  instance  for  Lady  Man- 
hattan shirts)  : 

Announcer  —  "It  is  night  on  the 
Thames.  High  above  the  murky  river, 

in  a  cozy  little  84-room  castle,  a  touch- 

ing scene  unfolds." Woman:  Hello. 
Man:  Hello. 

Woman:  You're  familiar. 
Man:  So  I've  been  told. 

Woman:  I've  seen  you  in  church,  I 
believe.  .  . 

Man :  I've  been  there. 

Woman:  .  .  .  why.  good  heavens!  I 

do  believe  you"re  my  husband!  And 
where've  you  been,  m'lord? 

Man :  Why.  I've  been  living  in  the 

east  wing  for  the  past  37  years,  m'lady. 
Woman:  Why,  then  \ou  are  my  hus- 

band.   Lord  Manhattan. 

Man:  Lady  Manhattan. 

The  announcer  makes  a  brief  clos- 

ing pitch  in  the  same  vein,  and  the 

coeds  come  rushing  into  Cy's  to  buy and  buy  and  buy. 

Writes  Cy  Jacobs  about  the  sales  re- 

sults in  this  RAH  entrv  :  "I  do  hereby 
swear  and  affirm  that  all  statements 

contained  herein  are  true  and  correct. 

except  for  being  understatement-." 
SpevUtlizt'd  si'rvlces:  Standard  Ra- 

dio and  Record  Co.,  Seattle.  W  ash.. 
has  a  52-week  announcement  schedules 
over  K\  \.  Seattle.  Despite  the  fact 

that  major  record  manufacturers  re- 

duced  di-k  prices  about  30';  last  year, 
the  Standard  managed  to  increase  its 

dollar  volume  bv  30',  in  1054—  with 
the  help  of  radio.  It  has  also  taken  a 

commanding  lead  over  retail  competi- 
tion in  the  market  I  29  retailers  exclu- 

sive of  variety  and  department  stores). 

I  In-  independently  ow ned  record 
shop  has  an  annual  advertising  budget 

of  over  $5,000,  puts  75%  of  this  into 
radio.  i()f  the  remainder  IV,  goes 

Eoi  catalogues,  1"' ,   to  newspapers  I . 
Standard  Radio  use-  a  minimum  of 

four  straight  one-minute  announce- 
ments dailv.  on  K\  \.  Seattle,  seven 

davs  a  week,  all  year  round.  The 
pilches  run  at  all  times  of  the  day,  but 

only  during  daytime  hours  and  when 
music  is  featured.  I  he  weekly  expen- 

diture averages  $80. 

Planning  to  renew  its  radio  schedule 
for  the  third  consecutive  year,  Sland- 
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PORTRAITS  OF   WGY-LAND 

Hello.  I'm  Martha  Brooks— hostess  on  the  Martha  Brooks  Show 

(WGY  Monday  thru  Friday— 9:15-10:00  a.m.)  Today  I'd  like  to  tell 
you  something  about  the  WGY  market  area. 

Schenectady,  N.  Y.  is  the  second  largest  city  in  the 
New  York  Capital  District  market  which  ranks  32  in 
national  retail  sales.  (Albany,  N.  Y.  is  the  first  city) 
Schenectady  has  a  population  of  more  than  98,000.  It 
is  the  center  of  heavy  industry  for  eastern  New  York. 
Schenectady  is  the  western  gateway  to  the  rich  farm 
country  of  the  Mohawk  Valley. 

Schenectady  is  just  one  of  22  cities  in  WGY-land 

with  a  population  more  than  10,000.  The  entire  WGY 
market  includes  1,004,7  50  radio  homes  in  53  coun- 

ties of  New  York  and  New  England. 

I   can   help  you   reach    this    market    during    prime 
morning  hours  on  the  Martha  Brooks  Show. 

Just  one  thing   more.   Only  one  radio  station  can 
reach  this  huge  market  for  You. 

WGY A    GENERAL    ELECTRIC    STATION 

ALBANY— TROY— SCHENECTADY— plus  — 53   counties   in   New  York  and  New  England 

Represented  nationally  by  Henry  I.  Christal  Co.,  Inc.  New  York  *  Boston  *  Detroit  •  San  Francisco 
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El  Paso  County 
4th  in  Texas 

In  Per  Family 
Effective    Buying 

Income 

TEXAS'  TOP  10  COUNTIES 

1  —  Dallas  County    (Dallas) 

2 — Lubbock  County   (Lubbock) 
3 — Harris   County    (Houston) 

4— EL   PASO  COUNTY    (El   Paso) 

5 — Jefferson   County    (Beaumont) 

6 — Nueces  County  (Corpus  Christi) 

7 — Travis  County    (Austin) 

8 — Tarrant   County    (Fort   Worth 

9 — Bexar  County    (San  Antonio) 

10 — McLennan   County    (Waco) 

!   Memt    Survey  .if  Buylne  I 

KROD-TV 
CHANNEL  4 

EL  PASO  texas 
CBS  -  DUMONT  -  ABC 

AFFILIATED  with  KROD-600  kc    (5000w.) 

Owned  &  Operated  by  El  Paso  Times,  Inc 

Rep.   Nationally  by  the  BRANHAM  COMPANY 

BEATS 'EM  ALL 

(AGAIN) 

According  to 

March  1-7 
Telepulse, 
KTVH  has 
15  of  fop 

J5  weekly 

and  9  of  10 

fop  multi- weekly  shows 

"Windy"  invites  you  to  join  the  "Blue  Ribbon" 
list  ot  advertisers  now  taking  advantage  of 

KTVH's  dominance  of  the  TV  audience 
in  the  rich  mid  Kansas  area.  Do  it  now— by 
contacting  a  KTVH  representative,  today! 

KTVH 
HUTCHINSON VHF 

240,000
  ̂ "^^ 

WATTS  CBS  BASIC 

CHANNEL 

12 
R«pr<i»nl«d  Nationally  by  H-R   R«pr«»enlaliv«i,  Inc. 

KTVH,  pioneer  station  in  rich  Central 
norc  than  1 1  imp 

com  m  unit  ii 

office  and  studios  in  Hutchinson;  office 
idio  in   Wichita   (Hotel   Lassen). 

Howard  O.  Petei  i  n,  General  M 

ard  will  increase  its  radio  appropria- 

tion by  about  one-third. 

The  shop's  owner,  Millard  Smith, 
reports  that  the  KXA  announcements 

have  produced  complete  sellouts  on 

specific  groupings  of  record  stocks  and 
name  brand  record  players.  Says  he: 

"Never  have  we  had  results  like  this 
from  any  other  advertising.  Hundreds 
of  people  mention  KXA  when  they 
come  in,  and  it  is  easy  to  trace  sales  of 

large  equipment  and  records  to  this 
source  alone.  KXA  has  proved  to  be 

the  best  medium  for  our  advertising."" 
Smith  also  reports  that  the  last  mea- 

sured week  in  1955  (the  ninth  week) 

showed  an  80/c  sales  gain  over  the 
same  week  in  1954. 

The  shop's  over  all  advertising  ob- 
jectives: to  sell  merchandise,  build 

store  traffic  and  establish  good  will. 

To  further  these  aims,  the  client  co- 
operates with  the  station  in  many 

ways.  He  allows  KXA  to  prepare  and 

schedule  all  announcements.  He  sup- 
ports his  air  advertising  by  exhibiting 

window  displays  furnished  by  KXA, 

by  in-store  signs,  and  by  displays 

pointing  up  K\  Vadvertised  items. 

Grocery  products:  B.  E.  Click  & 

Sons,  Corning,  Cal.,  uses  weekday  par- 
ticipations over  WCAU,  Philadelphia. 

In  Philadelphia,  Click  had  tradition- 
all)  been  a  small  newspaper  advertiser, 

using  two-inch  ads  or  at  maximum, 
one-column  ads.  Yet  the  competition 

in  the  market  from  nationally  adver- 
tised olives  lias  been  considerable  dur- 

ing the  past  decade  or  more.  Until  re- 
centl).  ripe  olives  had  been  luxuiv 
items.  WCAU  suggested  that  the)  be 

sold  "to  the  person  next  door"  and  in 
quantities  at  that. 

Click's  local  distributor,  the  George 
C.  Washington  Co.  passed  along  to  the 

sponsor  WCAU's  suggested  schedule  of 
participations  on  the  John  Trent 

Housewives'  Protective  League  shows. 
Glick  decided  to  ̂ ive  radio  a  13-week 

whirl.  Todaj  (dick's  Ripe  Olives  are 
the  No.  One  sellei  in  the  Philadelphia 

area.  (dick's  business  in  Philadelphia 
doubled  in  195  I.  and  the  firm  has  al- 

read)  signed  up  for  seven  more  13- 
week  periods. 

Generally,  Glick's  schedule  on 
\\  (  \  I  was  the  follow  ing  :  two  aftei  ■ 
noon  announcements  between  4:30 

p.m.  and  t:55  p.m.,  and  one  evening 
annoucemenl  between  10:30  p.m.  and 

11:00  p.m.  one  week.  I  he  altei  nate 
week  '.lick  bought  two  evening  and 

one  afternoon  participations.  Schedule 

i  an  on  a  Monday-through-Friday  basis. 
\\  eekly  cost  of  the  participations  was 

$195.  
' 

Here's  how  Howard  A.  Washington, 

partner  in  Click's  Philadelphia  dis- 
tributing house,  described  the  results 

to  WCAU:  "We  have  noted  since  B.  E. 
(dick  &  Sons  contracted  for  time  on 

your  radio  program,  Housewives'  Pro- tective League,  that  we  have  been  able 
to  secure  larger  outlets  which  are  the 

major  chains  and  supermarkets.  We 

are  very  happy  to  see  that  our  sales 
volume  has  more  than  doubled  since 

entering  this  program." 
Grocery  store:  Zink's  Super  Market. 

Salem,  Ind.,  sponsors  a  15-minute 

morning  program  on  WSLM,  Salem. 
Ind. 

Cailard  Zink  got  into  the  super  mar- 
ket business  some  17  years  ago,  after 

returning  from  Chicago  to  see  his 

lather's  store  empty  on  trade.  After 
one  year,  the  store  grossed  $25,000. 
Today  his  volume  is  $200,000,  and  he 

expects  $225,000  in  1955. 

Zink's  sales  volume  has  been  increas- 

ing steadily  in  the  past  three  vears.  It 
was  $185,000  when  WSLM  went  on 
the  air.  Since  that  time  two-thirds  of 
his  $7,000  annual  advertising  budget 

has  gone  into  radio,  the  remainder  into 
direct  mail.  His  customers  are  both 

the  rural  and  urban  housewives.  These 

he  reaches  with  Statesmen  Quartet,  a 
transcribed  15-minute  feature  aired 

daily,  Mondav  through  Saturday,  at 
8:00  a.m. 

The  main  interest  of  the  show  is  the 

reading  of  the  names  of  people  who 

register  at  Zink's.  and  have  (heir  names 
tape  recorded  for  broadcast.  During 
I  his  reading,  an  alarm  clock  goes  off, 

and  the  person  whose  name  is  being 

read  at  that  time  gets  a  basket  of  groc- 

er K's. 

It's    the   grass    roots    give-awa) 
show,  to  musical  accompaniment  from 
llie  quailct    which  sings  pop  tunes. 

Beside-  sponsoring  this  program, 

Zink  also  bins  announcements.  To  test 

radio's  pull,  for  example.  Zink  ran  a 
special  on  hams  and  potatoes.  \\  ithin 
two  hour-  after  the  show.  Zink  had 

sold   tWO  dozen  hams  and   In    noon.  .>0 
bushels  of  potatoes. 

To  promote  the  store's  anniversary 
on  radio,  /ink  offered  to  uive  awa)  hot 

dogs,    gol    traffic    of    5,000   visitors   in- stead  of   the  expected  3.0(H).  and  had 
to  bu)   2.(»>ii  more  wieners  in  a  hurry. 

Zink    told    broadcasters    and    admen 

about  his  experience  with  radio  at  the 
recent  N  VRTB  Convention  (See  SPON- 

son  30  Vlav.  page  112).  *  *  * 
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SPONSORS  WARM  TO  AP 

Because  .  .  .  it's  better 
and   it's    better   known. 

"Airliner  Down . . . 
022  my  way 

// 

Case  History  No.  9 

The  jangle  of  a  telephone  startled 
Bill  Bowers,  News  Director  of  KTTS 

and  KTTS-TV,  Springfield,  Mo.,  out 

of  a  sound  sleep  shortly  before  mid- 
night. A  deputy  sheriff  was  calling— 

one  of  Bowers'  good  news  sources. 
Bowers  listened,  suddenly  wide 
awake.  Seconds  later  he  put  in  calls 
to  The  Associated  Press  bureau  at 

Kansas  City,  and  to  his  station: 

"An  airliner's  reported  down 

north  of  the  airport,"  he  said. 
"I'm  on  my  way." 

His  call  gave  The  AP  a  head  start 
on  the  crash,  in  which  1 3  were  killed, 

22  injured.  But  Bill's  work  had  just 
started. 

He  drove  through  a  chilly  rain  to 
the  crash  area.  Plodding  over  a 
muddy  farm  field,  he  reached  the 
wreckage  just  as  survivors  were  being 
removed. 

He  helped  ambulance  drivers.  He 
interviewed  survivors.  He  started 
work  on  an  identification  list.  His 

back,  still  sensitive  from  a  recent  spi- 

nal operation,  began  to  hurt.  He  con- 
tinued his  rounds. 

The  AP,  meanwhile,  was  wrapping 
up  other  details  through  a  multitude 
of  telephone  calls.  Bowers  came 

through  again— with  the  first  survivor 
interview,  plus  a  casualty  list. 

Soon,  AP  staffmen  arrived  from 

Kansas  City  and  Bowers  helped  them 

. . .  meantime  feeding  the  story  to  his 
station. 

Twenty-four  hours  later,  Bill  Bow- 
ers was  able  to  resume  his  interrupted 

sleep.  And  the  next  day,  the  doctor 
put  a  brace  on  his  back  again.  But 

Bowers  didn't  mind. 
"I  am  proud  of  the  way  all  of  us 

handled  the  story,"  he  said.  "It's  that 
spirit  of  cooperation  that  makes  AP 

a  great  service." Hill  Bowera  is  one  of  tin- 
many  thousands  of  active 
newsmen  who  make  The 
AP  better  .  .  .  and  better 
known.  I 

If  your  station  i>  not  yet  usinp 
Associated  Press  service,  your  AP 

Field  Representative  can  give  von 
complete    information.   <>r    write 

Those  who  know  famous  brands... know  the  most  famous  name  in  news  is  /r 
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Now  it  costs  less 
to  sell 

MINNEAPOLIS 
ST.  PAUL 

Maximum  power  at  minimum 

cost  —  choice    availabilities. 

ASK 

H-R 

316,000 

watts   on 
Channel    9 

Offices,  Studios,  Transmitter 

FOSHAY  TOWER 
Minneapolis 

Represented  Nationally  by  H-R  TELEVISION,  INC. 

TRIED  by  a 
10  MAN  JURY 

Yes,  10  of  the  current  accounts 

on  Bob  Trebor's  "DAY- 
BREAKER"  Show  have  been 
sponsors  for  3  or  more  years. 
Several  for  AVi  years  on  this 

5-year-old  show. 
The  verdict  of  this  10-man 

jury  is  justified!  Erom  morning 
to  night  WVET  gets  results 

in  ihe  Metropolitan  Rochester- 
Western  New  York  Market, 

3rd  largest  in  America's  first State. 
5000   WATTS 

1280  KC 

BOB    TREBOR 

IN  ROCHESTER,  N.  Y. 
Represented  Nationally  by 

THE    BOLLING   COMPANY 

PROCTER  &  GAMBLE 
(Continued  from  page  35) 

sponsors  the  two  top-rated  daytime 

programs,  Search  for  Tomorrow  and 
The  Guiding  Light,  both  on  CBS  TV. 
The  first  show  reached  over  5,600,000 

homes  per  show  in  March,  the  second 

almost  5,350,000.  (In  1949,  by  com- 

parison, P&G's  top  radio  serial,  Ma 
Perkins  reached  4,325,000  homes  for 

Oxydol — this  year  the  figure  was  down 
to  2,431,000,  according  to  Nielsen. 

As  for  why  daytime  advertising  is 
needed,  P&G  explains  it  as  arising 

from  the  pressures  of  the  marketplace 

and  competition.  Daytime  air  expo- 
sure is  essential  because  this  is  the 

most  efficient  route  to  the  primary 

prospect,  the  fickle  housewife.  As  de- 

veloped during  the  radio  era,  P&G's 
daytime  air  advertising  via  soap  operas 
has  been  based  on  the  principle  of 

frequency,  the  ideal  being  a  situation 

in  which  as  many  housewives  as  pos- 
sible listen  to  your  show  as  often  as 

possible. Whether  on  radio  or  tv,  this  daytime 

approach  prevails.  The  importance  of 
frequency  is  underscored  by  this  P&G 

agency  account  man's  statement:  "The 
figures  show  that  a  soap  brand  is  con- 

stantly losing  and  adding  customers. 

Actually,  there  appears  to  be  little 

brand  loyalty  at  all,  rather  an  inces- 
sant flow  of  customers  to  and  from 

your  product.  This  means  that  you  not 
only  have  to  hit  them  as  frequently  as 

possible,  but  that  you  can  never  stop. 

1 1  \  ou  do,  you  can't  replace  those  cus- 
tomers  you've  lost,  not  to  speak  of 

attracting  new  ones." 
What  is  surprising,  he  notes,  is  thai 

despite  the  lack  of  any  observable  true 

brand  loyalty,  the  relative  ranking  of 
the  brands  appears  to  remain  stable. 
This  is  at  least  a  partial  reflection,  he 

feels,  of  the  amount  of  advertising  the 
brands  get. 

It  was  tlie  soap  opera's  great  con- 
tribution  to  commercial  broadcasting 

to  have  met  these  needs  of  frequency 
and  volume.  When  P&G  radio  head 

Bill  Ramsey  brought  Ma  Perkins  to 

national  coverage  over  two  decades 

ago,  after  a  successful  13-week  experi- 
ment in  Cincinnati,  he  was  pioneering 

a  program  foi  m  which  quickh  pn>\«-d 
<  apable  of  attracting  and  holding  large 
female  audiences. 

The  simple,  historic  Eacl  is  that  for 
over    two    decades,    the    oft-maligned 

soap  opera  has  continued  to  be  the 
most  popular  program  type  in  daytime 
radio.  This  holds  true  today.  The 
latest  Nielsen  standings  showed  that 

the  first  10  daytime  radio  programs 
were  all  daytime  serials. 

Their  hold  on  audiences  knows  no 

equals.  Ma  Perkins  has  been  on  the 

air  for  22  years,  Pepper  Young's  Fam- 
ily 19,  Right  to  Happiness  16,  Road  of 

Life  17,  The  Guiding  Light  18,  Perry 
Mason    11. 

P&G's  oldest  going  tv  serial  is 
Search  for  Tomorrow,  now  in  its 

fourth  year.  But  already  it  has  proved 

able  to  surpass  its  radio  fore-runners 
in  two  important  respects:  ratings  and 

day-to-day  holding  power.  In  March 
Search  had  an  average-per-minute 
Nielsen  rating  of  17.2,  the  top  daytime 

rating.  In  March  of  1949,  by  com- 
parison, Ma  Perkins  on  radio  held 

down  a  respectable  but  much  lower 
11.1.  (Tv  rating  is  percent  to  homes 
in  areas  covered;  radio  is  percent  of 
all  radio  homes.  Comparison,  there- 

fore, is  an  indication  of  popularity 
potential  rather  than  homes  delivered.) 

Search  delivers,  too,  an  impressive 

frequency  of  viewing.  According  to 
Nielsen  data,  close  to  half  of  the  audi- 

ence watches  four  or  five  times  a  week. 

No  radio  serial,  according  to  a  P&G 

spokesman,  has  managed  that  striking 
a  frequency  of  viewing. 

To  this  frequency  record  must  be 

added  the  full  "reach"  story  of  Search 
to  appreciate  what  P&G  sees  as  the 

daytime  potential  in  tv.  The  net 
weekly  audience  is  27%  of  all  U.  S.  tv 

homes.  Over  a  four-week  period,  the 

unduplicated  coverage  is  39.7' ,  . 
But  Search,  and  Light  are  by  no 

means  representative  of  what  P&G  gets 

on  its  other  daytime  tv  shows.  Road 

of  Life  which  has  been  dropped,  deliv- 
ered only  1,717,000  homes  in  March, 

while  its  radio  counterpart  delivered 

2,201,000.  Concerning  Miss  Marlowe, 
which  has  also  been  dropped,  delivered 

1,779,000.  Brighter  Day  came  in  with 
2.H90.000  homes. 

This  does  not  compare  favorabh  with 

mam  of  the  radio  serials.  Examples 

(March)  :  Our  Gal  Sunday,  2.201,000 

homes;  Young  Dr.  Malone,  2,247,000; 

Guiding  Light,  2,293,000. 

The   tv-radio   combination:     P&G 

and  its  agencies  practice  a  combina- 
tion tv-radio  policy.  Tv,  it  is  held, 

delivers   the   audience  core,  the  basic 

SPONSOR 



prospect  group.  You  then  employ  ra- 

dio to  "extend"  your  audience  reach. 
The  chart  on  page  35  illustrates  this 

thinking.  It  was  prepared  by  CBS 
Radio  Research  from  special  Nielsen 
data.  The  tv  show  is  Brighter  Day,  on 

at  4:00  p.m.  The  radio  show  is  The 
Guiding  Light,  at  1 :45  p.m.  The  radio 
serial  during  the  period  studied  was 
heard  in  13.9%  of  U.  S.  tv  homes  and 

in  16.2%  of  all  radio  homes.  The  tv 
serial  was  reaching  29.3%  of  all  tv 

homes  and  19.9%  of  all  radio  homes. 
The  combination  extended  the  net  tv 

reach  33%,  delivering  a  total  of  39.0% 
of  all  tv  homes.  It  extended  the  net 

radio  reach  66.87c,  delivering  a  total 
of  33.2%   of  all  radio  homes. 

Radio  will  continue  to  be  important 
for  a  number  of  P&G  brands  for  the 

following  reasons  outlined  by  Paul 
Huth,  director  of  media: 

1.  Network  radio  is  still  first  among 

the  media  in  delivering  low  cost-per- 
1,000  for  P&G  brands; 

2.  Radio  goes  into  areas  that  can- 
not be  reached  by  tv; 

3.  There  is  a  substantial  amount  of 

listening  in  tv  homes; 

4.  Listening  is  higher  still  in  radio- 
only  homes; 

5.  Radio  is  at  its  most  efficient  dur- 

ing the  daytime,  and  even  in  the  old 
days  P&G  was  not  much  of  a  nighttime 
radio  advertiser. 

6.  Network  radio  for  P&G,  at  least, 

still  appears  to  be  the  most  practical 
means  of  reaching  the  widely  scattered 
radio  audience. 

Cumulative  audienee:  This  princi- 
ple of  extension  of  audience  found  in 

the    radio-tv    combination    is    tied    in 

"She  writes,  'I  just  bought  a  home 
advertised  on  KRIZ  Phoenix,  with 

a  lovely  rock  garden'." 

with  the  ceaseless  search  for  the  large 
cumulative  audience.  Standard  P&G 

practice  on  tv,  both  daytime  and 
nighttime,  is  to  spread  sponsorship  by 

a  single  brand  over  several  shows 
rather  than  limit  it  to  one.  A  P&G 

agency  researcher  explains  win  : 

"With  one  show  you  might,  let  us 
say,  reach  60%  of  all  tv  homes  in  four 
weeks.  (The  reference  is  to  evening 

programing,  but  the  principle  remains 
the  same  for  daytime.)  But  with  two 

shows  you  might  reach  80-85%  of  all 
tv  homes  and  get  a  more  diversified 

audience  in  addition." 
The  budget  problem  actually  ap- 

pears to  play  as  basic  a  role  in  P&G's 
multiple-sponsorship  as  any  well  de- 

veloped media  theory.  Says  A.  N.  Hal- 
verstadt,  manager  of  the  advertising 

production  division: 

"There  isn't  an  advertiser  who  is 
not  concerned  today  with  rising  tv 
costs.  It  is  our  obligation  to  make 
advertising  dollars  stretch  as  far  as 

possible.  At  today's  prices,  single- 
brand  sponsorship  is  simply  too  rich 

for  any  one  brand." 
SPONSOR'S  Comparagraph  shows  that 

this  spring  only  Tide  enjoyed  single- 
brand  sponsorship  of  a  tv  show  {Con- 

cerning Miss  Marlowe),  but  this  was 

only  for  two-and-a-half  days  a  week. 
Three  or  four  brands  have  been  split- 

ting the  costs  of  the  other  daytime 
shows.  At  night,  incidentally,  no  brand 

appears  to  have  more  than  half-spon- 
sorship of  any  show. 

Multiple-brand  sponsorship  is  noth- 
ing new  for  P&G,  says  Halverstadt.  It 

i-;  applied  to  radio  as  well.  This  spring 
there  were  five  radio  shows  with  single- 
brand  sponsorship;  eight  carried  two 

or  more  brands.  In  1947,  by  com- 

parison, all  P&G  radio  shows  except 

one — there  were  14  daytime,  six  night- 

time programs  —  were  sponsored  1>\ 
single  brands. 

Itiife  of  the  rating:  Tv's  rising  costs 
have  created  ever-mounting  pressures 
for  top  ratings  and  dollar  efficiency  for 
P&G.  To  make  ad  expenditures  pay 

off  in  tv  these  days,  P&G  has  to  reach 
tremendous  audiences;  unless  it  does, 

cost  for  reaching  the  prospect  becomes 

too  high.  The  measure  of  its  adver- 
tising efficiency  is  therefore  cost-per- 

1.000,  while  the  key  to  the  problem  in 

the  long  run  is  the  rating. 

Tv  time  during  the  day,  it  is  pointed 

out  by  those  who  feel  P&G's  romance with  the  medium  cannot  last,  costs  half 

reasons 

JOHN  IRELAND 

r 

52  star-spangled  films,  paced  by 

top  names  from  Hollywood  and 
Broadway. .  .great  scripts.  ..superb 
direction  by  Roy  Kellino,  Ted  Post, 

and  others.  If  you  want  to  make  a 
real  impression,  this  is  for  you ! 

ABC    FILM 

SYNDICATION,   INC. 
7  Wett  66th  St.,  N.  Y. 
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Quad-City 
Employment 

is  up  and  Steady! 

Employment  at  the  large  farm  im- 
plement plants  and  at  some  300 

other  factories  is  keeping  pace 

with  increased  production  sched- 
ules. Forecasts  of  a  busy  pros- 

perous 1955  in  the  Quad-Cities 
have  materialized  into  an  active 

buying  market  of  '/j  million  peo- 

ple. The  Quad-Cities  offer  you  a  good 
marketing  opportunity.  WHBF  is 

"The  Quad-Cities'   Favorite". 
• 

CBS  FOR  THE 

£*K 

I 
I 
I 
I 
I 
I 

WHBF 
TEICO  BUILDING,  ROCK  ISLAND,  ILLINOIS 

Represented  by  Avery-Knodel,  Inc. 

MORE 

POWER 
than  any  other  Montana 

TV,    is    the    reason    why 

KGVO-TV 
Missoula,   Montana 

sells  9 
Montana  counties 

MORE 
MAGNIFY  YOUR  SALES 

IN  THIS  STABLE  J  140,000,000. 00 

MARKET 

I    t%#    V\  University  
City 

/'    Rich  Lumbering  and 

MISSOULA        ̂ ^Agricultural  Area 
MONTANA 

167  Mountainous  Miles  from  Spokane 

ul  nighttime,  l»ut  delivers  about  one- 
third  the  audience.  Costs  of  daytime 

are  thus  concluded  to  be  out  of  line. 

Bui  a  P&G  agenc)  research  head  shows 
how  the  best  daytime  show  actually 

-ta<ks  up  from  an  efficiency  point  of 

view.  "Let  us  take  the  top  daytime 
and  nighttime  shows  for  P&G  and  see 

how  they  compare.  In  March.  /  Love 

Lucy  had  a  cost-per- 1,000  of  about 

$4.70.  Search  jar  Tomonou  had  a 

cost-per-1,000  of  $2.00.  The  daytime 
show,  in  other  words,  was  more  than 

twice  as  efficient  as  the  nighttime." 

This  is  possible  when  the  show  de- 
livers a  good  rating  because  talent 

<  o-ts  are  far  lower  in  the  das  time  than 

al  night.  Hut  poorly-rated  daytime 

shows  are  indeed  more  expensive  than 

high-rated   nighttime  vehicles. 

Actually  evening  shows  are  expected 

to  have  higher  per- 1.00(1  costs,  but 

these  are  justified  b\  P&G's  media  men 

on  the  grounds  that  nighttime's  huge 
audiences  are  essential  in  certain  cases. 

The  company  expects  to  pay  more, 

proportionately,  for  such  coverage. 
But  there  is  no  such  excuse  in  the 

daytime,  since  the  total  base  you  start 

with  is  so  much  smaller  than  at  night. 

Ibis  is  the  ddllars-and-cents  prob- 

lem behind  the  concern  with  daytime 

ratings.  It  explains  why,  as  one  net- 

work source  puts  il.  "P&G  won't  stay 
long  with  a  daytime  show  that  rales 
under  a  nine. 

lion-   ratings  are  usvtt:     \  balance 

of  coverage,  frequency  and  rating  effi- 

cienc)  is  what  the  company  seeks  in 

each  buy.  Central  to  the  whole  P&G 

slide-rule  operation  is  the  \.  C.  Nielsen 

Co.,  on  which  the  soap  firm  relies 

heavily  for  most  of  its  broadcast  re- 
search material.  Paul  Huth  ei  plains 

the  use  of  Nielsen  ratings  l>\  P&G  this 
wa\  : 

1.  Nielsen-  average-per-minute  fig- 

ures an-  employed  to  evaluate  "circu- 
lation  performance  of  shows.  The) 
can  tell  P&G  the  size  ol  the  audi- 

ence during  the  average  minute  of  the 

program,  an-  therefore  guides  to  aver- 
age  listening  to  the  commercial.  I  hese 

an-  tin-  figures  P&G  employs  to  figure 

.  n-i  pei  - 1  .mil).  From  a  comparath  e 

point  ol  view.  Huth  explains,  the  aver- 

age-per-minute rating  serves  "to  equal- 
ize different  length  show-. 

2.  The  well-known  "Nielsen-Rating' 
i-  used  bj  P&G  primarily  for  the  pur- 

pose "I  estimating  cumulative  audience 

oxer  a   four-week  period.    This  rating 
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is  a  measure  ol  how  main  homes  were 

tuned  to  the  program  for  a  minimum 
ol  six  minutes.  Because  it  measures 

the  average  radio  or  television  set- 

tune-in  to  a  specific  show,  the  six- 

minute  rating  is  employed  b\  P&G  to 
measure  frequence    of  viewing,   too. 

The  rating  i-  not  onl\  a  sign  of  the 

size  of  your  audience,  says  Huth.  but 
is  also  directly  related  to  the  important 

factor  of  frequency.  He  cites  a  hypo- 
thetical example: 

\  high-rated  show  reaches  80$  of 

all  tv  homes  in  the  four- week  period. 
A  medium-rated  show  also  reaches 

Mi',  of  all  tv  homes  in  that  same 

period.  Is  there  am  serious  difference 

in  what  the  two  shows  are  delivering.'' 
^i  es,  because  the  first  is  reaching  each 

home  an  average  of  2.3  times,  the  sec- 
ond an  average  of  1 .4. 

ITiis  is  another  of  the  reasons  you 

will  find  the  media  department  ol  P&G 

hard  to  keep  happ)  with  an\  but  the 

top  ratings.  It  want-  to  keep  hitting 
each  home  because  of  the  constant 

competitive  pressure  in  the  soap  busi- 
ness. 

f>«!/(im<>  problems:  Since  P&G  does 

not  yet  enjoy  the  best  ratings  with  all 

its  daytime  entries,  it-  media  and  pro- 

gram   men    are    obviouslj    concerned. 

\mong  the  most  serious  problems  i- 
mounting  costs,  which  affect  the  whole 

media  picture  at  I'M >. sponsok  asked  1'MTs  A.  Y  llalver- 

sladt:  "Is  it  true,  as  some  maintain. 
that  daytime  is  simply  not  economical 

enough  for  you  and  that  you  may 

leave   it  should   COStS   mount.'' 

Halverstadt's  careful  answer:  "We 
feel  that  daytime  t\  can  be  of  real 

value  to  a  number  of  our  brand-.  But 

if  we  found  that  through  another 

medium  or  combination  of  media  we 

could   reach    more   people   at   a    more 

reasonable  cost,  we  might  \er\  well 

Utilize  it  instead.  There  is  a  ceiling 

beyond  which  you  can't  go  in  buying 
e\cn  top-rated  shows,  whether  day  or 
night.  High  efficiency,  high  coverage 
are   all    wonderful.     But    if   the   vehicle 

i-   -o   expensive   thai    it    exhausts   all 

\oiii  advertising  funds  al  the  cost  of 

satisfactory  frequency,  you  maj  have 
to  forget  about  maximum  <  overage  and 

settle  loi   something  less  ambition-. 
"  \n\  medium  can  reach  a  point 

where  it  cannot  deliver  what  the  ad- 

vertiser wants  within  a  cost  structure 

that   it  can   and   should   bear   for  it." The  cost   squeeze   works   this  way, 
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according  to  a  P&G  agency.  ̂   mi  build 
your  campaign  around  \our  basic 

medium,  which  is  television,  and  sup- 
plement with  remaining  funds.  Your 

choice  is  basically  between  nighttime 
and  daytime  television.  If  you  choose 

nighttime,  you  may  not  have  a  dime 

left  for  anything  else,  or  so  little  that 

you  can't  do  much  with  it.  Daytime, 
while  cheaper,  is  still  very  expensive, 
and  will  eat  up  your  funds  rapidly  too. 
so  that  there  will  not  he  much  left  for 

the  other  media.  To  big-budget 
brands  like  Tide  and  Cheer,  this  may 
not  be  a  serious  problem,  but  for  the 
rest  of  the  P&G  group,  it  creates  tre- 

mendous headaches. 

Daytime  tv  could  suffer  in  the  case 
of  some  P&G  brands,  says  Halverstadt, 
if  in  the  face  of  rising  costs  those 
brands  insist  on  continuing  or  expand- 

ing their  nighttime  coverage  or  if 
brands  now  on  in  the  daytime  decide 
to  venture  into  the  evening  schedules. 

In  the  same  way,  an  agency  re- 
searcher points  out,  radio  tends  to 

suffer.  The  cost  of  a  daytime  radio 
strip  is  figured  by  the  agency  as  equiv- 

alent to  one-third  of  a  daytime  tele- 
vision strip.  Almost  invariably  the 

agency  will  recommend  television,  the 
basic  medium,  and  there  may  not  be 
enough  money  left  to  do  a  radio  job in  addition. 

"We  don't  want  to  drop  radio,"  they 
will  tell  you  at  a  P&G  agency,  "but 
what  can  we  do?" 

To  counteract  the  agency  tendency 
to  neglect  radio  in  favor  of  tv,  the 
media  department  of  P&G  is  reported 
to  have  requested  its  agencies  not  to 
recommend  dropping  the  medium  un- 

less it  was  absolutely  necessary,  on  the 
ground  that  network  radio  today  is 
still  such  an  efficient  buy. 
An  executive  of  one  P&G  agency 

feels  that  "it  is  a  disgrace  the  way 
radio  is  booed  in  some  other  agencies." 
He  maintains  that  "it  is  time  to  give 

1,000,000 
WATTS 

st  in  Power 

and  Coverage 

Wilkes-Barre 
Scranton 

Call  Avery-Knodel,  Inc. 

radio  new  shows."  He  suggests  thai 
sponsors  "should  aggressiveh  m  ike 
radio  versions  of  tv  successes."  I  bese 
adaptations  should  be  simple  t<>  make, 
he  insists,  and  would  cost  little,  since 

the  same  performers  could  be  em- 

ployed. 
The  P&G  agencies  are  Benton  & 

Bowles,  Compton,  Dancer-Fitzgerald- 
Sample,  Biow-Beirn-Toigo  and  ̂   ..ung 
&  Rubicam  in  New  York;  Leo  Burnett 
and  H.  W.  Kastor  &  Sons  in  Chicago. 

Program  troubles:  The  high  cost 
of  tv  is  compounding  the  program 
dilemma.  Once  you  could  take  your 
time  in  building  a  vehicle,  a  P&G 
spokesman  told  SPONSOR;  you  could 
afford  to  invest  the  years  and  mone) 
to  develop  a  radio  property,  and 
could  fool  around  without  too  much 
out-go  of  funds  in  the  first  days  of 
daytime  tv.  Today,  he  sighs,  your  pro- 

gram has  to  pay  out  fast.  Concerning 
Miss  Marlowe,  considered  a  first-class 
show  at  P&G,  just  couldn't  seem  to  do 
much  rating-wise  after  a  year,  and  has 
been  dropped.  Golden  Windows,  also 
on  NBC  TV,  had  an  even  shorter  run. 

This  raises  the  question  whether  the 
soap  opera  is  any  longer  a  feasible 
form  of  program  to  build  in  the  hi-h- 
cost  tv  era.  At  NBC  TV  an  executh  e 
argues  that  it  is  no  longer  possible  to 
develop  the  rating  on  a  soap  opera 
quickly  enough  to  justify  the  cost. 
NBC  TV  will  attempt  to  build  its  day- 

time structure  around  personality 
shows,  which  it  believes  to  be  more 
merchandisable  than  serials  and  more 
capable  of  swift  growth.  Since  P&G 
has  apparently  decided  to  let  NBC  TV 
determine  the  program  content  of  the 
two  NBC  TV  quarter-hours  it  is  inter- 

ested in,  the  chances  are  against  serials 
going  into  the  afternoon  slots.  At 

presstime,  it  appeared  likely  that  P&G 
would  pick  up  the  tab  for  the  first 
quarter-hour  of  The  Tennessee  Ernie 
Ford  Show,  as  well  as  another  NBC 
TV  show. 

Uncertainty  about  programing  for 
daytime  is  increased  by  the  rating 
spread  of  the  serials  on  the  P&G  roster, 
from  17.0  to  5.5.  This  is  contrary  to 
the  experience  in  radio,  where  serial 
ratings  have  tended  to  remain  within 

a  fairly  narrow  range  over  the  years. 
In  1949,  for  example,  the  difference 

between  the  highest  and  lowest-rated 
P&G  radio  serial  was  4.2.  In  March 

of  this  year  it  was  2.4. 

\\  by    this    should    be    has    a    great 

Four# 

moreV^ 
reasons 

RICHARD  CARLSON 

EDWARD    ARNOLD 

Strictly  a  top-drawer  series  ...  52 
films  combining  famous  stars  (like 

these),  great  stories,  top  production 

in  one  quality  package.  No  wonder 

critics  call  them  "outstanding" 
..."first  class" ! 

ABC   FILM 

SYNDICATION,   INC. 
7  Weil  66th  St.,  N.  Y. 
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NORTH  CAROLINA'S 

GDLDEN  TRIANGLE 
LISTENS 

GREENSBORO 

TO  THE  BIG  VOICE 

RADI  O 

WINSTON-SALEM 
NORTH  CAROLINA 

■fo. 

f   WINSTON-SALEM <      GREENSBORO 
/      HIGH   POINT 

5000  W  •  600  KC  •  AM  FM 

HtADLEY-REED.  Representatives 

DO  YOU 
Want  a  direct  tap 

to 

THE  FLOOD 
OF  BUYING  POWER 

in 
GEORGIA-ALABAMA- 
THE  CAROLINAS? Daily 

WEAS 
Booms  50,000 

watts  into  this  area. 

WEAS 
50,000  WATTS 

1010  K.c.  DECATUR,  CA. 

CALL  STARS  NATIONAL 

400  Madison  N.  Y.  C.  Plaia  8-0555 

many  people  wondering.  Are  Search 
for  Tomorroiv  and  The  Guiding  Light 

programing  flukes  and  just  so  far  supe- 
rior to  the  others  as  to  be  no  contest? 

A  network  researcher  offers  this  ex- 

planation: "There  is  a  psychological 
difference  between  watching  television 
and  listening  to  radio  which  people 

often  overlook.  It  is  possible  for  a 
housewife  to  listen  to  a  flock  of  serials 

while  working  in  the  house.  She  can 

easily  let  the  second-rate  show  slip 
by  while  she  waits  to  hear  the  one  she 

is  really  interested  in.  To  watch  tv,  on 

the  other  hand,  requires  that  she  pay 
il  a  different  kind  of  attention.  This 

means  she  is  going  to  be  much  more 

selective.  She  simply  will  not  take  the 

time  to  watch  a  daytime  serial  unless 

she  really  wishes  to  see  it." 

".  .  .  we  and  our  public  and  our  critics 
must  note  these  important  differences: 
we  can  help  education,  but  we  cannot 
be  education.  We  can  give  the  pulpit 
a  wider  range,  but  we  cannot  lye  re- 

ligion. We  can  help  the  American 
borne,  but  we  cannot  be  parents.  The 
true,  proper  function  of  tv  in  our  so- 

ciety is  not  to  make  a  perfect  world, 
or  even  perfect  District  of  Columbia, 
but  to  meet  the  world  as  we  find  it;  to 
show  it  to  itself  warts  and  all;  to  make 
it  better  informed  and  hopefully  hap- 

pier,  and   to  make  it  aspire." 
DR.  FRANK  STANTON 

President 

CBS 

Under  review,  too,  in  Cincinnati  is 

the  question  of  bow  to  size  up  the 

daytime  tv  impact.  A  company  spokes- 

man admits  that  so  far  there  is  no  waj 

of  pinpointing  the  medium's  actual 
commercial  effectiveness.  "It  was  quite 
dill'MTii  In  the  radio-onh  da)  s.  \\  e 

were  largely  alone  in  the  medium  for 

a  long  time.  You  could  feel  the  sales 

impact  of  a  new  strip  almost  immedi- 
ately. In  daytime  tv,  it  is  much  more 

dillicult  to  judge." 
One  of  the  basic  questions  is:  How 

attentively  does  the  woman  at  home 
watch  the  screen  during  the  day?  At 

one  P&G  agency,  the  daytime  approach 

holds  that  the  audio  must  play  a  more 
important  part  than  at  night,  and  so  it 

looks  upon  a  <la\lime  serial  as  basi- 

<  all\    "a  radio  show  with  |>i<  Inn--." 

To  this  question,  too,  no  final  an- 
swers seem  to  have  been  found  as  yet. 

•  •  • 

40  E.  49TH 
{Continued  jrom  page  16) 

TIMEBUYINC   MACHINE 

I  certainly  was  gratified  to  see 

(sponsor,  2  May,  1955)  that  there  is 
such  a  thing  as  a  time  buying  machine. 

Even  though  I  mentioned  the  machines 

in  my  "Timebuyers  at  Work"  com- 
ment, I  didn't  believe  they  existed. 

Mr.  Flanagan  and  SPONSOR  showed  me 
how  wrong  I  was. 

I  still  don't  think  the  machine  is  a 

practical  reality,   however,   it   is  read- 
ilv    apparent   that   it   does   not   put   a 
return  address  on  the  envelope. 

William  B.  Kroske 

Radio  &  Tv  Timebuyer 

Ketchum,  MacLeod  &  Grove Pittsburgh 

TREWAX 

In  your  4  April  issue  you  published 

a  very  nice  story  concerning  our  cli- 
ent, the  Trewax  Company. 

We  would  like  very  much  to  have  a 

half  dozen  reprints  of  this  article,  and 

if  it  is  possible  to  order  several  thou- 
sand reprints,  we  would  like  to  have 

you  quote  us  a  price  in  two  and  three 
thousand  quantities. 

This  well-written  article  would  make 

a  very  nice  dealer  mailing  piece,  and 
if  we  could  use  it  in  this  manner  we 

would,  of  course,  credit  sponsor  with 

Beth  Norman 

Richard  N.  Mellzer  Adv. 
Los  Angeles 

•  SPONSOR  is  happy  to  furnish  reprints  of 
articles.  A  four-pace  reprint  eosts  $53  for  1  .OOO. 
$86     for    2, <»<)<)    and    $119    for    3.O0O. 

TIMEBUYERS 

Your  article  "Top  Timebuyers"  I  1<" 
April  1955)  was  of  great  interest  here. 
I  was  particularly  pleased  with  your 
report  on  the  system  for  developing 

good  timebuyers  that's  beginning  at 
many  agencies.  This  report  helps  sub- 

stantiate the  practical  aspect  of  the 

teaching  methods  I  use  in  my  radio- 
tv  ad\erlising  course.  The  eight  points 

listed  as  a  part  of  the  agency  training 

luograni  are  all  covered  in  this  course. 

The)  are  further  augmented  with  a 

term  project  which  includes  selection 
and  stud\  of  an  account  with  the  ac- 

tual working  out  of  a  radio-tv  cam- 

paign for  this  advertiser  covering  all 
of  the  timebuying  procedure  down  to 

the  point  of  making  out  sample  con- 
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tracts  for  the   time  purchases. 
Naturally,  this  class  keeps  up  with 

developments  in  the  industry  through 
reading  assignments  in  sponsor. 

Pat  Cranston 

Instructor,  radio-tv 
School   oj   Communications 
Washington,  D.  C. 

FEE  TV  REBUTTAL 

Your  18  April  issue  carries  a  letter 
from  Leon  Gorman,  general  manager 

of  WABI-TV.  Rangor  that  requires  an 
answer  if  the  facts  of  subscription  tv 
are  not  to  be  buried  under  a  load  of 

arithmetical  garbage. 

The  statistics  he  used  were  appar- 
ently supplied  by  the  TV  Research 

Council,  a  disguised  propaganda  arm 
of  the  Theater  Owners  of  America. 

Aside  from  a  lack  of  candor  as  to  the 

true  interest  of  the  source,  the  figures 

represent  a  distortion  of  fact  and  a 
bold  attempt  to  mislead  the  reader. 

It  is  utter  nonsense  to  state  that 

subscription  tv  is  going  to  cost  the 

viewer  $1,500  annually.  To  prove  that 

he  doesn't  have  any  faith  in  his  own 
figures,  Gorman  immediately  climbs 
down  off  the  ladder  and  says  that  the 

annual  cost  is  going  to  be  $500.  This 
latter  statistic  makes  more  sense  than 

his  first  one.  The  job  of  subscription 
tv  is  to  provide  viewers  with  a  new 
class  of  program  which  viewers  do 
not  now  get  and  sponsors  cannot  now 

afford.  First-run  motion  pictures, 
Rroadway  opening  nights,  symphony 

concerts,  top-flight  sports  events  and 
cultural  programs  would  be  presented. 

There  is  a  very  great  deal  of  difference 
between  this  type  of  attraction  and  the 
type  of  events  regularly  presented  on 

"Remember,    KRIZ    Phoenix    said 
we'd  find  beaux  here?" 

present-day  tv  schedules. 
Gorman  and  other  opponents  of  sub- 

scription tv  have  voiced  one  statement 
that  sets  a  new  high  in  outright 
goofiness.  This  is  an  assertion  that 

the  public  is  going  to  be  required  to 

pa)  for  all  the  programs  it  now  gets 
for  nothing.  Of  course  the  public  gets 

no  program  for  nothing  even  these 

days.  The  public  paid  to  build  Gor- 

man's station  and  it  pays  his  salary. 
Rut  instead  of  belaboring  that  point, 
consider  the  true  case  of  this  claim  that, 

with  subscription  tv,  the  public  will 

have  to  pay  for  all  these  so-called  free 

programs. 
...  If  subscription  tv  is  to  be  a  success, 

it  must  offer  a  type  of  program  that  is 

superior  to  the  regular  offerings  on 
commercial  tv.  .  .  .  In  the  course  of  a 

year,  the  number  of  such  top-quality 
offerings  is  limited.  At  the  outset,  not 
more  than  10  or  15  hours  a  week 
of  such  entertainment  could  be 

provided.  .  .  . 
In  1953,  on  the  basis  of  taxes  paid, 

the  public  spent  something  like  $3,128,- 
000,000  in  admissions  to  theaters, 
concerts,  baseball  games,  football 
games,  and  all  other  amusement  events 
where  an  admission  fee  was  charged. 
The  addition  of  subscription  tv  is  not 

likely  to  change  this  total  very  much. 
It  is  from  these  fields  of  spectator 
interest  that  subscription  tv  would 
draw  its  box  office. 

...  So  far  as  Zenith  is  concerned, 

there  is  going  to  be  no  requirement 

for  the  viewer  to  make  a  capital  invest- 
ment in  a  decoder.  These  instruments. 

in  each  case,  would  be  owned  by  the 
local  Phonovision  franchise  company. 

Users  would  probably  pay  a  small 

installation  fee  and  monthly  service 
fee  for  the  decoder.  This  is  much  on 
the  order  of  the  transaction  that  takes 

place  between  a  subscriber  and  his 
local  telephone  company. 

.  .  .  Gorman's  own  station  in  Rangor 
is  currently  enjoying  a  fine  monopoU 
on  all  the  tv  network  programing 

there  is,  by  virtue  of  its  four-network 
affiliation.  Within  his  primary  area, 
there  are  five  vacant  channels.  It  i- 
of  serious  business  concern  to  him 

that  some,  or  all.  of  these  channels 

could  blossom  into  competition  if  they 

had  access  to  subscription  tv  income. 
And  it  is  of  interest  to  the  public  in  his 
area  that  these  stations  blossom  to 

offer  a  wider  choice  of  both  subscrip- 
tion  and   sponsored   programs. 

The  real  fears  that  Gorman  has  are 

based  on  his  feelings  about  subscrip- 

PRESTON   FOSTER 

reasons 

Sponsors  of  all  kinds  have  switched 

to  The  Playhouse  because  of  its  con- 
sistent high  quality.  No  other  filmed 

dramas  you  can  buy  offer  this  top 

combination  of  "name"  stars,  taut 
stories,  elaborate  production. 

ABC    FILM 

SYNDICATION,   INC. 
7  West  66lh  St.,  NY. 

CHICAGO  •  ATLANTA  •   HOLLYWOOD  •   DALLAS 
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tion  t\  as  a  (>< >~sible  competitor.  His 
fancied  ones,  as  outlined  in  his  letter 

to  SPONSOR,  can  largely  be  dismissed 
as  nonsense.  As  for  the  residue, 

there  is  still  a  regulating  body  called 
the  F.C.C.  that  has  the  power  to  cope 
with  any  abuse  that  might  crop 

up,  including  the  number  of  hours 
the  station  can  carry  subscription 

programs. 
Ted  Leitzell 
Director.  Public  Relations 

Zenith  Radio  Corp. 
Chicago 

•  Reader  Leitzell  i»  refrrrinp  to  a  letler  thai 
appeart-d  in  the  18  April  i>sue  written  l»v  Leon 
P.  Gorman,  General  Manager  of  WABI-TV,  Ban- 
gor.  The  letter  l>>  Cornian  was  itself  a  reply  to 
a  statement  by  Jackie  Gleaaon  in  the  21  Marrh 
i"iir.  Gleason  had  answered  the  Sponsor  A*k- 

ijnestion,  *"Ilow  <lo  you  visualize  television  lo 
>car-  from  now?"  to  the  effect  that  most  tv 
would     he    pay-tv    on     film. 

ROUND-UP 
(Continued  from  page  75) 

K^W.  Philadelphia,  has  sent  out  a 
brochure  to  admen  that  leads  with  the 

startling  statement  that  KYW  listeners 
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never  leave  the  signal  area  even  on 
their  vacations.  This  data  is  elucidat- 

ed upon  further  showing  the  amount 

of  money  spent  in  the  listening  area 
by  the  residents  plus  the  money  spent 

by  seasonal  visitors  to  the  area.  The 

brochure  also  cites  various  surveys  in- 
dicating that  summer  sales  continue 

high,  and  that  KYW  programs  to  the 

summer  listener  using  portables  and 
car  radios. 

*       «•       * 

Oil  seems  to  be  taking  something  of 

a  back  seat  in  Texas.  WOAI-TV,  San 
Antonio,  has  just  concluded  a  tv 
course  on  uranium  prospecting.  The 
course  was  a  Sunday  feature  of  eight 

half-hour  lessons  and  featured  experts 
in  Geology,  Mining,  Phvsics  and  Law. 

Radio  listeners  in  Columbus,  Ohio, 

can  get  some  good  news  at  least  once 
a  week  when  station  WTVN  airs  a 

show  with  the  "lighter  and  nicer  side 
of  the  news."  It  is  aptly  named  Good 
News  and  is  assembled  by  Reverend  T. 
C.  \\  hitehouse.  of  that  city. 

*  *        » 

The  recent  floods  and  tornados  which 
hit  Oklahoma  were  covered  by  WKY 

and  WKY-TV,  Oklahoma  City  in  true 

on-the-spot  fashion.  So  on-the-spot 
were  the  camera  men  and  broadcasters 

that:  ll)  they  lost  a  news  truck  in 
four  feet  of  flood  water,  (2)  a  remote 

crew  was  nearly  electrocuted  when  a 

power  shovel  cut  through  their  power 
line. 

The  station  managed  to  receive  tele- 
phone reports  for  news  broadcast 

almost  in  the  teeth  of  the  storm  and 

telecast  sound  films  shortly  after  it 
was  over. 

*  *        # 

WTVW,  Milwaukee,  has  the  interest 

of  the  folks  in  the  "Beer  City"  stirred 
as  to  the  exact  time  the  station's  new 

l.lo.")  foot  t\  tower  will  be  completed. 
For  the  person  who  comes  closest  to 
the  exact  second  thai  construction  is 

completed,  the  station  lias  a  brand-new 
L955    I'Ki   tli    sedan.    Other   prizes, 
12  in  all.  include  a  coloi  t\   console, 

radio-phonograph,     clock-radios     and 
jeweliv.       The     colltr-1      i-     being      |.all\- 

hooed     in     the     local     papers     and     in 
retail  store  w  indows. 

TIhh-  i-  also  a  separate  contest  being 

run  for  admen  with  ll.'  cash  prizes. 
|\\  l\  \\  is-  hannel  12  in  Milwaukee.) 

Top  pi  !/'•  loi  tlir  admen  is  $400  w  ith 

other  prizes  down  to  y2.~>.  *  *  "* 

BATTLE  OF  TITANS 
{Continued  jrom  page  33) 

CBS  has  joined  NBC,  has  14  of  these 
1  '  -hour  shows  in  the  works,  10  of 
which  have  been  sold  to  Ford  dealers 

on  Saturdays  and  four  of  which  will 
be  put  on  during  the  week,  though  no 

specific  times  or  sponsors  have  thus 
far  been  announced.  CBS  has  even 
more  in  mind  hut  cannot  clear  the  time 
until  new  contracts  with  its  clients 

permit  the  web  to  preempt  their  shows. 

The  jubilee  showrs  —  which  CBS 

prefers  to  call  its  long  programs — will 
be  heavily-laden  with  star  names.  Noel 
I  oward  will  star  in  three,  with  Mary 

Martin  co-starring  in  one;  Bing  Croshv 

will  appear  in  two  plays  put  to  music, 

with  Thornton  Wilders  "Our  Town" 

and  Maxwell  Anderson's  "High  Tor" under  consideration. 

As  for  NBC,  in  addition  to  putting 

on  a  spectacular  series  on  Sunday 
afternoon  with  Maurice  Fvans.  the  net- 

work is  offering  its  long-planned  Wide 
Wide  World,  an  excellent  example  of 

the  tvpe  of  programing  that  excites 

Pat  Weaver's  imagination. 
Wide,  Wide  World,  which  has  not 

\et  been  sold,  is  conceived  as  an  ex- 

tension of  man's  senses  through  the 
electronic  camera,  which  ranges  over 
the  earth  while  the  viewer  sees  all  from 

his  armchair.  Tv  audiences,  as  well  as 

potential  sponsors,  will  get  a  sample 
of  the  show  soon,  since  Ford  and  RCA 

have  bought  it  for  the  26  June  Pro- 

ducer s  Shotvcase,  which  is  NBC's 
Monday    night   spectacular. 

\\  bile  details  have  not  been  set,  the 

following  description  is  a  close  ap- 
proximation of  the  26  June  show:  It 

will  be  series  of  live  pickups  from 
<  < .;» -~t  to  coast.  The  show  will  open 

with  a  view  of  the  Shakespeare  Festi- 
val  in  Stratford.  Ontario,  then  hop 

across  the  countr)  1>\  stages,  with 

pickups  in  Chicago.  Kansas  City.  Den- 
ver  and  the  West  Coast.  Viewers  will 

see  skiers  on  the  slopes  of  Mt.  Hood 

and  a  performance  ol  the  famous  Mex- 

ican  comedian,  Catinflas,  whose  bull- fight satire  will  he  picked  up  bj  the 
i\  camera  in  Tia  Juana. 

\BC  is  holding  off  from  the  spec- 
tacular battle.  The  reason  is  put  this 

\\a\  h\  Robert  Weitman.  \  ice  president 

in  charge  oi  programing:  "If  you  offer 
people  a  Cadillac  on  Monday,  will  they 
want   a  Che\  rolet   on  Tuesdaj  ? 

Weitman  i-  not  onl)  afraid  that 
extravaganzas    will    make   the   smaller 
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shows  look  pale  in  comparison  but 
fears  this  in  turn  will  lead  to  a  multi- 

plying of  spectaculars  with  tv  costs 
rising  to  such  heights  that  sponsors 
will  desert  the  medium.  He  recalled 

his  own  experience  as  manager  of  the 

New  York  Paramount  Theatre  during 

which  time,  he  said,  the  Times  Square 
theatres  showing  both  movies  and  a 

stage  show  bid  up  prices  so  high  for 
stage  talent  that  many  of  the  movie 
houses  were  forced  to  discontinue 

"flesh." 

"It  wasn't  necessary  for  this  to  hap- 
pen." Weitman  contended.  "If  the 

theatres  offered  good,  -olid  program- 
ing week  after  week  so  that  the  public 

knew  what  it  was  getting,  the  stage 

shows  would  have  continued.  That's 
what  tv  needs,  good  solid  entertain- 

ment week  after  week  so  that  the 

\  iewer  knows  what  he  can  expect  be- 

fore he  turns  on  the  set." 

ABC  has  been  trying  to  convince 

advertisers  that  the  spectaculars  are 

not  a  good  buy.  Early  last  month  the 
network  released  figures,  based  on 

Nielsen  data,  comparing  half  hour 

costs-per- 1,000  with  those  of  spectacu- 
lars. According  to  the  figures,  the 

spectaculars  have  delivered,  on  the 

average,  a  cost-per-1.000  per  commer- 
cial minute  of  S4.42.  The  average 

half-hour  show  this  season  delivered 

;m  average  cost  of  $2.99. 

NBC's  Pat  Weaver  took  indirect 
cognizance  of  these  figures  recentlv  in 
a  speech  before  the  Advertising  Club 

ol  New  Jersey.  He  flaunted  defiance 

of  the  cost-per-1.000  concept.  In  eval- 
uating the  spectaculars  in  terms  of 

cost-per-1,000,  Weaver  said,  the  ad- 
vertiser is  missing  the  point.  He 

pointed  out  that  skywriting  and  bill- 
boards offer  exceedinglv  cheap  costs- 

per-1,000.  but  not  everybody  buys 
them.  Spectaculars,  Weaver  said,  were 

created  for  different  goals  and  these, 

as  he  has  said  so  many  times  before, 
are  excitement  for  the  audience,  a  sales 

spur  to  dealers,  impact  for  the  product 
and  prestige  for  the  advertiser. 

Most  of  this  seasons  spectacular 
sponsors  agree  with  Weaver.  Ford, 

RCA.  Sunbeam.  Oldsmobile  will  spon- 

$60.00  INVESTMENT 

SOLD  $1,500.00  in  floor  covering 

via  ALL-NEGRO 
WSOK 

NASHVILLE,  TENNESSEE 

sor  them  in  the  fall:  Maybelline  and 

Louis  Howe  will  join  them  on  \'BC. the  Ford  dealers  on  CBS,  in  addition 

to  Chrysler  with  its  one-hour  Shower 
of  Stars  on  the  same  network.  Hazel 

Bishop  and  Reynolds  Metals  have  de- 
serted the  spectaculars  while  Westing- 

house  will  not  revive  its  Best  o)  Broad- 
way series  on  CBS  TV. 

The  prominence  of  auto  names 

among  big  show  sponsors  this  season 
and  next  is  no  coincidence.  In  addi- 

tion to  those  mentioned,  Buick  will 

spend  heavily  on  the  Jackie  Gleason 

Honeymooners  property.  Chevrolet 

will  plunk  down  plenty  for  Bob  Hope. 

\\  hile  plans  are  not  final.  Chewy  in- 
tends sponsoring  anywhere  from  six 

to  13  of  the  Bob  Hope  vehicles.  The 

wise-cracking  comic  set  a  record  of 
some  kind  or  another  with  the  price 
for  each  of  his  shows  set  at  $200,000. 

And  that's  net. 

In  addition  to  these,  there's  Lin- 
coln-Mercury dealers  with  Fd  Sullivan, 

DeSoto  with  Groucho  Marx,  Pontiac 

with  a  new  hour  dramatic  show.  Amer- 

icas Motors  with  Disneyland,  while 

Dodge  and  Studebaker-Packard  are 
also  network  tv  sponsors. 

There  are  a  number  of  reasons  for 

this  heavy  inflow  of  auto  money,  but 

probably  the  most  important  one  is 
that  sales  are  going  at  a  record  clip. 

Competition  is  important,  too.  If  one 

gets  in.  the  other  feels  he  must,  too. 
\\  Idle  the  auto  firms  have  subsidized 

much  of  the  exciting  programing  on 

network  tv,  some  advertisers  resent  the 

inflationary  effect  on  program  prices 

this  heav)    spending  has  caused. 

Movies  and  video:  While  ABC  has 

been   shying   away    from    spectaculars, 

it  is  up  to  its  neck  in  another  impor- 
tant programing  development  on  tv  : 

the  growing  romance  between  Holly- 
wood and  network  tv .  Video  had  al- 
ways been  the  panting  swain  in  this 

affair.  It  was  the  movies  who  played 

coy.  With  Disneyland  having  broken 

the  ice.  however,  the  studios  are  ap- 
parently convinced  that  the)  can  gain 

more  in  promotion  than  the)  might 

conceivably  lose  in  rental-  \>\  exposing 
their  star   name-   to   tv    audiences. 

One  result  of  this  is  ABC's  new 
show  Warner  Bros.  Presents.  W  ith  a 

format  a  little  like  Disneyland,  in  that 
each  show  will  be  built  around  one  of 

a  series  of  theme-,  the  Warner  Bros. 

program-  will  feature  drama-  based  on 

three    of    its    pictures:     "Cheyenne," 

"t  a-ablanca"   and   "King-    Row." 
The  studio  ̂ et-  its  promotion  licks 

in  via  a  six-minute  behind-the--.  em- 
bit  showing  some  movie  in  progress, 

plus  a  three-minute  trailer  of  a  <ui- 
rent  release.  ABC  [eels  confident  view- 

ers will  like  these  nine  minute-. 
Besides  the  W  arner  Bros.  show.  \1SC 

i-  mulling  over  the  idea  of  presenting 

feature  films  on  Sunday  night.  The 

network  has  its  eye  on  a  Pine- Ihonia- 
package.  If  put  on,  it  would  represent 
the  first  regular  network  program  of- 
lei  ing   feature   films. 

Movie  tie-ins  are  cropping  up  on  the 

other  networks,  too.  Twentieth-Cen- 

luiv  Fox  is  producing  Front  Han 

Center  for  General  Fleet ric.  The  pro- 

gram started  1  June.  Paramount  Pic- 
tures, through  its  interest  in  York 

Productions,  which  it  jointly  owns 
with  Dean  Martin  and  Jerrv  Lewis,  is 

heavily  involved  in  the  Colgate  Sunday 
Hour.  Alfred  Hitchcock  will  trv  his 

hand  at  tv  on  CBS  every  Sunday. 

\nd  \l'><  will  present  an  Uexandei 

Korda  picture  —  the  "Constant  Hus- 
band with  Rex  Harrison  —  on  its 

Sunday  night  spectacular  before  the 

movie  is  released  for  distribution.   *  *  * 

N 

W- 

Covering  the   entire 
Northwest  from  Spokane 

ANOTHER 

KGA 
SPECTACULAR! 
"KASH  BOX" starring: 

•  Albcrs'  Oats 
•  Brownie  Cookies 

•  Crescent  Spices  0  Toppings 

•  Darigold  Evaporated  Milk 
•  Dr.  Ross  Cat  Food 

•  Dr.   Ross  Variety  Diet 

•  Instant  Fcls  Naptha 

•  Lynden's  Ravioli 
•  Sunny  )im  Products 
•  Surf-Mist  Tuna 

Each  a  sponsor  proud  of  KCA's sales-winning  KASH  BOX  program. 

To  date 

$2412.00 Civcn    Away — 16   week    average   of   a 
thousand    letters    a    day! 

But  you're  the  real  winner — with  new 
customers    for    your    product1 
Inquire : 

[Reps.:  Everett-McKinney,  lnc| 
New  York,  Chicago, 

Los  Angeles,  San  Francisco 

Box  141  -  Spokane,  Wash 

13  JUNE  1955 

125 



gives  you 

All 

Contact  ut 

of  call  yout 

Jehu  Blair  man 

TODAY! 

Joint   J.   .SVIiiM'irtVr.   account   supervisor  at 
Biow-Beirn-Toigo,  Inc.,  has  become  a  vice  president 
at  that  agency.    Schneider  oversees  the  Armstrong 
Rubber,  Hudson  Pulp  &  Paper  and  Ansco  accounts 
at  B-B-T.   Before  joining  Biow  in  1953,  Schneider 
was  associated  with  the  Kudner  Agency  for  12 

years,  and  with  Kenyon   &  Eckhardt  for  a  short 
term.    Schneider  takes  a  special  interest  in   tv  film 

development,   is  president  of  the  National 
Television   Film   Council,   devoted  to  promoting 

proper  production  and  use  of  television  film. 

IViffiatii  S.  Hodges,  vice  president  in  charge  of 
integrated  services   for  the   National   Broadcasting 
(  .>..   will   be  the  new  president  of  the  Rotary 
Club  of  New  York,  effective  1  July.    He  succeeds 
Edgar  B.  Ingraham,  president  of  Times  Appliance 
Corp.,  as  head  of  the  New  York  Rotary,  which 
boasts   about   450   members.     In   his   NBC   post. 

Hedges  is  responsible  for  the  administration  of  a 
ii  ide  variety  of  services  applying  to  both  the 
radio   and   tv    networks — guest   relations,    traffic, 
the  stenographic  set-up,  communications,  space. 

lAiwrotn'v  Webb  has  just  taken  over  active 
direction  of  the  Station  Representatives  Association, 
succeeding  Thomas  F.  Flanagan  in  the  post  of 
managing  director   of   that   organization.    For   the 

past   two  years,    Webb   was  associated  with    WLOK 
(radio    and   ti  )    in    Lima.    Ohio    {rune    II  HI  1    f\l 
and   TI  )    as  national  sales  manager.    Prior  to 

joining   WLOK,  Inc..  he  served  as  vice  president 
of  W  .III ,  Inc.  and  WJW  Enterprises,  Cleveland. 

II  ebb's    appointment    to    SRA    became    effective 
1  June.    Flanagan  will  remain  as  SRA  consultant. 

.11   It i;/«iii(f«T.  till  recently   manager  of  exploita- 
tion   ior  Columbia  Pictures,  has  taken  on  the 

newly-created   post   of   director   of   exploitation 
for  NBC.    The  establishment  of  an  exploitation 

department,  at  NBC,  headed  by  expert  movie-mover 

Ry lander,  represents  a  major  move  of  a  tv  net- 
work    into    Hollywood  like    methods    of    promotion. 

Rylander  will  lend  his  efforts  largely  to  the 
ballyhooing   of   the   NBC    TV   spectaculars  next 
season.   He  brings  more  than  25  years  of  experience 
in  publicity  and  exploitation  to  his  new  position. 
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ANNOUNCING 
1955  EDITION  OF 

TELEVISION 
DICTIONARY/HANDBOOK 

FOR  SPONSORS 

"1000  more  definitions  than 
ever  before — 2200  in  all! 

*  All  the  new  color  tv  terms. 

'Special   sections  covering 
painting  technique,  art  work,  tv  moving  displays. 

"A  Complete  Education  in  Television 

for    Only   $2." 
The  2200  television  terms  defined  in 

the  brand-new  edition  of  Television 

Dictionary/Handbook  graphically  measures 

tv's  phenomenal  growth.     The   first   TV 
Dictionary  published  in  1950  contained 

only  300  terms. 

Compiled    by    Herbert    True    of    Notre    Dame 

University — in  consultation  with  37  tv 

experts  —  the  1955  Dictionary  is  a  "must" 
for  any  professional  associated  with  any 

part  of  the  television  industry! 

No  more  wondering  what  the  other  fellow's 
talking  about.    No  more  grasping  for  the 

right  word  in  your  letters!    Your  conversation 

and  correspondence  take  on  new  sparkle, 
new  authoritativeness. 

First   Editions  Sold   Out  Completely 

The  1951  and  1953  editions  sold  out  almost 

immediately.    The  same  will  no  doubt  hold 

true  of  the  1955  edition — only  quicker.    Don't 
be  disappointed.    Send  for  your  copy  today! 
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IF  YOU  CAN  USE  THE 
SERVICES  OF   A 

RADIO-TELEVISION 

SPECIALIST 
with  extensive  ad  agency 

experience  in  positions  of 

responsibility  like — 
V  Media   Director 

V  Head    of    Timebuying    Unit 

V  Talent    Buyer 

V  Account   Executive 

and  who  is  generally  recognized  as 

having  worked  more  closely  with  sta- 
tions, network  executives,  and  station 

representatives  than  any  one  of  the 

advertising  fraternity.  .  .  . 

You'll  want  to  get  in  touch  with  me. 
I  am  instantly  available  and  would 

like  an  opportunity  to  show  you  how 

my  varied  experience  involving  the 

well-being  of  30  different  accounts  can 

fit  your  agency  or  advertiser  needs. 

Please    address    Box    52 

SPONSOR 
40  E.  49th  St. 

New  York  17,  N.  Y. 

is   the 

"routing  system" 
keeping  you  from  moving 
ahead    faster? 

Many  an  advertising  opportunity  is 
missed  because  a  new  idea,  a  changing 

trend,  a  vital  forecast  is  not  seen  in 

time.  That's  why  as  increasing  num- 
ber of  Advertising  and  Station  Execu- 
tives— who  formerly  received  copies  via 

the  "routing  system" — now  have  indi- 
vidual subscriptions  to  SPONSOR. 

This  way  they  're  sure  SPONSOK  reaches 
them  first  thing  every  other  Monday 
morning — sure  of  getting  all  the  latest 
radio/tv  facts  in  time  to  act  ...  in 

time  to  profit. 
Try  an  individual  subscription  toSPON 
SOR  yourself.    At  Special   Introductory 

Bates,  the  investment  is  small,  the  po- ti  nt ial  rewards  great. 

order  now 

pay    later 
SPONSOR  40  E.  49th  St.  N.Y.  17,  N.Y. 

Enter    my    subscription    to    sponsor 
for  the  next  32  weeks  (16  issues)  at 

i  Foil  snve  $3  under  single  copj 

,  osl 

□  Bill   me  D  Bill  company  Q  Payment  enclosed 
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CHARLES  R.  COX 
Portrait  by  Fabian  Bachrach 

"I  urge  every  executive 

•>•> 

"1  know  of  no  better  method  for  each  citizen  to  pro- 
tect the  American  way  of  life  than  bv  building  his  own 

economic  security  and  bv  helping  his  Government  to 

keep  financially  sound.  Both  these  results  can  be  ac- 
complished through  the  Payroll  Savings  Plan.  I  urge 

everv  executive  in  the  nation  to  give  this  Plan  his  active 

and  vigorous  support." 
CHARLES  R.  COX,  President,  Kennecott  Copper  Corporation 

With  the  active  cooperation  of  Mr.  Cox,  Kennecott 

conducted  a  person-to-person  canvass  which  put  a 
Payroll  Savings  Application  in  the  hands  of  evert/  one 

of  Kennecott's  2().()()()  employees.  The  men  and  women 
of  Kennecott  did  the  rest.  Country-wide  participation 

in  Kennecott's  Payroll  Plan  rose  From  24%  to  52%. 

Your  State  Director.   I  .  S.  Treasury  Department,  is 

reach  to  help  you  install  a  Payroll  Savings  Plan,  or 

show  you  how  to  build  participation  in  .m  existing  Plan 

through  a  simple  person-to-person  canvass.  Write  today 
to  Saving  Bonds  1  )i\  ision,  U.  S.  Treasury  1  )epas  tment, 
Washington,  D.  C. 

The  United  States  Government  does  not  pay  for  this  advertising.  The  Treasury  Department 

thanks,  for  their  patriotic  donation,  the  Advertising  Council  and 

SPONSOR  PUBLICATIONS,  INC 
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When  the  famous  "Culinary  Arts" 

cookbooks  went  on  sale  in  several 

selected  groups  of  Nashville  food 

stores,  the  entire  advertising  program 

for  them  consisted  of  a  26-week 

schedule  of  daytime  spots  on  Channel 

4.  "This,"  said  local  advertising  men, 

"will  be  an  interesting 

test  of  the  selling 

power  of  WSM-TV's 

daytime  program- 

ming." 

RESULTS? 

Successful  beyond  all 

expectations :  317,649 

copies  sold. 

For  further  proof  of 

the  selling  power  of 

daytime  advertising  on  Channel  4, 

contact  WSM-TV's  Irving  Waugh  or 

any  Petry  man. 

CHANNEL    4 

DAYTIME WSM-TV Clearly   Noihille'i    *  )   Station 
NBC    Affiliate 
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Admen    own 

severest1  critics 

U.  S.  research  for 

British  tv 

Nielsen  "2-day 
cumes"  for  NBC 

Study  charts 

vhf's  reach 

Radio  music: 

is  it  too  hep? 

Radio   set   output 

continues  high 

New  NBC  spot 
tv  manual 

REPORT  TO  SPONSORS  for  13  Juno  1955 
( Coin i ii u«>ff  from  page  2) 

Admen  continue  to  be  advertising's  most  probing  critics.   At  annual 
Advertising  Federation  of  America  convention  in  Chicago  last  week 
panelist  hit  lack  of  believability ,  imagination  in  ads.   Fax  Cone, 
FC&B  president,  stated  distinctive  ads,  especially  in  printed 
media,  are  virtually  a  novelty.   At  convention  Ben  R.  Donaldson, 
director  of  institutional  advertising  of  Ford  Motor  Co.  was  elected 
AFA  chairman.   He  succeeds  Wesley  I.  Nunn,  manager  of  advertising 
department  of  Standard  Oil  Co.  of  Indiana. 

-SR- 
Another  indication  British  commercial  tv  will  develop  along  lines 
closely  resembling  U.S.  is  provided  by  latest  U.S.  research  firm  to 
announce  operations  in  British  Isles.   Schwerin  Research,  commercial 
and  program  testing  service,  has  London  office  under  supervision  of 
veteran  radio  and  research  man  Eric  Boden.   A.  C.  Nielsen  is  also 

active  in  British  Isles  and  there's  even  plan  afoot  to  start  fee  tv. 
-SR- 

Clients  in  new  NBC  Radio  Weekend  multi-hour  show,  "Monitor,"  will  be 

watching  Nielsen's  2-day  cumulative  radio  audience  figures  to  measure 
effective  reach  of  the  show.   Earlier  Nielsen  research  has  shown  NBC 

Radio  that  whole  show  (40  hours)  may  touch  as  much  as  30%  of  nation's 
radio  homes.   A  10-announcement  schedule  could  get  a  cumulative 

rating  of  9.5  (or  4,357,000  homes)  ;  a  15-announcement  schedule  could 

get  10.8  rating  (or  4,953,000  homes).   See  "Monitor"  story  page  42. 
-SR- 

Admen  are  studying  recently  made  available  study  of  vhf  station's 
reach.   It  was  made  by  University  of  Wisconsin  School  of  Commerce 

covering  WBAY-TV,  Green  Bay,  Wis.,  area;  results  were  first  reported 
in  SPONSOR  (7  February  1955,  page  111).   Study  shows  tv  stations  can 

effectively  reach  75-100  miles  in  direction  away  from  established 
competition.   Copies  of  study  are  available  by  writing  to  Haydn 

Evans,  general  manager  WBAY-TV. 
-SR- 

Does  radio  play  wrong  music?  Ohio  State  University  has  released 

study  on  women's  music  preferences  exclusively  to  SPONSOR;  it  finds 
that  station's  choice  of  music,  based  on  buying  of  sheet  music, 

record  sales,  juke  box  "plays,"  tends  to  appeal  mainly  to  teen-agers. 
Preference  for  current  pop  tunes  is  strongest  among  14-18  age  group, 

while  housewives  like  "sweet"  pop  tunes  best.   In  27  June  issue, 

SPONSOR  will  cover  Ohio  State's  music  preference  study  in  full  and 
analyze  radio  station  music. 

-SR- 

Booming  purchases  of  radios  by  U.S.  consumers  are  continuing.  Ac- 
cording to  RETMA,  production  of  radio  receivers  for  first  4  months 

of  this  year  were  42.5%  ahead  of  same  period  last  year — a  gain  of 
over  4  million  units.  Auto  radios  now  account  for  whopping  53%  of 

all  radios  being  produced.  Tv  set  output  was  also  up  46%  in  first 

quarter  of  1955. 

-SR- 

New  edition  of  NBC  Spot  Sales  "Guide  for  Video  and  Audio  Standards" 
gives  full  status  to  "full  screen"  7%-second  station  i.d.  announce- 

ments, hitherto  an  "alternate"  method  to  10-second  "shared  screen" 
i.d.'s.   Reason:  advertisers  found  too  large  a  percentage  of  ad 

budget  being  taken  up  with  production  costs  of  different  10-second 
film  for  every  tv  station  on  spot  schedule.   New  NBC  manual  is  now 
available  free  to  agencies,  admen. 

-I 
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SPONSOR 

SPEAKS. 

The   Four   Basics 

Almost  accidentally,  Radio  Basics 

was  dumped  into  sponsor's  Fall  Facts 
when  this  mid-summer  briefing  issue 
was  in  its  third  year.  At  the  time  it 

was  just  a  rough  grouping  of  charts 

on  radio's  size,  audience,  billings,  and 
the  like.  But  the  feature  caught  on  and 

there  were  requests  for  nearly  20.000 
reprints  in  the  first  year. 
Came  Fall  Facts  1952.  and  tv  was 

coming  with  a  rush.  So  Tv  Basics  be- 
came an  integral  part  of  Fall  Facts  No. 

6.   They  sold  like  hotcakes. 
When  Fall  Facts  No.  8  (1954  edi- 

tion) was  in  the  planning  stages  one 

of  our  readers  suggested  that  we  ren- 
der a  big  service  by  coralling  the  best 

available  statistics  on  film  usage,  types, 
reruns,  and  availabilities  and  call  the 
chart  section  Film  Basics. 

Now  conies  Fall  Facts  No.  9  and 

Timebuying  Basics.  This  may  be  the 
most  basic  Basic  of  them  all,  for  Time- 

buying  Basics  contains  the  essence  of 
13  highlv  successful  timebuying  and 
tirneselling  seminars  conducted  by 
RTES  \  Radio  &  Television  Executive 

Societj  of  New  York).  The  Society's 
original  plan  was  to  publish  a  book 
costing  about  $4,  but  after  checking 

printing  prices  RTES  decided  to  put 

the  project  into  sponsor's  hands.  It 
makes  a  neat  package  in  1955  Fall 

Facts  of  some  30,000  carefully  digest- 
ed words  and  comes  close  to  being  a 

I   k  within  a  book. 

At  this  writing  we're  so  involved  in 
basics  that  we've  almost  lost  sight  of 

Fall  Facts.  Maybe  we'll  solve  our 
dilemma  by  calling  the  11  July  issue 
Fall  Facts  Basic-. 

The  morning  fixation 

The  greatest  danger  in  media  buy- 

ing is  the  fixed  idea.  And  as  sponsor's 
All-Media  Evaluation  Study  docu- 

mented at  length,  media  buyers  are 

often  tempted  to  fall  back  on  sonic  in- 
flexible yardstick  which  substitutes  for 

creative  thought. 

One  of  the  fixed  ideas  prevalent  in 

the  buying  of  spot  radio  recently  has 
been  the  concept  that  mornings  are 

the  only  smart  times  to  buy.  It's  a 
concept  that  amuses  and  exasperates 
veteran  timebuyers  who  can  recall  that 
at  one  time  or  another  each  of  the 

periods  of  the  radio  day  has  enjoyed 

faddist  favor.  Once  evenings  were  the 

target  for  the  majority  of  spot  radio 
clients  with  other  times  going  begging. 

Afternoons,  for  their  adjacencies  to 

soap  opera,  have  also  been  regarded  as 
target  number  one.  Now  mornings, 

which  once  couldn't  be  sold,  are 
jammed  tight. 

There  are  plentv  of  former  morning- 

onlv  clients,  however,  who  are  now- 
adopting  a  more  flexible  attitude. 

The  reasons  are  simple: 

1.  Frequently  afternoon  and  eve- 
ning buys  offer  more  audience  for  the 

dollar  than  mornings.  Some  'which 
come  in  at  a  higher  over-all  cost  ac- 

tually deliver  more  potential  cus- 

tomers. Example:  Men's  product  ad- vertisers can  often  reach  more  male 

prospects  in  early  evening  than  in  the 
morning  even  though  total  audience 

may  be  lower. 
2.  A  more  mature  approach  to 

evaluating  radio  has  been  building. 
Clients  today,  and  sponsor  has  long 

urged  this  approach,  have  been  look- 
ing at  radio  to  see  just  what  it  can 

do  rather  than  to  check  whether  or  not 

a  given  slot  is  opposite  a  big  tv  show. 
For  the  thinking  of  some  clients  like 

Pall  Mall.  Pal  Blades,  Sun  Oil.  and 
Whitehall  Pharmacal  who  have  been 

broadening  their  consideration  of  ra- 
dio beyond  the  morning  hours,  see  the 

article  this  issue  on  page  36.  The 

story  headline  is  an  appropriate  ques- 
tion for  admen  to  ask  themselves: 

"Are  you  morning-minded  or  open- 

minded?" 

1 pp I a  use 
Dave   Mahoney's  radio  philosophy 

David  J.  Mahone)  is  an  adman 

who-  ridden  up  on  a  skyrocket  but 

I-  epl  hi-  feel  on  the  gi  ound  \\  e\  e 
long  followed  his  career  wtih  admira- 

tion, lb-  was  a  Ruthrauff  Si  Ryan  v.p. 
at  26.  left  to  starl  his  own  agencj 
when  he  was  just  28.  In  the  Few  years 
since.  Dav  id  I.  Mahone)  Inc.  has 
come  a  long  way. 

One  o|  the  things  we  find  mosl  re- 
freshing about  Dave  Mahoney  is  his 

point  of  view  about  radio.  Man]  an 

adman  u  ho  -  come  up  in  the  pasl 

decade  tends  to  look  al  radio  as  "old 
hat.  I  here  -  an  entrancemenl  about 

telev  ision     thai  larlj     attracts 

J  olllll. 
Bui  Dave  Mahone)  says  ii  ma)  be 

be<  .uj~i    In-   agencj    is    j  oung    thai    it 

S]  ends  more  dollars  in  radio  than  in 
an)  other  medium.  Said  Dave  to 
\\l!ll!  Convention  delegates  recent- 

ly: "Maybe  we  like  radio  so  much 
because  our  agency  is  too  young  to 

remembei  the  great  radio  days  of  the 
Ihirlirs.  \ll  our  bovs  can  do  is  mea- 

sure  radio  -  presenl  effectn  eness 

against  all  i   ;rs." 
Dave  Mahone)  gave  the  assembled 

bi oadi  astei -  a  live-point  program  of 
action  to  solve  some  of  the  problems 

ol  its  presenl  transition  period  with 
which  we  ag  iee  substantial!) . 

Point  I :  Restore  the  rate  card.  I  his 

would  lii  l|>  the  entire  industi  j  to  "re- 
capture the  respe<  I  thai  radio  has 

earned  in  the  past  and  deserves  to- 

day." 

Point  -'.-   Revive   radio   programing 

b)  introducing  new  ideas.  Where  to 

get  them?  Suggests  Mahoney:  "Trv  to 
re-route  some  of  that  horde  of  young, 

ripe,  (heap  talent  that  Hows  into  tele- 
vision every  year  into  radio.  .  .  .  You 

must  bring  in  people  who  will  face 

iadio  programing  for  what  it  is  —  a 
brilliant,  startling  new   challenge." 

Point  3:  Sell  radio's  ability  to  sell. 
"Bui  slop  fighting  other  radio  stations 
with  microscopic  advantages  in  cover- 

age." 

Point  I:  "Agree  on  one  industry- 
supported  equitable  rating  service, 

similar  to  the  \BC." Point  •>.-  End  the  television  psycho- 

sis. Don  I  sell  against  television.  "The fewer  times  v  mi  mention  television  in 

vmii  -.lies  pitch,  the  better  voiir  sales 

pitch  will  be." 132 SPONSOR 



There's  no  substitute  for  LISTENER  LOYALTY 
The  listener-loyalty  which  KSTP-TV  has 
won  through  superior  entertainment,  talent, 

and  showmanship  shows  up  again  in  the  latest 
ratings: 

From  6:30  am  until  midnight,  seven  days  a 

week,  KSTP-TV  leads  all  other  Minneapolis- 
St.  Paul  television  stations  in  average  program 

ratings.* 
In  this  rich,  active-buying  Northwest  market 

which  includes  more  than  600,000  television 
homes  and  commands  a  spendable  income  of 

four  billion  dollars,  KSTP-TV  has  long 

been  the  leader.  It  is  the  Northwest's  first 
television  station,  first  with  maximum  power, 
firstvrith  color  TVand,  of  course, /?rs<  in  audience. 

This  listener-loyalty  is  important  to  you 
because  it  means  sales  for  you.  To  put  your 
advertising  dollars  to  work  most  effectively  and 

most  efficiently,  KSTP-TV  is  your  best  buy  in 
the  great  Northwest! 

*Weekly    average,    AKH    Metropolitan    Area    Report, 

April,  1955. 
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in  the  Heart  of  America! 

. .  .  for  farm  service 

the 
KMBC 
KFRM  radio  TEAM 

Agriculture  is  big  business  in  the 

Heart  of  America.  It  provides  the  basic 
income  for  thousands  of  farm  families  in 

Missouri  and  Kansas  .  .  .  and  pours  addi- 
tional millions  of  dollars  into  dozens  of 

other  industries  such  as  transportation, 

meat  processing,  milling,  insurance,  ma- 

chine manufacturing,  fertilizer  produc- 
tion, petroleum,  etc. 

Because  farming  is  so  important  to  so 

many  in  the  Heart  of  America,  farm 

programming  receives  special  attention 
on  the  KMBC-KFRM  radio  Team.  Daily 
farm  features  —  skillfully  presented  by 

the  Team's  full  time  farm  experts  —  are 
followed  faithfully  by  high-income  farm 
folks     throughout     the     entire     state     of 

Kansas  and   by   thousands  of  rural   fam- 
ilies in  western  Missouri. 

KMBC-KFRM  coverage  of  farm  news 

and  views  is  part  of  the  well-balanced 
programming  that  keeps  the  Team  first 

in  the  Heart  of  America.  Sports,  play-by- 

play major-league  baseball,  women's  pro- 
grams, kid  shows,  national,  regional  ami 

local  newscasts,  drama,  variety,  forums 

and  music  —  serious  and  popular  —  are 
other  broadcast  features  that  draw  and 

hold  tremendous,  varied  audiences  of 

loyal  listeners.  Your  Free  &  Peters 
Colonel  can  show  you  the  best  way  to 

present  your  sales  message  to  this  ready, 
willing  ami  able  market.  Contact  a 
Colonel  for  availabilities. 

in  the  Heart  of  America  -6th  oldest  cbs  Affiliate 

Frei       Pi    ii    ,1m 
NmohiI  Ripitiintalin, a 

Primary    Basic    CBS    Radio 

. . .  and  for  television, 

the  Swing  is  to  KMBC-TV . 

Kansas  City's  Most 
Powerful  TV  Station 

"Vox 

Agricolae\ KMBC-KFRM    farm    service    ami 
to  more  than   mere  market  repofl 
regional  weather  forecasts  .  .  .  altf 
our     farm     staff     handles     this    rcl 
coverage  as  well  or  hettcr  than  .in  f 
in    the    husiness.    We   go    a   gooj 
steps   heyond   these   fundamental 
ever.  Our  farm  staff  consists  of  th  I 
the    hest-known    names    in    the   ad 
tural   hroadcasting    field   —  Phi 
Boh  Riley  and  Jim   Leathers.  The 
lows  —  known   and  respected  bj 
ers    of    every    age    and    acreage   i] 
Heart  of  America  —  speak  with  a'| 
ity   hacked    by   years   of   grass   ro 

perience.    Each  one   knows   the  t'a| problems  firsthand  —  and  each 
utes  to  solving  those  problems. For  instance,  up] 

this    year     neither  [ 

souri  nor      Kansas  I 
graded     egg     laws.  J 

KMBC-KFRM    farm    department 
nized  the  need   for  such   legislaiiol 
began  stumping  for  government    < 
Our    men    lectured    on    the    suhj.[ 
farm    meetings  —  they   devoted    si  J 
portions  of  air  time  to  the  crusade| 
even   helped   draw   up  the  actual 
ing  of  the  law.  As  a  result,  their 
helped  secure  the  passage  of  grad^ 
bills    during    the    1 9S5    sessions   ir 
the  Kansas  and  the  Missouri  legif 

Bangs  disease 
was  another 

our  farm  experts 
bring  under  com 
Kansas.  By  workini 

the  Farm  Bureau  and  other  agrict 
organizations,  Evans,  Riley  and  L« 
were  instrumental  in  securing  the! 
tion  of  a  state  Bangs  program 
Missouri  does  not  have  a  Banr 
However,  there  is  now  a  bill  beJ 
Missouri  legislature;  and  you  c. 
that  KMBC-KFRM  is  in  their  lo 
for  its  passage! 

In  1953.  our  farm  department 
arouse  interest  in  the  need  for  M 
and   Kansas  laws  requiring  the  Ci 
of  garbage   which   is   used   as  hoj 
Since  that  time,  laws  have  been 
in  both  states  —  and  the  dreaded 

ease  in  swine  has  been  greatly  re> 

When    our  fan 

j&.y  isn't    at    work    01 ..[He       ,>^S:(*  Pet     legislative 

[•r^-^yi   they     spend    thei 
-  ̂̂ rtflfih  *      publicizing.       ton 

and   addressing  4-1 
FFA    groups  —  promoting    the  w 
the    Farm    Bureau,   Grange  Co-o 
Soil    Conservation    Service    and 
Extension  Clubs  .  .  .  and   just  «i 

working  for  the  good  of  agricult 

We're  proud  of  the  job  our  I. 
partment  has  done  and  is  doing 
Heart  of  America.  Their  effort--  p 
just  one  more  reason  why  th 
KFRM  Team  is  nationally  known 

of   America's   great    radio   institu' 

DON   DAVIS  Vice  President 

JOHN  SCHILLING  Vice  Pres.  S  1 

GEORGE  HIGGINS  Vice  Pres.  4  [ 
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Radio  history  is  being  written  (June  19)  as  Regional  Radio 

WOW,  Omaha,  proudly  becomes  a  basic  CBS  Radio  affiliate. 

It's  the  biggest  news  in  midwest  radio  since  WOW  was  granted 
590  kilocycles,  30  years  ago! 

Advertisers  may  now  buy  in  station-created  shows  (which  heat 

all  competitors  two  to  one!* )  and  get  the  NEW  PLUS  of  association 

with  the  star-studded  top-rated  CBS  network  shows    .    .    and    .    . 

Both  on  590kc,  5000w — facilities  which  deliver  a  high-fidelity, 

strong,  signal  200  miles  in  all  directions  from  Omaha. 

This  "7 -Plus"  Formula: 

WOW  +  CBS  +  590kc  +  a  750,000  radio-family 

area  +  a  quality  market  +  realistic,  low  rates  +  top 

station  programing    .    .    . 

makes  WOW  Radio  a  MUST  BASIC  BUY  for  every 
national  schedule! 

Your  John  Blair  Man,  or  WOW  Sales  Manager  Bill  Wiseman, 

will  give  you  the  new  WOW-CBS  story  today. 
Proof:    Pulse    of    the 

WOW  Area,  Nov.    19">l 

590  kc 
5.000  watts 

Frank  Fogarty,  Vice  President  &  Gen.  Mgr.   •     Represented  by  John  Blair  &  Co. 

Affiliated  with  Better  Homes  and  Gardens  and  Successful   Farming   Magazines 
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Double-spotting 
to   diminish? 

Watch   big  push 
on  weekend  radio 

Bardahl  to 

buy  Vitapix 

Fights  peak 
radio    audience 

Multi-sets 
in  tv  homes 

Alcoa   seeking 
show   with    sell 

Criticism  of  tv  multiple-spotting — from  both  admen  and  public — would 
diminish  if  new  approach  adopted  by  WTMJ-TV,  Milwaukee,  becomes  wide- 

spread.  Station's  new  1  July  rate  card  provides  for  30-second  an- 
nouncements between  programs  in  slots  normally  occupied  by  2  mes- 

sages: 20-second  chainbreak  and  10- second  I.D.   Station  points  out 
advertiser  not  only  gets  50%  more  time  for  message  but  also  has  no 
other  message  vying  for  impact  between  programs.   Number  of  admen 

have  been  urging  stations  to  adopt  30-second  policy  to  give  messages 
better  break. 

-SR- 

Look  for  more  stress  on  sale  of  weekend  radio.   NBC's  new  40-hour 

weekend  program  "Monitor,"  is  factor  in  drawing  attention  to  weekend 

potential  but  there's  been  growing  feeling  on  local  level  as  well 
that  whole-family  availability  on  weekends,  other  values  have  been 
understressed  in  radio  selling.   Latest  broadcast  entity  to  announce 

major  weekend  activity  is  Quality  Radio  Group  which  has  8  shows  (10- 

minute)  up  for  sale  under  "Weekend  Cavalcade"  title.   Programs  will 
be  carried  over  36  QRG  stations  and  executive  v. p.  William  Ryan 

states  shows  will  reach  41  million  people  at  cost  "as  small  as  $689 
a  commercial  minute." -SR- 

First  "film  network"  sale  for  Vitapix-Guild  tieup  was  in  final  stages 

as  SPONSOR  went  to  press.   Deal  involves  new  Guild  property,  "Confi- 
dential File,"  and  2  co-sponsors  in  weekly  nighttime  airing.   Initial 

client  is  Bardahl,  West  Coast  motor  additive  firm,  that  has  been 

spot  tv  advertiser  (see  SPONSOR,  6  September  1954  issue,  page  48,  for 

article  on  Bardahl  tv  strategy).   Other  client  was  under  wraps.   Half- 
hour  film  show  will  be  aired  alternately  for  sponsors  on  about  45 

stations  of  Vitapix  group  plus  added  non-affiliates.   Reps  get  usual 
15%  commission;  Vitapix  5%  of  gross  as  service  charge. 

-SR- 

Strong  appeal  of  championship  boxing  on  radio  apparent  from  audience 
to  Marciano-Cockell  bout  on  NBC;  it  was  heard  in  8,300,000  homes, 
making  it  top  radio  program  in  Nielsen  report  for  2  weeks  ending  21 

May.   Second  highest  program,  CBS  Radio  "Amos  *n'  Andy,"  was  heard  in 
2,201,000  homes.   Major  factor  in  fight's  big  audience  was  tv  black- 

out.  Gillette  was  fight  sponsor,  via  Maxon. 
-SR- 

Multiple-set  trend  is  well  underway  in  tv.   NBC  TV  estimate  for  June 
1955  is  5.65%  of  U.S.  tv  homes  have  more  than  one  television  set. 

ARF-Politz  study  shows  66.2%  of  U.S.  homes  have  more  than  one  radio. 
-SR- 

Alcoa  is  looking  for  high-rated,  merchandisable  tv  show  to  replace 

CBS  TV  "See  It  Now,"  which  it  has  dropped.   Commercials  will  feature 
products  of  manufacturers  who  use  its  aluminum  and  Alcoa  feels  the 

greater  the  audience  offered,  the  greater  value  plugs  have  as  entice- 

ment for  orders.   Firm  dropped  Murrow  because  it  felt  rating  wasn't 
high  enough  for  purpose.   Alcoa's  tv  spending  is  at  rate  of  $2.5 
million  annually  via  Fuller  &  Smith  &  Ross. 

SPONSOR.   Volume  D,   So.    IS,   27  Tune   1955.     Published  biweekly  bv  SPONSOR    Publl    itloni     [nc.    1 
York  17    Printed  at  3110  Kim   Ave..   Unltlmure,  Md.     $8  a  year  In  U.S.     $9  elsewhere.   Entered  as  second  class  matter  29  Jan.   1919  at  Baltimore  postofflce  under  Act  of  3  XI  . 
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MCM    to  film 

show  for  ABC 

New   MBS 

sales   plan 

Sudless    brands 

big   in   spot   tv 

More    television 

giveaways  due? 

How  will  color 

affect  fee  tv? 

P&C  master  at 

agency  relations 

Appointments 
from   film   ranks 

Metro-Goldwyn-Mayer  will  produce  30-minute  "MGM  Parade,"  a  half-hour 
show,  on  ABC  this  fall.   Announcement  was  made  by  Leonard  Goldenson, 

American  Broadcasting-Paramount  Theatres  president,  Nicholas  If. 

Schenck,  head  of  Loew's,  Inc.   Schenck  said  movie  exhibitors  would  be 
helped,  not  hurt.   Like  deal  with  Disney,  Warner  Bros.,  MGM  will  pre- 

sell  its  own  non-tv  pictures  in  show  via  behind-the-scenes  shots, 
appearances  of  its  stars. 

-SR- 

New  Mutual  run-of-schedule  sales  plan  would  permit  sale  of  announce- 
ments by  network  on  local  shows  for  first  time.   Plan  is  set  up  for 

sale  of  minutes  in  5-minute  local  shows  which  stations  can  run  at 

their  option  any  time  within  following  segments:  8:00  a.m. -1:00  p.m., 

1:00-6:00  p.m.,  6:00-11:00  p.m.   Specific  segment  would  be  designated 
by  advertiser.   However,  station  can  junk  program,  run  only  announce- 

ment in  its  own  show  if  it  chooses. 
-SR- 

Potential  of  sudsless  detergent  market  indicated  by  growth  in  spot 

tv  expenditures  of  Colgate's  Ad.   N.  C.  Rorabaugh  estimates  Ad  spent 
$64,949  during  1954.   But  in  first  quarter  this  year  expenditure 

leaped  to  $102,618,  nearly  double.   Monsanto's  sudsless,  All,  was 
largest  spender  in  spot  tv  among  all  brands  of  soaps  and  detergents 

last  year  with  Rorabaugh-estimated  $863,717  spot  tv  budget. 
-SR- 

Will  "$64,000  Question"  spur  revival  of  giveaway  emphasis  in  network 
tv  programing?   "$64  Question"  on  network  radio  was  major  influence 
in  spite  of  giveaways  during  1940' s  and  history  could  repeat  itself 
if  show  delivers  striking  rating.   Despite  big  prizes,  show  is 

medium  priced  with  SPONSOR-estimat ed  budget  around  $30,000.   Louis 
G.  Cowan  production  is  sponsored  by  Revlon  via  William  Weintraub 

(CBS  TV  Tuesday  10-10:30  p.m.). 
-SR- 

One  factor  which  has  gone  unnoticed  in  fee  tv  debate  is  question  of 
influence  color  tv  would  have  on  fee  tv  if  authorised.   All  signs 

point  to  big  growth  years  of  color  tv  and  fee  tv's  potential  kickoff 
as  coinciding.   Question:  Will  public  want  to  shell  out  for  new 

more  expensive  color  set  and  pay  for  fee  tv  shows  at  same  time? 
-SR- 

Calculator  mentality,  for  which  P&G  is  famous  in  media  decisions,  is 

put  aside  when  it  comes  to  human  relations.   That's  conclusion 
SPONSOR  reached  in  exploring  Cincinatti  advertiser's  relations  with 
its  7  agencies.   P&G,  say  its  agency  men,  has  fine  liaison  sense 
which  draws  best  efforts  from  agencies.   Among  novel  concepts:  P&G 

rarely  rejects  agency  recommendation — if  agency  fights  hard  for  it. 

(See  part  four  of  SPONSOR'S  series  on  P&G,  which  starts  page  25.) 

-SR- 
Three  film  company  executives  took  posts  within  broadcast  industry 
in  recent  weeks.   Bernard  J.  Prockter,  former  president  of  own  film 

firm,  became  CBS  TV  producer.   Halsey  V.  Barrett,  most  recently  in 
film  business  with  Consolidated  Television  Sales,  joined  TvB  as 

sales  executive.   Harry  Trenner  became  MBS  sales  v. p.  after  General 

Teleradio  bought  his  Station  Film  Library,  Inc.   Trenner  is  former 

William  Weintraub  radio-tv  v. p. 

(Sponsor  Reports  continues  page  10.'*) 
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ARTICLES 

The  Procter  «&  Gamble  story:   pari   4 

SPONSOR'S  series  on  the  air  media's  largest  advertiser  ends  with  a  look  at 
how  the  company  gets  the  most  out  of  its  seven  agencies.  Chart  accompanying 
article   shows   how    P&S   ad    department   is   organized 

\etwork  tv  lineup  for  faff:  55  changes  already 
Article    takes    a    further    look    at    the    network    tv    lineup    giving    latest    facts    on 
programing.     Fall    lineup    chart    is    updated    from     13    June    issue 

Does  radio  play  the  wrong   music'.' 
Ohio  State  University  has  come  up  with  a  survey  indicating  stations  which 

play  only  music  on  the  "top  10"  lists  may  be  narrowing  their  appeal  to 
mainly   teenage   audience,   especially   during   daytime   hours 

Tips  on   (iiiM'ffni/iiif;  from  (i  pioneer  buyers 
A  panel  of  timebuyers  active  since  1940  gives  advice  based  on  15  years  or 
more  of  buying  experience.  Key  points:  courtesy  to  sellers,  constant  study 
of  station   programing  are  necessity  for  success  in  timebuying 

Why  Sheal'Ser  became  a  $3,000,000  tv  convert 
When  Sheaffer  developed  the  new  Snorkel  filling  feature,  it  needed  an  adver- 

tising medium  that  could  present  solid  demonstration.  They  chose  tv  and 
their    sales    and    tv    budget    have    been    climbing    ever    since 

.Ire  KA  U  sales  gains  reaching  a  platettu  point? 
In    week   21    sales   increases    may   have    reached    as    high    as   television    can    push 

them   during   26-week  test   period.    Only  time   will   tell   as  test   nears   end 

Local  radio's  strength:  the  cash-register  proof 
This  second  and  concluding  article  on  the  13  winners  of  RAB's  Radio  Results 
Contest  presents  the  final  seven  case  histories.  Part  one  appeared  in  the 
13  June   issue  giving  six  case  histories 

COMING 

lU.'i.l  I  all  Facts  Rasics  issue 

SPONSOR'S  ninth  annual  Fall  Facts  Basics  issue  will  include  sections  analyzing 
fall  radio  and  tv  picture  plus  four  Basics:  Timebuying  Basics,  Rad'o  Bssics, 
Tv  Basics,  Film  Basics.  Admen  will  use  Fall  Facts  Basics  as  briefing  for  fall 
and    winter   buying 
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OVERl>HALFiTHE SALES   MADE    IN    INDIANA 

are  made  to  the 

people  served 

by  WFBM-TV 

OTHER 

INDIAN  A  TV    STATION 

SO  MUCH 

]   sales   state-wide: 

$4,634,271,000 
Retail   sales    WFBM-TV-wid« . 

$2,478,295,000 

WFBM-TV     INDIANAPOLIS 
Represented  Nationally  by  the  Katz  Agency 

Affiliated  wilh  WFBM  Radio,  WOOD  AM  &   TV,  Grand   Rapids; 

WFDF,    Flint;    WTCN,    WTCN-TV.    Minneapolis-Si.    Paul. 
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Volume  4:    The  4th   year 

Chapter  I:    Summer  1955 

KBIG  celebrates  3rd  birthday  June  1  with 
140  advertisers,  1955  running  22%  ahead 
ill  ;m  excellent  1 95  I 

R..A.B.  awards  plaques  in  annual  "Radio 
Gets  Results"  contest.  Three  go  to  South- 

ern California — all  to  K1U(.,  honoring 

Sturdy  Dog  Food  (Morning  Xews) ,  Sak- 
rete  Readymix  Cement  (Noon  News), 
lnw.ix  Flooi  Wax  (Spots).  In  1954  also, 
KBIG  «as  the  only  Southern  California 

station  honored  in  this  competition. 

I  \  Advertising  Women  award  Annual 

l  i  inces  Holmes  "Lulu"  to  writei  Margee 
Phillips  for  creative  advertising  writing 

(Van's  G  oceri   Homemakers  News) . 

Radio-Television  News  Club  of  Southern 
California  awards  KBIG  news  director 

I  .i :  i  \  Berrill  "Golden  Mike"  troph)  foi 
Mosl  Knteipiising  News  Show.  lot  ."'.id 
conse<  utive  ycai  KBIG  i»  onh  Indepen- 

dent Station  to  receive  a  Golden  \likr. 

Summei  ratings  repeal  Wintei  stoix:  of 

onh  I  stations  powerful  enough  and 
populai  enough  to  covet  all  Southern 
California,  as  measured  l>\  ke)  markets 
Los  Vngeles  and  San  Diego,  KIW(..  the 

onl\  Independent,  delivers  l>\  fai  the 

greatest  numbei  ol  listeners  pei  dollar 
invested. 

JOHN  POOLE  BROADCASTING  CO. 

6540   Sunset   Blvd.,   Hollywood   28,  California 

Telephone:   HOIIywood  3-3205 

Nat.  Rep.  Robert  Meeker  &  Assoc.  Inc. 

Eilven  Henriquez,  J.   Walter  Thompson,  Los 

Angeles,  is  disturbed  about  the  serious  multiple 

spotting  practices  some  radio  stations  arc  permitting, 

"1  would  rather  pay  a  premium  for  the  peak  traffic 

periods,  for  instance,"  Eileen  told  sponsor,  "than 
sacrifice,  the  effect  of  our  clients'  spot  annount  ements 

in  the  'stacking*  process."    On  the  television  front, 
she  feels  that  a  timebuyer  should  take  a  long  look 
at  those  markets  where  live  tv  is  available  on  a 

local  basis.    Depending,  of  course,  on   budget, 

product  and  over-all  advertising  plans,  a  lower-rated 
local  lire  show  where  commercial  integration  is 

possible,  could  very  well  be  a  better  buy  than  a 

high  rated  film  -.how,  she  feels.  Generally,  these  local 
shows  are  good  merchandising  vehicles,  she  adds. 

Jay  l\  asserman,  Benton  &  Monies.  New  York, 

feels  that  there  are  some  facts  U.S.  advertisers  must 

understand  to  take  full  advantage  of  Canadian 

air  media.   "National  and  local  radin-tr  advertisers 
should  be  aware  of  the  coexistence  in  Canada  of 

completely   separate  English  and  French   mail. its. 

There  are,  for  example,  23  English   ti    stations,  four 

French  ones,  anil  by  the  end  of  the  Mar  there'll  he 
_'.">  English  and  five  French  tv  stations  in  Canada. 
Too  often  huge  advertisers  do  not  realize  that  the 

form  of  message  appeal  used  in  one  market  will 
have  little  or  no  appeal  in  the  other.   Selection  of 

Canadian  radio  or  tv  should  be  guided  by  considera- 

tion of  the  customs  of  the  specific   group  to  be 

trn,  hr, /.    Todaj    the  French  market  in   Canada  is  a 

prime   example  of  a  market   that   has   not   been 

i, -.in hid  to  its  full  potential  In    I  .>'.  advertisers." 

Put    llitivlt'if.    Dancer-Fitzgerald-Sample,    Veu 

York,  remarks  on  the  wave  of  new  plans  foi  selling 

radio  during  the  past   \eni.    "  liniiuse  of  the  nnrnis- 
e  influence  of  television,  radio  finds  itself  in 

an  experimental  stage."  Pat  told  sponsor.    "The 
nutate  o)  network  radio,  as  we  have  known  it.  must 

change  in  order  to  fully  exploit  the  large  adver- 

tising opportunity   which  it  continues  to  offer. 

tftei  nil.  virtually  every  U.S.  home  is  a  radio  home 

and  there  is  an  average  of  about  two  sets  pa  home 

plus  'in   nulios.    Radio  appeals  to  lie  meeting  the 

challenge  of  this  transition  period  with  new  ideas 

retaining  the  traditional  lou    cost  feature.    Each 

plan,   such   as   the   llinii    Plan   and  others,   tin  Lies   the 

pi  old rtn   differently,   but  all  offer  something  good, 

proiiug   that    radio    is    soiling   its   tv  problems." 

SPONSOR 



WBAP-TV  offers  low 

band,  1113  ft.  tower, 

clear  signal,  indoor  an- 
tenna service  in  both  Fort 

Worth  and  Dallas.  Yes  — 

WBAP-TV'S  maximum 

power  gives  rabbit  ears 

reception  in  both  Fort 

Worth    and    Dallas. 

Be  sure  you  get  full  cover- 
age and  CITY  GRADE 

SERVICE  in  2  GREAT 

CITIES  -  Fort  Worth  and 

Dallas  —  yours  ONLY  on 
WBAP-TV!  Check  the 

figures  in  this  wealthy 

market  shown  below  — 

see  why  your  sales  mes- 
sage gets  MORE  RESULTS 

on  WBAP-TV! 

FIRST   in coverage, 

pic-
 

ture   clarity,   program- 
ming  an d  color  in the 

wealthy Fort    Worth- 
Dallas    market 

WBAP 
TV 

Counties  24 

Population  1,894,500 
Families  579,800 

Total  Retail  Sales  $2,260,240,000 

Buying  Income  $3,084,413,000 

Source:  Sales  Managemenf  Survey  of 

Buying    Power   May,    1955. 

SOON    STARTING    OUR   7TH    YEAR    OF    TELECASTING 

THE  STAR-TELEGRAM  STATION  •  abc-nbc  .  FORT  WORTH,  TEXAS 

AMON  CARTER,  JR.      I        HAROLD  HOUGH       I        GEORGE  CRANSTON       I 
President  Director  Manager 

FREE  &  PETERS,  Inc. -National  Representatives 

AMON  CARTER 
Chairman 
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IE  AT! 
Investigate  at  once... "San  Francisco  Beat"...  39  exciting,  authentic  half- 

hour  detective  dramas  from  CBS  Television  Film  Sales. 

A  network-proven  show,  this  series  stands  up  under  any  investigation. 

As  "The  Line-Up, "  it  was  number  one  in  its  time  period  on  the  CBS  Television 

Network   rated  34%  higher  than  the  average  nighttime  network  program  — 

44%  higher  than  the  average  network  mystery  program. 

"San  Francisco  Beat"  co-stars  Warner  Anderson  and  Tom  Tully   in 

powerful,  fast-moving  drama  based  on  actual  cases.  Produced  "on  location," 

it's  a  vivid  portrayal  of  big-city  police  in  action,  filmed  by  famed  Desilu 

Productions  under  the  supervision  of  the  San  Francisco  Police  Department. 

"San  Francisco  Beat"  is  available  to  all  stations  for  the  first  time   

subject  to  prior  sale.  Get  all  the  facts  first-hand  from . . . 

CBS  TELEVISION  FILM  SALES,  INC.  «ta.„f«e.. 
in  New  York,  Chicago,  Los  Angeles,  San  Francisco,  Dallas,  Atlanta,  Boston,  Detroit  and 

St.  Louis.  Distributor  in  Canada:  S.W.  Caldwell  Ltd.,  Toronto 
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MADISON 

SPON'sok   invites   letters   to   the   editor. 
Address  40  E.    19  St.,  New  York  17. 

BUYERS'  GUIDE 

We  have  found  the  Buyers'  Guide 
quite  useful  in  selecting  stations  which 

cam  the  various  types  of  programs 

which  you  list  in  your  Guide. 

As  a  matter  of  fact,  on  several  oc- 

<  asions  we  have  pointed  out  to  sta- 
tion people  who  call  on  us  the  fact 

that  they  are  not  listed  in  the  Guide 

and  they  tell  us  that  they  neglected  to 

answer  your  questionnaires. 

\-  far  as  we  know  the  Buyers' 
(, uide  is  the  only  one  of  its  kind  and 

we  believe  it  would  be  helpful  for  sta- 

tions if  they  would  cooperate  in  pre- 
paring this  useful  record. 

<  "in  cming  foreign  programing,  we 

think  it  would  be  helpful  if  you'd  car- 
ry a  breakdown  of  the  different  lan- 

guage-. su(  h  as  Spanish.  Italian,  Jew- 
ish,  etc. 

R.  C.  Grahl 

Outdoor  Sprue  Buyer  & 
Radio  Timebuyer 

II  illiam  Esty  Co. 
New  York 

Some  friends  of  ours  in  the  broad- 

casting industry  have  shown  us  a  copy 

of  your  L955  Buyers'  Guide  to  radio 
and  television  station  programs. 

I  note  that  this  guide  contains  con- 

siderable data  which  apparenlK  was 
obtained  from  this  office  a-  well  as 

other  pertinent  information  having  to 

do  with  agricultural  programing  on  ra- 
dio and  tele\  ision. 

I  am  wondering  il  you  would  pro- 
vide the  Department  of  \griculture 

with  a  copj  ol  this  guide.  \\  e  will  be 
most   grateful    for   it   and   would   have 

"■    asion    to    use    it    a-    a    continuing ■ 
refereni  e. 

Layne  Him  ̂  

Chief,   Radio   <v    '//    Service 
I  .  S.  I)'/,/,  of  Agriculture 

II  ashington,  I).  < 

I    was   mosl    pleased   to   receive  the 

1 955  edition  ol  /-'» )  ei  $'  Guide.    I  find 
10 
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Buy  any  2  of  these  stations  and  get  a  C%  dis 

»  and  best  of  all  « 

Buy  any  3  or  4  of  these  stations  and  get  a  1 Q* 

WING 
DAYTON 

WCOL 
WIZE 

COLUMBUS 
S  P  R  I  N  G  F  I  E  U 
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ETWORK. 

When  you  sow  on  good  soil,  you  reap  a 

good  harvest.  The  advertising  coverage  you 
have  given  us  on  Town  View  has  borne  tremendous 

results.  A  total  of  98  sales  for  one  week  has  both  over- 

whelmed and  pleased  us  .  .  . 

$1,100,000   in   SALES 

for  an    investment   of  $500! 

Air  Trails  Network  Stations  write,  wire  or  phone  collect 

R   Reparatives  i         .  Pat   Williams 
WING 

New  York     •     Chicago 

Los  Angeles     •     San  Francisco 

12  1     N.    Main    Si. 

Dayton,  Ohio     *     Hemlock  3773 

in 1 1 1 1 1 1 1 1 

WCMI ?x 2LTN 
ASHIANO  .  HUNTINGTON  .  IWNTON N RAILS  NETWORK 

it  an  excellent  industrj  tool  foi  facts 
not  as  readily  available  from  an) 
other  source. 

John    \\  .   I'i  rvi  - Radio  Sports   Dept. 

N.    W.    Ayer   &   Son 
Neu     York 

•        II..      L95S     nihil. n     of    the    Buyers'    Guide    to 
Station   Programing,  |>iil.li,lird  by  SPONxiH   -,ri- 
Ices,   In...   i-   free   to   .ill   ranieribera.    Extri   an-   available   for  $2. 

W  In  ii  \rthur  Case\:  oui  director  of 
radio  sales,  received  a  copy  of  your 

L955  Buyers'  Guide  and  discovered 
that  there  was  no  reference  whatso- 
t'\«'i  to  RSI)  in  an\  ..I  die  various 
classifications,  he  was  extreme!)  dis- 
turbed.  Frankl)  we  do  not  know  wh) 
the  omission  of  KSD  exists  .  .  .  .  \- 

cept  that  we  are  certain  it  was  not  a 
deliberate  omission  on  \our  part.  The 
only  explanation  I  can  think  of  is  that 
the  questionnaire  letter  which  \  ou  musl 
lui\c  sent  out  to  obtain  the  informa- 

tion from  the  stations  did  not  reach 
KSD. 

In  any  event  the  present  situation  is 
a  most  unfortunate  one  and  while  we 

do  not  expect  you  to  re-run  the  book 
in  order  to  include  KSD.  Arthur  Case) 

has  requested  that  we  send  you  a  li-t 

of  our  programing  hours  so  that  vou 
ma)  at  least  have  it  on  file  in  the 

event  that  an  inquir)  should  he  direct- 
ed at  your  editorial  department.  The 

information  is  as  follow-: 

Popular  Music 
Concert  Music 
Folk  Music 

Religious  Music 
News 

Sport- 

Homemaking 

I  aim 

37  hours 

11  hours 

1  hours 

hours 
hours 

3 '  2   hours 
2  hours 

2    hunt- 

1V4 

22 

l"'i  week 

per  week 
per  week 

per  week 
per  week 

per  week 
per  week 
per  week David  Pasternak 

Promotion    Director 
KSD 

St.  Louis 
•         -..rrv       k-l»'-      lUting      ITII      omitted      from      III, 
195S    Buyer*'    Guide,     To    reader    P..  -t. .  nuk    and 
othen  whose  llstlna;i  *ir.    not  Included,  SPONSOR 

reporta    ihal     al     li-.i*I    llir.r     i|in--l  i.niii.iir.  *    i.  nil    to 
even    ttatiou    in    the    United    Statei 

RECORD   RADIO   MONTHS 

\\  iih  all  the  controvers)  and  discus- 
sion about  falling  radio  revenues  and 

the    /»  uli   Street    Journal's    stOl") 
P.S.,    SPONSOR,     16     Mas      1955,     i 
106)  on  network  revenue  decline  and 

the     in'  rease     in     independents,     we 

1  Please  turn  to  page  1 1 1 
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Captive 

YOU  CANT  COVER 

WASHINGTON 

WITHOUT  KPQ! 
This  rich  Wenatchee  area  is 

located  in  the  very  center  of 

Washington  State  ....  yet 

it  is  surrounded  by  7,000  to 

9,000  ft.  mountains,  natural 

physical  barriers  to  outside 

radio  and  TV  penetration. 

CONSIDER 

THESE  POI NTS 

►  A  captive  market 

►  A   growing  market 

►  Diversified  agricultural 
economy 

►  Stable   industrial  growth 

►  Per   capita  income   16% 
above  national  average 

►  Sales  performance   160% 
above  national  average 

►  Maximum  clear-signal 
coverage  with  560KC, 

5,000   watts    (ABC-NBC) 

5000  WATT! 
560  K.C. 
WENATCHEE 
WASHINGTON 

REGIONAL    REPRESENTATIVES 

Moore  and  Lund,  Seattle,  Wash. 

NATIONAL  REPRESENTATIVES 

Forjoe   and   Co.,    Incorporated 
<Onr    of   thi-    BIG   6    Forjoe   reprewnted   ttatlom   of    Welling- 

ton  State) 

by  Bob  Foreman 

Radio-*  i'  tratlr  ads  need  more  factual  approach 

It  might  be  worth  devoting  a  pica  or  two  to  the  trade  ad- 
vertising beamed  at  the  folks  in  our  business.  While  I  am 

far  from  the  last  word  in  this  field.  I  happen  to  be  a  poten- 
tial buyer  of  items  ranging  from  station  time  to  feature  films; 

hence  I  hope  these  remarks  are  valid  as  well  as  pertinent. 
The  main  objection  I  have  with  the  general  run  of  this 

advertising  is  that  it  seems  to  contain  too  little  of  the  re- 

straint and  factual  substantiation  that  ought  to  characterize 

trade  copy.  In  my  experience  gained  over  a  decade  as  an 
agency  trade  copy  writer  and  in  the  preparation  of  ads  for 
literally  hundreds  of  different  fields  (building,  engineering, 

beverage,  retailing  et  al)  the  most  important  thing  I  was 
taught  was  that  trade  copy,  unlike  consumer  copy,  should 

put  the  facts  up  fast  and  do  it  without  embroidery.  The  lav- 
out  should  be  as  direct  as  the  words  and  devoid  of  ostenta- 

tion or  circus  effects. 

However,  a  great  many  of  the  advertisements  and  a  lot  of 

the  direct  mail  aimed  at  broadcast  people  of  all  categoi  i<  - 
are  as  blatant  and  garish  as  a  Ringling  Brother.-  poster.  They 

get  this  way,  I  imagine,  because  of  the  "show  biz"  influence 
on  the  copy  people  concerned  with  writing  them  and  laying 
them  out.  They  smack  of  Variety  and  Shubert  Alley  which 

is  all  wrong  in  my  opinion.  The  people  to  which  this  ad- 
vertising is  directed  are  so  often  agency  account  men,  time- 

buyers  and  the  advertising  personnel  of  manufacturing  com- 
panies which  group  is.  believe  me,  as  sedate  as  the  Epworth 

League  and  as  eager  for  facts  as  they  are  leery  of  the  klaxon- 
voiced  and  scarlet-lettered. 

Hut  take  a  look,  for  example,  at  the  double  spreads  run 

by  syndicators  of  film.  Each  claims  the  ultimate  in  ratings 

and  shrieks  for  attention  to  make  it-  points  which  in  turn 

make-  it-  basic  audience  wince.  What's  more  important,  it 
causes  them  to  disbelieve. 

Then.  too.  there  is  another  cardinal  principle  of  good 

trade  copy  that  is  seldom  practiced  by  the  "admen"  who 
write  for  broadcaster-,  \gain  unlike  consumer  copy,  trade 

eop\  i-  directed  toward  an  audience  which  is  comparatively 

well  informed.  Hence  the  reader,  armed  with  some  back- 

ground and  fact  is  looking  for  more  facts  and  should  be  con- 

sidered  fairly  able  to  interpret  these  facts. 
Too  often  our  trade  ad-  childishly  avoid  information  or 

churlishly  mis-use  facts  (such  as  big  headlines  about  ratings 

(Please  turn  to  ]>ap;r  00  i 
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DOMINANCE 

COVERAGE 

13   of  the  top    13  once-weekly   shows 

6    of   the   top    10   multi-weekly  shows 
ore   seen   on    WOI-TV 

rvey  Source,  Tclepulse,    Inc.,   Feb.    1955 
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VIC   DIEHM  Says: IN  MY  BOO 

WVM 
BOSTON 

1260  KC 

5000  WTS. 

has  the  Gems  in  "Radio , . . 
"The  Jim  Pansullo  Show"  ...  a  brand  new  early  morning 

feature  on  WVDA  is  conducted  by  that  jovial  record  spin- 

ner ..  .  Jim  Pansullo,  and  we  predict  many  a  phenomenal 

sales  record  for  the  products  advertised  on  his  show.  Jim 

opens  the  show  at  6  AM,  Monday  through  Saturday.  9 

o'clock  is  closing  time,  and  every  minute  of  those  three 

hours  are  packed  full  of  good  music,  good  selling  and 

good  will. 

From  one  to  six  it's  "A  Guy  Named  Smith"  every  week-day 

afternoon  over  WVDA.  Here  is  a  disc  jockey  show  handled 

by  a  well  seasoned  spinner.  Joe  packs  a  tremendous 

amount  of  entertainment  and  enthusiastic  know-how  into 

five  hours.  Joe  is  a  former  Chelsea,  Massachusetts  boy, 

with  a  wealth  of  experience  and  a  wonderful  record  for 

product  promotion. 

The  same  high  caliber  of  personalities  here  representing  WVDA  are  typical  of 

all  stations  under  the  masterful  guidance  of  Vic  Diehm. 

Sherm  Feller  is  one  of  the  busiest,  hardest  working  disc 

jockeys  in  the  business.  Sherm  has  the  late  stint  on 

WVDA  from  10:45  to  1:00  AM.  Sherm's  many  accom- 

plishments include  his  ability  as  a  composer  of  music  .  .  . 

he  has  several  hits  to  his  credit.  The  studio  is  packed  to 

overflowing  with  his  faithful  admirers  who  range  from 

newsboys  to  potentates.  Sherm  is  a  one  man  show  packed 

with  personality,  entertainment  and  selling  ability!  If 

you  have  something  to  sell,  Sherm  will  sell  it. 

Cornelius  T.  Scanlon,  City  Editor  of  the  Boston  Evening 

American  is  the  latest  top  talent  member  of  WVDA's 

staff.  "C.  T."  brings  with  him  a  wealth  of  news-gathering 

experience,  both  newspaper  and  radio.  He  has  done  across-  J 

the-boards  news  analysis  on  CBS  and  NBC  affiliates  here 

Mr.  Scanlon  has  a  ready  made  audience  valuable  to  any 

advertiser.  Besides  his  newspaper  and  radio  talents,  he 

holds  A.B.  and  LL.B.  degrees,  and  is  a  member  of  the 

Massachusetts  and  Federal  Bars. 

WHOL   WAZL    WHLM 
Allentown,  Pa.  CBS    Hazleton,  Pa.  NBC-MBS  Bloomsburg,  Pa.  Biddeford-Saco,  Me.  MBS- Yankee    Boston,  Mass.  ABC 

(All  Stations  Represented  by  Paul  H.  Raymer  Company) 

WIDE       WVDA 
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RESULTS 
THAT 

COUNT! 

Buchanan-Thomas  Advertising  Company,  Omaha,  made  a 
very  careful  study  of  the  pulling  power  of  each  of  fifteen 

stations  carrying  a  special  flower-seed  offer,  breaking 

down  the  results  on  the  basis  of  cost-per-order  received. 
To  get  the  flower  seeds,  viewers  were  required  to  send 

in  twenty-five  cents  plus  a  key  strip  from  a  can  of 
Butter-Nut  Coffee.  This  was  the  acid  test  for  both  coverage 

and  showmanship  —  the  one  and  onlv  objective  was 
ORDERS! 

Here's  the  Box  Score  on  the  Top  6  .  .  • 

Here's  How  Lincoln- Land  Responded! 
The  map  shows  the  percentage  of  total  orders 

received  from  each  county.  It's  a  perfect  example 
of  the  power  of  KOLN-TV  throughout  all  Lincoln- 
Land  generally,  and  in  Lancaster  County  (Lincoln) 
specifically.  More  than  one-third  of  all  orders 

came  from  this,  Nebraska's  second  metropolitan market! 

KOLN-TV -28c PER  ORDER 

VHF STATION    B  —  40c PER    ORDER 

VHF STATION   C  —  45c PER   ORDER 
VHF 

STATIONS    D   AND E  —  53c    PER   ORDER 

VHF STATION    F  —  67c PER   ORDER 

KOLN-TV 
r  WKZO—  KALAMAZOO 

WKZO-TV  —  GRAND  RAPIDSKALAMAZOO 
WJEf  — GRAND  RAPIDS 

•  |  _  GRAND  RAPI0SKALAMAZOO 
KOLN  —  LINCOLN.  NEBRASKA 

|P  KOLN. TV  — LINCOLN.   NEBRASKA 
Anoo*l«d   with 

WMBD  — PEORIA.  ILLINOIS 

If  it's  results  you  want,  don't  miss  the  207,050  families  in 
Lincoln-Land  —  more  than  half  of  them  reached  only 

bj    KOLN-TV. 

COVERS   LINCOLN-LAND— NEBRASKA'S   OTHER   BIG   MARKET 

CHANNEL  10 

m 

LINCOLN,  NEBRASKA 

DUM0NT 
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New  and  renew 
SPIISIt 
2  7      JUNE      1955 

1.    New  on  Radio  Networks 
SPONSOR AGENCY 

Amoco,    Bait Joseph   Katz,   Bait 

Ceneral   Motors,    Detr Campbell-Ewald,     Detr 

Cillctte  Safety  Razor,  Boston Maxon,    Detr 

General    Motors,    Detr Campbell-Ewald.     Detr 

Miles    Labs,    for   Alka-Scltzcr, 
Elkhart.    Ind 

Slenderella  Systems,   Darien,  Conn 

Ceoffrey   Wade,   Chi 

Management  Assoc  of  Conn 

STATIONS 

CBS  91 

CBS    206 
MBS 

CBS    206 

NBC 

CPRN    9 

PROGRAM,  time,  start,  duration 

Rhythm    on    the    Road;    Sun    4-5    pm;    12    |une;    13 
wks 

Allan     Jackson    &     the    News;    Sat     10-10:05    am; 
10:55-11    am,    12-12:05    pm;   30   April;    22   wks 

1955    All-Star     Baseball    Came;    T    3:15     pm;     12 

July     only 
Robert    Trout;    Sun    12-12:05    pm,    4-4:05    pm,    5- 

5:05  pm;  30  April;  22  wks 
Fibber    McCee    &    Molly;    M-F    11:45-12    noon;    27 

|unc;    52   wks 
Women's     News     Desk;     M-F     2:30-2:40     pm;     20 

June;    52   wks 

2.    Renewed  on  Radio  Networks 
SPONSOR 

Cospel  Bcstg  Assoc,   Pasadena 

Ceneral    Motors,    Detr 

Ceneral    Motors,    Detr 

L&M    Filters,    NY 

A.    E.   Staley  Mfg,   Decatur,    III 

Sterling   Drug,   NY 
Toni    Co,    Chi 

Toni    Co,    Chi 

AGENCY 

R.    H.    Alber  Co,    LA 

Campbell-Ewald,    Detr 

Campbell-Ewald,    Detr 

Cunningham   &   Walsh,    NY 
Ruthrauff    &    Ryan,    NY 

D-F-S,     NY 

Leo    Burnett.    Chi 

Leo    Burnett,    Chi 

STATIONS 

ABC 279 
CBS 

206 

CBS 206 
CBS 
CBS 

215 

206 
ABC 
CBS 
CBS 

350 193 

193 

PROGRAM,  time,  start,  duration 

Old     Fashioned     Revival     Hour;    Sun     1-2    pm;     12 

June;  52  wks 
Allan    lackson;    1:25-1:30    pm,    5:30-5:35    pm,    7- 

7:05   pm,    9:55-10   pm;   2   July;   13   wks 
Robert    Trout;     Sun    9:55-10    am,     1:30-1:35     pm, 

5:55-6  pm;   M-F  9:55-10  pm;   3   July;   13  wks 
Cunsmoke;   Sat    12:30-1    pm;  9   July;   52   wks 

Arthur     Godfrey;     M-Th     10:30-10:45     am;     alt     F 
10:15-10:30  am;    19    July;    52   wks 

My  True  Story;   M-F   10-10:25  am;  4  July:   52  wks 

Our   Cal   Sunday;    F    12:52-1    pm;  3    May;    13   wks 
Romance    of    Helen    Trent;    M,    W,    F    12:30-12:37 

pm;   30  June;    13   wks 

3.     Broadcast  Industry  Executives 
NAME 

Harry   Ackerman 
John    H.     Bachem 

Halsey  V.   Barrett 
Edward    H.    Benedict 

Charles    Bernard 

J.    Joseph    Bernard 

Henry  C.    Bonfig 
F.   T.   Boise   Jr 
John    F.    Box 

William    F.    Breen 

Jack    Brumbach 

James   L.   Caddigan 

Dean   Campbell 

Tom    Chauncey 
E.    L.    Colbourn 

Charles   Cowling 
Harold    B.    Day 
Edwin    M.    Fisher 

James    Gates 
William     P.    Ceary 
Ceorge   F.   Goodyear 

Ceorge    L.   Griesbauer 

Ralph    W     Ha-dy 
Bernie    Hargreaves 

Dwight    Hinshaw 

James  C.    Hirsch 
Ralph    Johnson 

Frank    G.    King 
Murray   King 

John    Knox 
Michael    Lareau 
Pat    Lattanzi 

Chuck    Maillett 

Barry    Mayer 
Donald    Menard 

Richi'd    A.     Moore 

Joseph    Murphy 
Robert   E.    Murphy 

FORMER  AFFILIATION NEW  AFFILIATION 

John    E. 

Schmulbach   (3i 

CBS    TV.    Hllywd.    vp    in    chg    net    programs 
Du   Mont   Tv   Net.    NY,   gen   mgr 
Du    Mont,    NY,    mgr   of    spot    sis 
Ziv   TV.    Chi,    sis 

WABD.    NY,   sis 

WCRiTV).    Buffalo,   gen   mgr 
CBS-Col.    NY,    pres 
Free  &   Peters,  SF,   r   sis  mgr 
WOKY,   Milw,   stn   mgr 

NBC   Film,    NY,    slsman 

MCA-TV,    SF,    sis    stf 

Du    Mont   Tv    Net,    NY,    dir   of    prog 

KEDD,    Wichita.    Kansas,    sis   stf 

KOOLiTVi,    Phoenix:    KOPO<TV>.    Tucson,    mg   dir 
KTOK.  Okla  City,  gen  mgr 

KAVR,    Apple    Valley,    Calif,    gen    mgr 
WABC-TV,   NY,  acct  exec 

Television    Magazine,    NY,    vp   in   chg   adv   &    sis   prom 
WIDE.   Middeford,   Me.  sis  mgr 

WMCTiTV".    Pittsfield,    Mass,    comml    mgr 
WCR.    Buffalo,    pres 

WTTC.   Wash,    sis   mgr 

h'ARTB,    Wash,    vp    in    chg   govt   rcls 
KNEA,    Jonesboro,   Ark.  comml  mgr 

KCKT-TV.    Great    Bend,    local    &    regl    sis    mgr 
WRC.  Wash,  sis  mgr 

WCIN.    Cin.    asst   stn    mgr 

KABC-TV,    LA,    gen    mgr 

"Adventures    of    Blinkey"     '  tv    scries),    NY,    prodcr,    dir 
John   Blair  &  Co,   NY,   r  sis  prom 
WW).    Detr,    sis    stf 

William    H.    Wcintraub.    NY,    timebuyer 

WWOD.    Lynchburp.   Va  ,   gen   mgr 
WOND.   Atlantic   City,    sis 

WENS-TV.    Pittsburgh,    sis   mgr 
KTTV.    LA.    vo  &   gen   mgr 
Coca   Cola.    NY.    exec   asst    to    vp   in    chg   of   sis 
Arthur    Mcyerhoff   Adv.    Chi,    timebuyer 

Same,    hd    new    special    projects    div 

Same,    gen    supvr    "Electronicam" TvB.    NY.    sis    exec 

Triangle  'WFIL,  Phila;  WNBF.  Binghamton;  50°0 
WHCB,   Harrisburg  Pa>    natl  sis  mgr 

WABC.   NY,  sis  mgr 

Same,    also    vp 

Same,    also    vp    &    dir    CBS 
KFSD,    San    Diego,    mgr 

Same,    also    exec    vp.    Bartell    Bcstcrs      WMTV,    Mad; 

WAPL.    Appleton;    WOKY.     Milwi 
Same,   SE   sis  supvr 
TPA.    Pacific    NW.    acct   exec 

Allen  B  Du  Mont  Labs  Clifton.  NJ.  dir  of  Electron- 
icam"   mktg 

Same,    sis   mgr 

KOOL   TV),    Phoenix,    gen    mgr 
KBTV,    Denver,    exec    sis    dir 

KCBQ.    San    Diego,    asst    gen    mgr 
ABC    TV.    NY.    acct   exec 

The   Boiling  Co.   NY.   tv   sis 

TPA,   New    England,   acct   exec 
Same,    mgr 

Same,    also    chmn    of    bd.    exec    comm 
Weed,    Atlanta,    mgr 
CBS     Wish,    vp 

WNN|.    Newton.    N).   comml   mgr 
KEDD     Wichita     local   &    rcgl   sis   mgr 

Edward    Pctry,    NY.    mgr   of   prom   &   sis   dev   for   r 
Same,   stn   mgr 

KOVR-TV.    SF.    gen    sis    mgr 
TPA,    Clevc.    acct   exec 
WABC.    NY.    acct   exec 

WOOD.    Grand    Rapids,    sis    mgr 
Burkc-Stuart.    NY.   sis  exec 

WLAC-TV.   Nashville,  acct  exec 

WABC,    NY,    acct    exec 
TPA,    Detr.    acct    exec 
Same,    pres 

WRCA.    NY.    mdsg   coordinator 
WBNS-TV.   Columbus.   Ohio,   acct   exec 

Robert    H. 

C     R     Swcar- ingen    Jr       3) 

In  next  issue:  (Veto  and  Renewed  on  Television  (Network)  ;  Advertising  Agency  Personnel  Change* I 
Sponsor  Personnel  Changes;   Station   Changes   (reps,    network    affiliation,    power   increases) ; 
New  Ageif.y   Appointments 

21  JUNE  1955 
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27     JUNE      1955 

H'f.w  and  renew 

Bill 
Parker     (3) 

Ceorge 
Goodyear    (3) 

Richard    S. 
Zavon    <3) 

Michael 
Larcau     (3) 

Charles   C. 
Palmisano   (3) 

3.    Broadcast  Industry  Executives  (continued) 
NAME 

Charles  C.    Palmisano 
Ben    Park 
Bill    Parker 
Robert   I.   Price 
W.    Robert    Rich 
Robert    R.    Rogers 
Al   Rylander 

John   E.    Schmulbach 
Robert   C.    Souk 
Ceorge    R.    Swearingen 

Jr 

John    F.   Tobin 
Nathan   Tucker 

James   C.    Wharton 
Jack   Williams 
Barry   Winton 
loseph     Weisenberg 
Richard    S.    Zavon 

FORMER  AFFILIATION 

Keller-Crescent  Adv,    Evansville,    Ind,   r-tv  dir 
NBC    TV,    Chi,    prog    mgr 
S&W    Fine    Foods,    SF,    sis    rep 
KLX,    Oakland,    Calif 
WPIX,    NY,   prog  dir 
NBC    Film,    NY,    slsman 
Columbia    Pictures,    NY,    mgr   of  exploitation 
CE    Stations    (WCFM,    WCY,    WRCB) 

Weed  &  Co,  Atlanta,  mgr 

NBC   Film,   NY,  sis 
WBTV,  Charlotte,  news  dept 
Vanderbilt   University,  news  &  publ  rels  dir 
The   Westinghouse    News,    Pittsburgh,    feature    writer 
Official  Films,   NY,  acct  exec 
WABC,    NY,  acting  sis  mgr 
WFMY-TV,   Greensboro,   N.  C,   prom   mgr 

NEW  AFFILIATION 

WEHT-TV,   Evansville,   sis  mgr 
NBC    dir   of    public    affairs 
KING,    Seattle,   mdsg   mgr 

KCBS,    SF,    sis   acct   exec 
Assoc  Artists  Prod,   NY,  gen  sis  mgr  of  tv  div 
Same,   NYC   sis  supvr 
NBC,   NY,   dir   of   exploitation 
WCY,  Schenectady,  mgr  of  sis 
WFBL,    Syracuse,    pres 

CBS   R   Spot   Sales,  Atlanta,   mgr 

Same,   NE  sis  supvr 
Same,    film    supvr 
WLAC-TV,    Nashville,  Tenn,   prom   mgr 
KDKA,    Pittsburgh,   publ  dir 
TPA,   Richmond,  Va,  acct  exec 
WABC-TV,   NY,   acct  exec 
WLW-C,  Columbus,   client  service   dir 

4.     New  Firms,  New  Offices,  Changes  of  Address 
AWL    Adv,    &    Colnick    Assoc,    Bait,    has    changed    name    to 

Applcstein,    Levinstein    &    Colnick    Adv,     1101     N    Calvert 
Street,    Bait   2,    Md 

Ted    Bernstein    Assoc    Adv    has    moved    to     112    West    34th 

Street,    LAckawanna    4-7711 
Melva  Chesrown,    Inc.   Public   Relations  moved  to  34   East  51st 

Street,    New   York   22,    PLaza   5-3407   on   June   1 
Day,    Harris,    Mower    &    Wcinstein,    Inc,    Atlanta,    has   changed 

corporate   name   to    Day,   Harris,    Hargrett  &   Weinstein,    Inc, 
with  resignation  of  Clarendon  Mower,  Jr,  v. p. 

Fitzgerald    Adv,    Providence,    Rl,    moved    to    larger   quarters   at 
228    Weybosset    Street    on    1    June;    GAspee    1-6760 

Arthur  D.  Cibbons,  formerly  a  partner  of  Rothman  &  Gibbons, 
Pittsburgh     adv     agency,     opens     an     office     in     Investment 
Building    as    free    lance    adv    and    publicity    consultant 

Gotham     Avd     &     Irwin     Vladimir     Cr     Co     form     new     firm: 

Cotham-Vladimir   Adv,    NY,    SF,    1    July 

Cresh   &   Kramer,    Phi  la .    has   moved   to    larger  quarters  at   331 
S   16th   Street 

Lando    Adv,    Pittsburgh.    Pa.    has   opened    a    branch    office    in 
Erie,     Pa,     in     the     C      Daniel     Baldwin     Bldg,     headed     by Charles  H    Sapper 

MacManus.    John    &    Adams    will    open    offices    in    Miami,    Fla 
on    1    July    in    the    Alfred    I.    DuPont    building 

Malap   Adv   Agency,    Kansas   City,   changes    name    to    Richard 
Lane    &    Co    Adv    and    moves    to    307    West    11th    Street, Kansas    City 

National    Telefilm    Assoc,    NY    has    moved    from    625    Madison 

Ave   to   60  West   55th   Street,    PLaza   7-2100 

Ruthrauff     &     Ryan's     Dallas     office     has     moved     from     1511 
Bryan    Street    to    Suite    515.    Adolphus    Towers,    1412    Main 
Street 

5.    New  Agency  Appointments 
SPONSOR 

Adler  of   Amer,    Jersey  City 
Charles    Antell,    Bait 
Chailes    Antell,    Bait 
Colgate-Palmolive,    Jersey   City 
Corn    Products    Refining,    NY 
Corn    Products   Refining,    NY 
Dubuque    Packing  Co,    Dubuque,    Iowa 
Fisher    Nut   Co,    St    Paul 
Foxhavcn    Frozen   Foods,   Chippewa,   Ontario,   Can 
Frontier   Foods,   LA 
Robert    Hall    Clothes,    NY 

Hotel  Riviera,   Las  Vegas 

Lever    Bros,    NY 
S.  C.   Johnson  &  Son,   Racine,  Wis 

"Junket''    Brand    Foods,    Little    Falls,    NY 
Lever    Bros,    NY 

O'Kcefc   &    Mcrritt,    LA 
Plymouth    Dealers    Assoc    of    Southern    Cal,    LA 
Procter    &    Camblc,    Cinn 

Regina    Trading   Corp.    NY 
|acob    Schmidt    Brewing,    St    Paul 
Waring   Products  Corp,   NY 
Wonder    Products,    San    Fernando,    Calif 

PRODUCT    (or   service) 

Sewing    machines 
Beauty    Division 
Formula    9    Shampoo,    Hair    Spray 
Halo    shampoo 
Maizena    corn    starch     (intcrnatl    adv) 
NuSoft    Fabric    softener 
Meat    packing 

Nuts,   cellophane   &   vacuum   packed 
Frozen    foods 
E-Z    Pop    Popcorn 

Ready-to-wear    clothing 
Hotel 

Rinso  Blue 

Johnson's   wax    polisher-scrubber,    paste    wax, 

Jubilee    kitchen    wax 
Dessert    products,    fudge,    frosting    mix 

Pcpsodcnt    Division Gas  ranges 

Plymouth    cars 
"Whirl"    liquid    shortening,    "Secret"    home 

permanent Liebig    Soups    of    France Beer 

Waring  blender,   mixer.    Durabilt  travel  irons 
Wonder-Logs     (barbecue    briquets),    Home 

Boxed    charcoal 

AGENCY 

Blainc-Thompson,    NY 
Product  Services,  NY 

Joseph    Katz,    Bait Carl    S.    Brown,    NY 
Robert   Otto  &   Co,   NY 

McCann-Erickson,    NY 
Perrin-Paus    Adv,    Chi    &    NY 
Bozcll    &    Jacobs,    Mnnpls 
Comstock   &   Co,    Buffalo 
Raymond    R.    Morgan,    Hllywd 
Frank    B.    Sawdon   is   the   agency.   Can 

Ruff    Assoc    publ    rels    consultants 
Mort   Goodman   Adv,   LA   and    Harris  t 

Whitcbrook   Adv,    Miami,   Fla 

JWT,    NY 

Benton   &    Bowles,   NY 

SSC&B,   NY 
Foote,    Cone   &    Belding.    NY 
Hixson   &   Jorgenscn   Adv,    LA  6   SF 
Stromberger,    LaVcne.    McKcnzie.    LA 
Benton    &    Bowles,    NY 

Ralph    D.    Gardner    Adv.    St    Louis 

Maxon,    Det 
Anderson    &    Cairns.    NY 

Jimmy    Fritz    &    Assoc,    Hllwyd 

ft h.irton  I  3) 
6.    Station  Changes  (reps,  network  affiliation,  power  increases) 
KCRC-TV,  Cedar   Rapids.    Iowa,   gone  ud  to  50  kw  in   May 
KOSI,    Denver,    increased   power    to   5000   watts   on    June    1st 
KPTV,    Portland     Ore.   will   increase    power   to    1    million    watts 

on    July    1st 
KTVI.   St  Louis,   increased  power  to  500.000  watts  on  31    May 
KVOO  TV,    Tulsa,    Okla,    increased    power    to    100,000    watts in     May 

WHTN-TV,    Huntington,    W    Va;    Ashland,    Ky,    appoints    Ed- 
ward   Pctry    &    Co    natl    reps 

WITV,   Ft   Lauderdale,   Miami,  appoints  H-R  Tv   Inc,   natl  reps 

WMTV.    Madison,  Wise,  will  increase   power  to   209,000  watts 
on   or   about   1    August 

WNEW,    NY.   appts   Simmons   Assoc,   NY,   natl   sis   reps 

WNAO.  Raleigh.  NC,  has  begun  operating  from  its  new  radio- tv  renter  at  2128  Western   Blvd 

WTVW.    Milw.    has  appointed    Malhisson   &    Assoc   adv   agency 
for    WISN    &    WTVW 

18 
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ening  on 

serving   Philadelphia  and  the  Greater  Delaware  Valley  trading  area 

27  JUNE  1955  19 



Milwaukee's 

here's  why: 

"the  voice 

of  the 

BRAVES" 
(the  Milwaukee  Braves 

games  are  not  televised) 

mrfm 

all-star 

programming 

Milwaukee's Most  Powerful 

Independent 

24  hours 
of  music 

news,  sports 

ftovr 

5000 vr&tte 

lowest  cost 

per  thousand 

HUGH   BOICE,   JR. 
Gtn    Mgr. 

HEADLEY-REED, 
Notional  Rep. 

ffllF 

Lawrence  W.  R«iimc/« 

V.p.,   operations   manager 
RCA  Victor   Record    Division,    New  York 

"Judging  from  m\  barber.  I'd  saj  the  record  business  just  lias  to 

continue  growing,"  Lam  Kanaga.  RCA  Victor's  new  operations 
manager,  told   SPONSOR. 

"People  who  love  music  will  do  almost  anything  for  it.  Just 

recently  my  barber  told  me  how  much  business  he's  been  losing 

because  of  the  Saturday  opera  broadcasts.  His  Saturday  trade's 
been  going  to  the  competition  because  they  want  to  hear  the  ball 

games.  But,  as  he  puts  it.  'If  they're  in  mj  shop,  the)  gonna  listen 
to  opera  . 

Kanaga,  who  original!)  started  out  w  i t li  an  agency,  came  into 
the  record  business  via  Montgomery  \\  ard  and  the  San  Francisco 
Hale  Brother  Department  Stores. 

"Essentially,  I'm  a  merchandising  man.  -a\s  he.  "And  with 
the  new  low  pi  ices  of  l.p.  albums,  mass-marketing  techniques  are 
more  and  more  vital  to  sales.  A  record  might  sell  anywhere  from 

4,000  to  over  a  million  copies — and  that's  a  mass  market.  Now  take 
t\.  \\e\e  been  experimenting  with  it  for  the  past  three  years,  but 

we've  never  used  it  as  extensiveh    as  during  the  past  season." 
Through  Grey  Advertising.  RCA  \  ictoi  has  participated  in  such 

NBC  spectaculars  as  Peter  Pan,  which  produced  outstanding  sales 

for  RCA's  Peter  I'an  album.  RC  \  claims  the  biggest  (bunk  of 
record  industn  sales  i  estimated  at  $225  million  for  the  over-all 

industry  in  1954).  The  firm's  advertising  budget  for  ll)r>r>  breaks 
down  tin-  way:  50$  in  print;  25$  in  radio-tv;  25$  in  -air- 

promotion. 
"We've  used  spot  radio  and  i\  Foi  such  things  as  promoting 

show  albums.  Our  distributors  n-<-  the  air  media  to  push  certain 

numbers,"  continued  Kanaga.  "In  network  t\  we  usuall)  spread 
the  commercials  ovei  several  ol  oui  L2  to  1<>  monthl)  album  re- 
It  ases. 

Some  78$  ol  the  sales  are  in  the  new  -peed-  i  33  -  and  45's). 
The  split  between  new  pop  tunc-  and  classical  music  depend-  mainl) 
upon  recommendations  from  the  artists  and  repertoire  department. 

\  born  diplomat.  Kanaga  claims  to  enjo)  both  types  of  music  equal- 
ly, but  admit-  that  hi-  teen-age  bo)  and  girl  in  Westport,  Conn., 

have  -neb  an  uncompromising  attitude  about  music  that  he's  ̂ <>t 
three  phonographs  in  the  bouse.  *  *  * 
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In  the  San  Francisco  area,  there"? 

ship  between  the  city's  "better  things" and 
the  area's  industry.  Support  for  San  Fran- 

cisco's great  opera  season,  for  example, 
comes  from  the  ranks  of  both  labor  and 

management;  both  have  money  to  spend 

and  spend  it  for  "the  better  things".  .  .  . 

...AND  THE 

BETTER  THINGS 

THEY  SEE  ON  KPIX  CBS-TV 

In  this  responsive  area,  full  CBS  program- 
ming ami  highest-rated  local  productions 

give  the  KPIX  advertiser  a  remarkably 

\  high  response  potential.  Ask  your  Katz 
man  for  the  whole  KPIX  story. 

The  huge  new  Ford  assemhlv  plant  at 

Milpitaa  contributes  over  a  million  dollars 

a  month  to  the  metropolitan  area's 
annual  payroll  which  grow-  lik<-  tlii-: 

C  H ANN 

SAN  FRANCISCO,  CALIFORNIA 

Affiliated  uitb  CBS  Television  Network 
Represented  by  the  Katz  Agency 
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Is  a  Matter  of 

Comparison    .    .    . 

In  New  York  Harbor  you  need 

the  tug,  not  the  liner!  And  who 

would  you  rather  be.  David  or 

Goliath?  It's  pretty  much  the 
same  with  KSBW-TV.  We  are 

not  the  largest  markel  in  Amer- 

iii  when  it  gets  down  to 

"Cost  per  Thou-. mil  .  Channel  8, 

will)  all  four  networks  and  a  cap- 

tive audience  of  102,840  sets 

•  j •  1 1 j  —  a  large  fringe  audience), 

can  certainl)  slaj  the  giants  and 

nudge  the  largest  liner  into  her 

berth.  \-k  \  our  1 1 < •  1 1 i 1 1 - 1  > < •  ■  \  i t-p- 
resentative  aboul  our  rich  Cen- 

tral Coast  of  California,  noted 

for  ii-  agi  i«  ultural  oiil|nii  and 

nificenl    pla)  grounds. 

NBC,     \l'.(  .    DuMONT 

by  Joe  Csida 

Fee  ir:  the  fight  will  he  a  long  one 

The  few  hundred  words  I  am  about  to  pour  forth  here  are 

the  merest  driblet  compared  to  the  torrent  of  prose  that's  al- 
ready been  perpetrated,  and  will  continue  to  be  for  a  long 

time  to  come,  for  and  against  fee  tv.  But  like  everyone 

else  I  find  the  subject  fascinating.  And  the  areas  for  spec- 
ulation re  same  are  truly  limitless.  I  wonder,  to  begin  with, 

if  any  advertisers  or  agencies  actually  consider  the  problem 
(from  the  standpoint  of  any  near  future  effect  on  a  major 
advertising  medium)  a  serious  one.  At  the  risk  of  cooling  off 
whatever  interest  I  may  have  generated  in  this  piece  up  to 

here,  I  must  say  I  really  don't  think  it  is. 
No  immediate,  or  nearly  immediate  problem  at  any  rate. 

The  trade  press  to  a  degree,  and  the  lay  press  even  more  so, 

could  easily  give  any  of  us  the  impression  that  maybe  in  -ix 
months  or  a  year  the  whole  face  of  television  as  an  advertising 
medium  might  be  unrecognizable.  The  New  York  Herald 

Tribune,  as  just  one  example,  recently  ran  a  two-page  edi- 
torial spread  on  the  subject  with  pieces  by,  or  quoting  such 

industry  leaders  as,  Frank  Stanton,  General  David  Sarnoff, 
Robert  Kintner,  E.  F.  McDonald,  Jr.  and  many  others. 

Notwithstanding  the  fact  that  the  Federal  Communications 

Commission  is  digging  into  this  complex  and  highly  impor- 
tant phase  of  television,  and  that  the  Commission  will  no 

doubt  make  every  effort  to  reach  a  wise  and  reasonably 

speedy  decision,  one  need  only  to  talk  to  as  honest,  earnesl 

and  hardworking  a  proponent  of  fee  tv  as  Millard  (Tex) 

Faught  of  Zenith's  Phonevision,  to  realize  thai  it  will  be  two 
or  probably  three  or  more  years  before  anything  like  a  reso- 

lution of  the  situation  appears  <>n  the  horizon. 

I  am  not  decrying  the  existence  of,  nor  denying  on  either 

side,  the  great  need  for  the  propaganda  job  that  i-  presently 
under  way.  Certainly  on  both  sides  much  is  at  stake.  A.S  a 
matter  of  fact  one  of  the  remarkable  points  about  the  situation 

i-  the  incredible  nerve  and  willingness  t<>  gamble  <>l  all  those 

interested  in  the  three  major  fee  systems,  Phonevision,  Tele- 
meter and  Skiatron.  \\  hen  one  ~toj>^  to  consider  that  opposi- 

tion of  the  most  powerful  and  vocal  kind  musl  be  expected 

land  is  certainly  being  received)  from  the  nation's  broad- 
casters as  well  a-  the  country's  theatrical  exhibitors  (to  name 

jusl  two  fairl)  stalwart  groups),  one  begins  to  appreciate  the 
economic  guts  it  takes  to  develop  and  promote  fee  tv. 

(Please  turn   l<>  />(/£<•  62) 
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*Your  Headley-Reed  representative 
has  all  ARB  studies  that  prove  WBRE- 

TV's  leadership  in  coverage;  in  audi- 

ence; in  programming;  in  perfect  pic-  ̂ f /'" ture  . . .  which  all  adds  up  to  making  it 
the  leader  in  Advertising  Value. 

^  _        .  .-^a*-  -__    _  _-^.^-« ,  ,j  )  SUNBURY 

VERIFIED  SET  COUNT  OF  259,500  as  of  June  1.  1955. 



COLOSSUS  OF  THE  CAROLINAS 

This  potent  plus 
WBT's  biggest  plus  —  your  biggest  selling  opportunity — is  a  plus  of  people. 

There  are  around  2,500,000  of  them  in  WBT's  daytime  basic  service  area.  And 
98%  of  them  possess  one  or  more  radios.  This  works  out  to  a  plus  of  22.4% 

over  those  who  take  any  daily  newspaper  and  a  plus  of  41.5%  over  those 

who  own  a  TV  set. 

Now,  in  1955,  more  of  these  people  are  listening  to  their  radios  than  in  1954. 

In  Charlotte,  49%  of  the  listening,  on  the  average,  is  to  WBT— and  WBT  beats 

31  outside  local  stations  in  their  own  home  county. 

These  are  patent  and  potent  plusses  for  the  adveitiser  who  seeks  a  mass  mar- 

ket. WBT  has  other  exclusive  plusses,  too — such  as  Grady  Cole,  HPL  and  Super- 

marketing.  Your  CBS  Radio  spot  salesman  will  ply  you  with  WBT  plusses — a 

call  will  tell  him  you're  open-minded. 
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Lea   Burnetl     l'*0 
^tini     1949; 

Lea    Uurncll,   pre». 

P&G'l    I  Ml<    ICO     M-l  M  O^ 

•fen 

I'M.    ■    M  NX     KMlh     U.IM   II- 

II.    W      K .,   i    ,      PAG 
BKency  line*   1930; 
Marrln  Barini,  iuki. 

HEART  OF  P&G  AGENCY  APPROACH 
i 
11    Regard    and    treal    your    agency    .*-    a 
partner  »iili   ;i  contribution   to  make. 

2, Km  01 

s    withoul 
ag<  ncj     to    battle    foi 
fi  .ii     si  ek    com  iction. 

3 
°'  H  agencj  sticks  to  ii-  guns  and  if 
logii .  Fa<  i-  are  sound,  aci  epl  rei  ommenda- 
linn:  remembet  there  maj  I"-  more  than 
one  \\a\   to  -ill  a  product. 

P&G 

lull:   I      I. 

Bell  ■ 

Compion,  PftG  agency ilncc  1922:  Barton 

A    Cummlngi,  i'ii  ■ 

D-F-S     P*0 

L.   Fitzgerald 

Young  &   Bublcam.   P&G 
agenca 

Sigurd  s.   Larmon, 

Part   four 

of   four    parts How  P&G  gets  the 
most  out  of  its  1  agencies 
It  seeks  independent  thinking  mid  the  hest  in  creativity 

li\  Hvrmun  Lund 

66 J%.n  account  executive  is  a  guy  who,  when  lie  lientU  over  to  tie  his  shoeli 

you  give  him  a  swift  kick  in  the  pant-."" As  this  vivid,  it  unflattering  definition  1>\  the  spokesman  oJ  .1  prominent  tv 

client  testifies,  admiration  for  advertising  agencies  is  not  universal. 

No,  the  client  i-  not  Procter  &  Gamble.  The  world"-  largest  air  advertiser 
goes  rather  to  the  other  extreme.  Indeed  it-  spokesmen  will  inform  you  that 

the)  adhere  to  a  different  doctrine:  It  i-  that  agenc)  men  are  human  beings,  too. 

This  concept.  ihe\  will  tell  you,  i-  at  the  heart  ot  Proctei  &  Gamble's 
relation-  with  it-  seven  agencies. 

Despite  it-  size,  unparalleled  adverti-ing  experience  and  reputed  omni- 
science, P&G  claim-  to  depend  largel)  on  it-  agencies  for  guidance. 

There  are  some,  however,  who  doubl  this.  \  can-tic  critic  comments:  'It's 
all  a  gigantic  farce.  P&G  lays  down  all  the  rule-.  The  agencies  simpl)  follow 

orders,  are  told  exactly  what  to  dm'" 
A  former  P&G  -taller  take-  a  compromise  view:  "They  like  to  hide  behind 

their  agencies  100%.   Well,  it-  true  thai  the)  get  a  lot  out  of  their  agencies,  but 

27  JUNE  1955 

25 
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in  the  final  analysis  they  rule  with  a 

el  hand." What  role  does  the  agency  really 

play  in  Procter  &  Gamble's  intricate 
operational  network?  Can  it  truly 
make  a  vital  contribution  to  the  adver- 

tising thinking  and  practice  of  the 

compan)  which  is  said  by  some  to  be 
the  smartest  advertise)  in  the  country? 

Or  does  it  really  perform  only  me- 
chanical functions  al  best?  And  what 

client  role  does  P&G  itself  play?  Where 

do  co-ordination  and  guidance  of  the 

efforts  of  seven  agencies  end  and  dom- 
ination begin?  Where  do  ad  ideas 

originate,  in  the  Gwynne  Building  of 
Cincinnati  or  in  the  ad  houses  of  New 

"i  ork  and  Chicago? 
No  simplified,  schematic  treatment 

can  accurately  reflect  the  complexity 

that  is  the  P&C-agency  combination. 

In  the  first  place,  the  company's  own 
ad  structure  is  main -faceted,  far  from 

simple  (see  chart  at  right) .  Then  there 

are  the  effects  of  time;  the  present  ad- 

vertising setup  took  generations  to  de- 

velop. P&G's  first  ad,  for  Ivory  Soap, 
goes  hack  to  1882.  Lastly,  client- 
agency  liaison  is  nurtured  in  the  deli- 
<  ill-  realm  of  human  relations,  where 

ready,  clear-cut  answers  are  rare  and 
-kill  and  tacl  more  important  than 
formulas. 

»»'».'/  «?/<'ii«-i«'.*?  from  time  to  time, 

ol  P&G's  brighl  young  men  will 
come  up  with  a  grand  plan.  Why  not 
combine  the  great  ad  department  of 

P&G  with  the  cream  of  the  company's 
ncj  te  mi  and  sel  up  a  super-dupei 

house  agenc)  that  would  be  the  last 

word  in  ad  knowledge  and  experience? 
\\  h\  bother  with  so  many  agencies  in 
the  Brsl  pla< 

Vside   from  obvious  ethical  consid- 

tion,  part  ol  the  ansuei    is  that  such 

a   venture   would   make   m   essar)    the 

lion    of   a    ver)    large   and   costly 
staff.    More  important    however,  is  this 

explanation  given  l>\   company  execu- 

tives.   "We  need  agencies,"  the)    say, 
"in  or, lei   to  insure  our  getting  fresh, 
outside  thinking.    \\  e  can  never  afford 

to  take  the  chance  ol  cutting   off  the 
flow  of  creative  ideas,  which  would  in- 

evitably    happen    were   we   to   operate 

tl)    from  v,  ithin."     I  he  danger  of 
"inbreeding"  must  be  a\ oided. 

"One  of  our  main  tasks,"  saj  -l.\ 
Vdvertising    Manager    of    the 

and   Synthetics   Division,  "is   i" 
encourage    our    agencies    to    do    their 

I  o  ai  complish  this  nothiri     is  left  to 
r<  lations    w  ith    ii> 
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-even  agencies  are  the  practical  appli- 
cations of  a  carefully  worked  out  set 

of  principles  on  which  P&G  admen 
are  raised. 

In  P&G  you  will  not  find  the  rant- 
ing client,  certainly  not  the  tyrant  of 

book  and  movie  fame  who  spat  on  the 
table  to  prove  that  the  man  who  pays 
the  bills  can  afford  to  thumb  his  nose 

at  propriety  and  human  feelings.  About 
the  strongest  thing  P&G  ever  says  to 

an  agency  is  "Will  you  reconsider 

your  recommendation?" 
The  cynic  laughs  at  this  as  equiva- 

lent in  effect  to  a  tongue-lashing,  for  is 

it  not  always  true  that  while  the  agen- 

cy proposes,  the  client  disposes?  But 
the  P&G  agency  man  will  tell  you  that 
the  client  expects  him  to  stand  on  his 

two  feet  and  fight  for  his  convictions. 

"They  love  a  battler,"  says  an  account 
executive  on  one  of  the  major  P&G 

products. 
"If  you  stand  your  ground,"  he  says 

along  with  others,  "and  back  up  your 
case  with  solid  facts  and  logic,  you 

generally  win." Bui  if  your  case  has  holes — look 
out!  W.  R.  Chase,  Manager  of  the  Ad- 

vertising Department,  explains:  "We 
consider  that  it  is  the  job  of  the  agency 

to  initiate  the  campaigns,  to  come  for- 
ward with  the  proposals,  for  media, 

programs,  and  so  forth.  It's  our  func- tion to  stimulate  agency  thinking,  to 

see  that  its  presentation  is  based  on 

sound  logic  and  hard  facts.  If  we 

think   the   facts  stand   up.   we  bin." But  should  the  account  man  be  weak 

in  his  ssllogisms,  he  will  see  his  pretty 
presentation  in  shreds  when  the  P&G 

logicians  get  through  with  it,  and  he 
will  go  home  a  sad  boy.  Let  a  few 
such  slu|i|i\  pitches  follow,  a  P&G  man 
told  SPONSOR,  and  a  COmpan)  man  will 
-it  down  with  the  agency  man  for  a 

solid  review  of  the  strengths  and  weak- 

nesses of  the  presentation-.  P&G  ex- 
plains thai  il  works  with  agency  per- 

sonnel  in  much  the  same  way  it  works 

with  its  own  people  to  tr\  to  improve 
and  strengthen  theii  operations.  1 1 

this  doesn  t  bring  results,"  sa\s  the 

compan)  spokesman,  "the  agenc)  may 

pul  another  man  on  the  account." 
I  his  emphasis  on  facts  and  logic  cre- 

ate- Bpecial  problems  in  agencies,  foi 
mam  an  advertising  man  would  rather 
IK  with  the  creative  wind  than  steer  a 

-low  and  laborious  course  through  a 

sea  choked  with  statistics.  "You  And 
yoursell  longing  to  sell  with  excite- 

ment, i"  lei  j  our  enthusiasm  and  im- 
i    tiin  It-  continues   jiarc   28  I 

P&G  AD  DEPT. y 

MM     M.KI.ROY 

W.    LINGLE,   JR. 

W.  ALEXANDER 

R.  B.  SHEITEIII.Y 

V.   HAM  HIM  Mil 

P.   Ill  III 

<:.  i.  <;erhaiit 

/**N 

i> 

: 

; 

it; 

II.    J.    MOKCENS 

W.   H.  CHASE 

E.  A.  SNOW 

C.  C.  DOLING 

<;.  SMITH 

E.   II.   1.(1  Isl'EK 

♦ \.>i  Shown : 

D.  P.  Smelser 



GANIZED  LIKE  AN  AD  AGENCY 

Unique  P&G  "built-in  agency"  dupli- 
cates agency  structure,  department 

for  department,  through  "advertising 

production  division,"  which  is 

"staff"  function  serving  all  brands 

BRAND 

GROUP 

W.   ALEXANDER 

Adv.  Mgr.  Drug 

Products  Div. 

NEIL  Mc 

President 

WALTER  L.  LINGLE,  JR. 

Executive  Vice  President 

HOWARD  J.  MORGENS 

Executive 
Vice  President 

W.  R.  CHASE 

Mgr.  Adv.  Dept. 

Brand  management  and  staff  func- 
tions   are    co-ordinated    through 

Chase.    Note   that   key   radio-rv 
men  are  al<o  key   men  in   Procter  & 

Gamble  Productions  Inc..  a  legal- 
ly    separate    subsidiary    firm 

A.  N.  HALVERSTADT 

Mgr.  Adv. 
Production  Div. 

R.  B.  SHETTERLY 

Adv.  Mgr.  Specialty 

Products  &  Shorten- 

ing Div. 

BRAND 

GROUP 

C.  UHLING 

Mgr. Merchandising  Div. 

D.  P. 

SMELSER 

Mgr.  Market Research 
Dept. 

Dir. 
of   Television 

f    Adv.    Production    Div. 

I  Halverstadt     totals     40 
Dir. 

of  Media 

P&G  Productions  Inc. 

A.  N. 

HALVERSTADT 

E.  H.  LOTSPEICH 

Dir. of  Copy 
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iation  run  awa)  with  you,  as  \ou 

might  with  another  client,"  an  agero  j 
man  states.  "But  P&G  is  not  interested 
in  \our  opinions,  only  in  whether  your 
anal)  sis  i>  sound. 

"In  a  way,  its  rough  being  an  ac- 
count man  for  P&G,"  sighs  another. 

''You've  got  to  master  the  group  sys- 

tem routine.  That  is.  you've  got  to  get 
the  hard  material  from  vour  researeh. 

media,  program  departments,  make 

sure  first  it's  all  -omul,  then  put  it  to- 
gether for  the  guys  in  Cincinnati. 

You've  got  to  find  the  loopholes  first. 
You'd  better.  For  if  \ou  don't,  thev 

will." rhe   system   appears   to  leave  little 
n   i  for  the  maverick  with  the  leaping 

imagination.  Success  as  an  account 

executive  I'm-  I'Mi  depends  in  the  long 
run.  >a\  admen,  on  ability  to  adapt  to 

the  P&G  system.  This  is  why  there  is 

igenc)  tendenc)  t<>  train  account 
men  from  the  ground  up  on  P&G.  It  is 

difficult  for  many  experienced  men  to 

adapt  readil)  to  the  calculator  mental- 
it)  an  accounl  executive  needs  if  he  is 
i<>  cope  u  1 1 1 1  ( lincinnati. 

In  essence,  the  system  boils  down  t" 

reliance  on  ratings,  cost-per-1,000, 
I ril  market  analysis  and  the  end- 

less  findings  ol  research  studies.  Whom 
are  we  reaching,  how  often,  and  how 
much  is  it  costing  us?  These  are  the 
basic  questions  that  P&G  agency  men 

deal   with.      \nd   \<>ur  proposals  should 
be  on  the  safe,  co  isei  i  ative  -ide.  some 

>a\.  if  you  want  P&G  approval. 
But  there  are  compensations.  The 

adman  who  hi-  the  I'M'  prescription 
i-  assured  ol  stability    in  his  job  and 

QUICK  SUMMARY  OF  THE  4-PART  P&G  SERIES 

I'AKT  OISE:  Behind  the  dramatic  plunge  of  I'&G  into  the  nighttime  t\  picture  during 
the  1954-55  season  lay  a  complex   -cries  of   business  and  media   factors.    Finn   needed 

new  vehicles  for  newer  drug  and  soap  products,  which  had  large  ad  sums  available. 

Nature   of   product    appeals   made   nighttime   exposure    -eem    necessary.     16    May    issue 

PART  TWO:    The  P&G  spol  buying  operation  i~  indeed  geared  to  the  slide-rule,  for 

firm   feels  it   buy-  numbers  via  spot,  rather  than   shows.    Bui    agencies   are   not    given 

fixed   rating  or  cost-per-1.000  "floors"   to   work   from,  are  expected   to   use   besl    buying 
judgment.    P&G  uses  spot  basicall)   to  build  to  national  distribution.    30  May   issue 

PART  THREE:    P&(i,  far  from  dropping  daytime  tv,  expect-  to  be  in  it  strongly,  but   it 

has  not  yet  been  able  to  find  program  key  that  will  do  what  soap  operas  did  in  radio.  High 

ratings  are  a  must,  company  feels,  because  o)  relatively  high  costs.   Radio  cuts  represenl 

readjustment  to  needs  of  new   major  medium     l\      in  P&G  media  lineup.    13  June  issue. 

PART  FOUR:    Some  people  regard  P&G  as  all-wise  in  advertising,  -a\   that  therefore 

its   agencies   are   not    important.     P&G,   however,    credits    its    -even    agencies    with    m  im 

nating    most    ideas.     It    has    a    carefully    worked    out    set    of    principle-    to    guide    its 

agency  relations,  based  on  scrupulous  adherence  to   its  role  as  client.    This   issue 

advancement  opportunities,  for  P&G 
likes  to  stick  with  its  agencies,  seldom 

makes  a  change,  and  there  is  al\\a\s 
the  chance  that  new  brands  will  come 

your  way.  P&G  trained  men,  whether 
in  Cincinnati  or  at  the  agencies,  are 

icgardrd  as  highh  competent  gener- 
ally, and  are  often  sought  after  because 

of  their  rounded  knowledge  of  adver- 
tising and  their  solid  grounding  in 

basics. 

A  moving  statement  comes  front  an 

account  executive  who  says  that  work- 
ing for  P&G  has  added  to  his  self- 

respect.  He  feels  that  his  ability  to 
handle  a  tough  job  and  the  agency  and 

HERE  \KI  REACTIONS  TO  SPONSOR   P&G  SERIES 
VA    EXECUTIVES  CLOSE  TO  THE  ACCOUNT 

P&G    \<  <  <H  N  I    MAIN:    "I  expected  you  would  wind  up  with  the  usual  mixture  "I   .t 
iid  .i  lot  of  mistake-.    Hut   this  i-  amazingl)    accurate!     It's  an 

inn-    job.    I   believe   it   merit-  -nine   kind   oi   an   award." 

P&G    \(.l  M)     l\    V.P.i      I   enjoyed  the  articles  tremendously.    You  hit   ii   right  on 

iiton.    N  "ii  were   100$    right  aboul   thai  'myth'  business.    There  are  no  blacks 
l'>i'-  in  Cincinnati.    P&G  n   complicated  operation,    I  think  \   anaged 

mi   wa)  through  ii  verj   well  indeed.    The)   mad<    fascinating  reading." 

M   rWORK    EXECUTIVE:      \   first-class  pi  reporting.    You   were  certainl) 

If  in  pointing  oul  thai  ihe)  don't  know  all  the  answers  as  so  man)  iliink." 

FORMER   P&G  TIMEBUYER:      Congratulations.    I   used   to   bu)    Foi    P&G.    You 

piril  ol  theii  buying  perfectly.    It's  aboul  time  something  like  this  was 
l  you  do  a  -iiinl.it   job  on  the  oth<   joi   soap  firms." 

client  recognition  of  his  service  has 
enhanced  his  dignit)   as  a  man. 

"As  you  know."  he  told  sponsor. 
"'this  can  he  a  political  business.  Rut 

with  P&G,  it  doesn't  help  to  be  some 
big  shots  relative.  The  only  thing  that 
counts  is  performance.  They  do  not 

want  to  like  \   pie;  the)  want  to  re- 

spect them." 

Invariably,  you  will  find  agenc)  men 

complaining  that  the  need  to  conform 
to  the  P&G  system  leaves  them  restive 
on  occasion,  hut  they  end  up  saying: 

"Well,  you've  got  to  admit,  it's  the 

smartest  way  to  operate.  You  can't 

argue  with  success." 
Right  down  the  line  you  find  ihis 

combination  ol  admiration  and  annoy- 

ance   in    agenC)     ranks.     Sa\s    a    show 

producer:  "On  P&G   I   have  the  must 
complete  freedom  ol  action,  and  it  s 
the  iniisi  restrictive  thing  imaginable. 

Copywriters    occasional!)    complain 
ill. it  under  P&< !  restrictions  the)  can  I 

take   oil  creatively,    for   the  compan 
has  its  shirt  cop)   requirements. 

\  t\  executive  "I  a  I'M  ■  agenc)  sums 

it     up    this    ua\  :    "The    all-embracing 
P&G  system  reduces  the  gamble  to  ver) 
narrow  limits.  N  on  know  J  <>u  have 

little  chance  of  missing  much  if  you 
follow  their  tried  and  proven  paths. 

But  the  penalt)  ma)  be  the  loss  of  the 
truly  creative,  the  great  wild  idea  thai 

pays  olT." 

In  answer  to  this.  a  P&G  spokesman 

points  out  that  it  was  not  conservative 
to  be  the  first  in  the  business  i<>  bu)  a 

i  Please  inm  to  page  77  i 
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I 

Nexl  (all's  li  lineup: 
.").!  changes  already Again  this  issue  SPONSOR  presents 

nighttime  lineup  for  fall.    See  next  page. 

I  Ineups  will  he  updated  eaeh  issue  through  fall. 

I)avtime  network  lineup  to  appear  next  issue 

M  his  fall  will  see  the  mosl  radically  changed  programing  schedules 

on  the  tv  network-  since  t\  took  off  it>  swaddling  clothe-. 
H\  pic— time  there  were  about  55  changes  including  new 

shows,  changes  in  time  slots  and  program-switching  from  one  net- 
work to  another.  This  is  among  ABC,  CBS  and  NBC  alone.  (Du 

Mont  will  he  basically  a  film  operation  next  fall  built  around  it-  new 
Electronic  am. )    New  shows  account  for  about  35  of  the  changes. 

In  order  to  keep  reader-  abreast  of  revision-  in  the  fall  picture 

on  the  tv  networks  a-  the}  occur,  SPONSOR  w  ill  continue  to  run  a  com- 
plete nighttime  fall  lineup,  bringing  it  up  to  date  each  issue  until  fall. 

The  fir-t  such  chart  appeared  la-t  issue  I  13  June  i.  i  \  complete  day- 

time Lineup  will  appear  in  si'ONSOli's  next  i  — ue.  the  11  July  Fall Facts  Basics.  I 

Additional  information  inserted  on  the  chart  this  issue  i-  .in 
indication  of  which  -how-  will  he  in  color  tin-  fall.  On  NBC  T\  .  the 

color  "regulars"  will  he  the  Saturday,  Sunda)  and  Monda)  hour- 

and-a-half  spectaculars.  Hut  that"-  not  all.  According  to  Executive 
V.  P.  Robert  W.  Sarnoll  NBC  T\  plan-  to  do  about  four  hour-  a 

week  of  color  programing  in  fall  in  addition  to  the  spectaculars. 
Mo-t  of  the-c  new  color  plan-  are  for  the  daytime.  Howdj  Doody, 
which  i-  on  5:30-6:00  p.m.  everj  weekday  will  be  in  coloi  dailj  in  a 

move  aimed  al     VBC's    l//<7.c\     Mouse  C.luh.      NBC  will   al-o  televise 
certain  feature-  of  Home  (Monday-Friday,   12  noon-l:00  p.m.)   in 

MICKE\   MOl  si:  (II  It.   MM    TV,  will  t:i><    network  -..li.lN   sponsored  daytime 

block  (.->-(>:00  p.m.,  Ml).   For  daytime  lineup  nexl  foil  see  next  i--n<    |  I  I  Jnl>  I 

VOl 'I.I.  NEVER   GET  RICH,  CBS  TV,  i-  new    situation   coined]    starring    Phil 

si:\«-r«   (H:.'iO-'>  p.m.    In.-.).    CHS  i«  making  mosl  extensive  schedule  changes 

I'F.KIO    COMO  SHOW,  Ml<     IT,  is  among  lalenl  switches  <>"  networks.    Il»nr 

show    (8-9  p.m.  Sat.)   is  slotted  t<>  counter  CBS    H    lineup,  has  multl  sponsors 

ELECTRONICAM  IS  1)1    MOM   HOPE  for  nexl  -.  ;i-<>n.    It's  shown  In  use  here 

simultaneous!}    getting    lo<-    i'"^''    •"'<'    filming    episode    >>"    "Captain    Video.*1 
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Daytime   and   upditted   nighttime  el 

color  on  a  regular  daih  basis  starting 
this   summer;    some  segments   of  this 
program  have  already  been  colorcast. 

.•ral  of  the  NCAA  football  games 
will    also    be    tele\i-rd    in   color,    savs 

tarts   to  appear   next    issue 

Sarnoff — perhaps  three  or  four  before 
the  end  of  the  year. 

As  for  CBS  TV's  color  schedule,  that 

network    plans    "a    minimum    of   two 
weekly    shows    in   color    on    a    regular 

basis  this  fall,"  according  to  Jack  Van 
Volkenburg,  CBS  TV  president.    Once 
every  four  weeks,  one  of  these  shows 

will    be    Chrysler's   Shower    of   Stars 
(Thursday,    8:30-9:30    p.m.)     which 
continues  its  color  run  from  this  past 
season.   Most  of  the  10  Saturday  night 

(9:30-11:00  p.m.)    Jubilee  shows   set 
for  the  1955-56  season  will  be  in  color, 
says  Jim  Shattuck,  CBS  TV  network 

sales    manager   for   color.     The   Ford 

MONDAY 

ABC             CBS             NBC 

Dealers  will  bankroll  this  new  series 

of  extravaganzas. 

In  addition,  all  or  at  least  segments 

of  Omnibus  (Sunday,  5:00-6:30  p.m.) 
are  slated  for  color.   Other  shows  to  be 
colorcast  will  be  announced. 

Indicative    of   booming    automobile 
sales  is  the  fact  that  four  of  the  five 

big-production      evening      shows — the 
three  "specs"  on  NBC  TV,  and  Shower 
of  Stars  and  Jubilee  on  CBS  TV— will 
be  bankrolled  by  auto  sponsors:  Ford 
Motor,    Ford    Dealers,    Chrysler    and 
Oldsmobile. 

As  for  changes  in  the  fall  schedule 
which  have  taken  place  since  last  issue, 
here  is  a  rundowm: 

TUESDAY 
ABC             CBS             NBC Al 

1    FALL  TV  LINE 
There's  big  crop  of  nev 
ing  on  the  networks  at 

|L            the  picture  at  SPONSO 

UP:  1955 
v  shows  corn- 

night.  Here's R's  presstime 

H 

B 
envy    type    indicates    new    shows    in    slot.     See    footnote, 
lank    means    show    is    not    yet    set 

SUNDAY 

ABC             CBS             NBC 

7 

pm 7:15 

7:30 

7:45 

You    Asked 

For    It 

Sklppy    Peanut 

Hit.   Dlv.,  Best 
Foods 

Guild.    Bascom 

&    Bonflgll 

HyLAP 

Lassie 

Campbell  Soup 

Hy-F          BBDO 

Ift    a    Great 

Life* 

Chrysler- Plymouth  Dealers 

McCann- 
Hy-F        Erickson 

Kukla.  Fran   & 

OUle 

coop 

Ch-L 

Kukla,  Fran 

&    Ollle 

co-op 

Ch-L 

Kukla 

01 

c 

Ch-L 

John  Daly.  New,        Dou9 
   Edward» 

Miles    Labs            .              *"' w  t             \xr  j»      Amer  Home  Prods 

NY-L           Wade      ̂           B|J&T 

John   Daly   News 

Tide    Water    Oil 
NY-L    Buchanan 

Doug    Edwards 

News* 

Amer.    Tobacco 
NY-L          8SCB 

John  D  < 

Mile 
NY-L 

Feature    Film* 
730-9 

(Package  not set) 

Jack   Benny 

air.    with 

Private    See'y Arner.    Tobacco 

NT-F         BBDO 

Frontier*' (3  weeke  In  4) 

Reynolds     Metals 

NY-F           Seeds 

Kid  film  show* 

(tentatively               
R<*,n  Hood* Jungle    Jim    or        ,  J**"""  

  & 

Shrena.  Queen  of      J»"
nson:  Wlldroot 

the   Jungle)                
 Y&R'   BBD0 

Tony  Martin 
Assoc.   Prods. ; 

Webstor-Clilcago 
Hy-L            Grey; 

.1.   W,   Shaw 

Warner    Brothers 

Presents* 

(7:30-8:30) 

Liggett  A  Myers; 

GE;    Monsanto CAW:  Maxon. 

YAR;  NLAB. 

Hy-F        Gardner 

Dinah  Shore 

Name    That            Chevrolet   Dlrs Tutu'                           Campbell- 
Whitehall   Dlv..        ,Ty  L           Ew*w 

I'lsi  , 

7:3i Amer. 

Amer 

Derb> 

Geyor;  1* 

Mlthur 

)Iv    Ui' 

News  Caravan 

R.    J.    Reynolds 
NY-L             Esty 

Amer.   Home             News   Caravan 

Prods                   R.    J.    Reynolds 

8:15 

8:30 

8:45 

a 

Feature    Film* 

7:30-9 

(cont'd) 

nil    K.)    Sullivan 

Show 

Lincoln-Mercury 

Dealers 

NT  I.             KAE 

Colgate    Sunday 

Hr. 
IS    weeks    In    4) 
Colg.  -Palmollve 

in    i.m         Bsty 

sculars 

IN    COLOR 

T:30-9 
(1  week  In   4) Sunbeam; 

Maybclllne: 

I>iuls   Howe 
Pen-In -Paus ; 

Gordon    Best; 

NT-L         D  F-8 

Tv  Reader's            Burns  A  Allen 

Digest                     Carnation; 

Studebaker-                  Goodrich 
Packard                 Erwln,    Wasey: 

NY-L            B&R      Hy-F          BBDO 

Sid    Caesar 
(8-9;  3  wkB  In  4) 

Amer.   Chicle; 

KCA :     Sped  del 
D-F-S;  K&E; 

NY-L           SSCB 

Producer's 

Showcase 

(Spectaculars) 

IN  COLOR 

8-9:30 

(1  week   In   4) 

Ford:    RCA 
NT-L            K&F, 

Warner     Brothers 

Presents* 

730-8:30 

(cont'd) 

Milton  Berle 
(9-13  shows) 

Navy    Log*               Martha    Raye 

Sheaffer  Pen;                (IS  shows) 

Maytag 

Seeds;  MeCann-       Sunbo»n':    RCA  
= 

NY-F       Erlckson              W"MP«H 

Peirln-Paua; 

Dlsri 

7:3' 

(co-i 

Voice    of               Talent   Scout! 

Firestone               OBS-Columbla; 
Firestone    Tire                 Llpton 

NY  I.       Sweeney                          Bates; 

(slmul)    &  James      NT-L            YAR 

Wyatt   Earp* 

Parker    Pen; 

General  Mills 
Tatham-Lalrd; 

NY-F          D-F-S 

Ymi  II     Never            NY    L              KAB Get  Rich*                  Bob  Hope 

(Phil     Silvers*)             ,.  ,      .„. 

R.  J.   Reynolds;            (*8     ,now,, 
Amana    Refrlg.            Dinah  Shore 

Esty:    Maury.             (2  tnowl) 

Lee  A  Marshall             ' Chevrolet 

Campbell  - 

NY-L          Ewald 

Shew 

dec, 

Amer. 

Delsc 

8SC 

9:15 

f»:30 

•:45 

10 

10:15 

10:30 

10:45 

11 

Chance  at   a 

Lifetime* tmerton   Drug; 

Leotheric 

NY    L             LAN; 

CAW 

OB  Theatre 
■  1      Electric 

NT  L4F    BBDO Tv    Playhouse 
Goodyoar ; 

Phllco 

(all.    sponsors) YAR: 

\v  L     Butehim 

I   Lore  Lucy 

Procter  AOemble; 

General   Foods JIB  AT; 

Hy  F             YAR 

Medic 

9-9:30 

(3    weeks    In    4) 
Dow   Chemical 

Oj-L    MacManus 

John  &  Adams 

Make    Boom     for 
Daddy 

Amer.    Tobacco: 

Dodge SSCB: 

NT-F           Grant 

Meet  Millie 

(Tentative:            Preside    Th
eatre 

sponsorship           1>roc*er  
*  aamble 

to  be  set)             NT'F'      C«
»n<«> 

Ma»<  j 

Pi 

Knomaik 
Pharmi  c 

1  i 

NY-L Club co-op 
Alfred      Hitch- 

cock   Presents 

Mv-F              YAR 

Title    TBA* 
Clba    Pharm. 

Klesewetter.        December  Bride 

Baker.    Hage-         General   Foods 

dorn   A    Smith       NV-L            BAB 

NY-LAF 

Robert   Mont- 
gomery Presents 

9:30-10  30 

S.    C.    Johnson; 

Schick 
NL4B; 

NY L            KAE 

OuPont    Theatre* DuPont 
BBDO 

Armstrong   Circle 

Red   Skelton          Theatre:  alt.  with 

Pet   Milk:              Pontlae    Hour* 
S.    C.    Johnson              9:30-10:30 

Gardner;      Armstrong    Cork; 
Hy-F          NLAB              Pontlae BBDO:  MacM. 

NY-L              JAA Penn- 

Mll'j Sheafl  r 
Brown    I 

NY-L 

Hank 

■o   new    ihowi 

Shew    not 

Hied* 

P.    Lerlllard 
YAR 

Inftoa  Rand 

Earle 
Utdfia 

thows   which 

Lorctli    Young 

A  Gamble 
NV    1               1IMI Niuillo    One 

Weatlnfboai* 

MrCann- 
NV   L       Erlrk-on 

»r   network.    Including   new   shows    and    c 

Robert    Monl- gomery  l^osents 

9:30-10:30 

(cont'd) 

Name's     the 

Same* 

Raliton-Purlna 

Guild.    Batcom 

A     Bonflgll 

NY-L 

Armstrong   Circle 
The   $64,000           Theatre:  alt.  with 

Question*               Pontlae    Hour* 
Revlon      Prods.               9:30-1030 

NY-L  Welntraub              (cont'd) 

Wed  nev  a 

Ft.  h 

Pabst     II 

M>  il 

10    pm    t 

Wir 

Legler 

Var-L 

change    time    ■ >anr.es    starting     lat e    this    season.     Wh< 

_       ,.    v.                     Big    Town* 
See   It  Now 

,«             .  .                  Lever   Bros.: 
(Sponsorship                                     ' 

to  be   set)            A  C    S
park   P,u« 

NT-LAF                         S8CB'  
  MeCE' 

0BM;    Brother 

NY-F 

re   shows   have    multiple   sponsors,    agei 

Henny    . (followl  • 

till    II 

sc  1 

icles   are  1 



•  The  Borden  Co.  will  sponsor  The 
People  s  Choice,  a  film  series  with 
Jackie  Cooper,  in  the  same  NBC  TV 

(Thursday  8:30  p.m.)  slot  in  which  it 
bankrolled  Justice  last  season. 

•  Quaker  Oats  came  in  as  the  al- 

ternate sponsor  of  ABC  TV's  Ozzie  ami 
Harriet  (Friday  8:00-8:30  p.m.),  shar- 

ing with  Ilotpoint. 

•  The  R.  J.  Reynolds-sponsored 
Bob  Cummings  Show  switched  from 

NBC  TV  to  CBS  TV  in  the  Thursday 
8:00-8:30  p.m.  period. 

•  Toast  of  the  Town  (CBS  TV)  title 
will  be  changed  to  The  Ed  Sullivan 
Show. 

•  CBS    TV    has    four    shows    with 

sponsorships  not  yet  set:  Ed  Murrow's 
See  It  Now;  Meet  Millie:  \l\  Friend 

Flicka  and  Cochise  tiie  Apache  Chief 
I  tentative  title) .  NBC  TV  on  the  other 

hand,  has  its  nighttime  sponsors 

"firmed  up"  but  a  few  shows  unan- 

aounced:  Campbell  Soup's  on  Friday, 
Swift's  on  Saturday. 

Not  yet  on  the  schedule  but  definite, 

nevertheless,  is  ABC's  new  MGM  Pa- 
rade. Tin's  is  the  network's  third  movie 

tieup  and  its  second  new  Hollywood 

program  for  the  season,  the  other  be- 

ing Warner  Bros.  Presents.  No  spon- 
sorships of  MGM  Parade  had  been  an- 

nounced at  sponsor's  presstime.  While 
Saturday  is  still  open  on  ABC,  the  web 

hopes  to  sell  a  drama  hour  then.  *  *  * 

DuMOlVr  fall  evening  lineup 
at    present    comprises 

three    sponsored    shows 

In  the  miiKi  of  m  revamping  of  its 

network  operation  Uu  Mont  In  seeking 

to  Ifll  iponfton  on  roti%rrling  lli.ir 

shown  to  Mm  via  the  t  i<li  u-li  lin  ram- 

era,  the  I  1.  ■  ■■  onh  am  If  ■neeeufal, 

I'ii  Mont  »how»  woulil  ii  ii. I  to  be 

placed  on  •  »pot  ba*i.  and  it-  net- 

work diameter  toouhl  lie  rli  jiikciI.  In 

addition  to  tli<-  nighttime  .lni>.  listed 

below,  On  Mont  report!  it  hai  hopes 

of     selling     four     to     six     more. 

I.lfc    Resins    at   60.    Sunday).   9:30-10:00 Spotuor.     Serulan;     Agency.     Elettet 
Origination:    NT:    Hie 

Professional    Boilng.    Mondays.    9:00 
to     conclusion 
Co-op.     origination:     NT.     lire 
At   Plngslde.   Mondays,    following  boxing 
Co  op.    origination:    NY.    lire 

Studio    57.    Tuesdays.    8:30-9:00 
Sponsor.    Heinz:    Agency.    Maxon 
Origination:    NY.    live 

What's    the   Story*.    Wednesdays.    8-8:30 
Sponsor,  Du  Mont  Labs:  Agency,  direct 
Origination:    NY.    live 
Professional  Football,   Saturday  evenings 
Sponsorship   not   set 

Origination:    various,     live 

SDAY 
BS  NBC 

Edwards 

Mfg. 
Ludgln 

te.  the 

■  Chief 
itorthlp 

I  set) 

i4H1i 

lends  . 
l-» 

j  Co.; 
I  Motors; 

isbury 

"olumbla 

*  Oeller; 
Burnett  ; 

Bate* 

Coke  Time 

Coca-Cola 

NY-L         D'Arcy 

Newt     Caravan 
Plymouth 

NY-L  Ayer 

Screen    Directors- 

Playhouse* 
Eastman -Kodak 

NY-F  JWT 

Father     Know* 

Beat* P.     Lorlllard 

NY-F  YAR 

i   
llllonalre Ullonalre 

Igate 
Eety 

|jt  a  Secret
 

'  Reynolds 
Eety 

Kraft   Tr 
Theatre 

Kraft  Foods 

NY-L  JWT 

ThU   Is    Your 

Life 
Hazel    Bishop ; 

Show* 
Procter  &  Gamble 
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DEPENDENCE    ON   JUKE    BOX    FIGURES, 

RECORD  AND  SHEET  SALES  MAY  BE  RISKY 

Mamie  Van  Doren  and  Tony  Curtis  in  scene  from 

Universal  International's  "All    American"   symbolize 

youth's  passion  for  juke  box.  It  is  juke  box  "plays," 
record  and  sheet  sales  which  are  major  factors  in 

"top  10"  listing  of  tunes.  Ohio  State  study  finds 
that  teenagers  and  adults  in  earl)  twenties  buj 

more  records  and  sheet  music  and  play  juke  box 

more  often  than  any  other  segment  of  population. 

Thus  shows  based  on  top  10  songs  may  have  inherenl 

youth    appeal    with    less    attraction    for    older    adults. 

Does  radio  play  the  wrong  music? 
Millions   which  program  only  "top"  tunes  may  bo  neglecting  majority  of 

flaytiiiio  audience  is  provocative  finding  of  Ohio  State  University  study 

*  -  there  a  radio  markel  that  does  not  know  at  least  one 
top-10-or-20-tunes-of-the-week-t)  pe  show  ?  For  years  mam 
stations  throughout  the  counln  ha\e  adhered  in  lite  sup- 

posedly surefire  Formula:  build  your  program  schedule 

around  the  currentl)  most  populai  songs  and  you  ean'l 
fai  wrong. 

Now   an  Ohm  State  I  niversltj   stud)    reported  here  ex- 
clusivel)   for  the  first  time  suggests  that  this  approach  to 

orded  shows  maj  be  narrowing  audience  opportunities, 
particularl)  In  the  daytime. 

I  he  study,  i  •>  male  music  preferences  in  Colum- 
bus, Ohio,  ofl  me  provocative  findings  of  interest  to 
ons,  advert  ncies: 

I.    Daytime  musi<  -how-  that  aim  at  the  youngei  set  are 
-hot, tint:  i.,r  a  minority    audience,  since  teenagers  never 

L  '■  up  more  than  a  vei  )    -mall  per  entage  of  the  audience 
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thai  is  at  home  and  available  to  listen. 

2.  Proportionately,  teenagers  and  young  people  in  their 
earl)  twenties  l>uv  more  pop  records  and  sited  music  and 

plaj  pike  boxes  more  often  than  other  age  groups:  this 

tends  to  give  song  popularity  lists  based  on  sales  an  in- 
I hi i-iit  Idas  toward  \onlhful  tasto  to  begin  with. 

.!.  The  jumpy,  noisj  pop  stuff  on  which  the  teenager 
feeds  is  at  the  bottom  of  the  preference  list  of  the  average 
female  adnll.  who  makes  up  the  largest  segment  of  the 
da\  lime  atidienre  at  home  and  available  to  listen. 

4.  \\  Idle  currentl]  popular  music  rates  high  in  female 

preference,  so  does  the  "sweet"  number,  the  lush  orchestra- 
tion, recent  >lmw  tunes.  h\mns  and  spirituals  and  standards 

10  to  2(i  years  old. 

5.  Stations  now  concentrating  on  hit  records  and  teen- 

age-slanted  numbers    might   consider   extending   the   scope 
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of  their  musical  offerings  to  appeal  to  a  wider  range  of 
audience  tastes. 

The  Ohio  State  study  adds  up  to  "case"  against  over- 
reliance  on  the  top-tunes  programing  philosophy.  Does  this 
automatically  make  every  station  which  stresses  top-10 
records  programing  wrong?  You  can  get  a  ringing  chorus 

of  pros  and  cons  as  you  bring  up  the  subject  with  program- 
ing specialists,  sponsor  found  in  seeking  to  put  the  Ohio 

State  study  into  perspective.  But  this  seemed  to  be  the 
concensus  among  a  dozen  music  specialists  (details  later)  : 

While  many  stations  are  over-doing  the  pop  tunes  today  the 
pop  category  still  has  the  broadest  appeal.  However,  they 
say,  you  can  t  generalize  as  to  what  is  the  right  strategy. 
A  station  may  be  forced  bv  competitive  need  to  specialize 
on  the  teenager,  for  example,  as  its  strong  audience  core. 

The  study  was  conducted  by  Patrick  E.  Welch,  a  grad- 

uate student  in  radio-television  programing  in  the  Depart- 
ment of  Speech  at  Ohio  State  University.  It  was  based  on 

personal  interviews  with  2,168  Columbus  women  and  girls 

over  the  age  of  14.  Some  70  Ohio  State  radio-tv  students 
made  up  the  interviewer  group.  All  interviews  were  held 
during  the  week  of  9  Mav  1955. 

Each  respondent  was  asked  to  select  "types"  of  music 

she  personally  "liked"  from  a  list  of  18  categories.  She 
was  also  asked  whether  she  had  bought  pop  records  or 
sheet  music  or  played  a  juke  box  during  the  preceding 
three  months. 

The  top  tunes  approach  is  widely  used.  Many  stations 

in  fact,  build  their  entire  program  structure  around  the 
top  40  or  50  songs  of  the  week. 

Billboard,  Variety  and  Cash-Box  are  the  standard  disk 
jockey  sources  for  popularity  information.  Each  runs  its 

own  lists  of  hits  in  various  categories,  based  in  large  mea- 
sure on  record  and  sheet  sales  along  with  reported  juke 

box  plays. 

The  Ohio  State  University  study  showed  that  in  Colum- 

•  bus  a  larger  percentage  of  teenagers — 81% — played  "juke 
box"  records  than  any  of  other  age  group.  The  next 
largest  age  category  was  the  19-30  group,  with  54"^.  Simi- 

larly, teenagers  were  disproportionately  high  purchasers  of 
(Please  turn  to  page  92) 

] 
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( 

rREND  TOWARD  WIDER  MUSIC  RANGE 

sponsor's   "Buyers'    Guide"    notes    trend    towarc 
iroader  musieal  diet,  even  classical.    Guide  shows 

'8%  of  stations  answering  1955  survey  use  con- 
ert  music.     Still,  reliance  on  hits  is  widespread 

^^skI      II 
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Ohio's  Case  Against  Top   10   Approach 

Tables  below  sum  up  case  against  using  top  10  tunes.  They 
also  show  how  types  of  music  can  be  slotted  to  take  into 
account    varying    tastes   of   women,   old,   young,   rich,    poor 

1.      Il%    the    yoongBteri    who    bnj     the    pop    record* 
and    sheet    music   and    play    the   juke    boxes 

WOMEN    AGED 

PERCENT    WHO    HAD:  ,   *   
14-18        19-30       31-45       16-60 

Selected    "Juke    Bo*"    record      81%  54%  27%  13% 
Purchased     sheet      urn    i.         30  13  12  lO 

Purchased   phonograph    record      67  46  45  23 

Percentage   who   had   done    r,.,n<     of   the 
three,    daring    past    three    months      10%  28%  36%  65% 

OnrSI 

2% 

4 

9 

It.", '  , 

2.      But    as   women    get   older   the* 
the    hot    numbers    le»s    and    less 

PERCENT    NOTING    "LIKING"    FOR:  ,   14-18 

Currently    popular    music      R6''y 
"Sweet"    popular    music      38 
Familiar   hymns    or   spirituals      21 

Recent     Broadway     show     tunes      44 

Big    orchestras   pecial    arrangements    ....32 

Music    popular    10    to    20   years    ago      20 

Large     choral     groups       23 

Marching     hand     music       24 

Musical    comedy    or    operetta    music      25 

Symphony    orchestras      16 

"Barbershop    quarctte"    music      18 
Western    music      20 

Mule   popular  before    1930     14 

Old-time    or    "country"    music      14 
Latin-American     music       33 

"Dixieland"    music      32 

Modern   or   "progressive"    i.i//    music   50 
"Jump"    or    "jive"    music      64 

tend    to    like 

WOMEN    IN    GROUP    AGED 

19-30 

76% 

4S 

30 

52 

51 

37 

41 

33 

40 

34 

25 

23 

22 

20 

35 

29 

36 

31 

31-45 

64% 

59 

43 

45 

41 

42 

35 

33 

39 

33 

29 

30 

34 

27 

27 

22 

17 

20 

46-60 

48% 

66 

55 

36 

36 

37 

38 

40 

36 

34 

41 

3S 

34 

38 

19 

10 

10 

Over  61 

29% 

54 

75 

21 

31 

27 

3  7 

MS 

31 
39 
40 

39 

37 

45 

9 

14 

4 

1 

3.      Women    with    more    money    don't    like    hot    tuii«'« 
WOMEN  IN     GROUP     ESTIMATED    AS 

PERCENT  NOTING  LIKING  FOR:  High  Income  Lower  middle  Upper 

group  end  low  middle 

Currently     popular     music             61%  63%  62% 

"Sweet"    popular    music             63  58  52 
Familiar    hymns,    spirituals              33  36  HI 

Broadway    show    tunes             77  57  33 

Big     orchestras   arrangements             65  68  28 

Music    popular    10-20    years    ago          44  44  33 

Large     choral     groups             47  45  30 

Marching    band    music             41  39  31 

Musical    comedy,    operetta    music....       67  50  25 

Symphony     orchestras             56  47  21 

"Barbershop    quartette"    music             34  31  30 
Western     music              I  I  19  38 

Music    popular    before     1930             39  31  2f> 

Old-time    or    "country"    music               1  <•  20                                 16 
Latin. American    music             38  29  23 

"Dixieland"     music       tl  2S  21 

"Progressive"     Jaaa              27  21  19 

"Jump"    or    "Jlsc"     music              19  18  23 
(FlKures   based    on    tapondantl    I!)    to   80    >r«r»    of    »t-c    nr.lv;    «h<m.  i    la    mmpensate 
for    variations     In  1     different    «. 

I.     Moreover!  there  are  fev.    youngsters  available   to   listen 
in  daytime,   when    majority    of   Hitmen   at   home   are   o\er  30 

WOMEN    PER    1.000   HOMES,    AGED 

NUMBER    "AVAILABLE"    AS   LISTENERS       ,   
PER    1.000    HOMES:  14-18        19-30 

H-10     \M       16 

10-12     10 

12-    2    I'M      10 

1.     .       »» 

I.    ..        65 

...    8        69 

8-10        7I 

31-45  48-60  Over  61 lew, 

1  Ir. 

IIS 

lot 

I  I  1 
127 

l-"< 

lr.<> 

217 I  SI 

160 
Jll 

1  ".  t 

...ISO   

l>>  1 

2  16 

161 
•69 

19  < 

tm 272 

(Flturcs    from    a    itll  ■    llstenlni    made    In    April     MM     by 

„    D     Buell     I  "  *'«"    BnlwnrH»l 

SOVRCB:    Ohio    Slate    fnlvcnltv  1955    In    Columbus.    Ohio    amoni    1.168 i>ver    11 
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I  KWk  SIIA'ERNAIL'S  OWN  CAPTION  (pick  one):  1.  "So 
you  missed  the  spot."  2.  "I  know  markets  are  people."  3.  "I'm 
happy  about  the  results."  4.  "I  do  not  pose  for  Alka  Seltzer 
pictures."    5.    I  think  reps  are  fine."' 

BBDO's  Frank  Silvernail  (above)  is  among  -i\  veteran  timebuyers, 
active  iii  tlic  industrj  before  1940,  who  sum  up  their  tips  to  time- 
buyers  in  this  article.  Pioneer  buyers  stress  knowledge  of  station 

programing,  honesty  with   reps,  judgment    among   other   "musts" 

Tips  on  tiiehpg 
from  6  veteran  buyers 
NIMIVSOIt  asked  half  dozen  of  hay  its  active  sinee 

I5MO  for  I  heir  buying  suggestions.    Their  views 

provide  perspective  on  miilti-farotod  buyer  skills 

34 

WW    hat  docs  it  take  to  buy  time? 

How  do  you  evaluate  the  dozens  of 
facts  that  go  into  a  buying  decision? 

How  do  you  build  up  the  kind  of 

reputation  for  square  shooting — within 
and  without  your  agency — that  lets  you 

work  smoothly  with  the  do/ens  of  peo- 
ple who  have  a  baud  in  a  spot  radio 

or  tv  campaign? 

The  answers  are  important  to  every- 
one concerned  with  air  advertising :  to 

the  buyer  or  account  executive  inter- 
ested in  evaluating  the  work  of  the 

buyer  assigned  to  his  account;  to  the 

buyer  himself — and  there's  no  breed  in 
the  business  more  interested  in  con- 

tinuing self-improvement. 

sponsor  seeks  the  answers  to  ques- 
tions like  these  constantly  because 

nothing  is  more  important  in  the  opin- 
ion <d  ii>  editors  than  exchange  of 

thinking  <>n  the  technique  of  spending 

a  client's  money.  And  perhaps  the 
most  exciting  set  of  tips  on  buying 

we've  ever  encountered  has  emerged 
from  a  round  "I  interviews  with  some 
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pioneers  of  timebuying,  six  men  and 

women  who've  been  active  in  buying 
or  related  fields  for  15  years  or  more. 

sponsor's  panel  of  timebuying  pio- 
neers were  suggested  in  a  poll  of  other 

prominent  timebuyers  who  themselves 
had  long  years  of  industry  experience. 
The  panel  includes:  Frank  Silvernail, 
Vera  Brennan,  Scheideler,  Beck  & 

Werner;  Reggie  Schuebel,  Reggie 
Schuebel,  Inc.;  Linnea  Nelson,  Kudner 

(consultant)  ;    Bill    Maillefert,    Petry. 

Part  of  the  industry's  roster  of  bu\  - 
ing  veterans  who  were  active  in  1940 
01  before,  includes:  Ned  Midgeley,  Ted 

Bates;  Charlie  Avers,  formerly  with 
R&R.  now  ABC;  Tom  McDermott,  N. 

W.  Ayer;  Frank  Coulter.  Y&R;  Chet 

Slaybough,  Ted  Bates;  Margaret  Jes- 

sup,  formerly  of  McCann-Erickson, 
now  retired  in  San  Francisco;  Francis 

Conrad,  formerly  with  McCann-Erick- 
son, now  with  ABC  on  West  Coast; 

Frank  Barton.  1  ennen  &  Newell;  Ja<  k 

Latham,  Philip  Morris;  Wilfred  (Bill) 

King.  Mathes;  Hubbell  Robinson,  for- 
merly with  Y&R,  now  CBS;  Tom 

Lvnch,  formerly  Donahue  &  Coe,  now 

with  WMCA;  Robert  McNeil.  Thomp- 
son Koch  Advertising;  Carlos  Franco, 

formerly  Y&R,  now  Carlos  Franco  As- 
sociates. 

The  broadcast  industry  these  pio- 
neer timebuyers  knew  in  1940  was  a 

far  different  one  from  today.  National 

spot  radio  (according  to  McCann- 
Erickson)  leaped  from  $42  million  in 
1940  to  $133  million  in  1954.  Add  to 

that  another  $189  million  in  spot  tv 

billings  last  year,  and  there's  a  picture 
of  the  industry  in  1955. 

There  are  certain  comparisons  be- 

tween timebuying  a  la  1940  and  time- 
buying  a  la  1955  that  all  the  pioneer 

timebuyers  interviewed  by  sponsor 
made.  Here  are  some  quotes  that 
sketch  the  contrast: 

"Those  were  the  days  when  there 
were  no  more  than  maybe  25,000  peo- 

ple in  the  radio  industry  as  a  whole. 

We  knew  all  the  station  managers — 

something  that's  still  helpful,  but  a 

great  deal  more  difficult  in  1955." 
"All  the  rating  services  and  infor- 

mation available  in  1955  should  make 

COMING:  BUYING  BASICS 

sponsor's  annual  Fall  Facts  Basics 
issue  (11  July)  will  contain  a 

30,000-word  bonk  called  "Timebuy- 
ing Basics"  which  condenses  the  13 

sessions  of  the  RTES,  New  York, 
timebuying     and     selling     seminar. 

for  wiser  buying  decisions.  Too  often, 

however,  ratings  have  taken  the  pla<  e 

of  judgement."" 
'"We  had  to  evaluate  stations  virtual- 

ly through  our  personal  knowledge  of 
the  market,  the  station  management 

and  programing  character  back  in 

1940.  The  buyer  today  has  infinite  ad- 
vantages because  he  has  available  to 

him  more  exact  precise  information." 
"Then  as  now  the  good  buyer  had 

to  be  both  buyer  and  seller — or  educa- 
tor, if  \oii  will.  But  his  job  of  selling 

the  air  media  to  clients  or  agencymen 
has  become  far  easier  because  of  the 

growth  of  timebuyer  stature  within  the 

agency." 
Although  the  pioneer  timebuyers  in- 

terviewed agreed  on  fundamental  rules 
for  efficient  buying,  individually  they 

stressed  different  points  in  giving  ad- 
\  iee  on  good  time  buying  procedure. 
Here,  then,  is  the  background  of  sis 

pioneers  and  their  tips. 

Frank  Silvernail,  manager  of  sta- 

tion relations  at  BBDO,  divides  the  old 

days  of  timebuying  into  the  "pre-  and 
post  Seed  Map  days."  The  biggest 
problem  for  the  pre-1940  timebuyer, 
he  recalls,  was  the  problem  of  trtih 
evaluating  a  stations  coverage. 

"Station  managers  used  to  come  to 

New  York  more  in  those  days,"  says 
Frank.  "And  they'd  bring  with  them 
mail  counts  and  engineering  maps,  and 

the  buver  had  to  figure  out  the  cover- 

age pattern  from  that.  Then  P&G  of- 
fered three  packs  of  seeds  for  an  ()\\- 

dol  box  top  and  plotted  requests  per 
100  homes  for  every  station  that  came 
in.  This  seed  map  gave  the  buyer  a 

more  impartial  understanding  of  cov- 

erage." 

In  tracing  his  career.  Frank  Silver- 

nail  likes  to  say  that  he  "started  out 

as  a  guitar  player  in  1925" — actually, 
an  after-5:00  p.m.  job  he  did  while  he 

was  in  sales  promotion.  He  worked  in 
one  form  or  another  of  sales  promo- 

tion until  be  joined  Pedlar  &  K\an  in 
1938  as  a  timebuyer.  From  there  he 
went  to  Y&R  in   L941,  BBDO  in  L943. 

Here  are  his  tips  on  timebuying: 

1.  Dont  be  too  slide  rule  ami  cost- 

per- 1,000  minded.  Advertisers  and  ac- 
count men  today  tend  to  be  too  pal  and 

formula-ridden  in  their  broadcast 

thinking.  It's  up  to  the  media  people 
to  think  more  creatively. 

2.  See  reps  and  station  managers, 

particularly,  whenever  th<-\  come  to 

miii.     Don't   keep  them   waiting     their 
i  Please  turn  to  page  B8) 

"Then    aiul    Now"   Pictures 
of  Baying  Veterans 

Linnea  Nelson,  Kudner  consultant,  left, 
at     19  K)     \  \  l'>     convention     and 

Reggie     Selmeliel.     In  a. I       it     OWE 
in    1940   ami    with    grandchildren    todaj 

Beth  Black,  Harrj    B.  Cohen's  directoi 
of   radio-tv    buying,    in    l'MO    and    todaj 

Kill    Maillefert,    1  d    Petrj    radio    Bales 
manager  .i-  buyei   befori    1940,  and  now 
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\rr;i  Itrennun.  Scheideler,  Beck  8  Wer- 
nei  he  td  buyei .  working  at  1  I .  now 
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Snorkel:  why  it  mad 
Startling,  dramatic*  demons! rations  of  its  now  Snorkol  pon  on  big-na 

M  t  was  the  revolutionarj  new  Snorkel 

pen  and  the  need  for  visually  dem- 

onstrating its  unique  workings — which 
first  drew  the  \\  .  \.  Sheaffei  Pen  Co. 

to  television  in  the  fall  of  1952.  Since 

then,  in  less  than  three  years,  the  com- 
parn  V  l\  budget  has  leaped  to  nearly 

10,000,  making  Sheaffer  the  big- 
i:c-t  network  television  user  among 
fountain  pen  companies.  Before  using 

television  the  compan)  had  never  been 
an  air  advertiser  oi  an)  size. 

\\  hat  made  Sheaffer's  affair  with  tv 
blossom  so  fast?  Most  important,  the 
responsiveness  of  its  sales  curve  which 

rose  to  a  record  high  in  the  compan)  s 

12-year  history  the  first  year  t\  was 
used.  \nd  it  has  continued  to  rise.  \d 

sales  for  the  fiscal  year  ending  28  Feb- 

ruary 1954  were  8.5%  ahead  of  the 

vear  before.  For  the  nine-month  peri- 
od ending  30  November  1954,  they 

were  17.2%  higher  than  in  the  same 

period  of  1953. 
At  the  time  of  the  last  annual  report 

(28  February  1955)  sales  stood  at 

$27,072,821,  may  well  hit  $30,000,000 
b)  next  year,  says  the  company. 

Here  is  Sheaffer's  approach  : 
On  network  tv  it  bankrolls  star-name 

shows  aimed  at  a  mass  audience — "the 
beer  drinkers  rather  than  the  guys  who 

have  a  Martini  before  dinner,"  says 
Sheaffer  Ad  Manager,  Don  A.  Reed. 

Leading  salesman  for  Sheaffer  the  past 
two  seasons  has  been  Jackie  Gleason 

on  his  Saturday  night  CBS  TV  stanza. 
Dave    Garrowav.    Arlene    Francis    and 

THE   FAMOUS   "WHITE  GLOVES"   COMMERICAL  for   Snorkel   is   something  of  a 
by   now,  won  much  acclaim  including  a  Sylvania    \ward.    The  newer  Snorkel  com- 

Mi.  i,  ill-  arc  getting  away  from  demonstration,  put  stress  on  prestige  and  pride  of  ownership 

^ 

Steve  Allen  are  currently  plugging  for 

Sheaffer  on  NBC  TV's  Today-Home- 
Tonight  trilogy.  But  come  fall.  Sheaf- 

fer will  change  its  tv  approach  some- 

what with  the  sponsorship  of  a  dra- 
matic documentary  series  about  the 

navy,  Navy  Log,  on  CBS  TV.  A  quiz 
it  currently  sponsors  on  ABC  TV, 

Penny  to  a  Million,  will  also  continue. 

In  areas  not  covered  by  the  tv  net- 
work effort,  Sheaffer  has  emplo\ed  spot 

tv  announcements  and  local  shows. 

About  $200,000  went  for  this  supple- 

mentary video  support  last  year  in 
about  28  markets. 

Sheaffer  aims  for  dramatic  presenta- 

tion and  memorabilit)  in  its  tv  com- 
mercials, which  are  developed  hand-in- 

hand  with  its  advertising  agencv.  Rus- 
sel  \1.  Seeds  of  ( ihicago.  Its  experience 

with  one  of  these,  the  famous  "W  bite 
Gloves"  commercial  for  Snorkel,  has 

been  particular!)  rewarding.  This 

pitch,  with  its  arresting  demonstration 
of  a  pair  of  white-gloved  hands  filling 

a  "messproof"  Snorkel,  has  won  much 
acclaim  including  a  Sylvania  Televi- 

sion  Vward  for  1954.   It  also  sold  pens. 

Sheaffer  has  always  placed  high  im- 
portance on  its  dealers,  stresses  the 

importance  of  a  close  and  friendb  re- 

lationship with  them.  It  selects  its  na- 
tional advertising  with  an  eye  to  local 

tie-ins,  furnishes  dealers  with  merchan- 
dising and  promotional  aids  a-plent)  to 

help  them  benefit  from  the  national 
effort.  In  addition,  representatives  of 
the  compan)  and  the  Seeds  agenc)  pa) 

regulai  visits  to  dealers  during  peak 

periods  ol  the  year  to  learn  the  prob- 
lems behind  the  counter  which  the\ 

do  h\  doubling  ,h  salespeople. 

Bui  it's  been  Sheaffer's  tireless  fight 
in  the  interests  of  Fair  Trade  and 

against  price-cutting  thai  has  won  the 
compan)  the  most  solid  dealer  support. 

Fast  year  Sheaffer  -pent  about  $1,000,- 

000  to  -land  b)  Fair  Trade,  \damant 
in  it-  determination  not  to  have  its 

merchandise  cut  below  li-t  price  at  the 
retail  level,  Sheaffer  has  dropped  some 
600  retail  outlets  since  it  started  its 

"war. 
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heaffer  swikh  to  tv 
work  tv  shows  holpocl  Sheaffer  sale*  hit  a  record  high  in  one  year 

Sheaffer  feels  that  it*  Fair  Trade 
liattle  has  resulted  in  extra  sales  and 

extra  profits  through  extra-loyal  deal- 
ers. Tv  has  aided  by  getting  across 

the  established  prices  of  Shaeffer  prod- 
ucts in  the  commercials.  And  by  ap- 

|il\ing  the  sales  pressure  needed  to 
move  the  pens  at  their  list  price. 

Sheaffer  has  some  34.000  dealer-, 

selectively  limited  to  department  stores, 

jewelry  stores,  certain  drug  store,  sta- 
tioner\  ami  pen  shops.  The  products 
are  not  sold  in  mens  clothing  stores, 

five-and-tens.  discount  houses,  premi- 

um houses  "or  at  Cone\  Island,"  speci- 
fies Don  Heed. 

Where  does  Sheaffer  stand  in  the 

pen  market?  Sheaffer  is  first  in  the 

U.  S.  "fine"  or  fountain  pen  market 
in  domestic  sales,  the  trade  believes. 

Parker  Pen  is  second,  though,  accord- 
ing to  one  source,  Parker  and  Sheaffer 

are  running  neck-and-neck  in  total 

sales  volume  (Parker's  big  export  vol- 
ume" accounts  for  this,  it's  said).  Wa- 

terman. Kvcrsharp  and  Ksterbrook  are 

also  high  rankers,  while  Paper-Mate 

reportedly  leads  the  ball-point  field. 

The  men  responsible  for  the  plan- 

ning of  ShealTer's  new  high-powered 
ad  campaign  and  the  creation  of  its  at- 

tention-gelling commercials  are  Don 
Reed,  Sheaffers  ad  manager;  Freeman 

Keyes,  president  of  Russel  M.  Seeds; 
Russell  Young.  t\  director  at  Seeds; 

and  Fee  Marshall,  copj  chief  at  the 

agency.  Pete  Karle,  assistant  ad  man- 
ager for  Sheaffer  has  been  in  charge 

of  advertising  for  the  Fineline  Divi- 
sion,  I  to  consolidate  with  Sheaffer  1 

July),  working  with  sales  manager 
Gene  Tn>\ . 

It  took  much  painstaking  experiment 

and  testing — behind  closed  doors  at 

Sheaffer's  factory  in  Fort  Madison, 
Iowa — before  a  perfected  model  ol  the 
Snorkel  pen  was  completed  in  Januarj 
1952.  Sheaffer  considered  this  new 

pen  just  as  revolutionary  as  the  intro- 
duction of  the  first  lever-filling  pen  in 

1913.  The  Snorkel  (originally  a  breath- 
ing apparatus  for  submarines  '  features 

(Please  turn  to  page  74) 
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Top  Sheaffer  executives  Waltei    \.  Sheaffer  II.  president  (above,  left)  and  <  raig  Sheaffer, 
board  chairman,  stood  behind   the  development   ol   the   Snorkel.    Don   Reed    (far  right)    i- 
Sheaffer  ad  manager,  fell  t\   could  best  I'll  Snorkel   - 1 ■  i \ .    I  "i    two  seasons,  Jackie  Glea- 

ive  ad  support;  ilii-  fall  .i  documentary  Jr. una  on  •  H"-  TV,  "Navj   I  og,"  »ill  l»-  used 

Good  dealer  relations  ha\ ••  always  been   stressed   b>    Sheaffer.    Local    tie-in  support   for 

n  effort,  plus  the  company's  determined  fight  i"  uphold  Fail  Trade,  help  win  dealer  l"\.ili\ 

GREAT  NEW  BALLPOINT 

THE  QUALITY  YOU  EXPECT 

FROM  THE  MAKERS  OF  THE 

FAMOUS    SNORKEL    PEN 

IN  THI 

MORNING  with DAVE    GARROWAY 

ON 

o »t  NOON 

WITH 
ARLENE    FRANCIS 

ON 

AT  NIGHT 

WITH 
STEVE    ALLEN 

dramatic,  convincing 

demonstrations  like  these  .  . 

INSTANT   STAITINC 

- 

OUIAdllTV 
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In  21st  week  of  26-iveek  tv  test: 

Are  B&M  sales  gains  reaching 
Past  two  sales  periods  each  hit  the  1,700-dozen  mark.  Is  this  maximum  market  f 

\W  >ln  ""ly  nve  weeks  to  go  in  the 
26-week  Burnham  &  Morrill  tv  test. 

sales  continue  ahead  of  last  year  by 

slightly  over  100'  <  .  These  are  the 
i  ampaign  highlights  in  television  weeks 
L9  tli rough  21  (first  half  of  June). 

|.  CURRENT  SALES:  Burnham  & 
Morrill  sales  in  the  Green  Bay,  Wis., 

ii -t  ana  continued  ahead  of  last  year 
in  the  first  half  of  June.  The  jump 

was  not  as  impressive,  however,  as  in 
the  lasl  half  of  May  which  was  328% 
ahead  of  the  same  period  last  year 
when  no  television  was  used.  First- 

half   June   sales   were   ahead   by   only 

The  reason   for  the  decline  in  per- 
centage  gain  over  last  year  is  not  to 

be  found  in  greatly  reduced  sales,  how- 
ever. Actually  the  1-15  June  sales  of 

1,710  dozen  cans  of  B&M  products  is 

only  slightly  below  latter-May's  total 
i  1.755  dozen).  But  last  year's  sales 
during  the  first  half  of  June  were  con- 

siderably up  over  latter-May  1954 
(815  vs.  410  dozen).  To  continue  at 

a  300%  gain,  therefore,  B&M  sales 
would  have  had  to  hit  over  3,260  doz- 

en cans  or  almost  double  the  best  two- 
week  sales  record  for  1955  thus  far. 

Why  didn't  they?  The  answer  ma\ 
lie  in  the  fact  that  there  is  a  plateau 
beyond  which  advertising  cannot  push 

the  product  in  a  short  period  because 

of  its  high  cost  and  relatively  un- 
known status  in  the  Green  Bay,  Wis., 

area  prior  to  tv.    The  figure  of  about 

1,700  dozen  cans  sold  may  be  about 
as  high  as  sales  will  go  during  any 

remaining  half-month  period  in  the 20-week  tv  test. 

During  the  latter  half  of  June  B&M 
sales  would  have  to  shoot  over  1,700 

to  exceed  last  year's  sales  during  the 
second  half  of  June.  Reason:  A  spe- 

cial promotion  allowance  last  year  in 
the  first  two  weeks  of  June  brought 

B&M  sales  up  to  1,765  dozen  cans. 
There  will  be  no  similar  allowance  dur- 

ing the  same  period  this  year. 

Last  year's  allowance  came  to  50c 
off  each  case  of  B&M  products.  It 
was  designed  to  encourage  promotion 

of  the  products  during  the  warm- 
weather  months  when  sales  of  beans 

are  at  their  highest. 
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laloiiu  point? 
*©rfo  now  in  half  a  month? 

This  year  B&M  will  make  a  similar 

allowance,  starting  after  the  television 

test  is  over  on  23  July.  Television  will 

be  on  its  own  from  15  June  through 

23  July  competing  against  a  period 
last  year  bolstered  by  the  50c  allow- 
ance. 

2.  TOTAL  SALES:  For  the  entire 

21-week  period  of  television  advertis- 
ing (starting  24  January  and  running 

through  15  June),  B&M  sales  are  ahead 
101.3%.  Sales  in  1955  totaled  14,164 

dozen  cans  of  all  test  products.  Sales 
for  the  same  21  weeks  last  year  were 
7.035   dozen. 

The  test  products  are  the  18-oz.  size 
of  B&M  beans,  the  27-oz  size  and  B&M 
brown  bread.  These  products  received 
little  or  no  advertising  last  vear  in  the 

Green  Bay  area  I  with  the  exception 

of  scattered  insertions  within  large  co- 
op newspaper  ads  by  grocers).  The 

only  change  in  marketing  tactics  in- 
troduced to  the  region  this  year  has 

been  the  television  campaign  which 
represents  a  $12,500  expenditure  over 

the  26-week  period.  The  station  used 
is  WBAY-TV,  Green  Bay,  a  Channel 
2  CBS  TV  afhliate.  Campaign  consists 
of  six  one-minute  announcements  week- 

ly aired  mainly  during  daytime. 

Commercials  are  prepared  1>\ 

WBA\-TV,  using  copy  points  supplied 
by  B&M  and  its  agency,  BBDO,  Boston. 

3.  AGENCY'S  OPINION:  Bum- 
ham  &  Morrill's  sales  v. p.,  E.  R.  El- 

well,  commented  in  sponsor's  last  is- 
sue on  the  enthusiastic  reaction  Green 

Bay-area  sales  have  been  getting  at 
the  Portland,  Me.,  headquarters  of 
B&M.  Similarly  down  at  the  Boston 
office  of  BBDO,  sales  are  regarded  as 
incontrovertible  evidence  of  televi- 

sion's effectiveness  for  the  product. 
Burt  Vaughan.  BBDO  v.p.  and  head 
of  the  Boston  office:  Richard  ().  Howe. 

account  supervisor;  and  Ralph  II. 

Woodfall,  account  executive,  have  fol- 
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B&M  SALES  FIRST  HALF  OF  JUNE  1  *>3  1  %> 
.  L955 • 

• 

B&1U    beans   and ;u  wholesale 
18  cz. 27 07. 

broan 

jread 

1954 vs.  1955 1954 vs.   1955 1954  n .  1955 

•         AREA   A    (50-mile  m.lius  of  (, 
rteii 

Baj ) 
• 

/.      Ml  Ml  OH  Oi  .    II  IS. 0 
i  :>() 

25 
60 

0 0 • 

2.    OSHKOSH,   iris. 

(1 

100 0 25 0 0 

3.    APPLETON,   WIS. 

30 

150 

35 

100 

60 

20 

4.    1,11  1 1  II.   II  IS. 0 30 0 50 i) 20 • 
.T.    GREl  \    BAY,  WIS. 90 150 75 20 0 

.           6.     MENOMINEE,   \ll<  II. 0 

70 

0 0 0 

30 •                                   TOTALS  A 120 650 295 310 80 

70 

• 

• 

AREA    K    (50-100    mile   radius of  C reel!    H 

ay) 

• 
7.    FOND  Dl    LAC,  WIS. 0 0 0 0 0 0 • 

8.    STEVENS  POINT,  WIS. 90 120 60 85 0 

60 

• 
9.     WAVSAV,  WIS. 0 100 0 25 0 30 

10.    NORWAY,   MICH. 0 100 0 0 

20 
30 

• 

11.    SHEBOYG  IN,  WIS. 

75 

70 55 (>() 20 0 

12.     WIS/  ONSm    RAPIDS,  WIS 0 0 0 0 0 0 

TOTALS  B 165 
390 

115 
170 

10 

120 

• 

• 

TOTALS   A   &  B 
283 

1,0-10 

410 
480 

120 

190 

• 

THREE-PRODUCT  TOTAL 1954: 815 DOZEN 
CANS 

• 

• 

THREE-PRODUCT  TOTAL 1955: 

1,710 
DOZEN 

CANS • 

■(Television                             .in    21    Januarj 
• 

lowed  the  test  closely.  They  are  rushed 

advance  copies  of  each  issue  of  spon- 
sor to  keep  them  abreast  of  sales  fig- 
ures which  come  to  sponsor  every  two 

weeks  as  quicklj  as  they  can  be  tab- 
ulated by  the  Otto  L.  Kuehn  Co.  of 

Milwaukee,  B&M  broker  tor  the  Green 

Bay  region. 

Ralph  Woodfall's  observation  on  the 
IkWI  te-t  thus  far  |io'ml>  up  the  unique 
nature  of  the  campaign.  lb'  told  SPON- 

SOR: "It  is  unusual  to  get  such  a  clear- 
i  ut  ease  of  results  from  an  advertising 

medium.  I  don't  know  how  you  could 
(i\  down  television's  role  as  the  onl\ 

factor  creating  the  increases." It   was   \\   [fall   on    whom    Eiaydn 

Evans,    \\  BAY- 1 A    general    manager, 
made    his    firsl    <  all    when    selling    the 
B&M  test  idea  almost  two  years 

"It"-     remarkable,"     Woodfall     Bays, 

"how  closel)   the  tesl  has  followed  the 
blue  print  -et  down  at  thai  time. 

Both  agent  j  and  client  are  thinking 
aboul  the  use  of  television  in  othei 

market-  Eoi  the  coming  vear.  Said 

Woodfall:  '"ll  this  is  what  television 

did    in    a    small,    peer    market,    wh.it 

would  it  do  in  larger  and  better  BW1 

markets?" 

|.   BACKGROI  M):    The    B&M    t\ 

tesl  provided  SPONSOR  with  an  oppor- 
tunity it  had  long  sought  to  report  on 

a  tesl  campaign  while  it  was  happen- 

ing. It  i-  believed  to  be  the  firsl  case 

ol  a  national  advertise]  testing  a  me- 
dium w  ith  simultaneous  •  ovei  age  oi 

the  results   in  a   trade   publication. 
The  Green  Ba\ .  \\  i-..  area  in  w  hi-  h 

whole-ale  sales  are  measured  and 

ported  to  sponsor's  readers  is  an  es- 
pecially poor  one  foi  B&M.  Reason: 

B&M  i-  an  oven-baked  bean  which  up 
till  now  in  this  area  was  bought  b)  a 

small  circle  ol  <  onsumers  onlj .  I  he 

lower-priced  <  ann  ooked  beans  I  <  amp- 
bell's,  Heinz,  etc.  I  enjoyed  the  big 
sales.  B&M,  moreover,  is  the  mosl 

expensive  "\  en-baked  bean  on  the  • 
ket.  It-  Bales  are  strongesl  in  New 

land  where  oven-baked  beans  an 
a  tradition. 

Readei -  w ith  questions  on  B&M's appi  ",t<  h  are  in\  ited  to  submit  them 

lo  sponsor,  I"  I.  l"th  St,  N.Y.  *  *  •* 
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Automotive 
"Bit:   Bill"  Gardner,   Milwaukee 
Buick    dealer,    roped    in    first 

prize  in  automotives  (or  his  cow- 

boy   type    announcement    cam- 
paign  over  WEMP,  Milwaukee, 
which    made   Gardner   Buick   the 
niiinliir   one    V  isconsin    dealer 

Mail  order  towels 
John   W.    Black    and   his   mail   staff 

daily  cluck  mail  orders  pouring  in  as 

result    of    Black's   KDKA    Pittsburgh 
announcement    campaign.      He    ha- 

more  than  doubled  his  sale  of  special- 
cloth    lea    towels    since    lie    switched 

from  direct   mail   to  spot   radio 

Local  radio's  strength: 
the  rash-register  proof 
PART  TWO 

OF   TWO    PARTS 

Sovcn    prize-  \\  inning    local    ease 

histories  show  dollar  pull  of  radio 

m  here  -  one  statement,  abo>  e  all 

others,  which  typifies  the  local  drain's 
advertising  philosoph)  :  "I  buj  the  me- 

dium which  prod  in  es  a  dollai  sale  al 

the  lowest  possible  <  ost. 

\n<l  there  -  one  comment  e\ ei \  one 

nf  the  first-prize  winners  in  the  l>'  \  B 
"Radio  Gets  Results     i  ontesl  made: 

"Radio  produ  ■  -  for  me  nunc 
i     ill. mi  an)  other  medium." 

In  pari  one  nf  this  ai tide  '  1 3  June 
-•r<i\siii!  anal)  zed  the  approach 

and  detailed  l In-  results  of  winners  in 
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six  "I  the  I!  \l!  •  ategoi  ies  I  see  l»ox) . 

I  In-  remaining  seven  first-prize  winners 
are  <  overed  in  this  article. 

I  hese  i  ase  histoi  ies,  chosen  by 

R  VB's  panel  of  judges  as  illustrative 
oi  illi-i  live  local  i  adio  a<l\  ei  tising,  can 

be  used  bj  agencymen  to  show  nation- 
al clients  the  support  and  enthusiasm 

local  dealers  w  ill  give  to  radio.  Radio 

i-  a  powerful  advertising  medium, 
these  l{  \B  winners  auree.  The  thinn 

is  in  use  the  medium  so  as  to  lake  ad- 

vanl  ige  ol  specific  market  conditions: 

Drugs  &  Products 
Louis  Cohen    (left),  president  of  the  drug 
chain,  and   Saul   Cohen,   secretary-treasurer. 

\\<  HS,    Charleston.       \    sj.700    WCIIS    sch<: 

sold   $170,000  worth  of  toys  for  them. 

listening  habits,  program  preferences, 

competitive  factors. 
Here  are  seven  ease  histories  that 

show  local  radio's  effectiveness  in  sell- 
in-  seven  different  types  of  services 

and  products: 

I.  flrur;  start's  A  products:  Cohen 

Drug  Stores,  Charleston,  \\  .  Va.,  won 

first  prize  with  a  Christmas  radio  cam- 

paign ovei  Wt'llS.  Charleston,  W.  Va. 
I  lie  (  ..In  n  Driiii  Stores  in  Chai  les- 

inn  had  a  serious  problem.  One  of  the 
stores  !>i»  sellers  during  the  Christmas 
season  lias  al\va\s  been  their  large 

~ini  k  of  small.  under-$l  io\~.  llo\\- 
ever,  a  Charleston  competitor,  located 
in  mi  the  main  Cohen  Drug  Store  in  the 

i  i I \ .  was  liquidating  his  to)  sto  k. 
I  In-  ,nK  ei  M-i'i  had  a  twofold  pi  oblem  : 
maintain  hi-  level  ol  sales  al  his  usual 

price;  find  an  effective  and  cheap  ad- 
vertising    medium,    particularl)    since 

SFONSOR 



ZINK'S  SUPER  MARK 

Amusements 
The  Feld  brothers,  owners  ol  Super  Music 

Enterprises,  pick  pop  rrci.nl-  to  be  played 
nil  their  WWDC,  Washington,  D.  C.  radio 

programs.    Tin-  Feld-sponsored  d.j.  -hows 
<ii\ i'  them  duel  commercial  value:    (1) 
actual    announcements,    (2)    mentions   of 

Super    Music    Enterprises    where    reciml- 

can  he  bought  1>>   program's  listeners 

Dry  Goods 
1 1  .   in   i.i    John   O'Connell, 
  I;  indise  manager  of  Linn  & 

Si  ruggs;   Bob  King,  V  1>Z  a/e; 

John  I  lolt,  president  of  depart- 
ment  -tore;    NanCJ    Niinuan,  iu.i  . 

..I    store-sponsored  show,  dis- 

cuss   program    formal    that's 
increasing    store  sales 

Grocery  Store 
Cailard  /ink  has  increased  his  super  mar- 

ket'- sales  volume  from  S185.000  to  - 
000  a-  a  result  of  his  dairj    L5-minuti    \\vl  \l, 
Salem,  Ind.,  progi  im     iSei    6  RAB 
histoj  ies  in   13  June  issui .  p.  38) 

he  had  previously  been  utiahle  to  re- 
late sales  to  advertising. 

In  November.  WCHS  showed  I..  W. 

Cohen,  president  of  the  organization, 

the  CBS-produced  film,  Tune  in  To- 
morrow, to  encourage  his  interest  in 

radio.  The  film  plus  a  sales  pitch  tail- 
ored to  his  needs  convinced  Cohen, 

and  he  added  the  first  of  his  specific- 

toy-campaign  radio  schedules  to  his  ex- 
isting sponsorship  on  WCHS. 

First  Christmas  toy  campaign,  from 

7  November  through  23  Decembei  con- 
sisted id  21  chainhreaks  and  L8  one- 

minute  announcements  weekly.  In  the 

midst  of  this  campaign,  Cohen  became 
so  enthusiastic  over  (he  results  that  he 

added  still  more  chainhreaks  for  the 

middle  of  December.  He  again  revised 

the  schedule  upwards  during  the  third 
week  of  December,  with  two  additional 

one-minute  announcements  <lail\. 

By  the  end  of  the  campaign,  Cohen 

reported  a  sale  of  SI 70,000  in  toys — 
far  in  excess  of  his  anticipations,  from 

a  two-months"  total  of  $2,737.34  invest- 

ed in  WCHS.  Said  he:  "It  lias  proved 
to  me  that  our  16  stores  could  get  in- 

creased traffic  through  radio  cheaper 

than  through  am  other  medium,  reai  li- 

ing  more  people  per  dollar." 
Previously,  this  advertiser  had  used 

nub  two  radio  stations.  In  January 

1955.  because  of  his  successful  Christ- 

mas campaign,  he  bought  2,500-an- 
nouncemenl  contracts  with  four  othei 

radio  stations  foT  a  total  of  10.000 

announ  ement«      I  he  si  -     u.  1 1  IS, 

Bluefield:    \\  BTH,    \v  illiamson; 
\\\i'M  ..,,„:  v>  v\  NR,  Beckle    I  are 

outside   of   WCHS'   primarv    covei 
area,  and   will   promote  others  "I   the 
1 6  ( lohen  stoi  es. 

Cohen  added  thai  during  bi~  Christ- 

tu\    promotion   he   bad   kepi   his 

other    advertising    <>n    it*    usual    level, 
and  thai  he  can  therefore  t  oro  lusiverj 

pin  all  the  increased  sales  on  i adio. 

2.    Furniture  A.   floor  covering: 

Standard  Furniture  Co.,  Vlbany, 

Kingston,  Troj  and  Schenectady,  N.Y., 

won  a  first  pi  ize  w  iili  announ*  emenl 

campaigns  ovei  WROW,   Vlbany,  N.Y. 

I'm  LO  v  ears,  Si  indard  Fuj  niture 

(  ii.  w asn'l  going  an)  plai  e.  I  hen  it 
used  radio. 

( Ihestei  Finebei  g,  general  mana  ;ei 

nl  Standard  I  ui  niture  <  o.,  a  chain  of 

(  ontinued  on  pagt   8  I 

I  3  FIRST-PRIZE  WINNERS 

IN    K\I5    1.4  M   M     lllMht 

kPPARl  l 
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Decision-makers  who  want 

strong  local  impact  are 

ft  to  right:  Emm.tt  C.  McCaushey  -  Executive  Vice  President,  West  Coast,  Erwin,  Wasey  &  Co.,  Ltd.  Paul  H.  Willis  -  Assistant  Vice  President, 
Carnation  Company.  Norman  Bast  -  Vice  President,  Erwin,  Wasey  &  Co.,  Ltd.  Glenn  Bohannan  -  Radio-TV  Media  Director,  Eruin, 
If  ascy  &  Co.,  Ltd.  C  A.  Gumpert  -  Advertising  Manager,  Milk  Products  Division,  Carnation  Co.  Walter  Davison  -  Western  Division 
Sales  Manager,  Television,  NBC  Spot  Sales. 

Candid    photo    by    Elliott    Eruitt.    Taken    at    the 
Carnation  Home  Service  Department  Test  Kitchen,  Los  Angeles. 



the  Carnation  Company 
and  its  agency, 

Erwin,  Wasey,  are  Sold 

on  Spot  as  a  basic 

advertising  medium! 

Carnation,  one  of  America's  top-ranking 
food  companies,  makes  Spot  Radio  and 

Spot  Television  a  prominent  part  of  its 
master  advertising  plan. 

Spot  is  used  as  a  local  selling  tool  in 

specific  markets.  Guided  by  sales  con- 

ditions in  each  market,  Carnation  buys: 

20-SECOND  STATION  BREAKS:    to   reach 

nighttime  Radio  and  TV  audiences  at 

relatively  low  cost  and,  in  Television,  to 

demonstrate  uses  of  the  product  visually. 

minute  participations:  to  benefit  from 

the  selling  personalities  and  reputations 

of  local  Radio  and  Television  talent  with- 

in their  individual  markets. 

Complete  flexibility  of  timing  and  mar- 
ket selection  .  .  .  low  costs  with  high 

sales  return  .  .  .  are  Spot's  basic  advan- 
tages for  Carnation.  Spot  can  sell  hard 

for  you,  too! 

Ask  your  agency  or  an  NBC  Spot  Sales 

representative.  More  and  nunc  advertis- 

ers are  Sold  on  Spot  because  more  cus- 
tomers are  Sold  on  Spot  .  .  .  and  some 

Spots  are  better  than  others. 

representing  RADIO  STATIONS: 
KNBC    Son  Francisco 

KSD     S       / 

WRC    U  ashm/lon,  D.  C. 

WTAM    I  :.    rland 

WAVE    /     umdte 

KGU    Honolulu 
WRCA    N  ru    York 

WMAQ    (  \.<ato 

NBCI  SPOT   SALES 
30  Rockefeller  />/....    \         I     ■  ■'■    10,    V    )  . 

Chicago    Detroit    Cleveland    K'ashin(ton 
San  Francisco         Los  An/teles         Charlotte' 

Atlanta*     Dallas*      'Bomar  Loutance   Associates 

and  the  NBC    W.«t.rn    Radio  K.l.ork 

representing  TELEVISION  STATIONS: 
WRC-TV    V  ashinllon.  D.  C.  KONA-TV    ' 
WNBK    C:.,  eland  WRCA-TV     \ 

KPTV    I'.rtland.Ort.  WNBQ    CUcf 

WAVE-TV    Louimlle  KRCA    Los  Angeles 

WROI   SchenrctadrAlbanyT'v,  HSO-TV  St.Louu 
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RECORD  RADIO  MONTHS  (Cont.) 

thought  \  on  miulit  he  interested  in 
the  fact  thai  KSON  for  both  the 

months  of  -March  and  April  has  en- 
joyed  the  highest  gross  income  from 

sales  in  the  station's  history.  More 
important,  perhaps,  our  net  profit  in 
each  month  has  reached  a  new  high 

despite  the  fact  that  we  arc  paying  our 

employees  between  7")  and  100' I  high- 
er houiK  wages  that  we  did  eight 

years   ago. 
The  reason  for  the  increase  in  net, 

in  the  face  of  higher  wages  and  sal- 
aries is  the  use  of  automatic  opera- 

tion in  part  and  remote  operation. 
This  has.  of  course,  necessitated  an 

increase  in  capital  investment  but  it 
has  been  well   worth  it. 

\-  to  gross  -ales,  it  is  simply  a  mat- 

ter of  aggressive  selling  with  an  alert, 
wide-awake  sales  force.  Also  the  fact 

that  we  have  concentrated  in  program- 

ing to  the  out-of-home  audience. 
Fred  Rabell 

Owner  Operator 
KSON 
San  Diego,  Calif. 

•  >lati>  radio  stations  report  increlsed  local 

businesa.  For  a  report  on  results  radio  lias  pro- 
duced     for    a    variety     of    local    clients    sec    article, 

•  Local  raili.,  -  strength,"  SPONSOR,  13  June 

I  *'.">.>,     )>..nc     .'18     and     part     2     tlii-     i-*uc.     pa^e    40. 

HOW  TO  SELL  SAFETY 

Another  big  holida)  weekend  com- 
ing up  .  .  .  the  4th  of  July.  Another 

period  of  slaughter  on  the  highways. 

I  believe  the  nation's  radio  stations, 
and  \  ou  by  getting  the  word  to  them, 
can  help  b)  using  a  different  approach. 

It's  an  idea  which  is  hard  and  blunt 

.  .  .  but,  I  hope,  life-saving. 
The  majority  of  radio  stations  have 

a  noon-hour  newscast.  On  Friday, 
July  1st.  all  radio  stations  on  one  of 
their  noon-hour  newscasts  can  play 
one  chorus  of  White  Christmas  and 

follow  it  with  these  simple  words: 

"We  are  playing  White  Christmas  on 
this  newscast  today  for  those  people 

who  are  preparing  to  leave  on  their 

long  July  4th  holiday.  Some  of  you 
will  not  he  around  at  Christmas  time, 

and  that's  the  last  time  vou'll  ever 

hear    White    Christmas!!!"' Very  nearly  a  heartless,  cruel  ap- 

proach isn't  it'.-'  But  so  is  death  on 
the  highways  .  .  .  and  needless,  too. 

Let's  use  this  idea  on  this  big  Jul\ 
4th  weekend  and  see  what  happen*. 

I  hope  every  reader  of  sponsor  will 
accept  this   plan. 

Lowell  E.  Jack 
General  Manager 

KMAN 
Manhattan.    Kansas 

I.    >«'«•  Minions  on  air* 

CITV    t    STATE 
CALL 

LETTERS 
CHANNEL 

NO 
ON-AIR DATE 

ERP  (kw)' 

Visual 

Antenna 

(ft)*" 

NET  |      STNS. 
AFFILIATION  ON   AIR 

SETS  IN 

MARKET* ■0001 
PERMITEE.    MANAGER.    REP 

TWIN    FALLS,    IDAHO  KLIX-TV  11  30    May  26.9         660 

SAN    ANTONIO,  KCOR-TV  41  2   June  17.8         350 
TEXAS 

None 

KENS-TV 
WOAI-TV 

NFA 

250,976 

Southern    Idaho    Bcstg    & 
Frank    C.    Carman,    pres. 

KCOR-TV.    KCOR    Inc. 
R.    A.    Ortez.    ores. 

R.    A     Cortez.    Jr..   v.p 
Wm     P     Smythe.   v. p. 
Robert    L.    Bobbitt.    Jr..    \ 

II.     Xew   roii.Mriirfioit    permits* 

CITY    &    STATE CALL 
LETTERS 

DATE  OF  GRANT 

ERP    (kw)' 

Visual 

Antenna 

(ID- 

STATIONS 

ON  AIR 

SETS  IN MARKETt 

(000) 
PERMITEE.     MANAGER.     RADIO     REP1 

WICHITA,   KAN. 

ROSEBURG,   ORE. 

8   June 

8    June 

100 

5.3 

905 

640 

KAKE-TV KEDD 

KTVH 
None 

148,356 

NFA 

Wichita   Tv   Corp. 

George    M.    Brown,    pres. Wm      J      Moyer.    v. p..    gen. 

Southwest    Oregon    Tv    Best,    owned    by 
Eugene    Tv    Inc., 
Oregon    Bcstg. 

C.    H.    Fisher,    pres. 
Wm.    B     S mul 1 1 n.   v.p.    &   treat. 

Iff.     .Veil?   applied! ions 

CITY     4.    STATE CHANNEL 
NO. 

DATE FILED 

ERP  (kw)- 

Visual 
Antenna 

(It)-"
 

ESTIMATED 

COST 

ESTIMATED 

1ST  YEAR 
OP.  EXPENSE 

TV  STATIONS 
IN    MARKET APPLICANT.  AM   AFFILIATE 

ORLANDO,   FLA. 

ROANOKE,    IND. 

CAGUAS,    PUERTO 
RICO 

18  30    May  20.9  228  $88,737  $60,000       WDBO-TV 

21-  30    May  251  763  $345,222  $300,000       None 

11  6    June  29.8  1082  $20,000  $120,000       None 

Oranqe    County    Bcsters    Inc. 
R.    H.    Gunkel   Jr.,    pres. 
James    H.    Sawyer,    v.p. 

Barfcti   Tirilan   inc. Sarkes   Tar/Ian    &    Family. 
Supreme     Bcstg    Co. 
Chester     F.     Owens,     pres. 

Flora    Shields    Owens,    v.p. 

BOX  SCORE 
Stations    on    mr 

Marl. '  ! 

II U 

•>r,i 

35,809,0008 
33.900.000S 

•Both    new   c.p.'s    and    stations    going    on    the    air    listed    here    arc    those    which    occurred    between 
    or   nn    whlcl     Informs  Stations   are 

considered  to  be  on  the  air  when  commercial  operation  startr.  "Effective  radiated  power.  Aurtl 

power  usually  is  one- half  the  visual  power,  •••Antenna  height  above  avcrago  terrain  (net 
alvivc  ground),  tlnformatlon  on  the  number  of  sets  in  markets  where  not  designated  u  being 

from  NBC  III  earch,  con  lit!  01  ettlmatei  from  the  stations  or  reps  and  must  be  deemed  approxi- 
mate {Data  from  NBC  Research  and  Planning.  Jin  most  cases,  the  representatives  of  a  radio 

station  which  is  granted  a  c.p.  also  represents  the  new  tv  operation.  Since  at  prcsstlme  It  li 

v  too  early  to  confirm  tv  representatives  of  most  grantees.  SPONSOR  lists  the  reps  of 

the  radio  stations   In  this  en   a  radio  station  has  been   given   the  tv   grant).   NFA:  Ne 

figures    available    at    prcsstlme   on    sets    in    market,      'Will    rchroadcast    programs    of    KVAI,TV, 

affiliated    with   ABC.    NBC   and   Du    Mont      ̂ Allocated    to   llunlli 
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tell   su W  -from 

There's  only  one  difference  between  WCCO-TV's  summer  and  winter  audience. 
The  difference  is  that  for  the  past  two  summers,  more  people  have  watched  WCCO-TV  in 

the  summer  than  during  the  preceding  winter. 

At  a  time  when  better-than-average  sales  are  the  pattern,  Channel  4  has  up 
to  50  per  cent  more  summer  viewers  than  any  other  Northwest  television  station. 

For  WCCO-TV  is  a  sales -potent  member  of  the  Northwest  family  circle — 
a  family  increased  by  a  generous  share  of  the  350,000  vacation  visitors  each  summer. 

The  year  around,  WCCO-TV  puts  your  message  before  more 
Northwest  customers.  Your  nearest 

Free  &  Peters  Colonel  will  gladly  give 

you  complete  details. 

The  other  inemher  of 

MINNEAPOLIS -ST.  PAUL 

. 

Ml 
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She  speaks  Spanish- 

reads  Spanish- 

listens  to  Spanish  radio- 

but,  BUYS  AMERICAN! 

She  S  one  of  over  900,000 

Spanish-speaking  Mexican- 

Americans  in  the  Texas  Spanish 

Language  Network  coverage 

area.  These  Mexican-Americans 

have  been  buying  American 

products,  with  emphasis  on 

products  that  are  brought  to 

their  attention  through  Spanish 

Language  radio. 

TEXAS  SPANISH 

LANGUAGE  NETWORK 
KIWW  XE0-XE0R  XEJ 

R     Grandi         I \ dllcy 

R*prn«nt*d  nationally  by 

NATIONAL   TIMES   SALES 

•   I 

HARLAN  

G.   
0AKES   

&   ASSOC. i  aco 

JVetr  developments  on  SPONSOR  stories 

Seei  Summer  Selling  section:    1955 

Issue:  ~  March  1955,  page  43 

SllbjCCt:      Advertisers   must    continue   selling   in summer 

Philadelphia's  WPTZ  has  been  sending  oul  a  series  of  mailings  to 
agencies  and  sponsors  plugging  away  at  the  theme  "Summer  can 
make  the  difference."  The  mailings  indicate  that  the  advertiser  who 
vacates  a  market  in  the  summer  is  just  turning  the  market  over  to 
his  competitors.  Using  figures  from  several  sources,  the  station 

shows  that:  111  summer  viewing  audiences  are  large,  (21  brand 
switching  is  common  in  the  summer  months,  (3)  retail  sales  are 

heavj  in  the  summertime,  and  (4)  smart  advertisers  keep  their 
advertising  schedules  solidly  filled  with  summer  tv. 

I  he  colorfully  illustrated  mailings  with  a  summer  motif  consisted 
of  five  pieces  each  mailed  three  days  apart.  The  fifth  piece  was  the 
tie-up  with  illustrations  from  the  others. 

See:  Should   talent  sell? 

ISSUe:  28  June  1954,  page  36 

Sll l>  j<'<' I :     Whether   or   not    stars   ought    to    help sell  sponsors   product 

When  a  new  department  store  opened  in  Levittown,  Pa..  \  aughn 
Monroe  was  on  hand  to  help  celebrate  the  event.  He  attended  as  the 

RCA  Victor  representative,  and  sold  records  behind  the  counter, 

also  autographed  albums  of  his  songs.  Monroe  then  starred  in  two 

shows  held  in  the  store's  large  community  room.  For  both  shows  he 
made  his  appearance  by  bursting  through  a  giant  paper  oopy  of  his 

theme  song,  "Racing  With  The  Moon." 
The  famed  band  leader-singer  also  sold  the  first  RCA  television 

set  to  a  customer,  and  in  general  promoted  good  will  for  the  store, 

RCA  Victor  and  his  own  records.  Monroe  is  RCA  Victor's  spokes- 

man in  radio  and  television  commercials.  It's  a  case  of  a  star  being 
asked  exclusively  to  sell. 

Vaughn    Monroe   turns   salesman    at   opening    of   a    Pennsylvania    department   store 
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NEW  TIME  10  PM./^)  ALTERNATE 
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BUSSES 

>F(  >\-»(  ili .   Si-attle  Transit   System AG!  Ml  'i  :    Direct 

i  VPSI  IK  (  ASE  HISTORY:  KING's  disk  jockeys  were 
by  ///c  Seattle  Transit  System  to  tell  listeners  of 

111  used,  gas,  hydraulic  busses,  note  inoperative,  which 

the  system  wanted  to  sell  for  $200  each,  li  ithin  15 

minutes  following  the  first  announcement,  three  queries 
about  the  busses  acre  received.  II  ithin  24  hours  all  the 

s  had  been  sold.  Hob  II  oolson,  public  relations 

director  of  the  system,  said:  ".  .  .  it  was  one  of  the  finest 
selling  jobs  I  have  ever  seen  done  in  Seattle. 

KIM..  Seattle,   Wa; PR(  ii .  K  \  M  :    Announcements 

results 
W:^A 

first  AID  KITS 
SPONSOR:  Elmira  Drug  &  Chemical  I  o.    AGENCY:  Runey  Adv. 

Elmira,    N.    ̂   . 

(  APS1  I  K  CASE  HISTORY  :  The  Elmira  Drug  &  Chem- 

ical Company  has  been  a  steady  H  I.  \  )  advertiser  since 

1032.  They  sponsor  Charlotte  Call>.  featuring  WEN} 

Home  Economist  Charlotte  Runey.  Miss  Runey  made 

one  announcement  on  her  morning  program  (heard 

daily  from  9:00  to  0:10  a.m.)  offering  Johnson  &  John- 

son lirst  lid  kits  to  am  listener  who  wrote  in  request- 

ing one.  li  ith  48  hours  292  requests  had  been  received. 

Each  program  costs  sponsor  $18.75. 

W  ENY,  Elmira,  N.   Y. PROGR  \M:   I  luiloite  Calls 

SPONSOR:   Mitchell   House  Drills  AGENCY:  Direct 

(  APS1  I  I  <  ASE  HISTORY:  A  set  of  house  drills  cost- 

ing $2  were  offered  on  nine  Sunrise  Salute  broadcasts, 

heard  Monday  through  Saturday  from  6:15  to  6:55  a.m. 

Phil  Stevens  conducts  Sunrise  Salute;  he  integrates  sales 

messages  with  his  ad-lib  conversation.  Approximately 
1.7  ill  orders  were  received,  representing  a  gross  of 

$3,500.  The  time  cost  teas  $564:  cost  per  order,  there- 

fore, $.32. K\ln\.  St.   I  ouis,  Mo. PROI.H  AM:    Sunrise   Salute 

SUPER  MARKET 

EGGS 

SPONSOR:  Jerry's  Super   Market  AGENCY:    Direct 

I  APS1  I  I    (  ASE  HISTORY  Owner  Long  tells  of  Ins  sue- 

with  Dr.  Jive:  "When  I  first  bought  on  this  pro- 
gram lour  years  ago]  I  had  a  small  stoic  without  self- 

sen  ice  or  cash  registers.  .  .  .  I  have  enlarged  my  store 

three  times.  I  enjoy  a  supermarket  business  with  five 

meat  cases,  iich  shelving  throughout  and  three  times  my 

original  floor  space.  ...    l/i   gross  has  tripled  the  pre- 

II  I)  ik  average."  Long  rum  uses  fne  quarter-hour  pro- 
grams, 10  announcements,  a  half  hour  on  Sunday  and  an 

hour  i emote  from  his  store  on  Saturday.  The  cost: 
880  a  week. 

W  0  AK,  (  olumbus,  G  PROGR  Wl:    Dr.  Jive 

MAPS 

SPONSOR:   Troj    Savings   Bank  AGENCY:   Direct 

CAPSUL1  CASE  HISTORY:  The  Troy  Savings  Bank 

has  been  sponsoring  the  Monday  through  Friday  7:30- 

7 :  !  ~>  a.m.  newscast  for  four  years.  In  an  effort  to  check 
the  effectiveness  of  their  radio  advertising  the  bank  of- 

fered a  new  street  map  of  the  city  of  Troy.  30-second 
announcements  uere  made  foi  one  week  offering  the  maps 

free  to  those  who  visited  the  bard,  and  for  $.15  to  listen- 

ers who  would  write  in.  More  than  1,400  maps  were 

given  out;  onl\  L30  were  requested  by  mail.  Raymond 

k.  Meixell,  asst.  to  ///<•  president,  said.  "Radio  news  is  the 

best  advertising  buy  today.  '    Hani  spends  s7.020  yearly. 

WTRY,    troy,  N.   "> .  PROGRAM:   Morning   Newscast 

WOMEN'S  WEAR 
SPONSOR:  Washington  Farmers i  ive \( . I.\<  Y:   limn    Got anson, 

I  \PSI  II    (  w   HISTORY:        Lynden    eggs    ace    selling 
stendii\   in  the   Anchorage  market  when  the  Washington 

Co-operative     tssociation    decided   to   do    .-ome 

i'<     •  ning   in   Januat )    with   tu  o  an- 
'"""  n  nee/,,  the  campaign  was  increased  to  three 
anno,  Is  a  day    in     I  put.    In  addition   to  the  an- 

nounce! and  sponsoi   are  conducting  <r 
advertising  on  kl  \l   Lynden  sales 

hair  inert  10         The  schedule  cost  $1,029. 

PROGF  AM:     Announcements 

SPONSOR:  Field's  Apparel  SI    AGENCY:  Direct 

<  APS1  II  CAS1  HISTORY:  Field's  had  never  used  ra- 

dio to  any  extent  in  their  advertising.  In  a  test  of  night- 

time radio  they  bought  three  announcements  a  night  for 

30  consecutive  nights.  The  commercials  were  written  and 

recorded  by  their  buyei  and  fashion  co-ordinator.  Over- 
all business  increased  considerably  and  many  sales  were 

dually  attributed  to  the  radio  advertising  since  items 

in  question  had  not  been  advertised  in  any  other  media. 

Store  manage}  George  II.  Lehman  reported  "most  satis- 

factory   results."    Tins  campaign  cost  Field's  $300. 
K  I  I  I.,  Tulsa,  Okla.  PROGRAM:    Announcements 



Announces  the  appointment  of 

JOHN 
BLAIR 
t  COMPANY 

as  exclusive 

national  representative 

EFFECTIVE  JULY  1st 

Do  You  Know 

Central  California? 

•  It's  the  big  market  that  fills  the 
350  mile  gap  between  San  Francisco 
and  Los  Angeles  with  2,585,773 

population! 

•  60,263  farms  in  Central  Cali- 
fornia have  an  average  cash  income 

of  $27,091 . . .  over  $1,631,877,000! 

•  Central  California  ships  95%  of 

the  country's  wine  .  .  .  75%  of  the 
olives  . . .  produces  more  farm  in- 

come than  43  entire  states. 

•  Here  is  the  nation's  richest  farm 
market... covered  100%  by  KFRE. 

•  Call  your  John  Blair  representa- 
tive for  details  on  the  National  im- 

portance of  Central  California. 

~^7 
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Uki  k&Uy 

The  "experts"  who  long  ago  proved  that  bumblebees 

can't  fly  have  been  examining  network  radio.  It  too, 

they  say,  is  "aerodynamically  unsound."  But  the  bees 

aren't  taking  it  sitting  down.  And  neither  is  network 
radio.  Why  should  it,  when... 

Network  radio  is  accounting  for  130,000,000  ad- 

vertising dollars  a  year.'  Soft  goods  dollars,  hard 
Is  dollars.  Dollars  from  companies  just  beginning 

to  advertise  nationally.  Dollars  from  companies  whose 

advertising  budgets  and  experience  are  legendary.  In 

fact  20  of  the  25  biggest  advertisers  are  using  net- 

work radio  ill  1955.  •       monthl  through  March  1955.  Time  only. 

Network  radio  continues  to  be  the  most  efficient 

way  to  reach  customers.  It  takes  an  advertiser's 
message  to  a  thousand  people  at  less  cost  than  any 

other  medium.  Less  than  magazines,  newspapers,  tele- 

vision. And  in  many  new  radio  formats  a  netwo' 
advertiser  can  reach  listeners  in  the  evening  at  a  c\ 

that's  lower  than  before  television  came  along! 

People  have  111,000,000 places  to  listen.  (The  stol 

of  radio  keeps  coming  back  to  boxcar  figures. )  Arour 

the  house  alone,  there  are  nearly  75  million  workir 

radio  sets:  25  million  radios  in  living  rooms,  22  mi 

lion  in  bedrooms,  16  million  in  kitchens,  4  million  ; 

dining  rooms,  7  million  in  other  places. 

Radios  today  are  scattered  in  so  many  different  pla<| 

throughout  the  home  that  only  M  million  sets— mosa 
in  living  rooms— have  to  double  up  with  the  TV  set. 

With  radio  now  so  handy  it's  only  an  arm's  lengt 
away,  is  it  any  wonder  that  nine  radio  families  o^ 
of  ten  tune  in  every  week.  That  on  the  average... 



hey  spend  more  than  17  hours  every  week  with 

■eir  radios.  And  that's  just  the  listening  that  goes 
I  at  home.  Add  26  million  sets  in  automobiles,  where 

(e  listening's  only  begun  to  be  measured.  Add  another 
I  million  sets  in  places  people  go  to  work,  shop,  eat, 

ihere  the  turnover  is  so  high  nobody  even  tries  to 

jep  track  of  all  the  listening. 

'Hey  tune  most  to  network  programs  —  to  the  kind 
I  entertainment  that  only  networks  can  support,  the 

nd  of  programs  that  make  radio  worth  while:  At 

ght,  listeners  want  Amos  V  Andy,  Jack  Benny, 

ng  Crosby,  Our  Miss  Brooks,  Edward  R.  Murrow, 

Lowell  Thomas.  During  the  day,  Arthur  Godfrey,  Ma 

Perkins,  Wendy  Warren. 

Even  in  the  biggest  television  cities,  people  prefer 

network  radio.  Of  the  top  radio  programs  in  TV's  24 
largest  markets,  89  per  cent  come  from  networks, 

10  per  cent  originate  locally  at  network  stations,  and 

1  per  cent  come  from  independents. 

Their  favorite  network  is  CBS  Radio.  Listeners 

spend  more  time  with  CBS  Radio.  Advertisers  do,  too. 

In  volume  of  business  this  year  through  March,  CBS 

Radio  leads  its  busiest  competition  by  51  per  cent. 

2BS  RADIO  NETWORK 
''Me>K  {2u*#vca.  &*£**  7»jMT. 
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agency  profile Budd  (iftsi'hul 
President 

Getschal   Advertising   Co.,    New   Yor* 

"There's  need  for  an  agency  that  handles  the  $50,000  to  $200,000 

accounts,"  Budd  Getschal,  president  of  his  own  agency,  told  sponsor. 
"  Vccounts  that  size  arc  orphans  of  Madison  \\enue.  \nd.  if  they 

aren't  in  a  big  shop,  they're  handled  by  cousins,  nephews,  uncles, 
etc.    That's  why  I  opened  this  agenc)   a  few  years  ago. 

Among  his  major  air  accounls  arc  Seal)  Mattress  of  New  \ork. 

with  a  budget  70$  in  tv,  2D';  in  radio.  10$  in  newspapers; 
Darling  Stores,  retailers  of  juvenile  furniture  and  toys  with  36 

nutlets  in  the  Northeastern  U.S.;  Ludwig,  Baumann  \  Spears;  Ril- 

ling Dermetics.  Some  50%  of  his  agency's  $1.5  million  hillings  are 
in  radio  and  tv.   He  and  14  staff  people  service  the  agency  accounts. 

"You  can  figure  about  10  people  per  million  billings  in  a  well- 

operated  agency,"  Getschal   explained. 
Although  he  himself  comes  from  a  newspaper  family.  Getschal 

<(>nsiders  himself  among  the  most  air-minded  agencymen.  As  he 
points  out,  Ludwig,  Baumann  &  Spears,  for  example,  put  its  entire 
budget  into  the  air  media.  And  a  recent  independent  study  of  six 

weeks'  radio  adverti-ing  l>\  LBS  and  four  of  its  competitors  gave 
Ludwig,  Baumann  &  Spears  by  far  the  highest  radio-efficiency  ratio: 

315.5',    against  138.6%  for  the  next  closest  runner-up. 

"Radio  is  the  most  underestimated  medium."  ((includes  Getschal. 
< 'dschal  is  a  thin  man.  of  medium  height.  In  his  earl\  lorlies.  he 

moves  very  rapidly,  with  a  hint  of  nervous  tension  about  him.  \n 
amateur  photographer  during  rare  free  moments.  Getschal  has  one 

favorite  subject:  son   l)"iiglas,  a  towhead — age  three. 
During  the  summer  Getschal  spends  a  minimum  of  time  in  his 

Sutton  Place  apartment,  a  maximum  of  time  w  i 1 1 1  his  lamiU  out 

at  Point  Lookout.  Hi>  mid-town  offices  have  something  of  a  home 
atmosphere  about  them,  since  the  agenc)  is  located  in  a  brownstone 

in   the  Fifties.    There's  IIO  leisure  in   his  work   methods,   however. 

"What  we  trj  to  do  with  advertising  is  to  stress  our  client's  worth- 
while exclusive  benefit,  sa\s  he.  "In  other  words,  win  should  con- 

sumers choose  "in  client's  product  beyond  < > 1 1 1 < •  i  - V 
Recently  he  used  hi-  approach  in  putting  a  promotion  for  Darling 

Stores  "M  The  Iferrj  Mailman.  WOH-'IA.  Within  10  days  of  ad- 
vertising, 15  i"\   manufacturers  had  signed  up  for  the  plan. 

Getschal's  ambition  l<u  the  agency?  "I  saj  $5  million  in  billings, 

but  actuall)  $3  million  will  keep  me  bus)   enough."  •  *  • 

SPONSOR 



Let's  Face  It! 
Your  Iowa  Campaign 

Starts  With 

KRNT-TV 
DES  MOINES 

Your  Iowa  campaign  starts  with  Des  Moines  .  .  .  state 

capital  and  largest  city  .  .  .  the  shopping  and  distribution 

center  .  .  .  salesmen's  home  base.    And  your  Iowa 
campaign  starts  with   KRNT-TV,  the  showmanship  station 

with  CBS  shows  that  run  away  with  the  ratings 

sweepstakes,  PLUS  Central   Iowa's  favorite  personalities 
with   established   audiences — and   proved   power 
to  move  merchandise! 

Face  the  facts!    The  same  showmanship  savvy  that  always 

gives  you  the  biggest  Hooper  and  Pulse  ratings  in  Des 

Moines  Radio  will  operate  the  newest  Know-How, 

Go-Now  station.  .  .  .  KRNT-TV. 

ON  THE  AIR  AUG.  1 FULL  POWER! 

KATZ  HAS  ALL  THE  FACTS 



a  forum  on  questions  of  current  interest 

to  air  advertisers  and  their  agencies 

How  can  prominent  tv  entertainers  best  avoid 

a  "boom  and  bust"  in  their  popularity  on  video 

LESS  EXPOSURE— AND  ON  FILM 

By  Ely  Landau 
President 

National  Telefilm  Assoc,  IS.  Y. 

I  believe  that  too 

many  entertain- 
ers— who  are  out 

for  a  fast  buck — 
are  over-exposing 
themselves  on  tv. 

The  public  sim- 

ply gets  tired  of 
seeing  the  same 
person  every  day 

or  every  week,  particularly  if  he's  a 
"high-powered"  type  performer. 

I  believe  that  comedians,  in  particu- 
lar, should  never  appear  more  than 

twice  a  month — or  even  once  a  month. 

They  should  obey  the  old  show  busi- 

ness adage,  "Always  leave  them  want- 

ing more."  Too  much  of  any  one  per- 
former— no  matter  liow  good  the  per- 

■  i  is  no  jmod. 

Secondly,  I  believe  that  film  will 

prove  to  be  the  answer  in  helping  per- 
formers  avoid  boom-and-bust  cycles. 

rhere  is  i<m,  much  strain  on  the  per- 
former and  lii-  writers  in  "live"  t\.  h 

is  impossible  to  work  on  a  week-to- 
week  deadline  and  -till  come  oul  on 

top  all  the  lime. 

The  -luii  i  performers  for  more 

reasons  than  one — will  eventually  all 

go  on  film.  The)  will  si  ek  a  "level"  oi 
popularity  rathei  than  a  sharp  peak, 
and  will  be  able  mi  film  in  retain 

the  producl  of  their  efforts  foi  main 

i"  come.  In  that  way,  they  can 

avoid  "bust."  With  taxes  the  waj  they 
are  toda\.  llie\  make  a  sad  mistake 

trying  foi  the  quick  "boom  killing 
anyhow. 

Mj     answt  i     is    therefore    twofold : 

"  Vvoid  overexposure  on  t\  :   film   • 

BE  AWARE  OF  CHANCING  TASTES 

By  James  G.  Cominos 
V.P.,  Radio  and  Tv  Director 

ISeedham,  Louis  &  Brorby,  Chicago 

It  is  axiomatic  in 

show  business  al- 

ways to  leave  the audience  wanting 

more.  We  have 

seen  many  of  the 
top  stars  apply 

fci^M^^Jfl  this  truism  by  ap- 

djg  pearing    fewer u       H  »  times  in  a  single 
television  season  than  they  once  did. 

Some  of  the  top  personalities  have  lim- 
ited the  number  of  their  appearances 

from  the  very  beginning. 

Other  entertainers  have  changed  the 

formats  of  their  programs,  sometimes 
to  assume  a  new  role  or  character 

themselves,  often  to  allow  other  per- 
formers to  share  more  of  the  spotlight 

with  them.  It  seems  evident  that  these 

are  factors  to  be  considered  by  the 
entertainer  whose  show  is  slipping. 

There  are  other  considerations,  too. 

Tv  competition  is  getting  more  rugged 

each  year — new  shows  and  new  stars 
appear  to  compete  for  the  attention  of 
the  audience.  And  like  other  enter- 

tainment mediums,  television  has  its 

trends.  Because  of  the  impact  of  tv 

and  its  great  circulation,  change  oc- 

iii-  more  readily  perhaps  than  in  mo- 
lion  pictures  or  in  the  legitimate  llie- 
alie.  Kntertainers  must  be  constantly 

aware  of  the  ever-changing  tastes  of 
llie  audience. 

Talent's 

view 

For   a first-hand answer to 

the question,  SPONSOR 
wen!  to 

Garry 

Moon who  has lived    u 
ih 

the problem.    His  an-uei    is  on  page 

96. 

It  is  true,  however,  that  lower  rat- 
ings today  than  a  few  years  ago  do  not 

necessarily  mean  that  an  entertainer's 
popularity  is  failing,  for  any  given  rat- 

ing today  indicates  more  people  view- 

ing a  program  than  did  the  same  rat- 
ing a  year  ago.  While  the  television 

pie  is  being  sliced  into  more  pieces  to- 
day— that  is,  rating  points  are  spread 

among  a  greater  number  of  programs 

— the  pie  itself  is  much  larger  than  it 
was  a  year  ago.  The  number  of  new 
television  homes  is  growing  at  the  rate 

of  about  350,000  per  month. 

It  is  interesting  to  note  that  the  top 

ten  tv  shows  in  January  1955  reached 

more  homes  than  the  top  ten  in  Janu- 
ary 1954  even  though  the  1955  shows 

had  an  average  rating  lower  than  those 
of  the  year  before. 

In  many  enterprises,  the  successful 
have  profited  by  their  own  mistakes. 
But  so  fast-growing  and  ever-changing 
is  the  television  medium — and  so  tre- 

mendous and  instantaneous  its  impact 

on  the  public — that  there  is  little  op- 
portunitv  to  profit  from  mistakes:  it  is 
sometimes  impossible  to  survive  them. 

Entertainers  in  television  should  also 

make  it  axiomatic  to  profit  by  the  fail- 
ures— and  the  successes — of  others. 

GET  AUDIENCE  SYMPATHY 

By  Charles  B.  Ripin 
Radio  and  Tr  Director 

&   Marshall.    V   i. 

To  speak  authori- 
tatively on  a  sub- 

jecl  of  this  nature 

requires  more  au- 
dacitj  than  I  am 
equipped  with. However,  I  do 
feel  that  the  past 

few  years  of  tv have  pointed  up 

-ome   salient   facts    which,    if   nothing 
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more,  indicate  a  direction  to  be  fol- 
lowed. 

Red  Buttons  and  Red  Skelton,  both 

afflicted  with  "boom  and  bust"  disease, 
are  perfect  examples  of  the  entertainer 

than  can  "wow"  'em.  They  both  pro- 
ject, they  are  veteran  entertainers  with 

a  great  talent  for  what  I'd  like  to  call 
the  "cartoon  comic"  type  of  situation 
and  entertainment.  They  develop  a 

passive  audience  waiting  to  be  made 
to  laugh. 

Unfortunately  a  pie  can  only  be 
thrown  about  39  times  before  the  audi- 

ence cries,  "Halt!"  Therein,  I  believe 
lies  tlif  kc\  to  the  problem  .  .  .  the  au- 

dience must  be  made  to  actively  par- 
ticipate with  the  entertainer.  They 

must  be  motivated  to  sympathize  with 

the  entertainer.  As  a  sympathetic  part- 

ner, the  audience  is  willing  to  "go 
along,"  for  after  all  these  are  few  peo- 

ple that  cant  sympathize  with  them- 
selves .  .  .  and  they  are  forced  to  sym- 

pathize with  a  partner. 
Sid  Caesar  has  recently  shown  an 

appreciation  of  this  thinking  by  insert- 

ing his  "family  type"  sketches.  The 
humor  is  derived  not  from  "cartoon 

comedy,"  but  from  material  taken  from 
real  life  situations  which  allows  the 

audience  to  project  itself  into  the  skit 
and  participate  with  the  entertainer. 

This  close  identification  of  an  enter- 

tainer with  the  pteople  in  the  audience 
and  their  lives  is  what  can  continue  to 

produce  booms  without  busts,  for  it 
touches  on  the  self-interest  of  the  audi- 

ence. And  I  have  never  known  any- 
one— even  a  collective  audience — that 

didn't  have  a  lot  of  self-interest. 

SEEK  OUT  NEW  WRITERS 

By  Nicholas  E.  Keesely 
Senior  V.P.  Charge  Radio  &  Tv 

Lennen  &  Newell,  IS.  Y. 

The  "boom  and 

bust"  for  tv  en- 
tertainers occurs 

when  programs 
suffer  from  fa- 

tigue, sameness 
from  week  to 

week,  cliche-writ- 
ing, or  the  stars 

fail  to  keep  their 

personalities  fresh.  Oftentimes,  when  a 

program  becomes  sensationally  suc- 
cessful, competition  increases  and  the 

program  is  bombarded  by  the  rival 
network.  Thus,  the  bigger  the  star,  the 
more  pressure  placed  upon  him,  and 
the  quicker  he  is  likely  to  fall. 

Also,  as  the  star  rises  in  popularity, 
{Please  turn  to  page  96) 
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llr.   Stittlon   Manager: 

Are  you  looking  for  results  from 

your  trade  paper  advertising. 

-? 

r 

"Sales 

Results  on 

the  trip 

were 

excellent" 

(ow(ywLcw  Umemktm  (6cvfi<j<r<dum> 
!0«9    BANNOCK    STRfcET     OENVfcll      COLORADO     .     PHONE    tAbor    tilt 

CHANNEL ® 

JOSEPH  HEROLD 
Station  Manager March  2,  1955 

Mr.  Edwin  D.  Cooper 
Western  Manager 
SPONSOR  Magazine 
6087  Sunset  Boulevard 

Los  Angeles,  California 

Dear  Edj 

I  found,  while  on  a  sales  trip  to  New  York,  that  timebuyers 

do  look  at  the  ads  in  SPONSOR.  KBTV  ran  a  full -page  ad  in 
the  January  10th  issue  of  SPONSOR  which  coincided  with  my 
sales  trip  to  New  York.  Quite  a  number  of  timebuyers  mentioned 
they  had  seen  the  KBTV  ad  and  were  quite  impressed  with  the 
story  on  the  program  ratings  of  KBTV. 

Sales  results  on  the  trip  were  excellent  and  I  am  firmly  con- 
vinced that  our  ad  in  SPONSOR  helped  to  pave  the  way  in  connec- 

tion with  many  of  our  sales  pitches. 

Kindest  regards. 
Sincerely, 

JHrrls 

&<
 

^-fr  ̂ t^irWv 
Joseph  H«rold, tation  Manager 



WPM 
lOOO  WATTS 

Telephone  3-6428 

CLEAR    CHANNEL 

•73D 

Charleston.  South  Carolina 

Ir.  Norman  R.  Glenn,  publisher. 
Sponsor  Publications  Inc. 
10  Last  49th  Street, 
Jew  York  17,  N.Y. 

)ear  Norm: 

I  know  you  like  "off-beat"  letters.   So  bear  with  me  and  you'll 
find  this  one  fits  that  classification. 

About  three  years  ago  we  entered  into  a  national  pronotion 
campaign,  using  only  SPONSOR,  with  a  series  of  ads  pointing  up 

our  "Pal"  trademark  and  outlining  the  specialized  negro 
programming  and  high  ratings  at  WPAL.   We  continued  this  ad 
schedule  for  two  years. 

During  the  period  in  which  the  ads  were  running  I  was  constantly 
amazed  at  the  strong  identification  of  our  little  dog.   After  our 
ads  had  been  running  about  six  months  time  buyers  would  say, 

when  I  called,  "Oh  yes,  you're  from  the  'little  doggy'  station." 

All  this  leads  up  to  the  fact  that  since  we've  been  out  our 
identification  has  slipped,  and  we  need  the  push  that  SPONSOR  can 
provide. 

So  we'd  like  to  reinstate  our  schedule  of  third  page  ads  effective 
with  the  first  April  issue  once  a  month  for  one  year.   Lots  of 

new  time  buyers  in  the  business  who  ought  to  get  acquainted  with  "Pal 

Vtould  you  be  good  enough  to  send  me  a  contract — same  rate,  I  trust. 

Laurens /Moore 

Executive  Vice  President 

"Oh  yes, 

you  Ve  from 
the  little 

doggy 

station 
iy 

Here's  what  an  ad  schedule  in  SPONSOR  d   ur 

station.     You're  in  the  limelight.     And  that's  important. 
For  there  arc  more  than  3,000  sets  of  tv  and  radio  call  letters  fighting  I 

die  timebuyer's,  aecouni  i  xei  utive's,  and  ad  manager's  attention.    Your  i 

gets  the  full  attention  of  these  decision-makers  in  a  top-rated  prestigi  ine 
where  7  out  of  10  readers  are  in  buying  jobs  (guaranteed  circulation 

10,000)  and  every  word  of  editorial  copy  is  -  righl  at 

thrui.     You  can't  beat  a  buy  like  SPI  >NS<  »K 

SPONSOR 
THE   MAGAZINE RADIO   AND   TV   ADVERTISERS    USE 



Revlon  trill  give  away  up  to  $01,000 — on  a  $30,000  budget 

television  is  growing  in  the  num- 
ber of  stations  and  sets  in  this  coun- 

try, hut  it  is  also  growing  in  another 
dimension:  It  now  has  a  quiz  show 

with  a  grand  prize  of  $64,000.  Revlon 

spon>"i>  The  $64,000  Question  on  the 
CBS  TV  network  Tuesdays,  at  10:00 

p.m.  A  contestant  can  answer  a  total 
of  11  questions  and  walk  off  with 
$64,001),  hut  unlike  the  radio  show 

The  864  Question,  the  contestant  on 
the  l\  version  may  have  any  expert 

he  wishes  help  him  answer  the  jackpot 

question. 
Another  variation  that  makes  for 

excitement:  A  contestant  only  gets  up 

to  the  S'5.000  dollar  mark  the  first 

week,  and  must  wait  one  week  to  de- 
i  ide  whether  he  will  go  on  to  the 

$16,000  question.    Again  after  answer- 

Dlew  York  street  ami  traffic 

The  Steve  Allen  Tonight  show  on 

NBC  TV  came  up  with  a  powerful 

visual  punch  in  plugging  Sandran,  a 
vinyl  flooi  covering.  During  the  day, 
traffic  was  halted  on  a  street  <>lf  Times 

Square  while  a  roll  "I  Sandran  was 
spread  across  the  street.  All  day 

long,  cars,  trucks  and  pedestrians 
went  over  it.  then  during  the  Tonight 
show  the  cameras  followed  Mien  out 

into  the  street.  With  a  wet  mop  he 

proceeded  to  show  how  <-.i-il\  the  filth 
<  ould    be   h  iped   off. 

ing  that  correctly,  he  must  wait  anoth- 

er week  to  decide  if  he'll  go  on  to  the 
s.32.000  question  and  a  third  week  to 
decide  on  shooting  for  the  $64,000. 

To  insure  fairness  in  the  question 

selection,  the  questions  and  their  an- 
swers will  be  chosen  by  Dr.  Bergen 

Evans,  English  professor  at  Northwest- 
ern I  Diversity,  and  placed  in  a  vault 

of  the  Manufacturers  Trust  Co.  be- 
tween shows. 

Production  costs  of  the  show  runs 

Revlon  about  $30,000  per  week. 

Although  the  show  only  began  on 
7  June,  it  already  has  been  accepted 

live  by  129  stations.  Revlon  bought 
the  show  through  its  agency,  William 

H.  Weintraub  Co.,  and  has  since  re- 
fused several  bids  by  major  sponsors 

to  go  into  a  co-sponsorship  deal.  *  *  * 

are  props  in  rug  eommereial 

The  impact  was  considered  sensa- 
tional, and  the  dealers  were  briefed 

to  follow  up  the  graphic  demonstra- 

tion. A  "tv  special"  had  been  pre- 

pared to  capitalize  on  the  show's  ef- 
lei  t.  and  in-store  signs  were  provided 
the  dealers  as  a  tie-in.  Other  such 

giaphic  commercials  are  planned  for 
Sandran  in  the  future  including  one 

featuring  a  3-ton  elephant  in  the  To- 
night studio. 

Hicks  &  Greist,  the  Sandran  agency, 

reported  wide  dealer  approval.  *  *  * 

After  Sandran  lay  houri  in   busy  Times  Square  street,   Steve   Allen  wiped   it  clean   with   wet   mop 

Couldn't  make  the  sale — fill 
client  almost  ran  him  over 

Hard  sell  generally  means  plugging 

a  product  very  pointedly,  but  when 
Henry  Cheney,  sales  manager  of 
WOWL,  Florence,  Ala.,  speaks  of  hard 
sell  he  means  the  job  of  selling  he  had 

to  do  on  a  client.  On  his  way  to  serv- 
ice one  account,  he  was  almost  run 

down  by  a  car  driven  by  a  client  he 
had  been  vainly  attempting  to  con- 

tact. Cheney  thought  fast,  and  before 
the  client  could  gather  his  wits,  Che- 

ney climbed  into  the  car  and  calmh 
asked  him  to  sign  a  contract  for  a 
certain  time  and  date.  The  client 

agreed  without  batting  an  eye,  and 

Cheney  made  a  sale  in  two  minutes 

that  he'd  been  trying  to  make  for  sev- 
eral weeks.  P.S.  The  client  who  al- 
most knocked  him  down  is  an  insur- 

•  •  • 

One-minute  sportseast 
on  WXiX  for  Blatz 

The  Blatz  Brewing  Co.  and  WXIX, 

Milwaukee,  have  combined  their  tal- 
ents to  produce  a  show  they  say  is  the 

shortest  program  in  television.  Six 

nights  a  week,  Sports  Flash  is  telecast 
at  9:30.  The  show  features  WXIX 

Sportscaster  Hal  Walker,  who  gives  the 
latest  scores  and  reminds  viewers  that 

they  can  get  all  the  details  on  his  later 

show.  Sports  Final,  which  is  also  spon- 
sored by  Blatz. 

The  one-minute  show  nixes  the  spon- 
sor a  chance  for  a  20-second  filmed 

commercial  that  follows  the  40-second 

live  portion.  The  show  is  easily  pro- 
din  ed  since  all  of  the  equipment  and 

personnel  are  on  hand  for  Walker's 

regular  10:10  p.m.  telecast.         *  *  * 

Briefly  .  .  . 

When  Nebraskans  decided  they 
wanted   a   satellite   transmitter   in   the 

are. i.     the\     didn't     waste    time.      Some 

7.000  of  them  subscribed  an  average 

of  ̂ 22  each  to  build  the  satellite  of 

KIK)I,T\  in  Holdrege,  Neb.  The  ap- 

plication is  now  pending  before  the FCC. 

The  fund  raising  took  place  this 

spring  and  apparently  caught  on  very 
well.  A  blind  man  contributed  $30; 

a  soldier  in  California  sent  in  a  check; 

a  radio  station  in  the  area  staged  a 
nine-hour  broadcast  marathon  that 

raised  $12,000  and  even  the  land  for 
the  site  was  donated. 
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KSON,  San  Diego,  recently  used 
their  air  waves  for  something  besides 

broadcasting.  To  promote  the  station's 
large  out-of-home  audience  they  sent 
50  racing  pigeons  to  timebuyers  in 
Los  Angeles  with  instructions  to  place 
a  note  (or  order)  in  the  capsule  on 

the  pigeon's  leg.  The  timebuyer  noted 
the  time  his  bird  was  released,  and  the 
station  recorded  the  time  each  bird 

returned.  For  the  timebuyer  whose 

pigeon  came  in  among  the  first  three 
positions,  the  station  had  a  package  of 

KSON's  "impact  plan  spots"  in  out- 
of-home  periods. 

Photo  below  shows  Muriel  Bullis,  a 

timebuyer  for  Foote,  Cone  &  Belding, 
San  Francisco,  sending  back  her  order 

via  pigeon.  Not  all  the  birds  made  it 
back  to  KSON  safely.  Four  birds  were 

not  seen  again,  but  their  fate  was 
darklv  hinted  at  when  the  station  re- 

ceived a  box  of  well  chewed  bones 

from   one  agency. 

Order-carrying    pigeon    heads    back  to    KSON 

Portland,  Oregon's  KPTV  has  be- 
gun a  weekly,  half-hour  classified  ad 

show  called  KPTV  Classified  that  will 
be  used  as  a  real  estate  sales  tool. 

Advertisers  submit  photos  plus  a  brief 

description  of  the  property,  its  loca- 
tion, features  and  cost.  The  photos 

are  shown  on  the  screen  and  the  loca- 

tions are  roughly  indicated  on  an  over- 
sized map  of  Portland. 

The  station  has  indicated  that  the 
show  has  caused  much  comment,  and 

thinks  it  might  be  the  forerunner  of 

programs  of  a  similar  nature  for  small 

budget  advertisers.  Each  participa- 
tion provides  45  seconds  on  the  air 

for  a  cost  of  less  than  $25. 

I  Please  turn  to  page  96  ' 

TToOOWATTSj 
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w-PAL 
of  Charleston 

South  Carolina 

J&Mm4 

"Your  'catch-phrase'  could  be  .  .  . 

\\    '11  w-PAL  in  Charles- 

"To    reallj     'catch'    the    i 
audienc  e  en  toto  (whal 

means)   you  almost  A< w-PAL. 

"And  remember,  the  i 

comprises  half  the  populate 
this  entJi 

itional  results  .  .  .  quick  re- 

sults .  .  .  that's  what  you  get 

from  w-PAL.    Wanna  tr\  ;" 

Forjoe  &  Company 

MKOWCounifcu. 
Twice  $$  Big 
$$  Milwaukee 
Sell  it  at  half  the  price! 

The  50  county  wKOW  COl  NTR1  market  with  Madison  as 
itscapitol  city,  lias  retail  sales  ot  ̂ (i  BILLION  annually — 
62%  of  the  states  total,  over  twice  as  high  as  Milwaukee. 

You  can  sell  it  all  at  bargain  rates  on  WkOW.  Wisconsin's 
most  powerful  radio  station,  at  half  the  cosl  oi  Milwaukee. 

\sk  your  Headley-Reed  Co. 
man  tor  prooi  ol  performance 
and  the  wKOW  COUNTRY 
Saturation  Hate  Plan. 

WKOW 
MADISON,  WIS 

CBS 

AHil.ote 

*£&*»■_
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CAPITAL  TYPES  -4 

CLOAK  AND   DAGGER 

Bitter  about  the  beautiful- 

female-spy  myth,  takes  it 
out  on  his  wife.  Never 

tells  her  anything.  Has 
secret  charge  account  at 
the  corner  delicatessen. 

But  there  is  nothing 
secret  about  the  success 
of  WTOP  Radio  in  the 

Washington  area.  WTOP  has 

(1)  the  largest  average 
share  of  audience  (2)  the 

most  quarter-hour  wins 

(3;  Washington's  most  pop- 
ular local  personalities 

and'  4)  ten  times  the  power 

of  any  other  radio  sta- 

tion. There's  nothing  un- 
dercover about  where  and 

how  you  can  best  tell  your 
sales  story  in  Washington. 

WTOP  RADIO 
Represented  by  CBS  Radio  Spot  Sales 

(Continued  from  page  12) 

in  oik1  channel  towns  or  phony  rerun-rating-comparisons).  A 
good  many,  if  not  most,  of  the  potential  buyers  can  see 

through  these  artifices  which  tend  to  unsell  the  product  being 

offered  regardless  of  its  merit. 

Finally,  the  tone  of  much  of  lhi>  print,  both  published  and 

sent  through  the  mail,  is  just  too  doggone  overhearing.  A 

smidgeon  of  finesse,  a  dash  of  restraint,  and  an  iota  of  good 

taste  might  well  make  the  difference  between  resultful  ad- 

vertising and   matter  fit   for  the  wa:-tebasket. 

Recently  I  received  a  letter  ( a>  did  a  few  hundred  other 

people)  from  the  sales  head  of  a  reputable  successful,  and 

intelligent  firm  of  film  producers.  Their  producl  had  long 

been  exceptionally  well  made  and  mo  I  of  it  was  already 

sold.  Bui  this  letter,  not  offering  a  thing,  was  a  wise-gu) 
compilation  oi  generalities  about  how  good  th.w  were  in 

contrast  to  their  competitors.  It  made  me,  for  one  think 

quite  a  bit  less  of  the  waiter  as  well  as  of  the  company  he 

represented.  In  fact,  I  was  so  incensed  I  called  him  to  tell 
hi  i  so  which  he  had  to  lake  politely  (outwardly),  since  we 

had  recently  purchased  a  network  property  from  him. 

En  a  comewhal  similar  vein,  a  friend  of  mine  who  repre- 

sent on  •  of  the  networks  took  the  lil  ert)  of  mailing  a  news- 

pa]  er  columnist's  praise  of  his  network's  programing  policy 
to  a  wide  li  i  of  agenc)  people.  In  this  article  the  columnisl 

look  a  vicious  swipe  at  anotl  er  network.  P>\  eending  out  thi 

piece  of  claptrap  m\  pal  I  >ok  an  unfair  cut  at  a  co  npetitor 

a-  well  as  committed  his  network  to  following  out  the  win- 

dow thi-  coin  •  n's  precept  for;  ver,  something  he  dare  not  do 
!  i  cau  <■  less  flatl  :  i  Is  are  boun  I  to  i  dlow  -  ometin   \ 

Perhaps  thi>  was  a  lit  iingentlemanl)  a-  well  as  unwise 

and  the  former  is  something  which  ought  to  be  a  more  im- 
po  i mi  criterion  in  our  business  than  ii  usuallj  is. 

Ml  of  which  lead  me  to  my  conclu  ion  that  a  long  and 

crili  al  lool<  al  the  trad  •  ads  in  publications  and  direct  mail 
which  are  to  go  to  advertiser  and  agencies  might  I  e  a  health) 

thing.    More  i  roductive  too. 

(Foi  sponsor's  analysis  of  radio  and  i\  trade  paper  ads 
and  dire  i  mail  direi  ted  to  admen,  see  these  recent  article  : 

"\\  hat  timel  nyers  wanl  in  radio-ft  ads,"  L3  December  1954; 
"What  agenc)  and  client  readers  v.  ml  in  radio-t\  ads,  27 
Decembet  1954;  "What  admen  think  of  direct  mail  from 

radio  and  i\  stations,"  21   February    l'*-").-).) 

•  •  • 
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How  to  make  Mr.  BIG  very  happy  .  .  . 

Oo  the  boss  wants  to  talk  on  television  .  .  .  And  what 

a  headache  that  can  be! 

Stop  worrying  .  .  .  you  can  make  him  a  hit— whether 

he's  star-stuff  or  not. 

Here's  what  you  do:  Rehearse  and  rehearse.  Then  film 

and  review  and  edit — until  you're  all  happy.  That's  all. 

It's  safe,  sure,  inexpensive,  when  you 
. . .  USE  EASTMAN  FILM. 

r    ̂     *X 
\ 

latest  processing  technics— write  to: 

Motion  Picture  Film  Department 
EASTMAN  KODAK  COMPANY 

Rochester 

m 

East  Coast  Division 

342  Madison  Avenue 
New  York  17,  N.  Y. 

Midwest  Division 

137  North  Wabash  Avenue 

Chicago  2,  Illinois 

West  Coast  Division 

6706  Santa  Monica  Blvd. 

Hollywood  38,  California 

or  W.  J.  GERMAN,  INC.,  Agents  for 

the  sale  and  distribution  of  Eastman  Professional  Motion  Picture  Films 

Fort  Lee,  N.  J.;  Chicago,  III.;  Hollywood,  California 

fr:r»T» T  IT  IN  COLOR...  YOU'LL  SAVE  TIME  AND  MONEYI 



NIGHT  TIME 

RADIO  ? 

Pleasing  Programming* 
Keeps 

'Em 

LISTENING 

in 

ROCKFORD,  ILLINOIS 
an 

$809  MILLION  MARKET 

CHICAGO  WHITE  SOX 

NIGHT  GAMES 

PABST  BLUE  RIBBON  BOUTS 

l\ci\      \\  i-ilncsil;i\      \i-llt 

ROCKFORD  CITY  COUNCIL 

MEETING 

I  \<  i  \    Monday  Night 

WROK 
No.  1  in  Rockford 

for  over  30  years 

John  J.   Dixon 

Gen.    Mgr. —  Nat'l.   Rapt. 

[Continued  from  page  22) 

One  also  has  sharply  brought  home,  by  the  same  token,  the 
fantastic  revenue  potential  which  the  fee  tv  proponents  see  in 

their  pay-as-you-watch  systems.  And  when  as  judicious,  ex- 
perienced, and  normally  conservative  a  free-tv  executive  as 

Frank  Stanton  takes  the  aggressive,  just  short  of  dramaticallv 

vicious  stand  as  he  does  against  fee  tv,  it's  easy  to  see  that  the 
possibility  of  fee  tv  adoption  is  not  something  to  be  pooh- 
poohed.  Mr.  Stanton  referred  to  the  whole  fee  philosophy 

as  a  "betrayal  of  the  34,000,000  families  who  have  already 

spent  $13,500,000,000  for  their  sets.  .  .  ."  He  said,  "This 
(fee  tv)  is  a  booby  trap,  a  scheme  to  render  the  tv  owner 

blind,  and  then  rent  him  a  seeing-eye  dog  at  so  much  a  mile." 

Not  to  be  outdone,  Zenith's  Comdr.  McDonald  issued  a 

statement  to  the  press  saying:  "CBS  indicates  that  if  sub- 
scription tv  is  approved,  that  network  intends  to  high-jack  the 

American  public  into  paying  for  present  programing.  .  .  . 

There  is  no  room  in  Phonevision  for  any  high-jackers,  and 
Zenith  intends  to  ask  the  FCC  for  appropriate  safeguards  in 

adopting  subscription  tv  so  that  neither  CBS  nor  anyone  else 
having  the  intent  to  victimize  the  public  will  ever  be  given  a 

chance  to  do  so." 
This  brief  exchange  certainly  indicates  the  type  of  tussel, 

which  is  just  beginning.  Unfortunately  all  of  this,  and  the 
millions  of  other  words,  which  will  be  issued  on  both  sides 

of  the  case,  notably  in  the  public  prints,  will  do  little  to  shed 
light  on  the  basic  issues.  One  difficulty,  it  seems  to  me,  is 

that  it  is  so  very  easy  to  oversimplify  cither  side  of  the  case. 

Ask  the  average  viewer  whether  he  would  be  willing  to  pa} 

50c  to  see  a  Broadway  production  of  "South  Pacific,"  "Paja- 
ma  Game"  or  "Marty"  and  he'll  certainly  sa\  he'd  be  glad  to. 

Ask  the  same  viewer  whether  he'd  be  willing  to  pay  the 
same  half  dollar  to  see  "Toast  of  the  Town."  which  he  now 

sees  free,  and  he'll  obviously  scream  no! 
Can  fee  tv  be  resti  icted  to  the  former,  and  forbidden  to  en- 

croach on  such  shows  as  have  previous!)  been  available  with- 
out charge?  Can  fee  t\  be  controlled  at  all?  And  il  so,  is  it 

proper  to  control  it  in  certain  areas? 
In  one  fashion  or  another  the  FCC  will  be  faced  with  find- 

iii-  answers  to  those  questions.  As  sponsor  has  -aid  previ- 

ousl)  this  i-  the  toughest  kind  of  job.  A  fortunate  non-partici- 
pant can  only  wish  them  much  divine  guidance  and  huge 

quantities  of  luck.  Advertiser-  and  their  agencies,  however, 

in  my  opinion  needn't  worry  about  il  for  several  years.  *  *  * 
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thv  miv-stuium  nvUvuvli 
in  southern  California 

THANKS 

^■M 

/ 

n* 

Vs 

v 
THANKS  .  .  . 

to  ADVERTISERS  and  AGENCIES 

who  arc  making  1 ( >.">.")  the  hot  business  yea  i  in  KM  IN history. 

THANKS  .  .  . 

to  the  RADIO   U  DIENCE 

for  enabling  KMIN"  to  lead  all  independents  and  two 
network  stations  in  Southern  California       according 

to   PI  LSE,  8-count)    ana   survej    foi    March-April, 
L955. 

KMPC 710  KC  LOS  ANGELES 

27  JUNE  1955 

50,000  WATTS  DAYS  •  10.000  WATTS  NICHTS 

CENE  AUTRY,  President  R    0    REYNOLDS.  Vice  Prcs    0  Ccn    Mgr. 

Represented  Nationally  by  A.  M    Radio  Sales 

Chicago       •        New  York        •        Los  Angeles       •        Sjn   Francisco 
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TO 
.1  j_l4  ujhj  i 

» 

I 
juSI  rating  if  tii  § 
Chart  covers   half-hour   syndicated  film   prog1' 

Rastt      Part 
■••       rail 

4      3 

5  I  8 

6      3 

10 

Ran*      Pa«r 

I      3 

Top    70   shows  in    10  or  more  markets 
Period    1-7  April   7955 

TITLE.    SYNDICATOR.    PRODUCER.    SHOW    TYPE 

f  Led  Three  Lives,      Zlv  (D) 

Passport  to  Danger, ABC  Film,  Hal  Roach  (A) 

Waterfront,    MCA,  Roland  Reed  (A) 

Favorite  Story,  Ziv  (D) 

Annie  Oakley,     CBS  Film,  Flying  A  (W) 

Mr.  District  Attorney,  Ziv  (A) 

Badge  714,      NBC  Film   (D) 

Superman,    Flamingo,   R.  Maxwell   (K) 

Llberace,    Guild  Films  (Mu.) 

Cisco  Kid,  Ziv  (W) 

Averaga 
rating 

22.8 

22.1 

20.3 

20.2 

20.1 

20.0 

19.6 

19. 1 

1 8.5 

III.  I 

7. STATION 

MARKETS 

6.8     74.9 

wahc-tv 

10:00pm 

kttv 

8:30pm 

8.4 

kcop 

8:00pm 

7.2     27.9 
wahd !  :30pm 

kttv 

7:30pm 

7.4 
kttv 8 :00pm 

77.4     76.8 

webs-tv 
5:30pm 

kttv 

:00pra 

5.7     75.9 
W'abe-tv 

10 :30pm 
knxt 

10:00pm 

7.2     75.7 

wor-tv 

9:00pm 

kttv 

7:30pm 

77.7      77.7 

wrca-tv 
6:00pm 

kttv 

7:00pm 

4.9       9.0 

wplx 6:30pm 

kttv 

:30pm 

8.4      14.0 

«      3 

7      7 

8  I  8 

ft   |  € 

10 

Top    10    shows   in   4    to    9    markets 

wrca-tv 
6:00pm 

kttv 

:30pm 

5-STATI0N 

MARKETS 

Boston      Mnpls.    S.  Fran 

28.3     27.7     79.0 

wnac-tv 

7:00pm 

kstp-tv 

9:30pm 

kron - tv 

10:30pm 

74.2     73.7 

keyd-tv 

7  :30pm 

kron-tv 

10:30pm 

7.2     20.4 

keyd-tv 

7:00pm 

kron-tv 

8:30pm 

7.0     77.5       8.9 

wjar-tv 

10:00pra 
weeo-tv 
9  00pm 

kron-tv 

7:00pm 

78.2 

wbz-tv 
6:00pm 

75.5 

kco-tv 

6:30pm 

20.2     22.9     76.9 

wnac-tv 
10:30pm 

kstp-tv 

7:30pm 

kron-tv 

10:30pm 

23.2     22.5     27.9 

wnac-tv 

6:30pm 

kstp-tv 

9:30pm 
kplx 

9:00pra 

79.4     73.8     78.0 

wnac-tv 

6  :30pra 
wmin 

5 :30pm 

kgo-tv 

6:30pm 

24.4     74.5    24.5 

wbz-tV 
3:00pm 

weeo-tv 

7:00pm 

kplx 

9:30pm 

74.8     72.7     79.5 

"nil'1  Iv 
6  :00pm wcco-  tv 12:15pra 

kron-tv 

6:30pm 

4-STATI0N    MARKETS 

Seattle- 

Chicago     Detroit    Tacoma 

78.0     73.7     78.7     76.7      78.0 

wsb-tv 

10:30pm 

wen-tv 

9:30pm 

wjbk-tv 

10:30pm 

klnt-tv 

7:00pm 

wrc-tv 

10:30pm 

70.4     76.6 

WTYZ-tV 

10:00pm 

kine-tv 

5:30pm 

70.9 

waea-tv 

7:00pm 76.5     20.6     20.4 

WSV7.-tV 
7:00pm 

komo-tv 

8:30pm 

wtop-tv 

9:30pm 

77.7 

waea-tv 

7:00pm 
72.2 

wjbk-tv 

10:30pm 

78.3     77.4    24.6     77.2 

wbkb 2:00pm 

wxvz-tv 

4:30pm 

klnc-tv 

6:00pm 

wtte 

7:00pm 

20.2     73.9     74.0     20.6     73.4 

wsb-tv 

7:00pm 
wbkb 

9:30pm 

wwj-tv 
10:30pm 

kinft-tv 

9:00pm 

wmal-tv 

10:00pm 

74.4     74.2     23.7     77.7 

wen-tv 

8:00pm 
wwj-tv 
7:00pm 

klnc-tv 

9:30pm 

wrc-tv 

7:00pm 

23.7     76.9    25.2    20.0     78.0 

wsb  -  tv 
7:00pm 

wbkb 

5:00pm 
wryz-tT 

6:30pm 

klng-tv 

6  :00pm 

wrc-tv 

7 :00pm 

9.2       8.5       7.2     22.9       7.7 

wlw  -  a 

8:00pm 

wtrn-tv 

9 :30pm 

wwj-tv 

6:30pm 

kine-tv 

8:30pm 

wtte 

9:00pm 

77.9     79.7    27.7     20.6 

watra-tv 

4:00pm 

wbkb 

5:00pm 

wxvz-tv 

6:30pm 

komo-tv 

7  unpin 

S-STATI0N 

MARKETS 

Bait.       Buffalo 

73.0     28.0 
wbal-tv    wben-tv 

10:30pm     9:30pn 

24.2     20.9 

wmar-tv     wfrr-tv 
9:30pm      7:00pm 

26.7 

wbal-tv 

5:30pm 

74.0    22.5 

wbal-tv 

10:30pm 

wer-tv 

7:00pm 

72.2     20.0 

wbal-tv 

10:30pm 

wfrr-tv 

10:30pm 

20.4    25.3 

wbal-tv 

7:00pm 

wben-tv 

7 :00pm 

74.0    29.0 

wbal-tv 

7:00pm 

wirr-tv 

6:30pm 

79.4     78.3 

wbal-tv 

7:00pm 

wben-tv 

7 :00pm 

Foreign  intrigue,     Sheldon  Reynolds  (A) 

Janet   Dean,  R.N.,    U.M.&M.,    Inc.    (D) 

Life  of  Riley,  NBC  Film,  Tom  McKnight  (C) 

Amos  '»»  Andy,    CBS  Film  (c) 

The   Whistler,      CBS  Film,  Joel  Malone   (M) 

Gene  Autry,  CBS  Film   (W) 

The  Falcon,  NBC  Film  (D) 

Doug.  Fairbanks  Presents,     Interstate  TV  (D 

Kit   Carton,   MCA,    Revue    Prod.    (W) 

Victory  ul    Sen,     NBC  Film   (Doc.) 

1 0.0 

in. a 

19.1 

ia.it 

I  KM 

I  O.I 

14.9 

i  i.n 

I  1.5 

I2..0 

3.8       9.9 

wabc-tv       krea 
10:30pm  10:00pm 

7  7.4 

kttv 

8:00pm 

5.3       9.5 
ivrbs-tv      knxt 

4  :30pm    7  :00pm 

76.2 

kltv 
10:00pra 

9.7 

knxt 10:30pm 

77.6     74.3 

ktra 
1 0:30pm  in  80pm 

77.3 

kttv 

5:30pm 

9.7 

I   II  V 

24.7 

wbz-tv 

10:30pra 

77.0 

kron-tv 

10:30pm 

76.9     77.5 

kro-tv 

7:00pm 

kstp-tv 

'-  00pm 

2.3 

kovr 

:30pm 

75.8 

wbz-tv 11:00pm 

22.7 

kron-tv 

10:30pm 

79.5 

wnnc-tv 

6:00pm 

2.3 

kovr 

6  :80pm 

5.0 
:  :00pm 

72.9 

10:30pm 

0.9 wmurtv r  :80pm 

76.9 

kstp-tv 

8  :30pm 

73.9 

wtop-tv 

7 :00pm 

70.0 

ktnt-tv 

10:00pm 

75.2 

wen-tv 
fl  :00pm 

33.0 

klnu  tv 

7:30pm 

75.9 

wwj-tv 

7:00pm 

77.9     78.7 

tklw-tv    kliiK-tv 

7:00pm   10 :00pm 

7  7.2 

......   .  | 

5  80pm 

23.5 

klne-tv 

  i  n 

5.0     75.3     73.0 

cklw-tv    klnc-tv   wtop-tv 
9:30pm     9:0flpm    10:30pm 

74.4 

ktnt-tv 

10:30pra 

74.7 

wlw- a 

(1:00pm 

70.7     79.3 

wbal-tv 
7:00pm 

when-tf 

7:00pm 

22.5 

WKT-tT 

7:00pm 

77.2 

wmar-tv 

11 :00pm 

72.9 

wbal-tv 

t,    OOpm 

9.9 

komo-tv 

6  :30pm 

ir»j    (C)    comedy:    (D)    drama:    (Doc)    documentary:    (K)    kl.ls;  April.     While    network    shows    are    fairly   stable    from    one    month    to   another    In    tho    roarkcn 
(W)     Western.      Films    listed     nro    syndicated,     half-hour    loneth.  which    they    are    shown,    this    Is    true    to   much    lesser    exlent    with    syndicated    shows.     Thll    alio 

irkcts.     Tlie    iveraja    ratlna:    la    an   unweighted    avorago    of    Individual  he  home  In  mind  when  analyzing  ratine  trends  from  one  month  to  another   In  this  chart.   •Kef 
I!l«nk    sparo    Indicates    film    not    broadcast    In    this    market    17  to   last   month's  chart.     If   blank,    show    was   not    rale.)    at   all    in    last   chart  or   was   In  other  tf 



ially  made  for  tv 

S-STATION   MARKETS 

Columbus    Milw.        Phil*.       St.  L. 

23.3    27.2     73.3     27.7 

wbns-ty     wtmj-tr    wcau-tv    ksd-tT 
9:30pm    10:30pm    7:00pm    10:00pm 

28.9     73.7 

wtmJ-tT    wcau-tv 
9:30pm    10:30pm 

22.2     79.4     22.2 

wbns-tr 
7:00pm 

wxli      wcau-tv 
8:30pm    6:30pm 

2-STATION   MARKETS 

Blrm.     Charlottf  Dayton   New.  Or. 

25.5     59.5  28.5     49.8 
wabt 

9:30pm wbtv     whlo-tv 
9:30pm   9:00pm tvdsu-tv 9:30pm 

59.5 

wbtv 8:00pm 

36.8 
wdsu-tv 5:00pm 

55.5  23.3 
nbtv 

9:30pm whlo-tv 7:00pm 

78.0 

wbns-tv 
10:00pm 

72.5 
wtvw 

5:00pm 

75.5 

ksd-tv 12:30pm 

79.4     77.4     73.3    27.5 
wlw-c 

I  10:30pm 
wtmj-tv 
10:30pm 

wptz 
10:30pm ksd-tv 10:00pm 

77.4       7.5     77.7     26.4 
wlw-c 
7 :00pm 

ivlvw 
8:30pm 

wcau-tv 
7:00pm ksd-tv 9:30pm 

78.0     70.9    22.0     20.9 

wbns-tv 
6:00pm 

wtvw 
6:30pm 

wcau-tv 
7:00pm ksd-tv 6:00pm 

27.7    37.7     70.2     76.5 

wbna-tv 
7:00pm 

wtmj-tv 
8:00pm 

wptz 
11:00pm 

ksd-tv 10:00pm 

70.7    27.7 

]     wlw-c 
I    6:00pm 

wtmj-tv 
5:30pm 

76.0 

ksd-tv 5:00pm 

55.8 
wbtv 

9:30pm 

54.0 

tvd.SU   tv 9:30pm 

35.3 
wbtv 2:00pm 

33.3 

wdsu-tv 12:00n 

26.5     62.3  27.5     37.8 
wbrc-tv 9 :30pm 

wbtv 8:00pm 
wlw-d 
10:30pm wdsu-tv 10:30pm 

29.0     43.3    79.3 

wbrc-tv 9:30pm 
wbtv 10:00pm 

wlw-d 
7:00pm 

76.3     38.3    76.3     33.5 

wlw-d 6:00pm 
wbtv 

5:30pm wlw-d 
6:00pm wdsu-tv 5:00pm 

23.5 
wabt 

9:00pm 

53.3 

wdsu-tv 9:30pm 

26.8 
wbtv 

11:00am 

32.3 

wdsu-tv 5:30pm 

76.0 

wcau-tv 7:00pm 

55.5 
wbtv 

9:30pm 

47.0 
wbtv 

6:30pm 

20.7 
Will 
8:00pm 

76.9      9.7 
wtvn        wtvw 

7:30pm      9:30pm 

22.8                           46.5 
n-brc-tv                                     mfcu  tv 
6:00pm                                    9:30pm 

74.8 

11:30pm 

77.8 

whlo-tv 7:00pm 

72.5     20.5 

wfll        kwk-tv 
10:30pm  10:00pra 

39.0 

wdsu-tv 10:00pm 

24.5                 75.5 
wtmj                       kvvk  tv 

5:00pm                    4:00pm 

22.0 

wlw-d *>  :00pra 

75.2 
wxlx 

7 :00pm 

Classification  as  to  number  of  stations  In  market  Is  Ptllie'a  own. 
leternilnes  number  by  measuring  which  stations  are  actually  re- 
ly  homes  in  the  metropolitan  area  of  a  given  market  even  though 
itself    may    be    outside    metropolitan    area    of    the     market. 

May  chart  will  appear  next  issue 

MfCl 
the    surprise 

tv  film  show 

of  the  year 

with    that 

CHILDREN 
AND 

ADULT 
APPEAL 

uiih  the  ratings  and 

sales  results  as  proof  positive 

.  .  .  rated  EIGHTH   in  thi    nation's    I  OP 
I  I  1  1  \  ISION  PROGR  Wis-  I  li<    1  xciting 
adventure,  thrilling  suspense  and  breathtaking 
drama  ol  the  greatest  historii   events  wrapped 

into  .i  supi  r<  »l  startling  •><  ience 

fiction   reality.   .      .   FAMIl  v>    ENTER1  VIN 
\l  I  \  1    endorsed   l>\    leading  edu<  .ii'>is 
\| iplauded   l>\   Spoi    01      ind   Stal ions. 

Sold  NATIONALLY  or  RCGIONALLY  or  SPOT  MARKET 

phone  —  wire  —  write  .  .  .  NOW! 

.Urn.-     11.     105 "&4**n/  Cmfi&M) 
15  W.  44rh  Street,  MUrray  Hill  7-5535     New  York  36,  N.  Y. 

"1955   Film   Basics"  coining 

in   I  ;ill   Facte  issue,    I  I    Jul) 

Vdmen    »li"   deal    in    film    programs   and 

commercials  » ill  find  I  il  I  fig- 

in  film  usage  in  i\.  aud 

positions,  size  of  rerun  film  audiem 
well  .i-  man)  useful  crei  I  planning 
t'"i|-     in      SP<  >NS<  >i;  - 
B  -lie.  1 1  J n  1  \   195 

devoted   to   film   ind 

w  ill  bi  .  athc  red  t"i  "Fall  I 

J 



from  the TOP off  Mt.  Greylock 

look  in  any  direction  and  you'll 
see  plenty  of  people  .  .  .  with 

money  to  spend 

*o*e
1 

Mbany  -Tr  oy  -  Schen 

3   MAJOR  MARKETS  IN    5   STATES  YOU  CAN  REACH  WITH 

WMGT CHANNEL 

AFFILIATED     WITH 

ABC  and  DU  MONT 

TV   NETWORKS 

i GREYLOCK   BROADCASTING   CO. 

8     Bank    Row     •     Pittsfield,    Massochuse 

Represented  by  THE  WALKER  COMPANY 

3,700    FEET    ABOVE    SEA    LEVEL 

For  the  thrifty  advertiser  looking  for  a  lot  of  TV  coverage  for  a  mini- 

mum cost  —  WMGT  is  one  of  the  "best  buys"  in  the  country.    It 
reaches  into  five  prosperous,  well  populated  states  —  Massachusetts, 
Connecticut,   New  York,    New   Hampshire  and   Vermont.     Want   to 

reach  TV  families  in  Albany,  Schenectady,  Glens  Falls, 

Pittsfield,   Springfield   and   the  more   than   250 
other  communities  in  this  rich  and  diversified 
area  at  low  cost?    Use  WMGT. 

Want  to  know  more? 

WRITE  TODAY  FOR  MARKET  DATA  FOLDER 

3. 

tts 

66 
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I N  i  ghttime    2  7    June    1955 TV  COMPARAGRAPH  OF  NETWORK   PROGRAMS 

SUNDAY 

Nighttime    27    June     1955 

I    SATUI HL*JH 

;.'■, 

Talcinl    Rwindun 

Orion     Bt»n 
■  |           r. ~Hall»~of    Ivy 

Pl»w   th.    F«« It    i,  23 

*    ■-'«         *-VM"     'll
S   L 

M      """         L 

H  J    Helm    Co Minn         123.000 

*         113  000          IW.000  Id                                             I01NY    "      '  <1L    p«e    Wan     Kmo  V1R;    BAB  Prot.uiwiii  f>*li»      Chmlerj  , /,VY"'     ''""'V  r'J                          '     '"'"   ,""'1'-'1'  r  ̂            „.„.. 

-        (40,000    per                                            Y«R*"    "J*                m  .^""u™    i»  HnM 'ill  "k.   1.  B'"ln,l  A 'a '"U'' «.<sm"  '^^                   F    '"""          «0.0OO                                                           '-'',".    ,                         "llW°        No    DcMorfc 

-'        Clu!l                  of*"'     ?                 L"St  Bgo""            ''''""'   ̂ »^|,   '   ''Ul'                       '-      'ion   Kdi:    Inn  ^"il"  irlan"™          Oorty    Mack  ' " '"'     sk,•"0,"  N„                                     *'    :   S                       'Simian   *  '  nlmlon'^lji 

^.\V,enJU°  L  I1SNT               "-U*  Elh.1    1    Albert  NU.B           ili^fc  C                        1,  .    r    i.,,,,,",.,,^  Wain    A                   knNY                '  "L  Eltv            $|J,000 
*  HuttMni    tti.oOO 

!?'•'  *"u   r£3S2* 

•  mint  l 

udgln      SI  4, urn.. 

I5NY 

Mat  $31. 

33NY  L 

JWT  1 

SONY  I 

OFS  121,000 

»WT°    "'""'p  I  »«r»"  ,^"h.H  13?NT,<'l'1,,l',t,  YAR  "  *  **  m'lt, Dear   PhMBi  l).«ltf0  Dli.  0vwn    Yffu    Go 

,;F     "r-,,..7',r.(,i  WMIHull   Phir^i 

.In  tj.*   -  —  :°Hy  1* 
-rnr  l£_~~t     ~~"  BB4T         ,6W0 

YAR  I30.00O  -^    _. 

o  popu- 

lotion  grand  lolol  crea  of 

5,295,700  .n  wh.ch  85%  of  oil 

CKLWrodioeoverto  15,000.000 

populoiion  oreo  in  5  important ilo'ei.  The  lowed  <o»1  motor 

notion   bur  in  'he   Detroit  oreo. 

Channel     9 

325,000  Watts 

Our    Mill    Breed 

Speetor      1U.0OC 

IMS 

DM     ""    :   r    ' 

E.tv'         t»noo 

I.T       ««. 

SMS 

:^=r 
W 

N.  -      ol    lha 

Night:  Se-wti 
of   ttia   NHht 

NY       m-f       I„ orocr  amine; 
all  wk 

No    network 

Taniaht Ytr        at         L "iWoto  Js'lOO 

13700  to  151 04 

Base 

Wilu   &   Gallar 

CKLW 

800  kc.  Radio 

50,000  Watts 

105NY  L 

For  a  "BESTEVER"  Vacation 
— and   we  mean    the  "Be>t   under   the 
For  those  health-giving,  energizing  rays  live  ; 

here  all  year  'round ! SWIMMING  POOL  •  SUN  BATHING 

SNACK  BAR  •  SPORTS  •  TELEVISION 

^SIGHTSEEING  •  GOIF  ■  FREE  PARKING *J70O  taUICO 

*««  and  explanation  to  help  you  use  this  chart  Sponsors  Vsted  alphabetical!  ti  with  agency  and  lime  on  < 
!   ■:  rnre.fi      The*  A.   C,   S».»rk  PIUO,   Brothar:  NBC. 

11         ■     tatu   Diyidhi   Time. 

:V*"!1N*:  Bllt-    Baltimore:   Ch.   Chleuu   Hy.   Bollywood;   NY.    New    Tor 

1-mln.    nartlrlpatlon    rente* 

H  of   flut     To«M 

Waton:PBiSeiil  c 
i.   UcCud-a-  • '      -1     lilllwi 

Erlakion:     Nortlnin  -V 

Amar.    D»|ry   A«n„    CM:    ADC.   W    730-S: 

Atner.    Homa    Pr..    Blow.    Bairn    A   Tolfo: 

■r.    T»h..    HSCB      CBS.    Tu      Th    T  3"-  tf.    nn 

NBC.    »U    B"   B-B:S0   nm;_ABC.    alt    Tu0-B:3( 

;o.,    FCAB:_NEC. 

Bardan    Co.,    TAR      NBC.    Th    8  J( 
CBS.    r  11-11   15   ud Brllln    Ml|..    JUT      .*RC     Th   Ma 

tl.l.lol   M»an.     V.«I1      CBB.    8u0    ' 

aotiht,    M  F    11:30    i>n>     1     am      are    alio    [.an    of    NBC    TT 

y  >  .ju  mn,    11     W     K  3  :i  3n   i.m;   11. i»*     NBC 
Sun   rt-y  urn.   MM'     Tu   ;,  l.'.-r:   t.iu :   .-.-TIC.    Ml' Foodi,     YAR:    CBS, 

0-;  nral  CBB,  k-] 

■  r.,r    M,.t'<lri.    Frlol.l.l.V.    PCAB:   CB3.   Tu,   Th, 

NBC.    Th 

.    Qaodrlrh,    BHDO:    CBB,   alt   ) 

Gulf    Oil,    YAR:    NBC   ! 

Kraft   foodi,   JIVT:   NBC,    W  0-1 

il!a/d.  TAB:  CBB.  Sun  10-10:80 
.  Inc.,  J.  U.  MMhaa:  NBC.  t  S:3I 

Co..     IkCanti-Erlfkion.     Ki-tiyon    . 

;  CBS.   alt  T  8:30-S   p 

Pillioury.    Burnru     ells     M  Th    1!:I»-I0   am;    1 

Plymaulh,    Ajit'  NUC.   I   '«t   i   U.  a»  W  T:(0-l[ 

NLAB:    NBC. 

Slnanli  Co.,   BSCB: 

j  in  a  room  with  private  bath  includ- 

ing full  course  brunch  «&  dinner  from 

$12.00  per  persou.  W  rite  for  illustratctl brochure  and  special  packaged  tOUH 

Uiar-Parkard.    ItAR      ABC. 

Ilifinld    NBC,  w.  I 

FOX  MANOR  HOTEL 
Pacific  Avenue  (Ntar  »ne  Boardwalk) 

ATLANTIC   C IT  Y, .  N  E VVT  JJRS.E Y 



"The  service  with  the  most  subscribers" 

LARGEST  SAMPLING  OUTSIDE  U.  S.  CENSUS 

Scientific  Sampling  from 

U.S.  Census  Block  Statistics 

UNPARALLELED  ACCURACY 

25,000  families  interviewed  per  daytime  program 

6,000  families  interviewed  per  nighttime  program 

TV  COMPARAGRAPH  OF  NETWORK  PROGRAMS 

BAY  |  WEDNESDAY  I  THURSDAY 

Sole  source 
for  accurate 

audience  clomp,  data 

Pulse  interviewers  personally,  face 

to  face,  check  with  a  minimum  of 

150,000  families  each  month  —  all 

different  homes.  *  Only  Pulse  pro- 

vides such  incomparable  protection. 

•Ar  No  wonder  more  and  more  agen- 

cies, advertisers,  and  stations  prefer 

Pulse  validation,  favored  since  1941. 

This  month  throughout  the  U.S.,  150,000  homes  are 

being  interviewed  tor  next  month's  "U.S.  Pulse  TV" 
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AROUND  FARGO, 

W  DAY-TV 

WINS  "GOING 

AWAY"! 

WDAY-TV 
FARGO,  N.  D.     •     CHANNEL  6 

Affiliated  with  NBC     •     ABC 

FREE  &  PETERS.  tNC 

Exclusive  National  Representatives 

L IATEST  Hoopers  show  that  \\D\Vi\  jusl 
doesn't  have  much  competition  in  and  around 
Fargo.  I>a>  and  night,  WIHVT\  gets  5  to  6 
times  as  main    viewers  as  the  next  station! 

Look  at  tin*  sets-in-use — 28'  ',    in  the  early 
afternoon,     4-8% 

night! 

late     afternoon.     65*  '<      at 

Since   the  nearest    "compel  it  i\  e"   T\    -t.ition    is 
50  milr-   ,m,i\.  it's  a  cineh   thai    \\  1 1  \  J  -  I  \    also 

wins   "going   away",   in    most   of   the    rich    Red 
River  Valley.   Check  with  Free  &  Peters. 

HOOPER   TELEVISION    AUDIENCE   INDEX 

Fargo,  N.  D.  -  Moorhrod.  Minn.  —  Nov  ,   1954 

AFTERNOON  IMon.  thru  Frl.) 
1 1  noon  —  5  p.m. 

TV-SETS- 

In-U.. Shor.   ol 

titlofl  Audipnct 

WDAY-TV Station  B 

28 86 

14 

5  p.m.  —  6:30  p.m. 
48 

88 

13 

EVENING  ISun.  ihru  Sot  1 

6  p  m     —   12  midnight 
65 

85* 
17* 

(*Ad|U«trd    to   (omprniol*    for    foct    ttotiont 
wnr   not   fvlrcatting   all    hour*) n   
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SHEAFFER  CONVERSION 
{Continual  from  page  37) 

a  tube  that  extend-  out  of  the  pen's 
nil)  and  into  the  ink  supply  to  draw 

ink  into  the  pen,  making  it  "mess- 

proof"  and  doing  away  with  the  need 
for  wiping  of!  ink. 

\\  ith  "the  fountain  pen  that  doesn't 

have  to  he  dunked  to  he  filled,"  Sheaf- 
fer  had  in  its  hands  the  only  really  new 

writing  instrument  -ince  the  ballpoint 
pen.  But  the  public,  it  felt,  was  likel) 

to  be  skeptical  about  am  ■"new  '  or 
"revolutionary"  pens,  what  with  the 
battle  of  the  ballpoints  still  raging  and 
extra\a»ant  pen  claims  everywhere. 

It  had  to  bring  the  Snorkel  to  the  at- 
tention of  the  public  in  some  big, 

dramatic  wa\ . 

A  heaw  national  magazine  schedule 

backed  by  plentiful  point-of-sale  mate- 
rial was  used  at  first,  but  this  did  not 

hit  hard  enough.  The  need  to  show 
the  Snorkel  in  action  still  persisted. 

5o  Sheaffer  turned  to  the  natural  me- 
dium for  visual  demonstration. 

In  the  fall  of  1952,  Sheaffer  launched 

the  Snorkel  on  tv  via  segments  of  Your 
Show  of  Shows,  NBC  TV.  Sales  began 
to    respond    almost    immediately,    and 

Sheaffer  remained  on  the  Caesar-Coca 

vehicle  through  the  '52-'53  season. 
In  June  of  1953,  Sheaffer  signed  for 

shared-sponsorship  of  Jackie  Gleason's 
Saturday  night  show  on  CBS  TV  for 

the  coming  season.  That  summer  the\ 
ran  on  the  replacement  show  with 
Larry  Storch,  till  Gleason  returned  in 
the  fall.  At  the  end  of  the  summer,  the 

"White  Gloves"  commercial  made  its 
bow  on  the  air  and  started  to  run  on 

the  Gleason  show. 

The  results  of  reaching  a  huge  audi- 

ence with  a  startlingly  effective  demon- 
stration of  its  new  product  were  soon 

apparent.  The  Christmas-selling  peri- 
od of  October,  Novemher  and  Decem- 
ber 1953  set  a  record  high  in  sales, 

about  two  and  a  half  times  as  great  as 

for  the  same  period  the  year  before, 

according  to  Don  Reed.  In  fact,  the 

unexpectedly  large  volume  of  sales 
caused  a  stock  clean-out  in  December. 

"We  were  completely  out  of  every- 

thing we  had  in  the  factory,"  recounts 
Reed.  "We  had  shipped  all  the  stock 
we  had  on  hand  to  the  dealers,  includ- 

ing whatever  we  had  in  the  display 
cases  in  the  lobby  of  our  building.  The 

salesmen  even  sold  their  samples.  Were 

we  surprised!" In  order  to  catch  up  on  inventory, 

now 

in 

proof  positive 

WCUE 
FIRST 
AKRON 

latest 

Hooper 
ratings 

SHARE  OF 

RADIO  AUDIENCE 

WCUE 

Mon.  thru  Fri. 

8:00  A.M. -12  Noon 

32.2 

Mon.  thru  Fri. 

12  Noon-6:00  P.M. 

32.7 

Station   B 

Station    C 

29.5 28.3 
27.0 21.6 

Station    D                 4.2 
9.3 

W fit  (*   .   .   .   Akron's   only    Independent— we're   home  folks. 
TIM   ELLIOT,  President 

John   E.    Pearson   Co.,   National    Representatives 

and  also  keep  up  with  the  demand  that 

continued  even  after  Christmas — (an 

unprecedented  situation) — Sheaffer 
went  on  a  six-day  production  week 

from  January  to  mid-March  1954. 
Meanwhile,  says  Reed,  the  dealers  were 

screaming,  "Ship  more  pens  or  put  off 

that  tv  show!" Gleason  carried  the  advertising  ball 

for  Snorkel  (and  a  few  other  Sheaffer 

pens)  till  March  of  this  year,  bolstered 

by  spot  tv  announcements  on  film  pro- 

grams in  markets  he  didn't  reach  (such as  Seattle,  Milwaukee,  Schenectady. 
Erie,  Utica,  Lancaster,  Richmond,  New 

Haven,  Providence,  Houston  I . 

In  March,  Sheaffer  launched  a 

schedule  on  NBC  TV's  Today-Home- 
Tonight  participation  vehicles  which 
will  run  through  June.  Commercials 

on  these  shows  support  Sheaffer  ball- 
points and  other  low-priced  pens  in 

addition  to  the  Snorkel.  The  person- 
ality value  of  stars  Garroway,  Francis 

and  Allen  was  the  chief  reason  for 

choice  of  this  combo,  says  Seeds'  tv 
director,  Russell  Young.  The  morning, 

noon  and  night  time  periods  with  their 
promises  of  new  and  varied  audiences 

were  another  important  factor.  An- 
other plus:  the  stars  lent  themselves 

beautifully  to  merchandising  and 
point-of-sale  support. 

Since  the  T-H-T  trio  are  not  tele- 
vised on  the  West  Coast,  ShealTer  uses 

Panorama  Pacific— a  daily  7:00-8:00 

a.m.  wake-up  show  seen  in  Los  An- 
geles. San  Francisco  and  San  Diego — 

to  cover  that  region. 
Sheaffer  hazards  that  Gleason  plus 

T-H-T  plus  the  spot  support  reached 
an  estimated  52,600,000  people. 

At  the  beginning  of  February  of 

this  year  (1955),  Sheaffer,  for  its 

I  ■'incline  Division,  started  to  bankroll 
Who  Said  That,  a  panel  quiz  with 

John  Daly  on  ABC  TV.  This  ran  for 
13  weeks  till  Mav.  at  which  time  the 

pen  compan)    turned  to  alternate-week 
sponsorship  (with  Raleigh  cigarettes) 
of  a  new  \l'><;  TV  quiz.  Perm)  to  a 

Million,  m.c.'d  bj  Bill  Goodwin 
(Wednesday,  9:30-10  p.m.). 

This  latter  show  was  selected.  -a\> 
Hon  Heed,  because  of  its  wide  appeal 

to  an  average  general  audience;  it  has 

empathy,  is  pitched  at  a  level  that 

in. ike-  people  feel  they  could  get  on  1 1  u- 
show  and  answer  those  questions,  too, 
-:i\-  Keed.  It  is  currenth  running  on 

about  <"><*  station-. 
\  word  here  about  ShealTcr's  Fine- 

line  Division.  This  division  puts  out 

a  lower-priced   line  of  pens.    Till  re- 
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I.    C.    Walker,    President 

Shaw-Walker,    comments: 

"Of  our  products,  we  say: 
'Built  Like  a  Skyscraper.' 
Actually,  you  can  say  the  same 

thing  about  our  business.  We've 
been  groaing  since  1899  —  and 

we're  still  on  our  way  up!    Hut 
growth  has  always  been  typical  of 
business  in  this  area.  WOOD-TV s 
continuous  expansion  reflects 
the  sound,  steady  development 

of  Western  Michigan  as  a  whole." 

Built  l.ikn 

MUSKEGON 
CITY    LIMIT 

icraper-' 

WOODIand-TV  is  big  territory! 
Chances  are,  your  desk  and  chair  came 

straight  from  WOODIand-TV  —  or.  more 

correctly,  from  Shaw- Walker,  world- 

largest  exclusive  maker  of  office  furniture 

and  filing  equipment. 

The  growth  of  companies  like  Shaw- 

Walker  is  typical  of  the  continuing  growth 

of  business  and  industry,  throughout  the 

entire  WOODIand  area. 

And  tlii>  rich,  expanding  Western  Michi- 

gan market  is  all  yours  with  WOOD-TV 

.  .  .  first  station  in  the  country  to  deliver 

316,000  watts  from  a  tower  looo'  above 
average  terrain.  You  gel  important  cities 

like  Muskegon,  Battle  (.'reck.  Lansing  and 
Kalamazoo  .  .  .  plus  the  primary  trading 

center  of  Grand  Rapids  .  .  .  when  you 

schedule  WOOD-TV  .  .  .  Grand  Rapids' onh   iclc\  ision  station ! 

WOOD-TV GRAND      RAPIDS,      MICHIGAN 

GRANDWOOD    BROADCASTING    COMPANY   •   NBC.     BASIC:    ABC.    DuMONT.    SUPPLEMENTARY    •    A 

TV,  INDIANAPOLIS.  IND.    •    WFDF.  FLINT.  MICH   .  WEOA.  EVANSVILLE.  IND.    •    WOOD-AM.  WOOD 
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client  crises  must  be  avoided  if  possi- 

ble, or  solved  before  they  reach  the 

stage  of  impasse.  A  good  part  of  the 

responsibility  for  reconciliation  of  con- 
flicting viewpoints  is  assumed  by  P&G. 

For  the  agency  it  means  constant 
self-examination  and  scrutiny  of  rec- 

ommendations, strong  pressure  to  elim- 
inate careless  thinking;  it  means  a 

,  lose  client  relationship — batting  each 

step  back  and  forth  along  the  way  till 
it  is  sometimes  hard,  sponsor  is  told, 

to  tell  what  part  of  the  final  recom- 
mendation belongs  to  the  agency,  what 

part  to  the  client. 
Behind  P&G's  conviction  that  it  is 

wise  to  let  an  agency  go  ahead  and 

spend  its  millions  even  if  it  doesn't 
agree  with  it  lies  a  realistic  appraisal 
of  advertising. 

"It  is  our  thesis,"  says  Snow,  "that 

there  is  no  such  thing  as  a  final  an- 

swer or  one  way  only  of  doing  things 

in  advertising.  The  best  you  can  do 

is  come  with  a  plan  that  seems,  after 

careful  study,  to  make  sense.  If  it 

does,  you  can  buy  it. 

"In  other  words,  at  P&G  we  believe 

that  there  may  be  more  than  one 

right  way  to  sell  a  product.  The  fact 

is°that  P&G  does  occasionally  operate 

under  conflicting  advertising  philoso- 

phies at  the  same  time." 
P&G  cites  an  example:  Prell  and 

Drene  are  two  shampoos  aimed  at 

women.  They  can  be  presumed  to  have 

the  same  basic  appeal.  Benton  & 

Bowles,  which  handles  Prell,  proposed 

concentration  on  the  housewife  market 

and  urged  that  the  ad  money  be  put 

into  daylight  radio  and  tv  and  in  the 

women's  service  magazines. 

Compton,  on  the  other  hand,  de- 
clared that  the  working  girl  should  be 

important  so  far  as  Drene  was  con- 
cerned, as  well  as  the  housewife,  and 

proposed  neglecting  daytime  altogether 
in  favor  of  nighttime  tv  and  screen 

magazines. 

P&G  says  it  bought  both  presenta- 
tions; they  were  in  effect  between 

IT.O-53.    What's  more,  both  paid  off. 
When  its  bread-and-butter  is  at 

stake,  how  do  you  prevent  the  agency 

from  falling  prey  to  the  all-too-human 
ailment  of  knuckling  under  to  the  man 

who  holds  the  pay  check?  How  can 

you  be  sure  that  the  agency  is  giving 
\ou  what  it  truly  believes  is  good  for 

you  rather  than  what  it  thinks  you 
a  ant  to  hear? 

A  P&G  spokesman  answers:  "As  a 
practical  matter,  when  an  agency 
agrees  with  us,  it  is  also  agreeing  to 

share  responsibility  for  the  idea.  We 
give  a  recommendation  a  thorough 

going  over,  try  to  see  that  the  agency 
has  really  thought  the  thing  through 
and   is   not   merely   going   along   with 
US. 

There  are  no  rules  here;  you  must 

rely  on  intelligence,  tact,  self-disci- 
pline. If  there  is  any  principle,  it  is 

administrative:  get  differences  ironed 
out  before  going  up  the  next  step  of 
the  scale.  How  it  works  is  seen  in  the 

typical  case  of  an  agency  proposal  for 
a  tv  show. 

First,  of  course,  the  account  man  has 

reached  full  accord  with  his  tv  man. 

He,  or  both  present  the  case  for  the 

program  to  the  tv  section  at  P&G.  The 
next  stage  is  the  inclusion  of  the  me- 

dia head  of  P&G  and  the  manager  and 
associate  manager  of  the  tv  and  radio 

operation.  After  agreement  is  reached. 
the  package  is  presented  jointly  by 

agency  and  the  tv  section  to  the  brand 

man,  who  is  the  client. 
From  the  agency  point  of  view  this 

system  of  presentation  permits  it  to 
eliminate  weaknesses  before  it  reaches 

the  top  decision-making  level  in  the 
client    organization.     From    the    P&G 

TOPS  IN  CHICAGO!! 
WGN-TV  was  the  only  Chicago  station  to 

place  in  Billboard  Magazine's  17th  Annual 
Promotion  Competition! 

ONLY 

CHICAGO 

STATION 

Best  job  of  Sales  Promotion  for  TV  Film 
Programs  in  1954! 
(Markets  500,000  and   over  —  second  in  the  nation) 

Best  Job  of  Audience  Promotion  for  TV 
Film  Programs  during  1954! 
(Markets    500,000    and    over  —  5th    in    the    nation) 

Best  Job  of  Merchandising   Promotion 
for  TV  Film  Programs  during  1954! 

(Markets  of  500,000  and  over  —  8th  in  the  nation) 

Based  on  their  knowledge  of  station  activities,  top  agency 

executives,  leading  advertisers,  film  distributors  and  film 

producers  placed  WGN-TV  above  all  Chicago  stations! 

PROOF  AGAIN  THAT  THE  TOP  STATION 

IN  CHICAGO  FOR  YOUR  ADVERTISING  IS 

WGN-TV! 

441    N.   Michigan  Avenue 

Chicago  11 

Illinois 

WGN-TV 
Chicago  Q 

For  the  best  radio  buy  in  Chicago,  it's  WGN — reaching 
more  homes  than  any  other  Chicago  medium. 
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Big  Mike  is  staking  out  claim  to  some  100,000  addi- 

tional families  as  a  result  of  KFAB's  switch  to  NBC 
from  CBS.  These  listeners  represent,  in  round  num- 

ber, those  lost  to  other  CBS  stations  with  overlap- 
ping primary  areas  .  .  .  three  CBS  stations  in  a 

300-mile  line.  KFAB  is  the  only  NBC  station  in  the 
same  area.  The  situation  is  even  more  favorable  to 

KFAB  when  you  compare  the  "CBS  frequencies"  .  .  . 
570— WNAX  Yankton,  590— WOW  Omaha,  and 

580 — WIBW  Topeka.  It's  simple  arithmetic  that 
the  CBS  audience  will  now  be  split  three  ways. 

It  all  adds  up  to  the  fact  that  "three  in  a  row  gives 
NBC-KFAB  an  even  bigger  show." 

Free  &  Peters  will  be  glad  to  tell  you  how  they  feel 

about  it.     So  will  General  Manager  Harry  Burke. 

-4^^ 

\ 
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cently,  it  was  virtuall)  a  separate  op- 
eration from  Sheaffer,  had  its  own 

distribution  system  (through  whole- 
salers onl\  rather  than  directly  to 

dealers  i  and  its  own  advertising  and 

merchandising  operation  headed  by 

I'rte  Karle.  Sheafler  assistant  ad  inan- 

ager,  and  Gene  Troy,  -ales  manager 
for  Fineline. 

As  of  1  July,  the  divisional  lines  be- 
tween  Fineline  and  Sheaffer  will  be 

erased.  Sheafler  salesmen  will  start  to 

handle  Fineline  products  and  vice 

versa.  The  advertising  effort,  too,  will 

be  a  single  one,  handled  by  one  team. 

Penny  to  a  Million  will  still  be  de- 

voted  chiefly  to  promoting  the  Fineline 

pens.  The  regular  Sheaffer  line — re- 

ferred to  by  the  company  as  its  "White 
Dot'  pens  and  which  include  the  Snor- 

kel— will  he  supported  by  a  new  pro- 
gram on  CBS  TV  this  fall.  Called 

Navy  Log,  it  is  a  dramatic  documen- 

tal) series  about  the  navj  which 

Sheaffer  will  sponsor  on  an  alternate- 
week  basis  with  Maytag.  They  have 
ordered  about  130  stations  for  the 

show  (which  will  run  Tuesdays,  8- 

8:30  p.m.)  ;  wherever  the)  cannot  get 

network  coverage,  they  will  use  spot 

tv  as  in  the  past. 

Navy  Log  was  chosen  because  the 

company  feels  it  will  deliver  a  tre- 
mendous and  varied  audience  of  adults 

and  teen-agers;  also,  it  has  a  certain 

stature  and  dignity  that  it  is  thought 

will  o  i\  c  added  prestige  to  Sheaffer 
advertising. 

Asked  about  the  big  switch  in  theii 

choice  of  tv  vehicles — from  comed> 

star  Gleason  to  a  dramatic  documen- 

I  a  in  Heed  remarked:  "The  fact  that 
we  used  Gleason  and  were  successful 

with  liim  doesn't  mean  that  he  was  the 
optimum  thing  for  us.  We  have  a 

good  feeling  about  this  new  show. 
Plan-  air  now  in  the  works  for  mer- 

chandising and  dealer  tie-ins  on  \<u\ 

Log,  which  effort  i-  likel)  to  be  car- 
ried <>iit  with  the  full  cooperation  of 

the   I  .S.   Navy. 

The  program  also  furnishes  mam 

possibilities  for  new  and  dramatic 
commercials. 

Meanwhile,  the  CBS  T\  network  >h>t 

to  be  occupied  b)  Vai  i  Log  I  proba- 

U\  l.\  mid-September  i  w  ill  be  utilized 
li\  ShealTci  and  \la\tag  (luring  this 

summer  with  anothei  -how  to  starl  12 

July.  Program  was  nol  set  at  spon- 
sor's  presstime. 

Bui  whatevei  -how  Sheaffer  picks 

to  fdl  ii-  summei  slot,  it  will  almosl 

<  ertainl)   be  in  keeping   w  iih  thi   n- 

pany's  mass  audience  objectives:  "We 
tr\  to  aim  our  advertising  to  a  middle- 

income  group — those  making  between 

$4,000  and  $7,500  a  year,"  says  Don 
Reed. 

Though  prices  of  Sheaffer  pen-  and 
de-ks  sets  range  all  the  wa\  from 

S3. 75  to  $110,  the  bulk  of  the  com- 

pany's sales — about  60%— fall  in  the 
S8.75-to-$10  range,  largely  the  Snor- 

kel. Coming  up  fast  in  sales  of  lower- 

priced  items  are  Sheaffer's  new  "TIP- 
dip  pens — the  Craftsman  and  Cadet 
— which,  like  the  Snorkel,  also  sport 

a  messproof  filling  feature  la  hole  in 

the  tip-end  of  the  feed). 

About  three  quarters  of  Sheaffer's 
air  budget  is  still  behind  the  Snorkel. 

the  company's  best  seller.  The  com- 

pany's total  budget  for  1954  amounted 

to  $3,700,000:  of  this  75  to  80',  goes to  tv. 

As  mentioned  earlier.  Sheaffer  like- 

its  commercials  dramatic  and  memor- 

able. First  and  most  outstanding  of 

the     pitches     was     the     prize-winning 

******** 
"So  great  have  been  the  scientific  and 
technological  advances,  SO  great  has 
been  the  expansion  of  our  industrial 
production  facilities  in  America,  that 
actually  our  ability  to  mo\c  good-  into 
the  hands  of  customers  todav  is  lagging 
10  to  I.t  years  behind  all  types  of  pro- 

duction." ROY    \Y.   JOHNSON 

Executive  P  ./*. General  Electric 

Syracuse,  /V.   1 . ******** 

"\\  bite  Gloves"  commercial  i  in  which 

a  young  lady  wearing  spanking  white 
gloves  proceeds  to  fill  a  Snorkel  and 

wipe  it  across  one  glove  without  stain- 

ing it).  This  plug,  which  debuted  in 
the  fall  of  1953.  is  now  being  gradual- 

ly "put  out  to  pasture."  The  com- mercials now  -how  the  pen  being 

wiped    across    a    fresh    while   shirt   cuff 
or  the  sleeve  of  a  lacj  blouse.  The) 

are  getting  awaj  from  concentration 
on  the  actual  demonstration,  laj  more 

stress  on  elements  such  as  prestige  and 

pride   of  owner-hip   in   the  Snorkel. 
\\  iih  the  Snorkel,  the  i  ompamj  had 

an  unusual  distinguishing  gimmick 

around  which  to  build  commercials, 

points  out   Russell  \  oung,  u   director 

al  Seed-,  liul  the  ballpoint-,  which  are 

practically  all  the  same,  needed  drama- 
tizing, too.  So  Young  and  Heed  and 

Seeds'  cop)  chief.  Fee  Marshall,  put 
their  head-  together  and  came  up  with 

a  series  of  graphic  commercials  for 

the    compam  "s    ballpoint-.      I  hese    are 76 
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running  currently  on  NBC  TV's  To- 
day-Home-Tonight  as  film  clips  with 
the  stars  voice  over. 

The  ballpoint  commercials  show  the 

pens  operating  successfully  under  ex- 
treme circumstances.  One  shows  the 

pen  writing  on  a  cigarette  paper  held 
between  two  fingers  to  demonstrate 

responsiveness  of  touch;  then  the  same 

pen  is  held  against  a  white-wall  tire 
furiously  spinning  at  70  miles  per 
hour,  to  show  it  can  stand  extreme 

pressures. 
Another  commercial  shows  a  scale 

scarcely  weighted  with  three  or  four 

pennies  on  one  platform,  while  the 

ballpoint  writes  on  a  piece  of  paper 
on  the  other  platform  with  a  touch  so 

Light  as  to  keep  the  pennies  evenly  bal- 
anced. Right  after  that,  the  scale  ap- 

pears with  a  heavy  Manhattan  phone 
book  pulling  one  platform  way  down: 
the  ballpoint  presses  down  on  the  other 
one  with  heavy  enough  pressure  to 
balance  the  tome  and  manages  to  write 
on    the   paper. 

Each  of  the  Sheaffer  commercials  is 

edited  into  plugs  for  use  by  dealers, 
who  are  furnished  complete  sets  of 
commercials  on  request.  Dealers  bin 
their  own  time  on  the  local  air.  The 

commercials  are  part  of  a  tv  tie-in 
package  which  also  include  ID  mats 

for  flip  cards,  suggested  'scripts  for 
voice-over  to  identify  his  store  and 
news   releases   for  the  local   paper. 

Other  pen  companies  have  also  made 
more  or  less  extensive  use  of  air  adver- 

tising. Sheaffer's  closest  competitor, 
Parker,  has  also  dipped  into  network 
tv.  Last  season,  they  sponsored  Four 
Star  Playhouse  on  CBS  TV,  alternate 

weeks.  This  fall,  they  will  bankroll 
an  ABC  TV  network  show,  Wyatt 

Earp  (Tuesday,  8:30-9  p.m.).  Theii 
tv  expenditure  is  listed  at  $2,000,000 
in  the  Standard  Advertising  Register 
(out  of  a  total  $3,500,000  budget). 

Paper-Mate,  leader  in  the  ballpoint 
pen  market,  has  a  current  investment 
of  $2,500,000  in  both  network  and 

spot  radio  and  tv.  They  sponsor  Peo- 
ple Are  Funny  on  both  NBC  TV  and 

NBC  Radio.  In  addition  the)  run  a 

year-round  saturation  spot  campaign 
in  major  markets,  which  alone  gets 
about  $1,000,000  of  the  broadcast  al- 

location. Their  total  ad  budget  comes 

to  roughly  $4.5  million,  according  to 

Paper-Mate's  assistant  advertising 
manager.  Robert  B.  McDonald.  (Pa- 

per-Mate's air  success  was  described 

fully  in  SPONSOR,  22  February  1''">I 
page  40). •  •  • 

PROCTER  Cr  GAMBLE  STORY 

{Continued  from   page  2!!  > 

five-a-week  nighttime  strip  when  I)  I  -S 
proposed  it:  nor  was  it  conservative  to 

stay  with  daytime  t\  when  the  "ex- 
perts were  saying  thai  women 

couldn't  watch  t\  and  <lo  their  house- 
work at  the  same  time.  \ml.  he  adds, 

ii  surely  wasn't  "safe"  to  make  (.hen 
blue  or  Drefl   pink. 

No  level  is  free  ol  client  supervision, 

from     copy     through     |   lucti   I 
shows  and  commercials.  But  this  does 

not  mean  that  P&G  people  monkey 

with  the  actual  work  of  production  it- 
self. 

On  the  contrary,  the)  follow  a  strict 

hands  off  policy.  Never,  to,  example, 

will  you  find  a  P&G  representative  tell- 
ing a  -how  director  what  to  do  in  a 

studio,  or  a  P&G  copj  supervisor  arbi- 

trarily rewriting  a  piece  of  copy.  'W  ■ 
never  tell  an  agency  to  do  anything," 
i-  the  way  .i  P&G  man  puts  it. 

Thi-  client  respect  for  the  creative 
responsibilities  and  personalities  of 

agency  people  wins  a  warm  response 
from  everyone  you  talk  to  who  works 

on  Procter  &  Gamble  business.  It  ap- 
pears responsible  in  large  measure  Foi 

the  fierce  loyalty  you  are  likel)  to  en- 
countei  in  ad  bouses.  Few  clients  are 

as  respected  by  the  agency  people  who 
work  for  them. 

Strangely,  ill i>  widespread  admira- 
tion must  be  expressed  in  off-the-record 

conversation.  It  i-  somewhat  surpris- 

ing to  pursue  a  ri<  h  round  oi  i  onfiden- 
tial  interview-  and  to  pick  up  practical- 
K  no  company  dirt.  \nd.  lei  us  admit, 
it  is  also  somewhat  disappointinj 

lion  to  htimlU'  uqt'Hv'u-s:  The  agen- 
cy is  presumed  t<»  be  right,  explains 

\d  Manager  Chase.  This  means  that, 

no  mattei  how  argumentative  the  P&G 

people  get,  no  matter  how  critical  of 

an  agency's  point  of  view,  if  alter  all 
the  client  sharpshooting,  the  agent  \ 

still  insists  on  it-  way,  P&<  will 

in  99-44    L001      of  the  tune. 

I  he  company  -  main  •  on<  ei  n,  say  - 
(  base,  i-  thai  the  agen<  \  ha\  e  a  <  on- 

sistent,  sensible  i  ase,  and  thai  it  1"' 
absolutely  <  om  inced  of  it-  \  alidity . 

Doe-  thi-   mean   that    I'M  .   ien. 

the  traditional  client  prerogative  ol  re- 

jecting agency  recommendations  it  dis- 
likes? <  hase's  answer  is  worthy  of 

study  by  othei  advertisers.  "\\  e  never 
reject  a  recommendation.  We  take  the 

position  that  if  we  rejei  t  a  recommen- 
dation we  reject  the  agency . 

I  oi    P&G    this    me. in-    that    agem  j  - 

for  the 

I0P  tower 

I0P  power 
in 

Milwaukee 

it's 
channel 

Now  under  construction 

by  WTVW  Channel  12  in 
Milwaukee  is  a  Giant 

1105  foot  Tower.  When 

completed  this  structure 

will  be  the  tallest  in  Wis- 

consin and  will  give  Chan- 
nel 12  comparable  cov- 

erage to  any  television 
station  in  the  country.  Yes, 

and  no  converters  are 

needed  for  VHF  Channel 

12   in   Milwaukee. 

316,000  watts 

channel  1 

Represented   Nationally   by 

Edward  Petry  &  Co.,  Inc. 
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Have  You  Been 

In  The  Upper 
Ohio  Valley 
Recently? 
You  wouldn't  know  the  Wheeling  Area 
anymore.  New  plants,  new  homes,  new 
stores  .Hid  buildings  in  fact — the  (Jp- 
pei  Ohio  Vallev  has  become  a  beehive 
oi  activity — truly  the  Ruhr  Valley  of 
\m<  i  [<  a.  <  )n<  e  you  (  he<  k  the  facts  you 
will  learn  thai  the  besl  medium  to  reach 

ihis  fast  growing  market  at  the  lowest 
<osi  pei  thousand  is  W  I  RF-TV.  Within 
its  coverage  area  there  are  397,000  fami 

lies,  consisting  o)  1,399,800  people,  own- 
ing 304,778  television  sets.  The  com- 

bined annua]  spendable  income  is 
{1,980,105,000  oi  an  average  of  $5,631 

pei  household,  > .'i ."> 7  more  than  the  na- tional average. 

\\  I  K  I  I  \  operating  on  <  hannel  7  with 
116,000  watts,  transmitting  NBC  pro- 

as, supplemented  l>\  VB(  1  and  lot  al 
originations,  is  b)  ever)  accepted  stand 
.ird  ol  measuremenl  the  dominant  st.i 

tion  ill  this  an  a.  I  clepulsc,  I  loopei 

and  \RI'»  indicate  its  widespread  popu- 
larity— way  ahead  ol  any  second  station. 

\\  i     would    like    you    to   sec-    these    figures 
and  surest  you  call  any  Hollingber) 
office,  oi  Bob  Ferguson,  VP  and  General 
Managt  r,  Wheeling  1  177. 

Remembei    -things  are  happening  in  the 
I  Ippei   Ohio  Valley,  and  things  will  I). i|. 
pen  ha   you  when  you  see  .  .  . 

WTRF-TV 
Channel    ̂     316,000  Watts 

WHEELING,   W.   VA. 
Equipped  lor  nthvork  color 

point  of  view,  it  allows  for  company 

participation  in  the  actual  formulation 
of  the  dual  presentation.  The  brand 
Mian.  km. umg  that  his  brand  is  getting 

his  own  departments  best  thinking  as 

well  as  his  agency's,  is  most  unlikely 
to  object  very  seriously  to  the  recom- 

mendation so  long  as  it  fits  into  his 

marketing  strategv . 
To  its  operational  advantages,  the 

svslein  adds  the  benefit  of  enabling 

P&G  to  put  its  own  considerable  broad- 
cast experience  and  knowledge  at  the 

disposal  of  its  agencies  and  to  lend  it 

a  helpful  band.  Gail  Smith,  who  su- 
pervises  the  radio  and  tv  departments, 
recalls  the  origin  of  its  top  daytime  tv 
show  as  a  case  in  point. 

Sometime  in  1951,  Roy  Windsor, 

who  heads  up  tv  and  radio  at  Biow- 
Biern-Toigo,  pulled  together  the  idea 
of  Search  For  Tomorrow,  a  daytime 

serial.  The  first  agency  presentation 
was  made  to  Smith  and  Bill  Craig, 

head  of  P&G  television.  P&G  had  just 

had  an  unhappy  experience  with  its 
first  tv  serial.  But  as  a  result  of  ex- 

perience with  the  show,  it  had  gained 

important  knowledge  of  production 

problems  and  costs  involved  in  a  five- 
time-a-week  dramatic  show. 

This  knowledge  was  put  to  work  in 

enriching  the  Biow  presentation,  which 
was  reworked  to  include  the  P&G  ma- 

terial. It  was  the  new  joint  presenta- 
tion that  was  then  submitted  to  the 

brand  group  at  P&G.    It  was  bought. 

Similarly,  you  will  find  the  radio, 
media  and  copy  departments  working 

together  with  the  agency  to  get  propos- 
als to  management  in  shape. 

Despite  the  joint  endeavors,  corn- 
pan  v  spokesmen  repeatedly  stress  that 

the  basic  responsibility  for  the  adver- 
tising of  the  brands  rests  on  the 

agene\ . Even  when  P&C,  is  sludving  a 

iptestion  on  \\<  own  and  has  mad" 
-   e  obsei  \  alions.   il    will   icliaiu   li  oin 

pressuring  the  agencies  to  accept  them. 

It  may,  however,  suggest  to  the  agen- 
i  \  m  the  gentlest  manner  that  research 

in  a  certain  direction  might  be  in- teresting. 

"I  ..i  example.  sa\s  a  I'M  '■  repre- 
sentative,   "we    might    send    a    note    to 

our  agencies  which  would  sav  some- 

thing like  'Have  you  considered  pos- 
sible  <  hanges  in  the  farm  market  dur- 

ing the  past  decade,  involving  such 
matters   as  age,    incomes,    purchasing 

habit-,    and    SO    forth?' 

How  I'M;  gels  the  benefit  of  com- 

bined agencj    thinking  is  revealed   1>\ 

this  description  of  what  happens  to 

the  recommendation  of  an  agency  in 

the   company   line-up. 

Says  the  P&G  man:  "Suppose  we 
are  wondering— to  take  a  hypothetical 
case — whether  to  use  foreign-language 
broadcasting.  We  ask  Agency  A  to 

study  the  matter  thoroughly  and  make 

a  recommendation.  II  \gen<  \  A's  con- 
clusions indicate  that  the  course  being 

billowed  In  a  brand  handled  b\  Vgen- 

cy  B  is  questionable,  that  agency  is 

given  the  benefit  of  Agency  A's  find- 
ings and  asked  to  reexamine  its  own 

recommendations. 

I  he  agene\  studies  go  on  constant- 

ly. They  cover  a  wide  range  of  sub- 
jects like:  Should  we  start  producing 

color  commercials  now?  Are  anthol- 

ogy shows  getting  more-  or  less-pop- 
ular? What  is  the  trend  in  quiz  shows? 

At  times,  it  is  reported,  the  question- 
can  seem  pretty  academic. 

The  careful  attitude  which  seem-  to 

cut  through  the  whole  structure  of 

P&G's  agency  relations  is  one  that  ad- 
men working  on  its  brands  feel  other 

advertisers,  both  large  and  small,  could 

well  try  to  duplicate.  You  don't  have 
to  be  spending  in  the  big  leagues  in 
order  to  get  your  agencj    to  perform 

iMffiifftfiiiii 

Discover  this 
Rich  Market 

„  PPPHBH  Vjp  wiiugjyiiJW  i Covered  Exclusively 

by  KHOL-TY 

•  30%  of  Nebraska's Entire  Farm  Market 

•  128,000   Families 
•  With  a  '/i-billion 

dollars  to  spend 

High  per  capita  income  based  on 
irrigated  farming,  ranching,  light 
industry   and   waterpower. 

For  information,  contact  Al  Mc- 
Phillamy,  Sales  Manager,  or  your 
nearest    MEEKER    representative. 

KHOL-TV 
Holdrege  &   Kearney,  Nebr. 

CBS    •    ABC    •    NBC    •     DUMONT 

80 
SPONSOR 



well,  thej  point  out.  These  are  some 
tips  from  P&G  agenc)   executives: 

First  of  all,  treat  your  agencj  with 

ihe  respect  owing  to  specialists.  1 1 m  \ 
urge.  Make  it  responsible  for  the  wa} 

its  proposals  work  out  in  practice. 

Don't  try  to  force  your  agencj  to  work 
your  waj  when  it  realK  prefers  an- 

other. Above  all.  goes  the  advice,  have 

confidence  in  your  agency.  Kemember 

that  to  do  its  job  well  it  must  In-  prop- 
erly informed.  If  \ou  do  not  divulge 

full  information  to  \our  agency,  it 
cannot  do  its  best  and  \  ou  are  short- 

changing yourself. 

The  thing  to  look  for,  a  P&G  man 

emphasizes,  is  consistency.  For  exam- 
ple, if  a  presentation  has  been  made  to 

you  urging  that  a  certain  show  be 

bought  because  it  allows  for  Integra' 
tion  of  commercial  and  a  succeeding 

presentation  proposes  a  show  on  the 

grounds  that  integration,  which  is  im- 
possible in  this  case,  is  not  important, 

you  might  question  whether  your 
agency  is  really  delivering  as  it  should. 

An  account  man,  reviewing  his  ex- 
perience with  Procter  &  Gamble,  be- 

lieves that  the  basic  P&G  approach  to 
developing  a  campaign  for  a  new 

product  is  universally  applicable. 

•  Client  and  agency  sit  down  to- 

gether and  decide  upon  a'  marketing 
strategy  covering  such  questions  as 

prospects,  price  range,  competition, 
packaging. 
•  The  client  obtains  the  most  com- 

plete product  information  possible 
from  his  own  organization  and  sees  to 

it  that  the  agenc)  is  thoroughly  fa- 
miliar with  all  latest  developments. 

•  Ghent  and  agency  together  devel- 
op the  advertising  claims. 

•  Ghent  and  agenc\  agree  on  an  in- 
troductory plan  to  develop  dealer, 

salesman   and  consumer   interest. 

•  The  agency's  copy  and  media  pro- 
posals are  tested  in  local  markets  while 

distribution  is  being  built. 

•  You  go  national  when  distribution 

allows:  1>\  this  time  the  copy  platform 

and  over-all  ad  approach  are  com- 

pleted. 
P&G,  with  its  impressive  ad  back- 

ground, goes  an  important  step  fur- 
ther in  its  agenc)    relation-. 

Advertising  Manager  Chase  puts  it 

this  way:  "The  continued  strength  of 
our  day-to-day  operation  depends  so 
much  on  successful  advertising  that  it 

is  worth  adding  whatever  dimension 

we  can." 

P&G  ad  structure:  That  added  di- 
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mension  is  evident  in  the  unique  P&G 

ad  department.  aptl\  described  b\  one 

of    their    agenc)     men    as    "a    built-in 
agency."  The  P&G  polic)  is  to  dupli- 

cate the  agencj  structure,  department 
for  department.  The  ad  department 
does  not  duplicate  agenc)  functions, 

P&G  emphasizes;  its  role  is  supple- mental. 

Iliu-.  the  agent  \  account  man  finds 
bis  duplicate  in  the  P&G  brand  man. 
the  tv  head  in  Director  ol  television 

Bill  Craig,  the  radio  head  in  Director 
of  Radio  Bill  Ramsey.  The  agencj  cop) 

head    meets   his  counterpart    in    I'&G- 

I  lirectoi  "I  <  opj  I'..  II.  Lotspeit  h,  and 
the  art  directoi  in  Direi  tor  ol  \it  ( ■< -i  - 
hart.     Vgen<  5    time  and  space  buj ei - 

are  paralleled  bj   P&G  Duct   I  Me 
ilia  Paul  llutli  and  his  staff.  Vnd 

agent  \  administrators  find  their  cor- 
responding level-  in  \.  Y  Halverstadt, 

P&G's  Manager  of  the  \dvertising 
Production  Di\i-ion.  and  hi-  \--...  iate 

Manager.  Gail  Smith. 
Contact     i-    maintained    on    a    day-to- 

ila\  basis  on  all  these  levels  with  the 

agencies.  \t  the  beginning  tlii-  can  be 
confusing  to  the  ad  house,  but  it  soon 

learns  the  sense  «>f  it.    As  a  soap  ex- 

Opening  ceremonies  dedicating  expanded  facilities  at  the  High 
Point  Furniture  Building-  ...  in  the  heart  of  WSJS-TV  coverage 
.  .  .  where  the  world's  greatest  concentration  of  furniture  manu- 

facturing boosts  the  big  buying  power  of  the  dynamic  WSJS-TV 
market.    ■ 

WSJS 
WINSTON-SALEM,  N.  C. 

For   North   Carolina's 

GDLDEN  TRIANGLE 

GREENSBORO 

/  /         f I  I  1 

\  V  V  -  HIGH   POINT. - 

"The   Golden   Triangle  Station"    — — .  .      T1Z"Z  7_f -dley"'ed_Rep' 
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There's  Real 
Sales  Potential 

Here/ 

# 

fr 

billion   dollar   market! 

all  or  part  of  12  counties  and 
over  100  communities — 23  towns 

over  5,000  population — 77  towns 
over  1,000  population. 

# 

Rockford  alone  is  31%  ABOVE 
NATIONAL  AVERAGE  on  per 
capita  income  and  20%  ABOVE 
NATIONAL  AVERAGE  on  per 
family  income.  Rockford  is  the 
second  largest  machine  tool  man- 

ufacturing city  in  the  U.  S. 

The  44,637  farm   households  in 
this  rich  area  have  an  average  in- 

come   of     TWICE     Till      A  / 
l/"\  1/     11  l  R  IG1 

WREX-TV  Rockford,  Illinois,  the  7-city 
station  dominates  this  tremendous 

market  with  58  top  <  BS  ll',C  network 
shows. 

CBS   ABC 
AFFILIATIONS 

WREX-TV  channel  13 
ROCKFORD.    ILLINOIS 

J.  M.  Baisch,  General  Mgr. 

represented  by  H-R  TELEVISION,  INC. 

pert  puis  it:  "At  P&G  administrative 
lines  are  finely  drawn;  you  always 

know  precisely  who  does  what." 
Although  the  various  sections  are 

clearly  defined  on  paper,  there  are  no 
fixed  lines  of  separation  in  practice. 

P&G's  whole  program  of  personnel  de- 
velopment is  geared  to  the  concept  of 

the  rounded  personality  who  is  ground- 
ed in  all  aspects  of  brand  promotion. 

You  find  such  a  cross-fertilization  of 
ideas  between  men  who  are  formally 

supposed  to  be  in  quite  different  de- 
partments when  you  observe  them  in 

Cincinnati,  that  you  wonder  whether 
departmental  divisions  are  firm  at  all. 

For  example,  you  are  likely  to  find  a 
media  man  generously  handing  out 

copy  notions,  or  an  art  man  critically 
holding  forth  on  the  value  of  a  network 

time  slot.  "We  don't  give  a  darn  where 

an  idea  comes  from,  if  it's  a  good 
idea,"  a  P&G  spokesman  explains. 

This  is  one  of  the  reasons  why  peo- 
ple who  have  dealt  with  the  company 

for  years  regard  P&G  as  "a  thing  apart 
in  the  business  world,"  as  one  admir- 

ing broadcaster  puts  it. 

Says  a  former  employee:  "P&G  is  a 
democracy  run  on  pure  logic.  It  is  a 

self-perpetuating  management  that  will 
always  do  well.  You  rise  there  on 

merit  only,  not  on  relationship." 
What  is  true  of  the  ad  department, 

which  has  now  grown  to  over  100  peo- 
ple, is  true  of  management  as  a  whole. 

The  American  Institute  of  Manage- 
ment comments  that  the  P&G  manage- 

ment is  "entirely  free  of  nepotism," 
and  declares:  "Based  upon  compara- 

tive management  audits  of  approxi- 
mately three  thousand  corporations, 

periodically  survesed  1>\  the  American 
Institute  of  Management,  Procter  & 

Gamble  emerges  as  one  of  America's 
truly  exemplary  industrial  manage- 

ments." 

I'M  ,  -  method*  ol  handling  il-  agen- 
cies are  but  reflections  of  its  internal 

personnel  attitude,  which  is  aimed  at 
producing  responsible  executives  from 

within.  A  I'&G  representative  states: 

"Our  policy  is  to  give  our  young  fel- 
I  <  >  \\  -  llie  ball  and  let  them  run  with  it. 
I  lie  mils  ua\  to  leach  a  \  ouni:  man 

responsibility  is  to  lei  him  grow  into  it 

bj  practicing  it.  I  nless  we  conscious- 
l\  try  to  develop  the  initiative  and  re- 

sponsibility of  the  young  men.  the  ex- 
ecutives,  w  ho  i  an  onl\  gel  older,  w  ill 
have  no  one  to  replace  them.  Unless 
we  allow  able  new  executixe-  to  de- 

velop and  rise,  a-  a  coinpan\  we're 

dead." 

P&G  Productions:  The  policy  is  il- 

lustrated in  the  way  Procter  &  Gamble 
Productions.  Inc.  works.  This  is  a 

subsidiary  corporation  set  up  as  a 

separate  legal  entity  to  handle  the  show 
side  of  radio  and  tv.  It  buys  and  sells 

shows,  hires  talent,  signs  contracts,  ne- 
gotiates with  producers  and  agents,  as 

any  production  outfit  might.  It  is 
headed  by  A.  N.  Halverstadt ;  under 
him  as  associate  manager  is  Gail 

Smith.  Radio  is  headed  by  Bill  Ram- 
sey, who  has  two  assistants;  tv  by  Bill 

Craig,  who  has  four. 

Ramsey  and  Craig  have  over-all  re- 

sponsibility for  the  shows;  the  assis- 

tant is  the  "P&G  man"  directly  as- 
signed to  specific  programs.  The  P&G 

Production  man  has  a  busy  supervisory 

life.  He  is  sole  contact  between  agency 

and  P&G  on  show  questions.  He  checks 
budgets  to  see  that  the  agency  stays 

within  its  promised  expenditures.  He 
reviews  scripts,  watches  shows,  checks 

casting,  keeps  an  eye  on  quality  of 
production.  He  meets  with  the  agency 

supervisory  groups  once  a  month,  but 
visits  the  agency  at  least  every  other 
week  on  a  more  informal  basis. 

To  the  agency  the  P&G  man  repre- 
sents a  sympathetic  ear,  a  client  who 

EVANSVILLE    INDIANA 
WISE 
BUYERS 

CHOOSE 

SALES  WITH    SHOWMANSHIP 

HIGH  NOON  RANCH 
Mon.  thru  Fri. — 1 1 :45  to  12:15 

Featuring  Doug  Oldham  .m<l  the 
Dixie     Six,     Jeannie     Lamb     and 
i  lysses  <  .ii luii  the  n>|>s  in  "live local"   programming, 

PARTICIPATIONS  AVAILABLE 

Represented    by 

MEEKER  TV,  INC.  —  ADAM  YOUNG 
ST.    LOUIS 

CHANNEL 
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understands  a  lot  about  what  »oes  into 

shows.  To  P&G  he  represents  an  in- 
formed means  of  keeping  its  shows  at 

top  level  all  the  time.  He  symbolizes 

the  policy  enunciated  by  Ad  Manager 

Chase:  "We  try  to  be  an  informed  bin  - 
er  of  goods  and  services.  To  be  such 
you  have  to  know  something  about 

what  you  are  buying." 
It  is  a  lot  of  responsibility  which  is 

handed  the  P&G  Productions  man.  An 

agency  producer  supplies  an  illuminat- 
ing description  of  a  typical  script  con- 

ference on  a  da\  time  serial  between 

client  and  agency.  These  meetings  are 

held  once  or  twice  yearly  to  take  up 
a  basic  story  sequence  just  developed 

by  the  writer  for  what  may  be  a  six- 
to-nine-month  run.  Present  will  be  the 

writer,  possibly  the  director,  the  pro- 
ducer and  whoever  may  be  directly 

above  him  in  the  tv  department,  and 
for  the  client,  tv  head  Bill  Craig  and 
the  assistant  assigned  to  the  show. 

"As  the  meeting  progresses,"  says 
the  producer,  "you  notice  that  the 
young  P&G  Production  guy  is  doing 
all  the  talking  for  P&G.  He  is  asking 

all  the  questions.  Craig  sits  back  quiet- 
1\ .  says  very  little.  The  young  fellow 

is    actually    shouldering   the    responsi- 

bility. Occasionally,  he  will  turn  to 
Craig  when  he  is  unsure  of  something, 
and  Craij:  nun  toss  in  a  question  to 

cover  a  point  the  other  may  have  neg- 
lected. Of  course,  you  know  that  Craig 

is  keeping  a  watchful  eye  on  things,  but 

it's  clear  that  ball  is  in  the  \ounj:er 

guy's  hands  to  run  with." The  P&G  concern  with  the  human 

element  sometimes  upsets  departmen- 
tal lines.  For  example,  when  the  ra- 
dio serials  Br i filter  Day  and  Road  of 

Life  were  adapted  for  tv  the  question 
came  up  of  who  should  be  assigned  to 
them  for  P&G  Productions.  The  deci- 

sion was  made  to  put  the  man  handling 
them  for  the  radio  department  in 

charge,  on  the  grounds  that  he  had  al- 
ready developed  a  smooth  working  re- 

lationship  with  the  agency,  producer, 
director  and  writer. 

So  we  find  Ramsey's  assistant  han- 
dling two  tv  shows  which  >till  remain 

Craig's  ultimate  responsibility . 

The  I'AC  Club:  The  young  P&G'er 
knows  that  lie  has  a  future  with  the 

company.  President  Neil  McElroy 
came  out  of  the  ad  ranks.  Executive 

v.p.  Howard  Morgens  was  recently  ad- 
vertising manager.   That  the  P&G  com- 

bination of  opportunity  and  B6I  uritv 
has  altra<  tions  is  c\  idenced  In  the  low 
turn-over  of  personnel. 

( ><  casionally,  a  P&G  ad  man  does 
leave  ii  maj  be  dissatisfa<  tion  w ith 

Cincinnati,  the  promise  "I  New  imk. 
a  desire  to  do  something  else,  "i  per- 

haps failure  to  live  up  to  P&G's  ex- acting  standards. 

Since  so  main  of  P&G's  men  have 
lived  their  whole  business  life,  or  a 

substantial  part  of  it  with  the  company, 

the)  ma)  have  difficult)  adjusting  to 

the  outside  world.  "The)  miss  it-  i  on- 
tinuiiv  and  democracy,"  a  Former  em- 

ployee says. M.oiit  L5  to  20  P&G  expatriate;, 

meet  regular])  for  lunch  in  New  V>rk 
in  an  informal  P&G  Club.  Their  remi- 
iii-erine-.  and  go  — ip  are  shared  in  a 
eolorful  restaurant  on  Park  \ venue  di- 

rectly across  the  street  from  Lever 
Bros.  Their  P&G  schooling  has  taken 

the  place  of  the  old  school  tie. 

Thv  limits  of  logic:  Like  the  time- 

buyer  who  must  he  able  to  justifj  hi- 
purchase  to  the  media  department,  the 

ex-palliate   will  express   his  admiration 

for  P&G's  great  broadcasting  knowl- 
edge.    The   eomp.mv      he    Will    tell    \.M1. 

Strong  pull **    •  •  •  keeps  viewers  tuned  to 

^KMJTV 
FRESNO,  CALIFORNIA  .  CHANNEL  24 

NBC  affiliate 

«-*jj^   the  San  Joaquin  Valley's FIRST  TV  station  in  . . . 

POWER 

RECEPTION 

RATINGS 

COLOR 

now  447,000  watts. 

Pacific  Coast  Measurement  Bureau 

Survey  (Oct.  '54)  shows  KMJ-TV  re- 
ception "must  satisfactory"  in  ai 

KMJ-TV  carries  24  out  of  the  35  top- 
rated  nighttime  programs  in  the 

Fresno  area  (ARB  report,  March  '55). 
KMJ-TV  was  the  first  local  station 

equipped  to  transmit  network  color 
shows  and  has  presented  them  on  a 

regularly  scheduled  basis. 
Paul  H.  Raymer,  National  Representative 
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time  for 

DAYLIGHT  SAYING 
in 

SOUTHERN  CALIFORNIA 

you  have  to  get  up  prit-tee  early  theie 

days,  what  with  DAYLIGHT  SAVING 

and  all  .  .  .  but  you  still  can't  beat  the 

SAVING,  daytime  that  is,  your  client 

will  make  when  they  buy  DAYTIME 

TV  on  KRCA  at  these  cost  per  1000 

strip  prices: 

7-8  A.M.      weekdays 

10-sec   19c 

20-sec   37c 

8-9  A.M.     weekdays 

10-sec   24c 

20-sec   49c 

9-12  N.       weekdays 

10-sec   12c 

20-sec   24c 

12-6  P.M.    weekdays 

10-sec   22c 

20-sec   43c 

don't  let  the  sun  set  on  these  prices, 

be  an  early  bargain  bird  and  check 

now  for  details  with  .  .  . 

MfvA"T'     Los  Angeles 

NBC  SPOT  SALES 

has  done  its  utmost  to  eliminate  error 

and  uncertaintv  from  the  sales  depart- 
ment to  the  media  department.  And 

its  remarkable  career  indicates  that  the 

thoroughness  and  conservativeness  for 
which  it  is  noted  have  paid  off. 

Still,  despite  the  facade  of  logic  it 

like:-  to  present  to  the  public,  P&G  can- 

not get  away  in  the  end  from  the  im- 
measurables  of  judgment,  imagination 

and  taste.  Those  working  in  the  pro- 

gram area  are  definitely  concerned 
with  the  character  and  suitability  of 

shows.  The  public  relations  division  is 

on  top  of  all  scripts  to  see  that  nothing 

creeps  in  that  might  hurt  the  com- 

pany's reputation. 
Even  the  brand  men  are  reported  to 

be  swayed  by  emotional  tides  that  may 

run  into  direct  conflict  with  carefully 

worked  out  media  proposals.  Brand 

men  in  charge  of  the  big  P&G  sellers, 

for  example,  are  concerned  often,  as 
other  advertisers,  with  the  prestige 

character  of  the  shows  they  sponsor. 

Finally,  when  the  charts  have  all 

been  analyzed,  the  facts  annotated,  and 

the  slide  rules  put  away,  must  not  the 

deciding  factor  in  a  show  choice  be 

somebody  "s  judgment?  Sooner  or 

later  you  come  down  to  "in  my  opin- 
ion," whether  you  are  the  agency  men 

trying  to  convince  the  tv  department 
to  buy  a  new  show,  or  whether  you  are 
the  P&G  tv,  media  and  brand  people 

Irving  to  decide  whether  it  looks  like  a 
winner. 

It  was  not  prescience,  but  the  hard 

road  of  experience  on  which  P&G  built 
its  radio  serial  d\  nasty.  Its  earl\  t\ 

years  have  been  marked  as  much  b\  t\ 
failures  as  successes,  even  though  the 
media  department  has  the  reputation 
of  being  able  to  predict  show  ratings 
with  fair  accurac) . 

While  il  ma)  be  true  that  P&G  IS 
more  numbers  and  facts  conscious  than 

many  other  advertisers,  il  is  like  the 
larger  national  democrac)  to  w  uich  ii 
is  so  well  adapted  in  that  decisions  are 

actually  the  result  <>f  ili<-  rubbing  to- 
gether    of    diverse    pressures. 

Il  i-  l\  pical  of  the  companv .  and 

serves  to  symbolize  it*  abilit)  to  Fuse 
logic  and  feeling  into  a  harmonious 
union  that  the  administrator  who  is 

one  nl  the  most  vehemenl  advocates  of 

strict  adherence  to  ratings  and  cost- 
per- 1 ,000  anal)  ses  still  w  i  ites  popular 
songs  mi  the  side.  In  some  vague  wav 

il  i-  reassuring  to  train  thai  he  -tailed 

..hi  as  .i  disk  jocke) .  *  *  * 

LOCAL  RADIOS  STRENGTH 
[Continued  from  page    II  I 

New  York  State  retail  stores,  puts  il 

this  way:  "We  are  sold  on  radio  be- 
cause  radio  has  sold  for  u>.  It  cannot 
be  claimed  as  mere  coincidence  that  as 

our  radio  budget  has  expanded,  so  has 
our  business.  We  helieve  that  the  most 

effective  advertising  we  can  do  in  ra- 
dio is  spot  advertising  with  a  satura- 
tion schedule.  We  believe  that  such  a 

schedule  will  produce  more  customers 
for  less  cost  per  dollar  than  anv  other 
media  which  can  be  used  to  produce 

large  volume.  W  e  like  the  low  produc- 
tion costs  and  the  high  degree  of  flexi- 

l'ilitv  that  radio  spot  advertising  gives 

us." 

He  backed  up  this  statement  with  a 
radio  budget  of  $20,400  in  1954,  over 
W  HOW  .  which  reaches  the  advertisers 

entire  Albanv-Trov  -Schenectady  audi- 
ence. 

Some  time  ago  this  advertiser 

changed  from  an  early-morning  musi- 

cal program  to  a  90-a-week  announce- 
ment schedule  on  WROW,  to  reach  po- 

tential customers  around  the  clock. 

Says  Fineberg:  "We  have  experienced excellent  results  on  special  promotions 

such    as    anniversary    sales    and    most 

3 rd  TV  MARKET —  IN  — 

Georgia-Alabama    Area 

182,127 
TV  Homes  as  of  JULY  1st 

(Television    Magazine    &     RETMA) 
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particularly  store  openings.  Advertis- 
ing campaigns  which  concentrated 

more  than  half  of  the  total  advertising 
hudget  on  radio  produced  unhelie\al>l\ 
large  crowds  of  5.000  to  8,000  people 
to  attend  evening  store  openings  whin 
we  opened  a  new  store  in  a  commiinih  . 

Also,  we've  experienced  a  growth  of 
trading  area  business  which  cannot  be 
accounted  for  through  the  use  of  other 

media."' Standard  Furniture  Co.  computes  its 
radio  budget  at  1.4%  of  sales,  and 

finds  that  radio  "gets  into  potential 
customers  homes  more  successfulh  at 

a  more  economical  dollar  than  through 

any  other  media."  Adds  Fineberg, 
'"The  radio  message,  properly  done, 
can  carry  conviction  that  is  lacking 

through  other  media." 

His  proof  of  radio's  sales  impact  is 
the  fact  that  his  business  has  increased 

seven  and  a  half  times  since  1()1">. 
when  he  began  using  radio  more  heav- 

ily than  in  the  previous  nine  years  of 

the  store's  existence.  Ten  years  ago, 
Standard  Furniture  Co.  had  one  store; 

today  it  is  a  chain  of  four  stores  and 
an  outlet  store.  It  has  become  the  sec- 

ond largest  furniture  operation  in  its 
own  area  and  the  third  in  New  York 

State  outside  of  the  Metropolitan  area. 

3.  Automotive:  Gardner  Buick,  Mil- 
waukee, Wis.,  with  announcement 

schedules  over  WEMP,  Milwaukee. 
Wis. 

"Big  Bill"  Gardner  went  into  busi- 
ness as  a  Buick  dealer  in  Milwaukee 

two  years  ago  January.  In  Januan 

1954  he  began  putting  75' ;  of  his  ad- 
vertising budget  into  minute  announce- 

ments over  WEMP,  Milwaukee.  Three 

months  later,  he  was  the  biggest  Buick 
dealer  in  the  entire  state,  for  new  and 
used  car  sales.  Toda\  Gardner  sells 

more  new  and  used  cars  than  an) 
Buick  dealer  ever  sold  in  the  state. 

His  monthly  sales  are  over  300  cars. 

Gardner's  idea  was  to  build  a  radio 
personality  readily  identifiable  with  his 
business.  With  the  station,  he  dreamed 

up  a  character.  '"Big  Bill"  Gardner, 
acted  by  one  announcer  who  tran- 

scribed all  the  Gardner  commercials. 

"Big  Bill"  sounds  like  a  cow  box  on  the 

air,  and  it's  no  small  herd  of  Buick-  he 
disposes  of  monthly  as  a  result. 

Both  Gardner  and  the  W  EMP  man- 

agement feel  that  this  Buick's  dealer's success  with  radio  has  been  the  most 

spectacular  growth  of  a  new  business 

as  a  result  of  advertising  in  one  me- 
dium only. 

I.  Department,  dru  goods  •tores: 

Linn  \  Scruggs  Department  Store,  De- 

catur, III.,  with  a  dailj  woman's  pro- 
gram on  WDZ.  Dcvatur.  III. 

Traditionally,  department  -lures  are 
newspaper  advertisers.  In  fact,  depart- 

ment stores  have  been  among  the  mosl 
reluctant  to  try  the  air.  Linn  & 

Scruggs,  too,  puts  81.2'  |  oi  it-  budget 
into  new  spa  pei  -.  I  he  remaining 
18.8%  however,  are  in  radio,  specifi- 

cally, the)   pay  for  Something  to  Talk 
About.  M   la)  through  Frida)   11:00- 
11:15  a.m.  over  WDZ.  Decatur. 

Linn  &  Scruggs  has  sponsored   Nan 

•  \  Norman's  fashion,  household  and 
beaut)  him  show  i  onsistentl)  -ii n 
Man  h  L950.  I.  I!.  Holl  president  ol 

the  department  store,  -a\-:  "tangible." 
Says  he:  "We  find  that  shoes  lingerie, 
hosiei  \ .  foundal  ions  and  infants  weai 

produ  e  the  mosl  tangible  retui  as." 
\nd.  he  add-.  '".  .  .  We  renewed  oui 

<  ontra<  t,  which  would  indi<  ate  that  we 

telt  it  was  l'i  inging  us  business." 
Merc  show  Something  to  lull.    Ibout 

sell-  for  I  .inn  &  S  i  uggs : 

I   ii  -t  "I  all,  the  m."  ..  Naii"  J    \""i  man. 

integrates  all  i  ommercials  into  the  pro- 
gram.   This  i-  a  natural  development, 

How  to  Win  Certain 
SALES  GAINS  on  RADIO 

Sales  produced  1>\  a  planned  saturation  on  k\l  'i  Huh..  'i  l!-~i 
have  never  failed  t"  -Imu  outstanding  ̂ .un-.  Read  what  Mr.  Dav< 
LeFebvre,  I  it\  Passengei  Vgenl  fur  tin-  I  nion  Pacifii  Kailroad 
has  i"  Baj  : 

"I  am  pleased  to  report  that  we  had  a  20°o  increase.  There  were 
many  new  faces  in  the  office  who  stated  they  had  listened  to  our 

advertising  on  KXLY. 

Naturally,  it  cannot  be  assumed  that  this  increase  was  due  only 

to  this  advertising,  but  I  will  go  on  record  in  stating  that  it  cer- 

tainly caused  part  of  the  increase. 

If  such  occasion  arises  I  would  gladly  extend  my  support  or  endorse- 

ment to  substantiate  the  effectiveness  of  frequent  radio  broad- 

casting." 

KXLY  Radio 
920  ON  THE  DIAL  —  5000  W    -CBS 

W.  315  Spraguc  —  Spokane,  Washington 

RICHARD  E.  JONES  —  Vice  Pres.  &  Gen.  Mgr. 

Representatives 

AVERY-KNODEL,  NATIONALLY  except 

MOORE  &  LUND  in  SEATTLE  and  PORTLAND 
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Kids  Buy  Big  in 
the  Caroiinas 

"Kids'  Korral,"  began  as  a  30- 
minute  Monday  through  Friday  par- 

ticipating show,  5:00-5:30  P.M., 
with  the  birth  of  WFBC-TV  in 

January,  1954.  It  has  sold  thou- 
sands of  dollars  worth  of  meats, 

bread,  ice  cream,  candy,  apparel 

and  toys  to  thousands  of  kids  'and 
their  mamas)  in  S.  C,  N.  C,  Ca. 

and  Tenn.  Weekly  drawing  for 

prizes  gave  a  soft  drink  an  average 

of  1,000  entries  per  week  with 

reply  cards  attached  to  6-bottle 
cartons!  Emcee  Johnny  Wright 

got  more  than  1 -million  votes  at 

1c  each  to  win  "Most  Beautiful 

Man"  contest  in  recent  March  of 
Dimes.  Advertisers  may  sample 

studio  audience  with  product  if 
desired. 

For  availabilities  on  "Kids'  Kor- 

ral," write  the  Station  or  WEED. 

Channel  4 

WFBC-TV 
Greenville,  S.  C. 

NBC  NETWORK 

Represented  Nationally  By 

WEED  TELEVISION  CORP. 

since  the  editorial  content,  as  in  wom- 

en's magazines,  concentrates  upon  tips 
and  helpful  hints  that  can  be  of  a  cate- 

gory suitable  to  the  commercial.  The 

advertiser's  main  aim  is  to  sell  specific 
items  of  merchandise.  He  feels  that  in 

so  doing,  he  is  also  promoting  store 

traffic.  After  all,  who's  ever  seen  a 
woman  walk  into  a  department  store, 

go  to  one  department  and  one  depart- 
ment only,  make  her  purchase  and 

leave  without  looking  right  or  left? 

Secondly,  the  store  felt  that  its  very 

sponsorship  of  the  radio  program  is  a 
form  of  institutional  advertising  for 

the  store;  the  department  store  is  the 
implied  source  of  the  helpful  tips,  all 

of  which  necessarily  revolve  around 

categories  of  products  that  can  be 

bought  at  a  department  store. 
Buyers  of  individual  departments  in 

the  store  are  frequently  interviewed  on 

******** 

"The  pay-television  promoters  attack 
present  free  tv  programing  with  the 
statement  that  it  is  not  in  fact  free  be- 

cause it  is  paid  for  by  advertisements 
reflected  in  the  prices  of  the  products. 
This  argument  is  as  absurd  as  contend- 

ing that  purchases  of  automobiles  and 
clothing  subsidize  the  press  and  that, 
were  there  no  press,  automobiles  and 
clothing  would  cost  the  consumer  less. 
Of  course,  it  is  elementary  economics 
that  advertising  produces  increased 
sales  which  in  turn  make  possible  in- 

creased production,  lower  costs  and 
lower  prices  to  the  consumer.  More- 

over, the  lower  prices  are  enjoyed  by 
all  buyers — those  who  do  not  own  re- 

ceiving sets  as  well  as  those  who  do." 
DAVID  SARNOFF 

Chairman  of  the  Hoard 
NBC. 

**.****** 

the  show  hv  Nancy  Norman.  All  of 
them  arc  enthusiastic  about  the  results 

the  program  h;'.s  produced. 

Marge  Montgomery,  buyer  of  la- 

dies' accessories,  cites  several  direct  re- 
sults of  radio  commercials,  including 

the  following : 

"On  12  January,  one  gross  of  pink 

pearls,  just  arrived,  were  5old  follow- 
in-  an  announcement  on  the  program. 
No  other  advertising. 

"In  May.  five  gross  of  imported 
straw  handbags  selling  for  $1,  were 
sold  From  tw<>  radio  shows.  These  were 
nevei  ad^  ei  tised  in  the  paper. 

s.i\»  Dick  Rodgers,  buyer  in  the 

men's  department : 

"On  12  Januar) .  Bold  out  complete- 
K  <>n  a  stock  ol  new  Phoenix  stretch 

In >-«■  a~  a  direct  result  of  tlie  radio  ad- vertising 

Leone  Misc.  wIki  1  > i j \.  —  in  the  infants' 

department,  had  more  than  -i\  specific 
results,  including  the  following: 

"On  23  June,  out  of  four  dozen 
handmade  diaper  shirts,  most  were 
sold  the  same  day  as  a  result  of  the 

program.   No  other  advertising." Examples  of  such  sales  results  are 
too  numerous  to  quote,  but  Holt  feels 

that  a  record  of  consistent  five-year 
sponsorship  of  the  radio  program  and 
a  52-week  contract  for  the  sixth  year 
are  proof  of  the  pudding. 

S.  Financial:  Shelby  Street  Federal 

Savings  and  Loan  Association,  with 
announcements  over  WFBM.  Indian- 

apolis, Ind. 
The  Slielb)  Street  bank  first  tried 

radio  in  April  1951  with  a  $6,000  bud- 
get. Though  reluctant  to  use  radio, 

Shelby  Street  felt  the  need  because  it 

has  16  competitors  in  the  market.  The 

advertiser's  aim  was  to  sell  the  entire 
family  on  the  services  of  Shelby  Street. 
However,  the  amount  of  dividends  was 
never  mentioned. 

During  the  first  year,  the  bank  ran 
a  total  of  six  announcements  per  week, 
one-minute  and  20-seconds,  morning, 
noon  and  in  the  evening. 

In  less  than  five  years  of  continu- 
ously increased  radio  advertising.  Shel- 

Box  141  -  Spokane,  Wash. 
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by  Street  Federal  Savings  and  Loan 
Association  has  more  than  doubled  its 

office  space  and  the  number  of  em- 
ployees.  Currently,  the  bank  is  engaged 

in  an  expansion  program  which  will 

mean  purchase  of  an  adjoining  build- 
ing. 

In  1955,  the  advertiser  will  continue 

using  only  WFBM  in  Indianapolis,  1ml 

will  run  20  announcements  weekly. 

Here's  how  deposits  and  advertising 
have  stacked  up  during  the  first  five 

years: 

At  the  close  of  the  first  year  on 
WFBM,  Shelby  Street  savings  accounts 
were  up  by  $360,289.37,  an  increase 

of  10f/r.  The  second  year— $841,148.35 
increase  in  savings  accounts,  or  21% 

up.  The  third  year— $1,072,343.12  in- 
crease in  savings  accounts,  or  23%  up. 

The  fourth  year— $1,418,337.98  in- 
crease in  savings  accounts,  or  24%  up. 

These  results  came  about  at  a  cost 

of  less  than  $10,000  a  year  in  radio 
advertising. 

6.  Amusements:  Super  Music  Enter- 
prises, with  d.j.  programing  on 

\\  YVDC,  Washington,  D.  C. 
The  two  Feld  brothers  besan  adver- 

tising their  record  business  as  a  side 
business  to  their  lunch  counter,  and 

tlir\  invested  S7.~>  to  promote  it  on  a 
20-minute  segment  of  a  WWDC  d.j. 

show,  fhe  show  paid  off.  Toda)  Irv- 
ing and  Israel  Feld  own  four  Supei 

Music  record  stores,  selling  40' ",  of  all 
records  in  the  market,  are  big  theatri- 

cal impressarios  sponsoring  all  types 

of  major  theatrical  and  musical  pro- 
ductions, use  the  record  shops  as  ti<  kel 

agencies  for  their  promotions,  and  re- 
corded a  net  profit  of  half  a  million 

dollars  last  year  when  they  succi  — 

full)  reopened  the  Carter  Barron  open- 
air  amphitheater  for  12  weeks  of  en- 
tertainment. 

Some  65'  i  of  the  firm's  total  ad 
budget  today  goes  back  into  radio.  On 
WWDC  the  Feld  brothers  buy  eight 

hours  weekly  of  d.j.  programing,  plus 
72  announcements  each  week.  The  pop 

records  played  on  the  d.j.  shows  are  in 

stock  at  Super  Music,  and  the  d.j.  men- 
tions where  they  can  be  bought.  Super 

Music  also  encourages  interviews  with 
entertainment  figures  who  the  brothers 

bring  to  \\  ashington  for  firm-spon- 
sored appearances. 

Today,  Super  Music  is  a  S2  million 

a  j  car  operation. 

7.  Miscellaneous:  John  \\ .  Black, 

with  annou   ments  ovei  K 1  )K  \  Pitts- burgh. 

I  asl  year,  John  \\ .  Black  decided  to 
promote  a  new  use  for  rayon  viscose 
<loth.  previousl)  used  strictlj  toi 

i  leaning  opti<  al  and  prei  ision  instru- 
ments :  tea  towels. 

Saj  a  Black :  "I  hit  Mi.  I  ebanon,  a 
Pittsburgh  Buburb  with  direct  mail 

pi©  es,  and  got  quite  a  few  orders  at 

13  a  dozen,  but  since  I've  been  on  ra- 
dio, I  \e  had  four  times  as  many  or- 
ders from  the  same  area  even  though 

the  price  i-  now  SI  a  dozen  higher.  I 
went  into  this  uitd  the  idea  that  it  was 

a  gamble.  So  far  as  I  m  concerned 

now.  gambling  on  radio  is  preth  near- 

ly  helling  on  a  sure  thing." 
Black  first  took  to  radio  as  the  re- 

sult of  a  talk  with  a  KDk\  salesman 

who  sold  him  a  flOO-weeklj  announce- 
ment schedule,  and  who  suggested  a 

S  la-dozen  price  for  the  towels.  \\  ith- 
in  the  first  week,  the  towels  netted 

1500  worth  of  orders.  By  the  third 

week.  Black  was  getting  $1,700  in  or- 

ders al  a  $300  week!}  radio  cost 
In  December.  Black  bought  time  on 

eight  radio  stations  in  other  markets 

and  doubled  his  KDK  \  schedule.  *** 

Slorer    Broodcottmg    Company 

Represented  Nationally 

by  KATZ 
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Finding  those  rich  Southwestern  Penn- 

sylvania markets  hard  to  sell?  It's 
child's  play  with  WJAC-TV.  Power- 

ful WJAC-TV  boxes  in  Johnstown, 

Pittsburgh,  Altoona  and  everything  in 

between.    Hooper  rates  WJAC-TV: 

FIRST    in    Johnstown 

(a  2-station   market) 

SECOND    in    Pittsburgh 

(a  3-station   market) 

FIRST  in   Altoona 

(a  2-station  market) 

You'll  corner  the  market  with  the  one 
buy  that  covers  three   .   .   . 

Ask    your    KATZ    m.in    for    full    details! 

PIONEER  TIMEBUYERS'  TIPS 
I  Continued  from  page  35) 

time's  as  valuable  as  yours.  And  re- 
member, you  need  them  even  more 

than  they  need  you. 

3.  Develop  reps'  confidence  in  you. 
Be  honest  with  them  about  your  plans 

and  budget  in  a  particular  market  and 

your  campaign  aims.  The  more  honest 
you  are  with  the  rep,  the  more  he  can 
help  you. 

Beth  Black,  director  of  radio-tv  time- 

bin  ing,  Harry  B.  Cohen,  remembers 
her  first  radio  convention  in  1935, 

when  she  says  she  and  seven  others 
were  the  entire  agency  contingent: 
Fred  Gamble.  Hubbell  Robinson,  Jack 

Latham,  Ned  Midgeley,  Bob  Howard, 
Charlie  Gannon,  and  John  Benson. 

"The  most  outstanding  difference 
between  then  and  now  is  the  immense 

growth  of  the  industry,"  she  told  SPON- 
SOR. "That  difference  in  size  in  some 

ways  made  it  a  very  different  busi- 
ness," she  noted. 

At  that  time,  she  added,  you  couldn't 
buy  minutes  or  use  e.t.'s  on  network. 

"There  were  far  fewer  stations,  of 

course,"  Beth  said,  "Far  fewer." 
Each  buyer  had  a  far  more  comprehen- 

sive knowledge  of  available  facilities, 
and  at  his  or  her  fingertips.  Now 

there's  need  for  all  the  extra  research 
available  to  buyers.  In  those  days,  in- 

dependents, for  example,  were  just  be- 
ginning to  be  a  factor,  particularly 

because  of  the  success  of  WNEW  in 
New  York. 

"During  the  war  the  picture  changed 
again.  Because  of  the  print  shortage, 

more  money  went  into  radio,  and  ra- 

dio became  harder  to  buy." 
Taking  into  account  the  changed  cli- 

mate in  the  broadcast  industry,  Beth 

has  these  suggestions  to  make  to  time- 
bin  ers  in  1955: 

1.  Become  more  familiar  with  pro- 

graming of  individual  stations.  It's  not 
a  buyer's  fault,  she  feels,  if  they're  not 
as  acquainted  with  station  programing 

as  theii  |>rrdecrssors  were,  because  of 
llie  growth  of  radio  and  the  addition  of 

t\.  However,  adds  Beth,  there's  so much  research  available  aboul  station 

programing,  thai  the  buyer  can  and 
should  find  out  before  making  any 

i  hoiees  in  a  particular  market. 

2.  Realize  that  ratings  are  just  a 

tool,  and  don't  overemphasize  them. 
Qualitative  audience  analysis,  says  she, 

is  at  least  as  importanl  as  ratings. 
Then  othei    Li'  tors  too  must  be  consid- 

ered, like  the  station's  position  in  the 
market,  the  income  and  age  groups  it 

appeals  to. 
3.  Dont  make  unreasonable  de- 

mands on  reps.  If  you  keep  telling 

them  that  you  need  information  imme- 
diately, although  you  have  one  week 

leeway,  they  won't  come  through  for 
you  when  you  really  need  it  right 
away. 

4.  Dont  make  everthing  a  panic. 

There's  pressure  enough  in  this  busi- 
ness without  adding  to  it  through  an 

attitude  of  constant  and  chronic  rush 

and  despair.  You'll  be  more  precise 
and  inspire  more  confidence  within 
and  outside  of  the  agency  if  you  learn 

to  take  crises  in  your  stride. 

5.  Be  open  with  the  account  men  in 
discussions.  Timebuyers  should  have 

an  opinion  about  broadcast  campaigns 

— that's  what  they're  paid  for.  The 

buyer  today  can't,  of  course,  be  as  in- 
timately involved  with  all  the  aspects 

of  agency  work  as  they  could  in  the 
old  days,  because  radio  departments 
were  smaller.  Everything  is  more  de- 

partmentalized today,  and  sometimes, 

if  the  buyer  doesn't  have  stature,  it 
may  be  because  of  the  agency  set-up. 

Vera     Brennan,     head     timebuyer, 

KWKW 
EN  PRIMER  LUGAR 

(First   in   Spanish) EN 

LOS  ANGELES 
Belden   Survey   Proves — 

1st  in  Audience 

1st  in  Value 

Complete    Market    Study    Available 

Member  of  Sombrero  and  Spanish 

Language  Networks 

representatives: New  York — Richard  O'Connell,  Inc. 
San  Francisco — Broadcast  Time  Sales 
Chicago — Broadcast    Time    Sales 
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S  heidclei.    I!eck   \   Werner.    Iicnaii    Iiii 

career  at  Biow  Co.  in  1934,  working 
for  Re««ie  Schuebel.  In  1942  she  fol- 

lowed Reggie  Schuebel  to  Duane  Jones, 
then  went  over  to  SB\\\  .  when  the  new 

agency  was  formed. 
The  year  1940,  she  feels,  was  not  so 

different  from  1955  in  terms  of  the 

structure  of  the  radio  industry.  By 

that  time,  for  example,  there  were  quite 

a  few  reps,  and  the  buyer  no  longer  did 
as  much  business  direct  with  stations 

as  three  or  four  years  earlier. 

''It  was  still  a  lot  more  than  today, 
however,"  Vera  told  sponsor.  "On  the 
mii  face,  the  main  difference  between 

1940  and  today  is,  of  course,  the  addi- 
tion of  television  and  the  growth  of  ra- 

dio itself.  But  underneath,  the  changes 
are  more  considerable.  Someone  who 

had  last  bought  radio  in  1940,  would 

need  a  complete  refresher  course  to  do 

a  good  job  in  1955." 
When  teaching  newcomers  to  her  de- 

partment, Vera  adds  some  "very  1955 
pointers  to  her  timebuying  tips: 

1.  Dont  request  deals.  The  most 

important  factor  in  making  a  timebuy- 

ing decision  is  the  programing  char- 
acter of  a  station,  hence  the  type  of 

audience  it  reaches.  So,  talk  to  all 
stations  in  a  market,  and  stick  to  the 
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rate  card. 

2.  Be  fair  about  commitments  to 

clients.  If  \<>u  can't  afford  the  station 

\  nil  want,  don't  birj  skimp) .  Ii  might 
be  necessary  to  stay  out  of  a  market 
altogether. 

3.  MuLr  snrr  the  account  executive 

briefs  you  fully,  and  try  to  pet  in  on 
plans  meetings  if  possible.  This  has 
he.  iiiiio  easier  toda\  than  in  L9  lit.  be- 

cause buyers  todaj  have  far  more  rei 
ognition.  \\  urk  closeh  w  iili  the  a<  • 

count  men.  and  make  sure  you're  up  to 
date  on  the  account's  problems,  sales 
and  distribution  set-up. 

4.  Be  careful  with  cost  figures.  Put 

down  the  highest  estimate  and  explain 
that  these  estimates  are  on  the  currenl 

rate  card  and  subject  to  change.  Dou- 

ble check  your  figures  with  someone 
else. 

5.  Don't  ash  foi  availabilities  with. 

out  a  budget.  Vbove  all.  don't  a-k  the 

rep  t«>  wire  for  availabilities  if  you've 

got  In  days  in  which  to  get  them.  It's 
not  fair  to  waste  the  rep's  time  and 
effort,  and  if  \nu  get  a  reputation  for 

always  being  in  a  ni-li  he  won't  take 
you  seriouslj  again  the  one  time  when 
you  reallv  need  the  availabilities  right 
awa\ . 

6.  Don  I  trick  reps  or  station  men. 

It's  true  that  you  get  preference  on 
52-week  contracts,  but  if  all  \rnir  52- 
week  contracts  start  being  cancelled 

after  a  10-  or  L3-week  nm  don't  be 

surprised    if    you're   the    lasl    one    on 
Madison    \\enue  to  hear  about   g   I 
a\  ailabilities. 

Iti'ggie  Schuebel.  president  of  Reg- 

gie Schuebel,  Inc.  has  buill  timebuy- 

ing into  an  independent  and  large- 
scale  business.  Hei  organization  func- 

tions as  a  radio-ft  department  for 
other  agencies. 

"I  won't  tell  \ou  how  lum:  I  \e  been 

in  radio,"  Reggie  x<  huebel  told  spon- 

sor kiddingly.  "Bui  I'll  tell  you  thai 
I'm  a  'radio  pioneer,'  so  you  can  lim- 

ine it  nut  yourself. 

Mthollgh    -he    ha-    !   -hi     time     t « ■  1 

man)     a<  •  ounts    dui  ing     hei 
some   of   the   most    prominent   i  bents 
-land    OUl  :     Bukn  a     i  -he    wa-    a    e    at 

Biow  i .  Philip  Moi  i  is,  Salada  1 1  a 
Hudson,  Grove  <  !old  I  ablets,  Mennen 

Shaving  |   lucts,  Ml.  Bab-O,  Sweet- 
heart v".ip.  I   1 1 1 n \    I  .ii  mm  i .  I  \ei-harp. 

I  lie-e  are  some  of  the  i  ules  thai  ha\  e 

guided  her  in  her  <  ai 

1.  Don't  keep  people  waiting.  She 
doesn'l  make  appointments  with  reps, 
but  thej  can  drop  in  anj  time  and 

she'U   see   them.     However,   if   a    rep 

FAIRBANKS 

HITS  48% 

SHARE-OF- 
AUDIENCE 

IN   NEW 

YORK 

Throughout  last  year,  "Douglas  Fair- 

banks Jr.  Presents"  topped  all  syndi- 

cated shows  in  the  nation's  top  mar- 
ket: New  York.  Its  average  rating  was 

18.5,  share-of-audience  over  40%. 

This  year,  it's  doing  even  better.  In 

January,  almost  every  other  viewing 

home  in  New  York  was  watching  this 

show!  (ARB) 

it 

DOUGLAS 

FAIRBANKS  jr. 

PRESENTS 

ABC   FILM 

SYNDICATION.  INC. 

7  West  66th  St.,  N.  Y. 
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comes  will]  a  station  manager,  its.  a 

rule  for  the  person  he's  come  to  see  to 
drop  everything  he  or  she  is  doing,  and 
In  have  them  come  in  immediately. 

Station  men  are  generally  in  town  for 
two  or  three  days  only,  and  in  that 
limited  time  they  have  to  see  as  man) 

people  as  possible.  It's  only  elemen- 
tary courtesy  for  timebuvers  to  give 

them  priority. 

2.  Don't  spend  your  time  in  unnec- 
essary traveling,  (and  this  from  the  gal 

who  used  to  travel  all  the  time  to  clear 

station  breaks  for  Bulova.)  "There  are 
special  problems  that  require  a  per- 

sonal visit  to  a  market,"  she  told  SPON- 
SOR. "But  travel  as  such  doesn't  do 

what  research  does.  That's  no  way  to 
study  a  market — by  going  through  a 

city  in  a  day." 3.  Know  research.  Learn  as  much 

as  you  can  about  all  the  tools  avail- 
able to  buyers,  to  the  degree  that  you 

will  be  able  to  evaluate  station  data 
critically. 

4.  Don't  unsell  air  media.  If  an  ad- 

vertiser plans  on  a  budget  that's  ridicu- 
lously low  for  the  area  he's  trying  to 

cover,  try  to  get  him  to  concentrate  on 
fewer  markets  instead,  but  never  say, 

"Don't  use  the  medium."  If  you  can 
buy  in  a  way  to  produce  top  results  in 

one  or  two  markets,  he'll  add  to  the 
budget  soon  enough  all  on  his  own. 

5.  Start  in  a  small  agency.  If  you 

want  to  become  a  timebuyer  and  a 

good  one  at  that,  your  chances  will  be 
better  if  you  start  in  a  small  shop. 

There  you  can  get  more  rounded 

agenc)  experience,  learn  something 

about  copy,  production,  research  and 
othei  phases  o|  agencj  operation 
which,  while  not  directly  linked  with 

timebuying,  are  a  necessar)  part  of 
l In-  knowledge  a  top  buyer  should  have. 

In  a  big  agency,  you're  likel)  to 
-tail  as  a  stenographer  or  secretary, 
i Inn  become  an  estimator  and  finally 

i  ise  to  buyer  status.  But  the  big  agency 

i-  more  departmentalized,  and  if  you 
wanl  to  broaden  your  experience  there, 

you  have  to  reach  out  for  it.  In  the 

small  agency,  you're  automatically  re- 
quested to  do  other  jobs  as  well. 

Linnea  Kelson,  timebuying  super- 

vise  and  consultant,  Kudner  Agency, 

retired  permanently  in  105]  after  21 

\ear-  with  J.  Walter  Thompson.  "But 
one  misses  one's  friends  in  the  busi- 

ness.' she  told  SPONSOR  "  I  0  me,  this 
business  had  become  business  and  hob- 

bj  combined.  I  didn'l  Feel  thai  I 
wanted   to  be  involved   on  a   full-time 

basis,  but  the  thought  of  returning  was 

there  most  of  the  time."  I  See  Linnea 

Nelson's  complete  guide  to  voung 
timebuyers  in  sponsor  25  February 
L952.) 

In  August  1952,  Linnea  was  ap- 
proached by  Kudner  on  the  Republican 

national  campaign,  and  she  did  work 

with  them  as  manager  of  the  timebuy- 
ing division  during  the  campaign  pe- 

riod. After  that,  however,  she  returned 

home  to  Babylon,  L.  I.,  once  again. 

Offers  kept  pouring  in.  but  she  refused. 
Then,  early  in  November  1953,  she 

took  part  in  a  radio-tv  panel  at  a  CCN5 
advertising  course.  A  yveek  later  she 

was  offered  a  part-time  position  as  tv 
analyst  by  Kudner  president  Jim  Ellis. 

This  time  Linnea  didn't  refuse.  She's 
been  with  Kudner  in  a  consultant  ca- 

pacity ever  since. 

Says  she,  "A  lot  of  things  have 
changed  in  the  industry  since  1940. 
But  some  of  the  basics  of  doing  a  good 

job  for  the  client  are  the  same  today 

as  they  were  then. 
1.  Take  time  to  listen  to  a  sales- 

man's pitch  and  natch  his  presentation. 
If  you  make  yourself  unapproachable, 

the  salesman's  likely  to  try  the  client direct. 

2.  Pass  along  detail  work  when  it's 
suitable  for  you  to  do  so.  The  lack  of 

executive  ability  to  delegate  responsi- 

bilities can  sloyv  down  the  buyer's  work and  the  process  of  a  campaign. 

3.  To  lady  buyers:  Don't  ask  for special  considerations  because  of  your 

sex.  Remember,  you're  a  business  per- 
son and  that  your  social  contacts  with 

other  people  in  the  industry  ma)  have 

been  Founded  on  a  business  relation- 

ship. 

1,  Be  forthright  m  your  dealings 

with  stations  and  reps.    Don  t  let  your- 

"Maybe    KRIZ    Phoenix    shouldn't 

have  advertised  pianos." 

SPONSOR 



sell  ho  bulldozed  into  doing  something 

shifty,  because  it'll  only  hurt  your  rep- 
utation and  your  organization's  the 

next  time.  If  you  cry  "Wolf!"  and 
ask  for  availabilities  though  you  do  not 

have  a  budget,  you'll  soon  find  reps 
offering  the  best  buys  elsewhere. 

5.  Be  familiar  with  ail  or  as  num\ 

of  your  agency's  accounts  as  possible. 
Know  their  background  and  their 

needs.  Sometimes  you'll  hear  of  avail- 
abilities that  may  not  be  worth  any- 

thing to  your  own  client,  but  might  be 
just  the  thing  for  another  one  of  the 

agency's  accounts. 

Bill  Maillefert,  radio  sales  manager, 
Edward  Petry,  started  his  career  in  ra- 

dio with  Compton  in  1937,  stayed  on 
as  head  radio  buyer  from  1939  until 
1947.  During  the  next  three  vears, 

Maillefert  was  general  manager  of 
\\  \  ET,  Rochester,  then  joined  Edward 
Petry  in  1950. 

"A  buyer,"  sa\s  Maillefert,  "tries  to 
reach  a  large  number  of  people  at  a 
reasonable  rate.  Please  note  that  I 

didn't  say  the  'largest  number  of  peo- 
ple' nor  did  I  say  at  the  'most  eco- 

nomical rate.'  The  timebuyer's  re- 
sponsibility is  to  expend  his  client's 

dollars  in  such  a  way   that  they   will 
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produce   maximum   sales   pet    dollar." 
To  the   buyers   id   1955,    Mail! 

gives  t li i ~  ad\  ice: 

1.  Knou  what  factors  control  sta- 

tion value.  "During  your  firsl  da)  as 
a  timebuyei  you  probably  heard  aboul 

ratings  and  rost-per-  I  us  Mail- 

lefert. "Bui  l'\  now  \"u  must  have 
learned  that  sales  are  not  necessarily 

the  result  ol  the  besl  >  ost-per-1,000." 
To  evaluate  a  station,  adds  he,  the 

Inner  should  read  station  presenta- 

tions, listen  to  reps,  meet  the  manage- 
ment when  these  station  men  are  in 

town.  He  feels  thai  travel  helps  too, 
because  on  the  spot  the  buyer  can  gel 
first-hand  reports  from  listeners  and 
local  clients. 

2.  Know  your  client  and  his  prod- 
uct. A  surprising  number  of  broadcast 

-i  li.'iluli  -.    -a\  -    Maillefei  I.    arc    pla<  ed 
b)  individuals  who  think  the)  know 

what  they're  selling,  bul  who've  never 
c\cn  seen  oi    1 1  ied   the   |   Iu<  I. 

Only  when  the  buyer  knows  his  cli- 

ent's product  and  the  firm's  manage- 
ment well,  can  he  know  who  his  mosl 

logical  prospects  are.  and  what  frame 

of  mind  he'd  like  them  in  when  the 
client's  commercial  i-  l>roadea»t. 

3.  Know  the  entire  product  cam- 

paign. If  the  Inner  knows  how  the  i.i- 
dio  schedule  dovetail-  with  other  forms 

of  advertising  for  the  same  product, 
either  running  concurrently  or  other- 
w  ise,  he  can  make  sounder  decisions. 

Maillefert  suggests  thai  the  buyei 

ask  the  following  questions  in  ordei  to 

find  out  the  basic  advertising  philoso- 

phy behind  the  campaign:  "Doe-  the 
radio  schedule  pla)  the  leading  role  or 

is  it  .i  supporting  actor?  Does  the  ra- 

dio copy  tie  into  magazine  or  news- 
paper ads  or  tv?  How  doe-  the  radio 

(  op)  sell?" 
Too  mam  buyers,  he  adds,  make 

their  placements  without  evei  learning 
what  their  own  commen  ial  i-  all  about 

^  et.  without  Listening  to  it.  the)  can'l 
be  -ure  they're  buying  the  li'jht  audi- 

ence at  the  i  ighl  time. 
4.  Kiimi  yout  agency  <m</  learn 

how  it  operates.  "This  -mind-  tide." 
says  he.  "Bul  you  depend  upon  mam 
people  in  other  departments  in  your 
work.    How    man)    ol  them  have  you 

gotten  to  know  .  and  how    main    ol   them 

will  cooperate  with  you  when  you  need 
to  find  out  something?  Lunch  discus- 

sions with  them  will  help  you  learn  the 

.  oi  relation  of  the  different  depart- 
ments. Othei  people  in  your  shop  have 

interesting  jobs  too  and  they'd  prob- 
abb  like  to  he. ii  aboul  yours."    *  *  * 
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Betty   Lee 

Star  of 

WOMAN'S  PAGE 
WAPI   1  :05  to  1:15  Monday-Friday 
NOON  EDITION 

WABT  12  to  12:30  Monday-Friday 

What  interests  women  in  and  around 

Birmingham?  Features,  people,  news 

...  as  presented  by  Betty  Lee!  A  typi- 
cal young  mother  and  housewife  with 

more  than  typical  experience,  Betty 
Lee  knows  how  to  reach  and  hold 

women.  A  leading  figure  in  music  and 

dramatic  circles  of  the  city,  her  public 

appearances  help  her  to  present  an 

arresting  account  of  happenings  in  the 

woman's  world. 

Stars  Sell  on 

Alabama's 
greatest  RADIO  station 

Birmingham 

Represented  by  John  Blair  &  Co. 

Southeast,   Harry  Cummings 

greatest  TV  station 

BT 
Represented  by  BLAIR-TV 

RADIO  MUSIC 
{Continued  from  page  33  I 

disks  and  sheets.  Says  the  study :  "'The 
table  indicates  that  at  least  in  Colum- 

bus, the  juke-box-sheet-music-phono- 
graph  record  of  selecting  popular  mu- 

sical numbers  is  one  in  which  extreme- 

ly great  weight  is  given  to  the  music 

preferences  of  teenagers  and  of  wom- 
en in  their  twenties  .  .  .  but  one  which 

docs  not  represent  the  music  prefer- 

ences of  older  women." National  corroboration  comes  from 

The  Market  Research  Corp.  of  Amer- 
ica. A  company  spokesman  says: 

"Probably  half  or  more  of  all  disks 
are  bought  by  teenagers  and  young 

married  and  single  adults.  After  the 
earlv  twenties,  buying  seems  to  taper 
off  as  marriage  and  family  years 
come. 

lllio'.v  at  home  to  listen?  But  who 

is  your  largest  potential  daytime  audi- 
ence? Certainly  not  the  teenager,  who 

is  most  likely  at  school  or  at  work; 
nor  for  that  matter  is  the  young  single 

woman,  who  is  working — or  even  the 
young  married.  This  is  made  clear  in 
chart  4  which  shows  the  number 

of  available  listeners  per  1.000  homes 
in  Columbus   (see  page  33). 

All  through  the  day,  the  tiniest  seg- 
ment of  the  female  audience  is  made 

up  of  teenagers.  Even  during  the  late 

afternoon,  when  many  stations  delib- 

erately  aim  at  them,  their  representa- 
tion is  comparatively  small.  From  4:00 

to  6:00  p.m.,  for  example,  there  were 
65  teenagers  available  per  1,000  homes 

as  against  245  women  in  the  31-45 
age  group. 

This  latter  age  group  is  the  largest, 
according  to  the  table.  The  stud) 

makes  a  significant  point:  "It  will  be noted  that  at  all  hours  of  the  da\ . 
older  women  outnumber  those  under 

30  \ears  of  age  and  by  very  consider- 

able margins.  .  .  ." l!iil  \iiu  might  expect  that  when  it 

comes  to  actual  listening  teenagers 

make  up  a  very  substantial  share  of 
the  daytime  disk  shows  anyway,  since 

lhe\  .in-  such  intense  fans.  Recent  au- 

dience composition  studies  suggest 
others  ise. 

Nov.-Dec.  L954  Pulse  30-market 

stiidv  showed  that  Martin  Block's 
Mn/.r  Believe  Ballroom  on  VBC,  2:30- 

1:00  p.m.,  averages  onlj    l<>  teenagers 
per  100  homes  as  against  00  female 

adult-.    I'.mii    \l>C"s  I'lalterhrain  show, 
carried  on  Saturdaj   mornings   1 1  :00- 
11:30    a.m.    found    female    adults    out- 

numbering teenagers  54  to  18  per  100 
homes:  there  were  twice  as  main  chil- 

dren 1 1  and  under  than  teenagers,  in- 
cidentalb . 

WNEW,  New  York,  one  of  the  pio- 
neers of  the  music-and-news  formulas, 

estimates  that  the  median  age  of  the 
audience  to  its  Make  Believe  Ballroom, 

10:00-11:30  a.m.  and  5:30-7:30  p.m.. 
is  32.  Median  age  of  those  listening 

through  the  entire  afternoon  of  popu- 
lar music  is  between  28  and  30. 

From  an  advertising  standpoint,  the 

listening  age  is  naturally  of  vital  im- 

portance. \\  M.W's  research  director. 

Mary  McKenna,  points  out  that  "The 
20-44  age  group  is  the  one  we  are  pri- 

mal il\  interested  in.  It  is  the  one  with 

the  young  housewife  and  mother  whose 
family  is  in  the  building  stage,  who  is 

at  the  peak-buying  period  in  her  life." 
What    women    like:     Here    is    how 

preference  varies  with  age.  according 
to   the  Ohio  State  report: 

As  the  age  of  women  listeners  in- 
creases, preference  for  the  following 

decreases:  "currently  popular."  "Dix- 
ieland." "progressive  ja//.  "jump," 

"Broadway  show  tunes,"  "big  orches- 

tras," "musical  corned  \."  "Latin- 

Vmerican." 
But  preference  goes  up  for  "hymns, 

"spirituals,"  "marching  band   music." 
"Western   music.""  "music  popular  be- 

fore 1930,"  "old  time  or  countn    mu- 

sic." 

The  Miuthful  slant  of  much  daytime 

musical  programing  is  evident  from 

suim'mt  Welch's  observation  that 
among  the  women  up  to  30  years  of 

age  who  make  up  little  more  than  a 
third  of  all  women  over  14 — the  five 

most  popular  types  of  music  are  "eur- 
renth  popular.*"  "Broadway  show 
times."'  "big  orchestras,"  ''sweet'  pop- 

ular music."  "progressive  jazz." 

»)>/><•«(/  to  different  groups:  Con- 

cludes Welch:   "1  ndouhledb.   the  use 
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of  current  'hit  parade'  numbers  in  mu- 
sical programs  of  radio  stations  does 

reflect  the  tastes  of  a  considerable  body 

of  listeners;  however,  it  might  be  sug- 
gested that  for  the  benefit  of  the  large 

numbers  of  listeners  who  are  not  rep- 
resented in  the  selections,  stations 

might  provide  certain  types  of  music 
at  some  hours  during  the  day,  for 

those  with  other  musical  preferences." 
Of  course,  how  a  station  provides 

the  broader  appeal  Welch  refers  to 

depends  largely  upon  the  audience 
characteristics  of  a  given  area.  The 

tendency  to  like  a  certain  type  of  mu- 
sic more  or  less  as  one  grows  older 

might  not  vary  much  from  section  to 

section,  but  the  over-all  popularity  of 
music  types  probably  will.  A  BMI 

spokesman  comments:  "You  can't 
make  generalizations.  Polkas  are  pop- 

ular around  the  Canadian  line.  Hut 

you  will  probably  do  well  with  Span- 
ish music  in  New  Mexico.  The  impor- 
tant thing  is  to  study  the  audience  in 

the  given  market." 
Here's  the  way  several  stations  spe- 

cializing in  music  look  at  the  problem 

of  attracting  the  broadest  possible  au- 
diences with  their  music. 

At  WNEW  in  New  York,  the  follow- 
ing thinking  is  applied  in  making  up 

wim 
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the  selections  for  the  Make  Believe 

Ballroom.  Says  head  of  the  music 

library  \l  Trilling,  "We  txj  to  exer- 
cise our  best  judgment  and  taste  on 

top  of  popularit)  polls,  sales  figures 
and  requests.  For  the  Ballroom  we 

generally  run  about  one-third  current 
hits,  one-third  older  standards,  one- 

third  new  recordings." 
Behind  the  widespread  use  of  the 

old  standard  is  the  view  expressed  by 
\lar\  Mckenna  thai  the  woman  in  her 

thirties  was  a  \oungster  dining  the 

period  when  the  big  bands  held  sway. 
The  old  standards  are  nostalgic  bits 

that  are  therefore  of  importance  in 

musical  programing.  "It  is  also  ap- 

parent," she  says,  "that  the  selections 
should  appeal  to  the  romantic  side  of 

women." A  growing  number  of  stations  have 
become  acutely  aware  of  the  need  to 
fit  mood  to  time  of  day.  For  example. 
William  B.  McGrath.  manager  of 

WHDH,  says:  "Our  Boston  Ballroom, 

from  4:00  to  6:00  p.m.  is  the  town's 
top  show,  but  it  could  not  run  all  day, 

for  different  time  periods  have  differ- 

ent requirements." Between  10:00  a.m.  and  noun 

\\  1 1 1  )|  I  runs  '"li.ill.nl-  and  romantic 

softer  music;  we  try  to  appeal  to  tin- 

major  housewife  audience."  The  earl) 
morning  show  "must  move,  be  spright- 

ly, with  good  orchestration-.  bu1  with 

few  vocal-  and  no  jive." 
"Dream)  stuff"  takes  over  at  night 

on  Cloud  Club,  L0:30-midnight,  "and 
we  are  careful  about  the  commercials, 

McGrath  add-.  ""It"-  Saturday  thai  we 
really  go  after  the  kid-,  [n  the  morn- 

ing we  do  a  top-10  show  and  in  the 
evening  we  run  Jukebox  Saturday 

Sight.  On  Sunday  afternoon,  b)  con- 
trast, we  carrj  lush  orchestrations  thai 

are  close  to  classical  in  charactei . 

Interestingly,  on  the  station's  top show,  Boston  Ballroom,  which  plays 

practically  am  thing  that's  new, Khwhm  and  Blues,  the  current  teen- 

age craze,  is  sti  ictlj   taboo. 
McGrath  sums  it  up  this  wa)  : 

"When  people  had  one  radio  set,  \"ii 
had  to  get  the  familj  when  you  gol  the 

kill-.  Now,  with  multiple  sets,  a  sta- 

tion has  to  be  more  thing-  to  n 

people." 

Man\  stations  base  a  large  portion 

of  their  popular  music  programing  on 

requests  rather  than  besl  seUei  lists. 
One  of  tin1  exponents  of  this  approach 

is  \\  OLF,  S)  ra<  use.  Manager  Sher- 

man Mar-hall  reports  that  Sandman' i 
Serenade,    10:00    p.m.    to    2:00    a.m. 

-. 

YOUR  STAR.. 

YOUR  HOST.. 

YOUR 

SALESMAN: 

DOUGLAS 

FAIRBANKS    « 
To  all  moviegoers  in  the  country  (and 

that's  just  about  everybody)  "Fair- 
banks" is  a  magic  name  It  promises 

action  . . .  danger .  .  .  excitement.  And 

"Fairbanks"  lives  up  to  that  promise 

as  producer-host  of  every  show,  star 
of  one  out  of  four  in  the  sponsor- 

proven  TV  film  series: it 

DOUGLAS 

FAIRBANKS  jr. 

PRESENTS 

ABC    FILM 

SYNDICATION,    INC. 
7  Wait  66th  St.,  N.  Y. 
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BEFORE-TV 
RATINGS 
when  you  buy 

TO 

Radio  Ranch,  in  Houston 

■!MI!lill. 

"Laura  Lee's  Ranch" 
9:45  to  10:00  A.M. 

3.3  IN  HOME 

.7  OUT  OF  HOME 

4.0  Total  Pulse 

AFTERNOON 

"Bill's  Bandwagon" 
4:30  to  4:45  P.M. 

4.0  IN  HOME 

.8  OUT  OF  HOME 

4.8  Total  Pulse 

NIGHT 

"Houston  Hoedown" 
8:45  to  9:00  P.M. 

2.8  IN  HOME 
.6  OUT  OF  HOME 

3.4  Total  Pulse  * 
GET  THE  WHOLE  PICTURE.... 
COUNT  ALL  THE  LISTENERS ! 

in  OUT  OF  HOME  PULSE 
12  noon  to  6  P.M.  —  Man.  thru   Fri. 

Ti«d   for   No.   2   morningr 

*  PULSE  RATINGS 

OUT  OF  HOME- Jan.  '55 
IN  HOMI  -  Jan.-Feb.  '55 

K-NUZ 
NAT'L  REPS.-FORJOE  AND  CO. 

IN  HOUSTON.  CALL  DAVI  MORRIS 

JAdcsofi  3-2581 

nightly,  pulls  about  4,000  requests  a 
week.  These  are  used  to  program  the 

4:00-7:00  p.m.  Jukebox  Serenade. 

"There  is  no  jive,"  says  Marshall,  "un- 

less it  is  a  top  request." 

On  the  theory  that  you've  got  to 
spread  a  wide  broadcast  net  to  catch 

listeners  of  varied  tastes,  WOLF  pro- 

grams two  Lombardo,  two  Crosby 
shows  and  one  Wayne  King  show  a 

day,  two  polka  and  two  hillbilly  and 
Western  programs,  two  hours  of  older 

pop  numbers  and  a  military  band  pro- 

gram. The  appeal  of  the  soft,  easy-to-listen- 
ld  lull  of  musical  fare  has  been  noted 

with  increasing  frequency  since  the 

advent  of  tv,  and  more  and  more  sta- 
tions are  turning  to  this  genre  for 

their  programing  mainstay,  following 
the  advice  of  such  as  Ed  Hocbhauser, 

Jr..  sales  manager  of  Muzak.  He  says: 

"The  stations  that  are  most  successful 

in  tv-proofing  themselves  are  offering 
the  audience  that  which  tv  cannot  do 

as  well — music  that  is  easy  to  listen 

to,  relaxing,  pleasant." 
An  interesting  example  of  such  pro- 

graming is  heard  on  WPAT,  Paterson, 
\.  .1.  Gaslight  Revue,  which  runs 

nightly  7:00  to  11:00  p.m.,  is  the  sta- 

tion's answer  to  the  big  question: 
"\\  hat  ran  we  do  in  the  cream  tv 
hours  between  8:00  and  10:00  p.m. 

that  tv  cannot  do  as  well?" 
On  Gaslight  vou  find  no  loud  or 

jumpy  tunes,  says  WPAT  Program 
Director  Charles  Scully,  nor  any  vo- 

cals. And  except  for  the  hourly  and 
half-hourl\  short  newscasts,  no  talk. 

Commercials  are  doubled  up  before 
and  after  the  newscasts,  thus  allowing 
for  a  maximum  flow  of  uninterrupted 

nm-ic  that  can  serve  as  a  pleasant 

ba<  kground  for  an  evening  at  home. 

To  test  listener  rea<  linn,  says  Scully, 

two  announcements  per  night  were 

run  for  a  week  asking  [or  opinions  on 
whether  to  change  the  program.  The 

mail  pull  came  l<>  I  o. ()()<)  all  In  fax  or 
of  the  present  format.  Another  L5,000 

yesses  came  in  answer  to  a  request  for 
listener  reaction  to  the  idea  of  a 

monthly  program  guide  t<>  <  ost  a  <1<»I- lar  a  year. 

Stations  are  finding  thai  classical 

music  can  be  profitable,  too.  trie  <  ase 
oi  WQXR  in  New  York  City  has  long 

been  known.  BM1  reports  that  1,200 

stations  replying  t<>  a  questionnaire  "I 
last  year  reported  averaging  six  hours, 

21  minutes  per  week  of  concert  rnusi*  . 

(  ommented  \\  DOK,  Cleveland,  "Oui 
con<  ei i-   li.i\ e   the   strongest   audience 

pull  outside  of  sports." "Others  might  find  it  profitable  to 
become  known  as  the  good  music  sta- 

tion, as  we  have,"  said  WDAR,  Sa- xannah. 

"It  took  six  years  to  give  clients  a 

taste  of  good  music."  commented 
WDLB,  Marshfield,  Wis.,  "and  now 

they  like  it." sponsor's  Buyers'  Guide  to  Station 
Programing  recently  issued  shows  that 

7!!' ,  of  all  stations  replying  to  its 
questionnaire  are  carrying  classical  or 
semi-classical  music,  an  increase  over 

last  year  when  (>1'<  were  carrying 
such  fare. 

It  has  long  been  a  common  as>ump- 
lion  that  classical  music  is  most  liked 

by  the  "upper"  income  and  education- 
al groups.  This  is  borne  out  bv  table 

3  from  the  Welch  study  I  page  33), 

which  shows  .">(>',  of  the  high  income 

group  indicating  a  liking  for  s\  mpho- 
ny  music  as  against  21%  for  the  low- 

er-middle and  low-income  group.  Sim- 

ilarly, those  who  had  been  to  college 

outnumbered  those  who  had  just  grad- 
uated from  high  school  among  those 

who  stated  they  liked  symphony  music. 

"Currently  popular  music,"  it  will 
be  noted,  appeals  equally  to  all  female 
income  groups.  But  there  is  a  great 

disparity  when  it  comes  to  "Broad- 
way show  tunes,"  which  are  liked  In 

77','  of  the  upper  income  group,  33'  < 

of  the  lower.  In  the  "big  orchestra- 
arrangements"  and  "musical  coined), 

operetta  music,"  the  disparity  is  simi- 
lar. Interestingly,  liking  for  music 

generally  seems  to  increase  with  in- come level. 

Tin*  »«»i»- ">'  approach:  >  ,,u  will  find 

plenty  of  stations  who  consider  hit- 
tune  programing  nol  only  satisfactory 
lull  an  excellent  means  of  building 

substantial  audiences.  The  thesis  i> 

that  popular  music  has  proved  itself 
through  experience  to  be  what  people 
want  most  to  hear  and  that  if  von 
build  your  programing  intelligently 

around  a  core  of  the  best-liked  num- 

bers you  have  a  flood  chance  of  win- 

ning listeners. 
Furthermore,  saj  some  station  men. 

in   the  competitive  era   of  today    a   Sta- 

THE  EASIEST  WAY 
TO  SELL  THE  BIG  NASHVILLE 

NEGRO  MARKET 
USE  ALL-NEGRO  STAFFED 

WSOK 
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lion  must  strive  to  find  its  niche  in  the 

raosl  effective  and  economical  wa) 
possible;  for  main  this  lias  been 

achieved  through  the  tup  tunes  ap- 

proach. 
Interest  in  sharing  ideas  on  how  to 

find  the  most  popular  numbers  is  seen 

in  station  exchanges  of  program  tips. 

For  example,  the  AIMS  station  group 

— about  35  members — recent!}  ex- 
changed lists  of  the  lop  Twenty.  \ 

number  of  these  stations  go  in  heavily 

lui   hit-number  programing. 

How  one  station  has  put  the  hit  pol- 
icy to  work  in  a  way  that  it  believes 

effective  is  illustrated  by  the  practice 
of  WTIX.  New  Orleans.  Manager 

Fred  Berthelson  says: 

"Our  top  tune  list  consists  of  the 
Top  Forty,  as  this  is  the  basis  of  our 

programing.  We  survey  all  the  record 
shops,  retail  record  outlets  and  other 

dealers  in  New  Orleans,  thereb)  ar- 
riving at  the  Top  Forty  Tunes  in  New 

Orleans.  Our  theor)  is  to  play  three 

Top  Tunes  out  of  ever)  lour  records 

played." Hit-number  programing  is  the  vogue 
across  the  Canadian  border,  too.  Al 

Mackenzie,  manager  of  (!K\I ..  Cal- 

gary,  reports:  "Our  Top  Twent\  se- 
lection is  compiled  each  week  from 

listings  appearing  in  ffiUBoard,  Cash- 
box  and  Variety.  Only  the  two  top 
arrangements  of  each  hit  selection  are 

played — with  the  "sweeter"  version 
getting  the  nod  on  more  frequent  play. 
Top  Twenty  list  is  (hanged  once  a 

week  on  Thursday.  lop  Ten  shows 
run  daily  at  noon  and  6:00  p.m.,  Top 

Twent\  dail)  at  9:05  p.m..  Top  I'ifh 
on  Saturday,  9:00  a.m.  to  noon. 

And  in  this  da\  of  t\  competition, 

some  broadcasters  say.  the  teenage]  is 

a  more  important  audience  than  ever, 

and  certain!)  worth  cultivating.  "To- 
da\  a  radio  station  has  to  specialize, 

maintains  Bob  Smith,  program  direi  - 
tor  of  WINS,  New  York.  Between 

7:0(1  and  9:00  p.m.  Y\  INS  airs  its 

Rock  V  Roll  Party,  m.c.'d  b)  Man 
Freed.  "This  i-  strictl)  for  the  teen- 

ager," says  Smith,  who  feels  that  his 
station  started  the  Hoik  V  Roll  fad. 

"And  it  is  a  phenomenal  success,"  he 
avers,  "lor  months  it  pulled  about 
10,000  request  letters  a  week.  Now. 
after  nine  months,  it  pulls  about  1,000 

letters  a  Aveek.  even  though  the  audi- 

ence knows  it  is  impossible  for  us  to 

handle  more  than  a  portion." 
Note  that  this  is  a  nighttime  show. 

The  pop-minded  New  York  station 

runs  a  much  quieter  show  in  the  morn- 

ing between  L0:00  a.m.  and  noon,  tea- 
tin  ing  lush  orchestrations  of  standards 

mixed  w  ith  standards,  all  combined  to 

appeal  t<,  the  young  housewife  rathei 

than  the  teenager.  "The  music  tends 

to  gel  hiighter  a-  the  da\  progresses," 
report-    Smith. 

Programs,  not  records:  One  ol  the 

<  hiel  complaints  \  on  run  into  when 

talking  with  people  in  the  radio  hu-i- 

ness  con*  ems  the  sorrj  state  "I  pro- 

graming thai  man)  i  laim  is  all-loo 

prevalent.  "Mam  stations  have  no  con- 

cept ol  music  programing,"  says  one 

critic.  "The)  simpl)  pla)  records  with- 
out an)  thought  of  how  the)  hang 

together." "\\  ould  j  ou  put  on  a  two-hour  mu- 
sical -how  in  a  theatre  without  plan- 

ning it'.'''"  queries  another.  "But  this 
i-  what  is  so  often  done.  Loud  num- 

ber follows  soft,  extremes  are  thrown 

together,  with  no  thought  of  how  a 

mood  is  either  created  or  destroyed." 
This  is  an  old  stor\  at  BMI  where 

the)  have  conducted  clinics  on  the  sub- 

ject for  years.  And  the)  are  still  ap- 

parent!) living  to  gel  the  V.B.C.'s  of 
the  program  across  to  main  stations. 

Jack  Ellsworth,  program  directoi  ol 
\\  \I.K.  Patchogue,  N.  ̂   ..  believes  that 

much  of  the  trouble  arises  from  tin- 

fact   thai    unqualified    persons   are  de- 

termi   g  show  content.    In  an  anal)  - 
sis  of  radio  music  Ellsworth  states: 

"The  librarian  situation  at  main  sta- 
tions is  appalling.  I  ,u  too  m.nn  man- 

agers will  hire  a  girl,  possibl)  fresh 

from  high  school,  and  place  her  in 
full  charge  of  the  record  librar)  al  .i 

salar)   of  $35  a  week  .  .  .  more  than 
likeb  she  i-  I  ii  from  qualified  to  se- 

lect that  all-important   music  foi    yova 

ice  or<l    show-.'
" Ellsworth  urges:  ".  .  .  what  ever) 

station  needs  is  a  well-qualified  musi- 
cal direi  tor.  Man)  station  man  igei  - 

.  .  .  became  Fed  up  w  ith  slopp)  oi  jusl 

general!)  unsatisfa<  tor)  librai  ian  oi 

announcer-pulled  shows.  I  he\  realized 
thai  a  musical  dir«  tor  can  be  as  im- 

portant   .i-   a    program   direct   i    a 
chief  engineer.   These  stations  hav< 

telligentl)    planned   record  shows." 

tfeffcod   of   sttuhi:  The   Ohio   State 

I  niversit)  study  is  part  ol  a  Bei  ies 

conducted  b)  graduate  students  in  the 

Department    of    Speech    under    the    -ii 
pervision    oi    Harrison    B.    Summers. 

Vmong    ie.  eill    -III\  e\  -    \\.|-    one    lep.n  |. 
ed  at  length  In  sponsor  on  how  pro- 

gram preferences  varj    with  audience 

RACKET  SQUAD 

RENEWED  BY 

NINE  OUT  OF  TEN 

SPONSORS! 
It  must  be  good !  After  just  10  months 

in  syndication,  Racket  Squad  has 

90%  renewals  from  a  wide  variety 

of  big-time  advertisers,  including 

brewers,  oil  companies,  appliance 

manufacturers,  chain  stores,  etc.  No 

wonder  .  .  look  at  the  ratings  and 

share-of -audience  (ARB,  Dec.  '54): 

Columbus         17.7  47.3%  share 

Dayton  20.0  59.5%  share 
Seattle  21.5  31.6%  share 

First  run  markets  are  still  available, 

too.   But  act  fast! 

ABC    FILM 

SYNDICATION,   INC. 

7  West  66th  St.,  N.  Y. 
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characteristics  in  ih«>  1!!  October  1954 
issue. 

Another  stud)  that  has  received  na- 
tional attention  raised  the  question  of 

how  closer)  women  watch  tv  in  the 
ila\  time. 

The  Ohio  State  studies  are  among 

the  few  which  deal  with  preferences. 

\-  such  they  are  open  to  the  general 

criticism  that  applies  to  all  such  re- 
search. Hard-headed  research  men 

tend  to  treat  findings  based  on  what 

respondent-  >a\  the\  like  or  do  with 
less  confidence  than  statistical  findings 

on   what  they  actually  do  in  practice. 

Still,  researchers  with  whom  SPONSOR 
discussed  the  Ohio  State  study  tended 

to  he  sympathetic  to  the  soundness  of 

its  over-all   approach.  *  *  * 

SPONSOR  ASKS 

[Continued  from  page  Sol 

one  of  the  higgest  headaches  that  we 
have  is  to  keep  his  price  in  line.  In 
more  cases  than  not,  this  is  impossible. 
Contracts  are  rewritten  at  the  end  of 

the  year,  sometimes  with  fantastic 
hikes  to  keep  the  star  happy,  hut  then 

what  they  fail  to  see  is  that  if  the  rat- 

ings don't  go  up  proportionately,  so that  the  show  continues  to  deliver  a 

good  cost-per-thousand,  the  handwrit- 
ing is  on  the  wall;  in  many  cases,  the 

advertiser  has  no  choice  hut  to  make  a 

replacement  and  thereby  "bust"  the talent. 

There  is  no  pat  solution  to  this  prob- 
lem. Each  "bust"  has  its  own  extenu- 
ating circumstances.  It  is  also  true 

thai  man)  shows  that  come  on  the  air 

with  a  bang  wear  themselves  thin  with- 
in a  year.  We  know  from  studying 

audience  habits  that  it  is  generally 

line  thai  after  shows  are  on  for  any 

ih  of  time,  the  |iublic  loses  its 
enthusiasm  and   wants  a  change.    This 

Where  your  Boast 

Meets  the  Coast 

and  Pays  You 

Greater  Dividends 

is  why  perhaps  one  of  the  best  things 
that  could  he  recommended  would  be 

a  periodic  injection  of  new  themes 
into  the  format,  a  consistent  effort  to 
avoid  sameness,  and  a  sharp  awareness 
for  new  writers. 

I  have  a  feeling  that  the  new  writer 

is  not  being  given  a  sufficient  chance, 

that  the  "stars"  are  content  to  use 
those  with  successful  histories.  It  is 

my  opinion  that  too  many  entertain- 
ers fail  to  investigate  new  writers,  be- 

ing content  to  take  that  which  is  "tried 
and  true."  It  might  be  wise  to  bud- 

get "experimental"  money  for  writing. Tv  stars  must  be  ever  so  careful  to 

present  themselves  each  week  in  the 
best  light  with  the  best  material  and 

somehow  must  take  an  objective  view- 
point of  themselves  and  their  work. 

MAINTAIN  THE  PERSONAL  TOUCH 

By  Garry  Moore 
CBS  TV  Star 

' ̂ ^m^  Intelligent  day  in ■'f^^Sk  and  day  out  pro- 

graming is  the 
most  important 

element  to  a  tele- 

vision  performer 
who  cares  to  sur- 

vive the  growing 

tv  mortality  rate. 
On  June  24th, 

the  Garry  Moore  morning  show  cele- 
brated its  fifth  anniversary  of  doing 

five  shows  a  week.  ~>2  weeks  a  year. We  feel  that  the  success  of  our  show  is 

the  personal  touch  with  each  member 
of  our  audience.  We  strive  to  remain 

intimate,  to  have  intelligent  personal 

contact  on  an  intelligent  level  with  our 
audiences. 

We  know  how  In  get  the  big  laughs 

— but  we  prefer  to  gel  the  dail)  warm 
chuckles  in  a  cumulative  way.  Low- 

keyed  chuckles,  warm  smiles,  rather 

than   "hit   tli<iii   over  the  head'"   i-  our 

COVERING  SOUTHERN  CALIFORNIA 

WITH  5000  WATTS 

Los  Angeles 
541   So.  Spring  Si 

MAdiion  5-2551 

philosophy.  No  contrived  or  obvious 

use  of  stunts  or  gimmicks  when  gim- 
micks are  employed,  they  should  be 

spontaneous  and  unexpected.  The  show 
is  evenly  balanced  with  no  radical 

ups  and  downs.  We  feel  it  belongs  to 

the  public. 
It  is  always-  plea>urable  to  get  mail 

from  audiences,  but  on  this  show  the 

pleasure  is  really  all  mine  because  the 
mail  bags  contain  so  many  construc- 

tive, usable  suggestions.  That's  what  I 
mean  about  being  close  to  the  audi- 

ence: the\  feel  that  the  show  is  theirs 

and  they  do  something  about  it. 
Another  important  ingredient  in  the 

success  of  our  show  is  the  lack  of  flar- 

ing temperament  in  the  troupe.  There's just  no  time  for  it.  Everyone  on  the 
show  is  a  friend  of  the  next  one  and  we 

all  work  well  together.  There  is  no  run- 
ning around  blindly  or  shouting.  It 

makes  for  not  only  more  pleasant 
working  conditions,  but  also  a  better show. 

So  after  1,200  daily  shows,  our  pro- 
gram continues  to  win  new  friends — 

and  we're  still  having  a  wonderful 
time.  Perhaps  that's  the  basic  secret: 
we  enjoy  doing  the  show.  And  for- 

tunately, the  audience  seems  to  enjov 
it  too — vear  after  vear. 

I 

i 

Long  Beach 
3745  Atlantic  Avenue 

LB.  407-907 

ROUND-UP {Continued  from  page  59) 

WGSM,  Huntington,  N.  Y.,  has  a 
show  called  This  Is  Long  Island  which 

programs  strictly  for  the  Long  Island 
listener.  A  roving  reporter,  Jack  Lynn, 

lours  the  towns  on  Long  Island  with 

a  tape  recorder,  soliciting  opinions  on 
topics  like  the  polio  vaccinations  or 
the  radar  system  used  by  police  to 

trap  speeders.  It's  one  of  the  main 
ways  in  which  stations  are  getting 
closer  to  local  interests  of  their  com- 
munities. 

*       #       # 

kX^X.  Houston,  feels  that  its  cam- 

paign against  objectionable  comic 
books,  just  successfully  completed. 

-how-   the   true   power  of   radio.     Fred 

Nahas.  executive  v.p.  and  genera]  man- 

age] ol  k\^Z.  devoted  three  minute* 
dail)  of  his  new-,  commentary,  To- 

morrow s  History,  to  bringing  oul  the 

case  against  sordid  comic  book  mate- 
tial.  He  began  in  November  L953,  fea- 

turing statements  from  psychiatrists, 

legislators  and  social  workers  to  back 
his  ((intention  that  controlling  legisla- 
I  ion   ua-  needed. 
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After  appearing  before  state  inves- 
tigating committees  and  as  a  speaker 

before  various  supporting  public 

groups,  \ahas  had  the  honor  to  be 
invited  to  be  present  at  the  signing 
of  such  a  bill  by  Gov.  Allen  Shivers. 

*  *        « 

KMA,  Shenendoah,  Iowa,  recently 

sent  out  cards  with  a  unique  angle. 
Someone  at  the  station  took  the  trou- 

ble to  figure  out  the  weight  of  the 

money  spent  in  the  station's  market 
and  came  up  with  these  figures.  A 

freight  train  eight  and  three-tenths 
miles  long  would  be  required  to  haul 
the  estimated  $1,910,798,000  spent  in 
the  area  if  it  were  in  silver,  and  the 

weight  of  the  money  would  be  some 
54,594  tons. 

*  *        * 

Philadelphia's  KYW  has  a  unique 
food  promotion  service  they  call, 
Luncheon  Is  Served.  The  station  serves 

lunch  supplied  by  food  advertisers  to 

1,000  ladies  a  week  from  various  wom- 

en's clubs.  After  the  luncheon,  the 
station's  home  economist  discusses  the 
advantages  of  each  product  served  and 
the  women  are  given  literature  on  the 

product  as  they  leave. 
The  station  offers  the  service  to  ad- 

vertisers who  qualify  by  buying  a  re- 

quired amount  of  time.  "KYW  has  a 
promotion  piece  in  the  mail  now  giv- 

ing details  of  the  promotion. 
*  «        * 

KCOH,  Houston,  recently  received 

the  first  "Distinguished  Service 

Award"  from  the  Houston  Negro Chamber  of  Commerce.  The  award 

was  in  recognition  of  the  station's  ef- 
forts in  conducting  two  13-hour  radio- 

thons.  The  first  resulted  in  the  collec- 
tion of  22  tons  of  food  and  clothing 

for  an  old-age  home,  and  the  second 
in  sl0,000  in  small  donations  for  the 

Building  Fund  of  a  YMCA  in  Houston. *  *        * 

WCET,  Cincinnati,  is  engaged  in  a 
drive  to  keep  itself  from  going  out  of 
business.  The  station  was  the  first  in 

the  country  to  receive  an  FCC  license 

to  operate  an  educational  (non-com- 
mercial) station.  The  management  of 

WCET  figures  that  they  need  $150.ihm) 
to  stay  on  the  air  for  the  rest  of  the 

year.  Next  year  (1956)  the  station  ex- 
pects to  receive  funds  on  which  to  op- 
erate from  several  schools. 

The  station,  with  the  help  of  the 

Crosley      Broadcasting      Corp.,      has 
launched  a  drive  for  public  aid. 

*        # 

The  Radio  Advertising  Bureau  has 

a  promotion  piece  in  the  mails  show- 
ing the  listening  habits  of  teen-age 

girls.  Some  of  the  highlights:  (1) 

any  day  of  the  week  an  advertiser  can 
reach  77.4%  of  all  teen-age  girls,  (2) 

76.3%  of  teen-age  girls  have  their  own 
personal  radio,  (3)  65.6%  prefer  pop- 

ular disk  jockeys.  (See  "Are  you 

morning-minded     or     open-minded?" 
sponsor,  13  June,  page  36.) 

*-       *       # 

KMAN,  Manhattan,  Kan.,  observed 

its  fifth  anniversary  by  running  a  300- 
line  ad  in  the  local  paper  noting  that 
the  station  had  contributed  over 

$28,000  in  local  public  service  time  in 
its  short  history.  Commenting  on  the 
advertisement,  General  Manager  Lowell 

E.  Jack  stated,  "The  public  service 
time  a  radio  station  gives  to  its  com- 

munity seldom  is  appreciated,  and 

never  recognized  .  .  .  more  stations 
might  capitalize  on  their  public  service 
to   the   community.     Poo   often      it   is 

taken  for  granted." *  #        # 

KMFB-TV,  San  Diego,  is  making 

sure  that  viewers  in  the  area  don't 
forget  to  watch  the  Lone  Ranger.  The 
station  has  the  Lone  Ranger  watching 
the  viewers.  He  is  on  a  bill  board  24 
feet  tall,  and  watches  a  stream  of 

traffic  that  the  station  -a\s  numbers 

over  a  million  each  month. 

CITY  AFTER  CITY 

'Why  not  run  our  ads  the  painless 
way,  Boss — just  let  those  KRIZ 

Phoenix  personalities  ad  lib  them?" 

'4 

I'.UJI 

aWsoreat aanad 0 

RACKET  SQUAD 

IS  TOPS  IN 

a 

ITS  TIME  SPOT! 
Yes,  in  Atlanta,  Detroit  and  San  An- 

tonio (to  name  a  few)  Racket  Squad 

rates  ̂   1  in  its  time  period.  Here  are 

more  cities  where  it  tops  competition: 

DAYTON  22.8         62.1%  share 

FT.  WAYNE  49.4         84.2 %  share 

GRAND  RAPIDS     22.9         55.6%  share 

HOUSTON  30.5         71.4%  share 

(Rating  source.  ARB,  Feb.,  19551 

Some  markets  are  still  available  .  .  . 

reserve  yours,  before  someone  else 

does! 

REED    HADLEY,    starring    in  .  .  . RAC 

■BBr 
Lone   Ranger  watches  San   Diego  for  KFMB-TV 

ABC    FILM 

SYNDICATION,    INC. 
7  West  66th  St.,  N.  Y. 

CHICAGO    ■   ATLANTA    •   HOLLYWOOD    •    DALLAS 
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ii  aire 
Ben  R.  Donaldson  was  mimed  chairman  of  the 

Advertising  Federation  of  America  at  that  organi- 

zation's  convention   in    Chicago   the   beginning  of 
this    month.     Donaldson    is   director  of  institutional 

advertising  of  the  Ford  Motor  Co.    As  AFA  chair- 
man,  he  succeeds   Wesley  I.   Nunn,  manager  o)   the 

advertising   department    of    Standard   Oil   Co.    of 
Indiana.    Close  to  1,000  AFA  members  attended  the 

Chicago  contention.  Donaldson  was  member  <>i    1  din 

SOry  Board  of  SPONSOR'S  All-Media  Evaluation    s 

II fin  1/  Schochte  Incomes   vice  president  in 

charge  of  advertising,  marketing  and  public  relations 
at   Lever  Brothers  on   28  June.    For  the  past   luo 

years,  he  has  been  senior  vice  president  of  Bryan 

Houston   Inc.,  Neu     York.    Prior  to  that,  he   uas 

with  the  Borden  Co.  as  director  of  advertising.    //<■ 
joined   Borden    in    1947    after    two   years   at    Young 

&   Rubicam   as  an  account   executive  for  Borden. 

S,  Inn  hte,  too,  was  a  member  of  the  Advisory  Board 

of  sponsor's   All-Media   Evaluation   Study. 

Blurry   Trenttor  is  the  neu    vice  president  in 

charge  of  sales  for  the   Mutual  Broudi  listing  System, 
a  network  for  which   he   was  a  salesman  about  a 

dozen  years  ago.   He  re-joined  MBS  following  the 

sale  this  month  of  his  owned  and  operated  Station 
Film  Library  Inc.  to  General  Teleradio  Inc.;  was 

also  appointed  a  vice  president  of  the  latter  organi- 
zation.   Before  setting  up   his   t\    film    library   in 

1954,   Trenner   was  with    William    II.    Ifeintraub   X- 
Co.  for  11  years,  left  as  v. p.   chargt    radio  and   tv. 

tl  iff  Mini   Fat/    {top)    is  president  of  the  neto 
broadcasting    corporation    set    up    this    month    by 

Stromberg-Carlson  Co..  Rochester,  N.  Y.    Itobvrt 

C.  Tait  is  chairman   of  the  board.    Operating 

licenses  foi   II  II  IM-  11/.  0  HAM-FM  and  WHAM- 

TV  have  been   transferred  to  the  new  Stromberg- 
Carlson  Broadcasting  Co.,  which  came  into  being 

onlj  aftei  mum  years  o)  consideration.  Fay  has  been 

v.p.  in   charge  of   broadcasting  at  S-C  since   1945. 
/    pioneer    in    the   industry,    he   started   with    IT  GY, 

Schenectady    in    1924;    joining   WHAM  in   1928,  he 

became  general  manager  of  that  station  the  next 

continued  t"  use  in   the  ranks  of  licensee 

Stromberg-Carlson.    Robert   Tait,  president  of  the 

Stromberg  <  orison   <  0.,   has  a   bail, ground  of  varied 

business  experience.     Inning  the  many  director- 
ships    he   holds   is   one  on    the   HITM  I. 
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on    the    fe nee? 
Hardly.    These  three  men  are  KCAAO's  walking  and  talking  Farm  Department. 
Headed  by  Jack  Jackson,  with  George  Stephens  as  Market  Reporter  and 

Jack  Wise  as  Farm  Reporter,  they  roam  Mid-America  for  farm  news  from  the 

grass  roots  up.    Their  constant  contacts  reap  a  harvest  of  55  farm  and  market 

radio  and  television   reports  every  week. 

Such  successful  promotions  as  KCMO's  Community  Corn  Club  Contest  and 
2  European  Farm  Tours  were  planned  and  carried  out  by  this  able  trio. 

Their  active  work  with  County  Agents,  4-H  Clubs,  Extension  Service  Groups 

and   Rural   Civic  Organizations   has   landed  them  a  top  spot  in  their  field. 

Jackson,  former  president  of  the  National  Association  of  Radio  and 

Television    Farm    Directors,    last    year    was   recognized   as   the 

nation's  outstanding  farm  director. 

These  men  of  the  KCMO  Farm  Department  are  headquartered  right  in  the 

big   middle  of  things  —  Kansas  City's   Livestock  Exchange  Building.    From 
there,   they   offer   Mid-America    its   finest,  and  only  complete, 

radio  and  television  farm  service  programming. 

RADIO 

TV-  FM 
I     S     S     O     U      R     I K     A      N      S     A S  CITY.  M 

REP:   KATZ  AGENCY 

affiliated  with   publishers  of  Better  Homes   &   Gardens  and  Successful  Farming 

GEORGE  STEPHENS JACK  WISE JACK   JACKSON 



h  am  **>.. 

KMBC-TV 
Kansas  City's Most  Powerful 

TV  Station 

Advertisers  find  atten- 
tive, receptive  listeners —    ■ 

and  more  of  them — when 
they  swing  their  schedules  to 

KMBC-TV,  Kansas  City's  most 
powerful  TV  station.   Serving  the 
Heart  of  America  from  a   1,079-foot 
tower  (above  average  terrain)  with  a 
316,000-watt  RCA  color-equipped 
transmitter,   the  Channel   9  signal 
goes  farther,  remains  clearer  and 
holds  more  audience  than  any  other 
Kansas  City  television  facility.   For 
the  facts  about  the  Heart  of 

America's  best  TV  buy,  see  your 
Free  &  Peters  Colonel. 

Free  &  Peters,  inc 

Primary  CBS-TV  Basic  Mtfiliate 

ond    in  Radio,    it's    KMBC  Qfi    Kansas  City 

KFRM   fax   the   Slate   of   Kansas 

29 of  the  Best 
Independent 
Radio  Stations! 
ALWAYS  BEST 
in  the  MARKET  - 
the  AIMS  station! 

Boston 

Cleveland 
Dallas 

Denver 

Dei    Moines 

Evanston   ,  III. 
Evansville  ,    Ind. 
Houston 

Indianapolis 

Jockson  ,    Miss. 
Kansos    City 

Huntington,    L.I. 
Louisville 
Milwoukee 

WCOP 
WDOK 

KLIF 

KMYR 
KCBC 

A/NMP 

WIKY 
KNUZ 

WXLW 

WJXN 
WHB 

WGSM 

WKYW 
WMIL 

New   Orleans 

New    York 

Omaha 

Portland, Ore. 
San    Antonio 

San    Francisco 

Seattle 

Springfield. Mass 
Stockton/Cal. 

Syracuse 
Tulsa 

Wichita.Kan. 
Worcester, Mass. 

WTIX 
WINS 

KOWH 
KXL 
KITE 

KYA 

KOL 

WTXL 

KSTN 
WOLF 
KFMJ 

KWBB 

WNEB 

Canada 

Calgary,    Alberta,    Canada 
New  Westminister,    B.C. 

Only  one 
in  each 

market 

CKXL 

CKNW 

Membership 

by  invitation 

only 

RADIO  GROUP 

ADVERTISERS'   INDEX 
ABC   Film 
AIMS 

Air    Trails 
Atlas   Tv 

Blair 

BMI 
CBS   Radio    
l  IBS  TV  Film  _ 
Eastman  Kodak 

Evans    Prod. 
Fox    Manor 

89,   91, 
93,   95,      97 
_   _   100 

  10-11       65 

49 

100 

50-51 

  _     S-9   _      61 
       91 

       69 
NBC  Spot  „  42-43 
Pulse                     70 
TSLN                   46 
U.    S.    Steel    .  47 

CKLW,    Detroit 69 

KBIO,    Hollywood                                   _  6 
KCMO,  Kansas  City,   Mo.        99 
KERG,   Eugene,   Ore.    89 
KFAB,  Omaha,  Neb.   ..   ....  79 
KFRE,    Fresno      .      49 
KOA.    Spokane         86 

KGER,   Long  Beach,   f'al.   ..  96 

KHOL-TV,  Kearney,  Neb.     _    100 
KM.T-TV,  Fresno,   Cal.      83 

KMI'C,  Los  Angeles     63 
KNAK,   Salt   Lake  City      90 
KNUZ,    Houston                    94 

KOLN-TV,   Lincoln,   Neb.   _._  16 
KOTV,   Tulsa       BC 

Kl'IX.    San    Francisco           21 

KPQ,   Wentchee,  Wash.           12 
KPRC,    Houston         1BC 

KRCA,   Los  Angeles  _.      84 
KRIZ,    Phoenix                -   90,   97 

KRNT,    Des    Moines       53 
KSBW-TV,     Salinas         22 

KSD,   St.  Louis,   Mo.  93 
KWKW,     Shreveport  88 

KW'I.Y,    Spokane    ..   __    85 
KYTV,    Springfield,   Mo.   ......  16 

\\   IPI-WABT,   Birmingham  92 

WBAP-TV,     Fort    Worth  ...  7 

WBAT,   Greenbay,   Wis.   _   —  100 
WBRE-TV,  Wilkes-Bam  23 

WBNS,   Columbus,   Ohio     55 
Win',    Charlotte,   N.   C.    _    24 
WCCO-TV,    Minneapolis  45 

WDAT-TV,    Fargo  73 
WEHT-TV,    Henderson       82 
w  BMP,   Milwaukee  20 

w  FB( !,    Greenville,   S.   C.   ..  S6 

WFBM-TV,    Indianapolis  5 

WGN-TV,   Chicago  78 

WGUE,    Akron  74 
WILK-TV,   Wilkes  Barre   ..  92 
wiTi  i.    Ball  Imore  IFC 

W.lAi  ■  TV,  Johnstown,   Pa  88 
WJHP-TV,    Jacksonville.    Pla. 

WKOW,    Madison 
WMGT,    Pittsfleld,    Mass.  S6 
\\  I  U-TV,    Ames,     Iowa  18 

WOOD,     ''.rami     llapids  75 
w  ( iw.   i  tmaha  FC 

WPAL,  Charleston,   S.  C.       59 
WPEN,    Philadelphia  8 

WPFH,    Wilmington,    Del,  19 
WRBL-TV,    Columbus,    Ga  84 

w  REX-TV,  Rockfoi  d  VL' 

\\  Rl  >k,     Roi  I    I  ""I  '"'- 
WSA1    TV,    Wausau,    Wis. 

ws.is  TV,    w  Im  ton-Salem  s' 

WSOK,     Nashville  "I 

WSPD    Toledo  v* 
WSYR,  L02 
WTOP     Washlngfc  60 

F-TV,  Wheeling,  W.  Va  SO 
WTVW,    Milwa  ikei  77 
WVDA,    Bo                                                  14-15 

IN  THE   LAND   OF 

MILK  ANDl*ONEY 

THE  ONLY  CBS  PROGRAMMING  AVAIL- 
ABLE TO  A  MILLION  NICE  PEOPLE! 

From  7  A.M.  to  1  A.M. 

Yep!  Bigger'n   Baltimore! 

HAYDN  R.  EVANS,  Gen.  Mgr. 

WEED  IV,  Rep. 
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/low  ̂ Tvallable 

from      SPONSOR 
SERVICES    INC 

BOOKS 

1     ALL-MEDIA  EVALUATION  STUDY 
155  Pages  $4 

This  book  gives  you  the  main  advantages  and 
drawbacks  of  all  major  media  .  .  .  tips  on  when 
to  use  each  medium  .  .  .  yardsticks  for  choosing 
the  best  possible  medium  for  each  product ...  how 
top  advertisers  and  agencies  use  ami  test  media 
.  .  .  plus  hundreds  of  other  media  plans,  sugges- 

tions, formulas  you  can  put  to  profitable  use. 

2     TV  DICTIONARY/HANDBOOK 
48  Pages 

$2 

The  brand-new  1955  edition  contains  2200  defini- 
tions of  television  terms  . . .  1000  more  than  pre- 
vious edition.  Compiled  by.  Herbert  True  of  Notre 

Dame  in  conjunction  with  37  other  tv  experts, 
TV  DICTIONARY/HANDBOOK  also  contains 
a  separate  section  dealing  with  painting  tech- 

niques, artwork,  tv  moving  displays,  slides,  etc. 

3  BUYERS'  GUIDE  TO  STATION  PROGRAMMING 

$2 

The  1955  GUIDE  gives  you,  in  one  handy  source, 
the  programing  profiles  of  radio  and  tv  sta- 

tions. In  addition,  you'll  find  separate  directories 
of  stations  specializing  in  classical  music  .  .  . 
after-midnight... folk  music... music  and  news... 
sports  . . .  religious  . . .  farm  . . .  foreign  language 
. . .  Mexican  . . .  American  . . .  Negro  . . .  film,  etc. 

REPRINTS 

4  HOW  DIFFERENT  RATING  SYSTEMS  VARY  IN 

THE  SAME  MARKET  15c 

Ward  Dorrell,  of  John  Blair  (station  reps), 
shows  researchers  can  be  as  far  as  200%  apart  in 
local  rating's. 

: ORDER  FORM 

SPONSOR  SERVICES 

40  East  49th  St. 

New  York  17,  N.  Y. 

Please  send  me  the 
:     SPONSOR      SERVICES 

encircled  by  number 
$     below: 

12  3    4    5    6 

7  8  9  10  11   12 

:«W? 

Firm      

i 'ii\     Zone     State  . 

]      Enclosed     is    my    payment    of    S 

□     Send  bill  later. 

Quantity  Prices  Upon   Request 

-tot?"  *y\  o  *-  v  "  -  *« !  i  :»£ :: : :  < ,  * '  < 

12  SERVICES  TO  HELP  YOU 

MAKE  THE  MOST  OF  YOUR 

RADIO  AND  TELEVISION 

OPPORTUNITIES 

5     TIPS  ON  HOW  TO  MAKE  GOOD 

TV  COMMERCIALS 

20c 

Anecdote-packed  article  on  how  to  gel  mosl  for 

Least.  Aimed  at  beginners,  but  useful  for  vet- erans, too. 

6     WEEK-END  RADIO 
25c 

Listener 's-per-set   increases  25%   on  the  week- 
end; out-of-home  listening  jumps  10%. 

7  NEGRO  RADIO  HAS  COME  OF  AGE       40c 

20  pages  of  facts  and  tips  on  how  to  use  Negro 
radio  successfully. 

8  HOW  IS  RADIO  DOING  IN  TV  MARKETS   20c 

Results  of  Politz  Study. 

9  HOW  6  BIG  SPOT  CLIENTS  USE  RADIO   20c 

Tall  Mall,  Esso.   Mennen,  Shell.   American   Air- 
lines, Life. 

10  ALL-NIGHT  AUTORAMA  SELLS  300  CARS 20c 

Car  dealer  scores  by  adopting  charity  "telethon" 
idea  to  auto  sales. 

BOUND   VOLUMES 

11   VOLUME  FOR  YEAR  1954 

$15 

Every  information-packed  issue  of  sponsor  for 
1!».">4,  bound  in  sturdy  Leatherette.  Indexed  for 
quick  reference,  bound  volumes  ]>n>\  ide  you  with 
;i  permanent  and  useful  guide. 

12   BINDERS 1_$4     2— $7 

Handy  binders  provide  the  best  way  to  keep  your 
file  of  sponsor  intact  and  ready  to  use  at  all 

times.  Made  <d'  hard-wearing  leatherette,  im- 
printed in  gold,  they'll  make  a  handsome  addi- 

tion to  your  personal  reference  "library." 
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///   the 

s yracuse  is  now  ranked  Amer- 
ica's Best  Test  Market  by  Sales 

Management  Magazine.  The 

ranking  is  authentic,  because  it 

is  based  on  an  audited  study  of 

503  test  campaigns  by  leading 

national  advertisers  over  a  nine- 

year  period. 

By  authentic  standards,  WSYR 

Radio  and  WSYB  Television  are 

clearly  the  superior  broadcasting 

services  in  the  Syracuse  market. 

Best  physical  facilities  .  .  .  best 

local  programming  services  .  .  . 
best  customer  services  .  .  .  these 

important  advantages  give  the 
WSYB  Stations  their  distinct 

leadership  in  Syracuse  and 

throughout  the  $2  billion  Central 
New  York  market. 

NBC AFFILIATES 

TV 1  00      K  W 
CHANNEL     3 

Represented  Nationally   by 
HARRINGTON,  RIGHTER  AND  PARSONS,  Inc. 

RADIO 5      KW 
570     KC 

Represented  Nationally  by 
The     HENRY     I.      CHRISTAL     CO.,     Inc. 

SYRACUSE N 
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ABC    mood 

expansive 

Esty  protests 
crowding 

Tv  census 

out  September 

Tv   show   race 

hotter  in  '55 

Hooper  measures 

brand  exposure 

Coverage  studies 

in  think  stage 

ItlPOIt  I  TO  SPONSORS  for  27  Juno  1955 
( i  milium- (l  from  page  2) 

Will  ABC  one  day  be  part  of  company  with  stake  in  all  aspects  of  en- 
tertainment business?  Management  of  American  Broadcasting-Paramount 

Theatres,  which  has  made  big  strides  since  ABC-United  Paramount 
Theatres  merger,  has  shown  interest  in  broadening  activities  base  by 

launching  record  company.   AB-PT  also  owns  35%  of  giant  amusement 
park  in  California,  Disneyland,  which  is  scheduled  to  open  17  July; 

and  it's  part  owner  of  Microwave  Inc.,  developer  and  manufacturer  of 
electronic  equipment  and  tubes.   Gross  time  sales  for  1955-56  season 
at  ABC  TV  have  passed  $58,500,000  mark,  way  ahead  of  1954  gross  (PIB) 
billings  of  $34,500,000. 

-SR- 

Crowded  condition  of  morning  radio  reflected  in  recent  letter  from 
Esty  timebuyer  Dick  Grahl  to  reps.   Grahl  said  some  radio  stations, 
particularly  in  morning  time,  are  running  competitive  announcements 

with  less  than  30-minute  intervals  between  them.   Grahl  pointed  out 

it  was  long-standing  request  of  agency  that  30-minute  gap  be  kept. 
-SR- 

Tv  industry  this  fall  will  have  first  media-supported  "set-census"  in 
over  year.   With  ABC,  CBS,  NBC  television  webs,  TvB  and  NARTB  paying 
tab,  Advertising  Research  Foundation  has  worked  out  deal  with  U.S. 

Census  to  gather  data  in  periodic  updating  of  census  figures.   Check- 
up is  being  made  in  protectable  sample  of  25,000  U.S.  homes,  will 

show  multi-set  homes,  total  set  count,  income  and  geographic  tv  own- 
ership data.   (Release  target  date:  September.)   Checkup  will  be 

repeated  next  January.   Because  of  sample  size,  study  won't  be  able 
to  give  advertisers  most-needed  timebuying  guidance  of  all:  number  of 
sets  in  individual  markets.   NARTB  has  own  tv  set  and  circulation 

Study  planned  to  eventually  fill  gap  (see  editorial  page  104). 

-SR- 

Hotter  pace  of  network  television  program  competition  reflected  in 

ARB's  Top  10  list  for  October  1954  through  May  1955  season.   Last 
year's  Top  10  listing,  ARB  Director  James  W.  Seiler  points  out, 
represented  30%  change  from  year  previous  but  this  season's  list 
shows  50%  turnover.   "You  Bet  Your  Life,"  NBC  TV,  emerges  as  number 
one  show  with  50.9  ARB  8-month  rating.   CBS  TV  Jackie  Gleason  is  No.  2 

with  50.4.   "I  Love  Lucy,"  which  was  No.  1  last  year  with  63.1  season 

rating,  is  No.  4  with  49.0  on  this  season's  list.   Godfrey  "Talent 
Scouts"  and  "Friends"  shows,  fourth  and  eighth  respectively  last 

year,  aren't  on  this  year's  Top  10.   ("I  Love  Lucy"  remains  No.  1 
in  Nielsen  for  2  weeks  ending  21  May  with  46.0,  is  also  No.  1  ac- 

cording to  Videodex  for  week  of  1-7  May  with  35.5.) 
-SR- 

New  C.  E.  Hooper  spot  radio  and  tv  activity  information  service  will 

cover  9  cities:  New  York,  Chicago,  L.A.,  Boston,  Philadelphia,  Wash- 
ington, Baltimore,  Pittsburgh  and  San  Francisco.   Objective  is  to 

provide  measurement  of  "total  audience  exposure  to  television  and 
radio  commercials  on  behalf  of  a  brand"  so  brands  can  be  compared. 
This  will  be  accomplished  by  applying  rating  against  each  commercial 
with  Broadcast  Advertisers  Reports  monitoring  stations  to  determine 
where  commercials  fall.   ARB  is  also  cooperating  in  enterprise. 

-SR- 

Both  A.  C.  Nielsen  and  SAMS  are  studying  possibility  of  doing  new 
coverage  studies.   Both  measured  radio  and  tv  station  coverage  in 

1952  and  there  hasn't  been  study  since. 
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SPEAKS. 

Fee  tv  or  free  tv 

In  our  16  May  issue  we  wrote  about 

fee  t\  as  follows:  "Here  is  an  issue 

that,  in  its  basic  implications,  is  more 

important  than  anything  that  has  yet 
come  before  the  FCC.  The  issue  is  the 

affect  of  a  system  of  fee  tv  on  a  system 

of  free  tv.  Can  the  existing  system  of 

commercial  television  and  radio,  ex- 

pressing  the  broadcast  concepts  of  a 

democratic  nation,  live  side  by  side 

with  a  system  that  is  not  free?  Will 
advertisers  be  ad\  cr-ely  affected  b\  the 

competition  for  top-audience  sports 

events    and    entertainment    leatures?" 
()nl\  six  weeks  have  elapsed  since 

we  posed  those  questions.  Yet  in  these 

week-  much  has  been  -aid  to  provide 

the  answers.  Statements  in  print  and 

forums  on  the  air  are  educating  the 

public.  Early  in  June  I'd  Vlurrow's 
See  It  Now  provided  a  full-scale  airing 

b\  experts  on  both  side-  that  did  much 
to  clai  il\   the  is-ues. 

\  \<\\  ̂   oik  newspaper  recently 

printed  this  statement  1>\  a  -poke-man 

f..i   Skiatron,  "Toll  t\    i-  inevitable." 
How   does  SPONSOR  feel  about   it  ? 

We  are  in  sharp  disagreement.  Toll 

tv,  in  our  opinion,  is  far  from  in- 
evitable. The  first-blush  enthusiasm  of 

the  public  for  a  "theater  with  box-office 

in  the  home"  is  already  changing.  We 
believe  that  fee  tv  is  doomed — doomed 

by  the  public — unless  some  method  is 

devised  that  guarantees  to  the  set  own- 

er that  fee  tv  will  not  subject  him  to 

constant  payments  for  programing  he 

formerly  recehed  free. 

Here  are  some  basic  reasons  why  we 

feel  fee  tv  will  prove  unacceptable. 

1.  The  programs  that  the  tv  view- 
er wants  most  are  exactly  the 

ones  that  fee  tv  firms  want 

most.  And  fee  tv  can  outbid 

free  tv  for  them.  Consequently 

the  viewer  must  pay  the  bill. 

2.  Despite  the  critics,  the  Ameri- 
can system  of  broadcasting  is 

one  that  the  whole  world  ad- 

mires. Neither  the  public  nor 

the  goyernment  will  waul  to 

pit  it  against  a  money-power- 
ful competitor. 

3.  The  American  public  has 

bought  35,000,000  tv  sets  on 
the  basis  of  a  free  system  of 

programing.  Without  the  ex- 
[ii  e—  preference  ol  the  \mei  i- 

can  public  for  fee  tv.  neither 
legislators  nor  the  FCC  will 

break  faith  by  adoption  of  a 

fee  tv  system. 

I.  Television  is  widely  regarded 

as  the  most  potent  advertising 

medium  of  all.  Legislators 

especially  are  convinced  of  its 

ability.  With  the  nation's  econ- 
omy at  an  all-time  high  much 

thought  will  be  tiiv  en  to  the 

effect  of  a  fee  ft  system  on  free 

u  -  ability  to  perform  its  ad- 
vertising function. 

Tv  set  count 

Here's  the  latest  on  the  status  of  the 
t\  set  count,  which  sponsor  considers 

one  of  tv's  top-priorit\   projects. 
A  tv  set  count  sponsored  by  the 

\  MM  I!  is  likely  to  be  realized  by  next 

spring.  Chairman  Clair  McCollough 
of  the  NARTB  tv  board,  who  has 

spearheaded  the  drive  for  an  industry 
set  count,  placed  this  project  at  the 

head  of  the  urgency  list  at  last  week's board  meeting  at  Hot  Springs,  Va. 

Because  of  the  importance  of  an  in- 
dustry tv  set  count,  sponsor  will  re- 

port progress  from  here  on  in. 

*  *        *■ 

Color  acceleration 

Color  television  has  been  starting 

slow,  and  won't  show  much  progress 

this  summer,  but  don't  be  fooled. 
With  NBC  and  CBS  planning  more 

color  programing  this  fall,  watch  for 
accelerated  color  sets  sales  among  the 

top  income  groups.  We  expect  a  big 

push  by  one  or  more  manufacturers 
this  Christmas. 

*  *        « 

Fall   Facts  Basics 

\\  e  ourselves  are  getting  a  liberal 

education  in  the  process  of  editing  the 

100.000  words  spoken  at  the  RTFS 

Timebuying  and  Selling  Seminar  into 

a  30,000-word  condensation  which  is 

to  appear  in  our  11  July  Fall  Facts 
Basics.  \\  ere  calling  our  digest  Time- 

buying  Basics.  The  other  Basics,  whose 

preparation  is  also  giving  us  a  look  at 
facts  we  never  knew  before  are:  Radio 

Basics.  Television  Basics.  Film  Basics. 

While  you're  waiting  for  Fall  Facts 

Basics  we  suggest  you  think  about 

where  you  are  going  to  keep  your  fact- 
packed  copy  (if  what  yyill  probably  be 

a  iiear-300  page  issue.  Better  make  it 

someplace  you  can  put  under  lock  and key  . 

ipplause 
Tv's  creative  season 

Network  inil iath e  and  netwoi k  com- 

petition  has   resulted   in   a   real   emer- 

gence ol  creative  television   program- 

ing this  season.   The  networks  are  now 

vying  consistentl)   with  top-notch  pro- 
3o  much  so  thai  e\  en  the  news- 

paper  columnists   are   complimentai  \ . 

I  a<  h   of  the   three   ma  joi    networks 

deserves  applause  for  it-  own  individ- 
ual i  ontribution : 

\HC.     rates    commendation    for    its 

breath  ol  y  ision  and  extreme  courage 

in  backing  the  big  thinking  of  its  presi- 
dent. Pal  \\  eaver,  w  ith  heay  j  financial 

investment.  This  season's  \B<  pro- 
2 1  aming,  from  the  specta<  ulai  -  to  the 
new  //  ide,  II  ide  II  orld,  have  brought 
the  sense  ol  ex<  itemenl  back  to  t\ . 

'  /-'s  i-  to  be  <  ong  ial  ulated  foi  the 
i  out ageous  -land  it  has  tal en  on  issues 

which  inevitable  brought  it  into  con- 
flict with  various  pressure  groups.  It 

i-   to    be  complimented,    too,    for    it- 

plan-   to   make   radical  changes  in  its 

programing  lineup  for  next  tall.  I  hi- 
-how-  a  willingness  to  experiment  and 

to  accept  wholeheartedly  the  best  ideas 

I  loin   w  lialcy  ei    soun  <■-. 
IIH    has   been   making    remarkable 

-'i  ide-  by  harnessing  the  <  icaliy  e  po- 

tential  of   I  lolly  wood.     Hut    it    has  done 

more  than  to  merelj  build  itself.  It 

has  opened  up  the  ayenue  to  coopera- 
tion between  Hollywood  and  television 

for   the   whole   industry. 
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TOP   QUALITY,  TOO! 

In  a  survey  of  57  largest  cities 

OIL  RICH  TULSA  RANKS4 
'  in  consumer  spendable  income 

^^"  per  family  ($6,666). 
ill  percent  increase  in  retail 

r  sales  since  1948. 

in  percent  increase  in 
y  population  since  1950. 

•Source:   SRDS  Consumer  Markets 

FIVE    YEAR    LEAD    IN    VIEWING    HABITS 

OVER    ANY    OTHER    STATION    IN    EASTERN    OKLAHOMA 

Represented  By 

BASIC   CBS 

AFFILIATE 

Edward  Retry  &  Co..  Inc. TULSA 
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